




Knowledge
/innovation

and the environment

3.



3. Knowledge/innovation and the environment 

40

I remember no other case of a large company carrying out such an open dialogue in its home market, 
not only with customers, but with stakeholders as a whole. In its business relations with Orange Polska, 
Relacom has obviously lots of opportunities to talk about us and our commitments or agreements we 
have made. Yet stakeholder meetings held in a social dialogue enable talks in a broader context of not 
only customers, but, say, environmental impact. I believe this is a good direction and I am glad that in our 
region Orange has decided to carry out such an open dialogue. I think that it is time for Orange Polska to 
make use of the trust enjoyed in our society and set new standards for business functioning, as a num-
ber of large brands in Poland have launched no such social involvement programmes yet.

Piotr Gehrmann, Sales Director and Management Board Member, Relacom Sp. z o.o., 
participant of a dialogue panel 

CSR Strategy:

To be an innovator providing tools to build the low carbon society. 

Innovativeness in Orange Polska 

Development based on new technologies  
is a key precondition for the existence of the 
ICT industry. On one hand, it offers a great 
opportunity for using new technologies in 
the development of social or economic life; 
on the other hand, due to rapid develop-
ment products quickly become obsolete, 
which raises problems of recycling of the 
equipment withdrawn from use and stimula-
tes concern for eco-efficiency. 

To be an innovator.

Innovativeness  is an indispensable ele-
ment in the development of the telecom-

munication industry. In order to develop new 
technologies and provide them to people we 
need to not only quickly respond to changes  
in the market, but also work on new solutions 
and inventions. In order to better monitor the 
on-going changes and set trends in new techno-
logies we have established Orange Labs.

Polish Orange Labs is a part of an internatio-
nal network comprised of 15 Orange research 
and development facilities and laboratories on 
four continents. Polish laboratories account for 
15% of the aggregate research potential of the 
network. The role of Orange Labs is to generate 
innovative solutions to support the development 
of Orange. 

Orange Labs actively participates in European 
research projects and the work of international 
standardisation organisations, such as ITU, CE-
NELEC, Broadband Forum, TeleManagement 
Forum or Home Gateway Initiative. It closely 
collaborates with a number of universities and 
research centres in Poland and abroad.  
Our partners include the Warsaw University  
of Technology, Gdańsk University of Techno-
logy, Wrocław University of Technology, Łódź 
University of Technology, AGH University of 
Science and Technology, Poznań University of 
Economics, Poznań Medical University, Uni-
versity of Warsaw Interdisciplinary Centre for 
Mathematical and Computational Modelling  
and Polish-Japanese Institute of Information 
Technology. 
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Collaboration with universities for innovation. 

In 2011, together with Huawei, we provi-
ded the students of the Warsaw University 

of Technology (PW) with the Long Term Evolu-
tion (LTE) network for developing modern 
services. Co-operation in an open innovation 
scheme between the market’s leading technolo-
gy partner (Huawei), leading research partner 
(PW) and leading telecom operator (TP S.A.) 
provides development opportunities for both 
students and partner companies. 

It is one of few open innovation projects  
in Poland and a further step in our collaboration 
with the Warsaw University of Technology. Last 
year we launched a joint project, "Test Campus", 
which provides free broadband infrastructure 
based on FTTH, VDSL2 and radio technolo-
gies for the purpose of research projects and 
sharing experience related to the latest trends in 
research and technology. The network is used 
mainly by students, whose task is to assess 
its quality as well as enhance or develop new 
services. 

Orange Labs also works on the development 
of new services to integrate Internet and tele-
communication technologies. In the Orange 
Labs Telco 2.0 University project, workshops 
are organised for students interested in modern 
ICT systems in selected universities, including 
the University of Warmia-Mazuria, Warsaw Uni-
versity of Technology and Łódź University 
of Technology. Such projects aim to stimulate 
the development of new ideas for provision  
of telecommunication services.

Promoting innovations.

Orange Labs is also a place of promotion of 
new technologies and innovations. Together 

with its business partners, we regularly organise 
Innovation Days, Innovative Technology conferen-
ces as well as workshops and prototype presenta-
tions in order to promote innovation inside and 

outside the company, share experience and build 
positive partnerships. Orange’s solutions may be 
seen at the "Innovation Gardens". In 2011, in 
co-operation with other business units, the France 
Telecom Orange Group and our suppliers, Orange 
Labs presented about 50 prototype and commer-
cial solutions at the Gardens and organised 250 
meetings with almost 6,500 guests, including 60 
or so events attended by representatives of the 
France Telecom Orange Group, universities, 
suppliers and government administration. During 
the holiday season, also children and young 
people are invited to the "Innovation Gardens", 
where our employees talk about new technologies 
and demonstrate new services.

 Developing innovative solutions.

In 2011, we developed Poland’s first 
interactive audiobook, "1812: Heart of 

Winter". It is an innovative game based almost 
exclusively on sounds. Graphics have been 
kept down to minimum, so that the player can 
focus on the story line. It is one of the first 
products of this type in the Polish market. 
The Polish Association of the Blind has conduc-
ted tests to verify the game accessibility, which 
have confirmed that the application can be 
used by sight-impaired persons on their own.

Innovations for the environment.

New technologies may serve the environ-
ment, helping to manage energy and other 

natural resources more efficiently. Therefore, 
Orange Polska also works on projects aimed 
at saving energy. As part of our energy saving 
initiative (Green Initiative) we have got involved 
in the DSLAM Power Savings project. We have 
also prepared a GreenBox application, which 
automatically turns off unused ports on DSLAMs*. 
Turning off the ports reduces energy consump-
tion by access devices as well as heat emission, 
which leads to a decrease in A/C costs. Green-
Box has introduced a new logic in broadband 
network management. Reduced energy con-

* Port – a socket on the operator’s side, as opposed to a socket (port) on the customer’s side. DSLAM (Digital Subscriber Line Access Multiplexer) – a network  
 device on the operator’s side which transfers traffic from the operator’s network directly to customers. 
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sumption translates directly into a reduction 
in network maintenance costs, as well as green-
house gas emissions. The solution has made
the network more ‘green’. The pilot project 
demonstrated the immense potential of the 

solution. Consequently, in 2009 we decided 
to implement it on the entire network operated 
by TP S.A. In December 2010, GreenBox was 
permanently integrated into our network manage-
ment systems and processes.

GreenBox results (estimated) 2011

Energy savings 453,000 kWh

CO
2 
reduction 430,000 kg

Cost savings PLN 192,000 

Which is equivalent to: 

Trees planted 6,450

Km driven by car 2,460,000 km 

Developing new eco-efficient solutions.

Climate changes and depletion of natural 
resources have made us realise the need 

to develop smart energy networks which could 
effectively manage both traditional and renewable 
energy sources as well as prepare electric 
vehicles using green energy. 35 leading power 
and ICT companies, research institutes and 
universities have established the FINSENY 
(Future INternet for Smart ENergY) international 
consortium. Being part of the European initiative 
Future Internet Public Private Partnership, it is 
co-financed by the European Commission. 
Orange Polska has been involved in this project. 
The consortium will identify requirements for 
an ICT system for smart energy networks, 
develop a reference architecture and participate 
in intersectoral standardisation initiatives.
This will enable the adaptation and implementa-
tion of smart power solutions in Europe 
and elsewhere. 

Orange Polska for the 

Environment 

We are not indifferent to global challenges rela-
ted to protection of the natural environment and 
natural resources. As a provider of telecommuni-
cation services we can significantly contribute to 
reducing the negative impact of business on the 
environment. We also introduce improvements 
inside the company to the same purpose. 

Green services.

The key environmental issue seems to be 
the positive impact which the whole 

industry may have on a reduction in greenhouse 
gas emissions by offering services which 
replace traditional forms of communication or 
document flow. Thanks to tele- and video-con-
ferences, electronic document flow, on-line 
shopping, e-services, e-invoices and compre-
hensive ICT systems for business and admini-
stration, we make ecology and environmental 
protection part of everyday life.
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Owing to our services also other companies, 
institutions or organisations may become more 
"green". A number of them have successfully 
used video-conferences to enable home-wor-
king via Internet or phone and replaced paper 
documents with electronic ones. Communi-
cation may involve either face-to-face or virtual 
meetings; naturally, at the time of general focus 
on savings and effective use of resources, 
tele- and video-conferences are becoming the 
most reasonable solution. The implementation 
of a video-conference system within a compa-
ny saves time and money spent on business 
trips, while increasing the frequency of personal 
contacts with customers and partners.

Promoting e-documents and e-payments.

In Orange Polska we promote electronic 
forms of invoice distribution. 

For four years since the introduction of e-invo-
ices we have carried out advertising and social 
initiatives and marketing campaigns in order to 
popularise this form of invoices on the market. 
Education has been a major element of these 
efforts, as we have been informing customers 
about the functioning of e-invoices and their 
environmental impact. So far, e-invoices have 
been used by over 2 million of our customers. 

In 2011, we launched a special website, 
www.zyskajzefaktura.pl, where customers can 
find all information about e-invoices and le-
arn about the benefits from using this form of 
settlements. They can choose from free minu-
tes, lower activation fee for Neostrada, free e 
newspaper subscription, PAYBACK points or 
discount vouchers of various service providers. 
In addition, we started a dedicated portal on the 
Facebook: www.facebook.com/zyszkjazefaktura. 

Orange’s customers receive SMSs whenever 
an invoice is issued (indicating the due date of 
payment) and after the relevant payment is re-
corded on the operator’s account. Fixed line se-
rvice users receive notices with invoices to their 
email address. In addition, any amendments
in rules or price sheets or other communications 
from the company may be sent in the electronic 
form upon customer’s consent. 

We also promote electronic payments among 
our customers, primarily direct debit, which
is a modern and safe form of paying bills.
Those, who choose this form of payment are of-
fered extra points in the PAYBACK programme. 

Direct debit ensures timely payment of bills 
directly by the bank by a transfer to Orange 
Polska’s account. If direct debit is used, custo-
mers do not waste their time, while retaining full 
control over payments owing to an option to 
cancel any transaction that has been effected
in this scheme. 

Customers who use e-invoices are offered
a free, easy and quick payment method: e-pay-
ment. TP S.A.’s e-invoices contain hyperlinks 
which enable customers to effect payments 
from their on-line bank accounts in a quick 
and safe manner. 

Lobbying for e-invoices as a business 
solution and co-operation with other 

companies.

Responding to the aforementioned need 
communicated during a meeting with our 

key customers, we have decided to intensify 
promotion of e-invoices. Together with other 
companies (Netia, ING, Radio Zet, Polish 
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Ecology in Orange Polska 

CSR Strategy:

To reduce the company’s negative impact on the natural environment.

We are increasingly focused on minimising our environmental impact by reducing energy consump-
tion, introducing waste segregation and encouraging more efficient paper management. We want 
Orange Polska to be a company which promotes eco-friendly attitudes and has its employees invo-
lved in reducing the negative impact on the environment.

Making the company more  
environmentally friendly.

We reduce our negative impact on the 
natural environment. As part of our envi-

ronmental policy we monitor our operations for 
compliance with laws and other regulations, 

control the negative impact of our processes  
on the environment and take initiatives aimed  
at reducing it. We reduce the consumption 
of energy and resources, especially water  
and paper, as well as carbon dioxide emission 
related to our activity. 

2010 2011

CO
2
 emissions excluding transport* in ‘000 tonnes 424 365 

Total CO
2
 emissions during transport in ‘000 tonnes 18.3 18.1 

Total CO
2
 emissions tonnes 442 383 

Electricity consumption/customer KWh/customer 25.3 22.0 

CO
2
 emissions during electricity consumption/customer kg/customer 16.7 14.4 

Total electricity consumption/1000 customers toe**/1000 
customers 7.2 6.6 

CO
2
 emissions (all energies)/customer kg/customer 18.2 16.0 

* CO
2
 emissions excluding transport is the total amount of emissions resulting from combustion of indirect fuels and electricity purchases. Total CO

2
 emissions 

during transport refers to petrol consumed by company cars/trucks during business trips. The amount of emissions has been estimated with the GHG Protocol, a 
tool used throughout the France Telecom Orange Group. 

** Toe, Tonne of Oil Equivalent, is a unit of fuel, which enables comparing total energy consumption in different countries. 1 toe corresponds to the amount of energy  
 released by burning one tonne of crude oil. By convention, 1 toe = 41.87 GJ = 11.63 MWh.
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The greatest contributor to CO
2
 emissions is the 

consumption of electricity and indirect energy 
sources: gas, coal and oil. Our efforts to reduce 
the consumption of electricity and fuels are in line 
with our policy aimed at reducing CO

2
 emissions. 

Introduction of eco-friendly solutions 
and education of employees. 

We are focused on the environment 
protection both at work and at home. 

There is the Environmental Protection Service 
on our intranet, which provides information  
on the environmental initiatives taken by the  

company. In addition, through dedicated 
campaigns we encourage our employees  
to adopt eco-friendly lifestyle and behaviour. 

In the "Second Life of Paper" campaign, we 
have provided containers for documents and 
waste paper to our employees in 21 locations. 
This solution not only enables us to segregate 
paper waste but also retain control over safety 
of documents. Containers for waste paper have 
been put also at TP S.A.’s headquarters  
at Twarda 18, Warsaw.

There are also containers for used batteries 
in 6 locations. In 2011, we put containers for 
segregated waste (paper, glass, plastics) in all 
conference halls in our head office at Twarda 
18, Warsaw. Another initiative related to rational 
use of paper and printout safety is "Safe printing 
at TP S.A.". In 2011, we also launched the "No 
paper" project. 

We have posted the "Code of Good Practices"  
in our Environmental Protection Service. It con-
tains guidelines on ‘green’ behaviours at home 
and at work. Furthermore, we develop informa-
tional materials, such as "Save energy, protect 
the environment" or "Save water, protect the 
environment" stickers. 

We also organise a competition for our employ-
ees for the most interesting green idea.  
One of the winners has been the "Biking to 
work" project, which has involved installing bike 
stands in 43 locations and bathrooms with sho-
wers for bikers in selected locations. We have 
also launched a forum for bikers, where they 
can share experience, advice and information 
about biking events organised by cities. One of 
such events is "Biking Ride for Autistic People", 

which we promote among our employees each 
year, providing financing to the Synapsis Fo-
undation, which helps autistic people, for each 
kilometre ridden by bike. We are working on the 
implementation of further ideas which won in 
the second edition of the competition, including 
"Orange Polska Green Code" and the "Together 
we drive farther" project, which promotes car-
-pooling (i.e. travelling together by car). 

Since 2009, we have participated in the Earth 
Hour organised by WWF, which promotes 
the need to take action on global warming.  
We also remind our employees about the Su-
stainable Transportation Week and the Europe-
an Day without a car, encouraging them to use 
public transport or bikes. 

In 2011, we held a green picnic for our em-
ployees and their families in our Central Region. 
Together with foresters we planted about 2,000 
seedlings in a 1 ha plot of land near Warsaw. 
The event combined an eco-friendly initiative 
with employee voluntary work, which has been 
successfully promoted within the company for 
several years. 

2010 2011

Waste paper, cardboard boxes:  
internally and externally

in ‘000 
tonnes 

2.5 1.9
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We want to get our employees involved in a 
dialogue on environmental issues. To this end 
we have provided a special mailbox, *ekologia 

(ecology), to which they can send any inquiries 
or suggestions related to the environmental pro-
tection or green initiatives within the company. 

Popularisation of e-documents 
in our work.

We use e-documents in Orange. 
We use no paper to request and settle 

business trips or set holiday leaves. We can 
also submit income tax returns electronically. 

Since 2010 we have been using a special 
application for holding video-conferences, 
Telepresence, which has enabled us to signi-
ficantly reduce time- and money-consuming 
foreign business trips. A total of 159 video-con-
ferences were held in 2011. 

E-documents are also used in business rela-
tions with our suppliers. Orders can be placed 
through a dedicated electronic system. 
The same applies to invoices, which are sent 
in the electronic form. We have also introduced 
a tool for confirming courier delivery electroni-
cally. In addition, our company has been using 
electronic invoice archiving, so that they do not 
need extensive storage space but rather virtual 
space on servers. 

In 2011, we succeeded in reducing paper 
consumption by 28% in TP S.A. and by 36% 
in PTK Centertel (year-on-year). All companies 
which supply paper materials to us are required 
to hold an FCE certificate, i.e. a certificate of 
good forest management, which confirms that 
the material had been obtained from sustainable 
forests, where care is taken to plant new trees 
and wasteful exploitation is not performed. 

Eco-efficient use of telecommunication 
infrastructure. 

Since 2009, we have been implementing 
the Green IT project, which is aimed at 

increasing efficiency of our IT function, while 
reducing pollution and consumption of natural 
resources. 

The project is an element of Orange Polska’s 
pursuit of its strategic goal of combining saving 
initiatives with a reduction in the negative impact 
on the environment. 

2010 2011

Direct energy consumption, primary sources 

Fuel (all buildings, all uses) in ‘000 tonnes 3.5 2.9 

Gas in ‘000 m3 3,444 4,085 

Coal tonnes 119 87 

Energy produced during combustion, primary 
sources 

GWh 77.04 76.62

Indirect energy consumption, primary sources

Electricity GWh 619 535
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The key elements of the project include:

IT infrastructure 
´´ consolidation, centralisation and virtualisa-
tion of the IT infrastructure; 
´´ identification and elimination (or qualifica-
tion for reuse) of the IT infrastructure which 
due to various circumstances, e.g. system 
migration to another platform, does not play 
any major role any more, yet is still on in the 
server room; 
´´ used computer equipment disposed by 
companies which hold the relevant certifi-
cates and licences; 
´´ purchases which, apart from financial con-
siderations, account for the environmental 
protection as an additional criterion.

Server room technical environment 
´´ optimisation of A/C settings in server rooms; 
´´ adjustment of cooling power in server 
rooms to the current needs; 
´´ modification of ventilation and lighting 
systems; 
´´ adjustment of agreements with electricity 
suppliers to the current needs; 
´´ optimisation initiatives in Orange Polska’s 
server rooms: audit follow-up or implemen-
tation of IT infrastructure best practices 
(confirmed through the relevant tests 
and analyses).

Office space
´´ popularisation of 10 rules of economical 
printing among employees and promoting 
a habit of turning off computers before 
leaving work; all our printers have been 
automatically set to two-sided black-and-
-white printing mode; 
´´ "Computers at night" campaign aimed at 
reducing the number of office computers 
being on at off-work time (nights, week-
ends, holidays) by using remote switching 
off tools; this initiative alone produced 
energy savings of 3,161,076 kWh in 2011, 
which corresponds to a reduction of ap-
prox. 3,128 tonnes in CO

2
 emission; 

´´ initiatives in customer relations: electronic 
documents, using recycled paper enve-
lopes for correspondence, reducing the 
volume of mail.

The Green IT project is a good example of combi-
ning economic and environmental goals. For the 
company it means lower electricity or water bills. 
In the Data Centre alone, Green IT savings have 
totalled almost PLN 4.82 million (PLN 2 million in 
2011), while electricity consumption fell by almost 
11 million kWh (4.7 million kWh in 2011). 

For the environment, the project means less CO
2
 

released and less water and paper consumed. As 
a result of the Green IT project, CO

2
 emissions fell 

by almost 11,000 tonnes (4,600 tonnes in 2011). 

Eco-efficient use of company cars.

Petrol powered company cars are gradu-
ally withdrawn and replaced with diesel 

cars. A reduction in the vehicle fleet and modifi-
cation of its structure have resulted in a 12.6% 
decrease in fuel consumption in 2011 
(year-on-year).
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2010 2011

Company cars: petrol + GPL in ‘000 litres 2,073 1,265 

Company cars: diesel fuel in ‘000 litres 4,875 4,804 

Business trips: plane in ‘000 km 7,084 7,150 

Business trips: train  in ‘000 km 6,822 5,553  

In 2011, we launched the "Green Driving 
Academy" educational project to promote eco-
-efficient driving among our employees, thus 
generating savings on company car costs 
and reducing CO

2
 emissions. 

The "Green Driving Academy" involves disse-
mination of knowledge about environmentally 
friendly driving as well as hands-on training in
an autodrome in cars equipped with indicators 
of various driving parameters. 

During a few months after completion of tra-
ining, participants record each refuelling in
a special on-line application. This clearly shows 
how a change in driving habits affects the fuel 
consumption rate. 

Each project participant has his own profile 
in the application and can compare his results 
any time. A total of 1,155 employees of Orange 
Polska registered for a qualification test and 130 
employees took part in pilot training. 
In this group, fuel consumption fell by an avera-
ge of over 6%. 

Efficient waste management. 

The Company’s activities generate indu-
strial waste, such as waste electronic 

and electrical equipment (WEEE), batteries 
and storage cells, cables and telegraph poles. 
The recycling thereof is closely controlled.

49
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Waste 2010 2011

Industrial waste tonnes 289.1 n/a*

Internal WEEE (network & tertiary) tonnes 255 284 

Wooden poles tonnes 43.3 24.0 

Cables tonnes 374.3 324.6 

Batteries tonnes 83.6 20.6

Fluorescent lamps tonnes 0.0 0.0 

Paper / cardboard tonnes 122.4 237.4 

Printer cartridges tonnes 0.3 0.1 

Other hazardous waste (including PCB) tonnes 2.6 0.1 

Other non-hazardous waste tonnes 505.6 619.6 

Waste recycled internally tonnes 1,676 1,510 

Waste recycling tonnes 0.43 0.42

Wooden telegraph poles are considered hazar-
dous waste due to petroleum derivatives used 
for wood preservation. Their disposal is a re-
sponsibility of a specialised company. In 2011, 
over 24,000 tonnes of poles (i.e. 100% of those 
withdrawn from service) were discarded. Copper 
cables withdrawn from use are delivered to non-
-ferrous metal recycling centres. Those which 
due to a type of insulation pose a potential ha-
zard to the environment are handed over for di-
sposal by professional companies. Copper from 
wires is 100% recovered. In 2011, almost 328 
tonnes of waste copper cables were recycled. 

Also 100% of network batteries are neutralised 
by qualified companies. TP S.A. has concluded 
agreements with battery suppliers under which 
they pick up and dispose of any waste elements 

as part of maintenance services. 
A similar scheme has been introduced under 
framework agreements with suppliers of consu-
mable materials for photocopiers, printers  
and facsimile machines. 

We have introduced uniform waste classification 
rules in line with the Regulation of the Minister 
of Environment of 27 September 2001 on the 
catalogue of waste (Journal of Laws of 2001, 
No. 112, item 1206) as well as uniform waste 
recording rules in line with the Regulation of the 
Minister of Environment of 8 December 2010  
on templates of documents used for waste re-
cords (JoL of 2010, No. 249, item 1673).  
We also hold the necessary administrative  
permits for waste generation. 

* These data used to be reported by TP Emitel. Since the sale thereof in 2010, we have not been classifying these data.
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We co-operate only with suppliers which take 
responsibility for further processing of the re-
ceived waste (collection, transport, recycling or 
neutralisation) and can document the subsequ-
ent stages of waste handling between the waste 
producer and the waste neutraliser. 

In line with the Act on waste electronic and elec-
trical equipment (WEEE*), such unwantedand 
unusable equipment is transferred as waste to 
licensed waste management companies (since 
1 October 2006, such companies also have to 
be registered by the Chief Inspectorate for Envi-
ronmental Protection). 

 2010 2011

WEEE collected from customers tonnes 0.3 0.2

WEEE collected from customers kg/1000 customers 0.01 0.01

EMS**: ISO 14001 % 27 30

We follow procedures aimed at reducing our 
impact on the natural environment. Dedicated 
teams have been established within the com-
pany to assure the progress in environmental 
protection by inspecting infrastructure, monito-
ring emission levels and providing the related 
training. We co-operate with regional inspectors 
for environmental protection on a constant basis, 
being subject of their audits and following their 
recommendations. We also maintain relations 
with the Ministry of the Environment with respect 
to interpretation of regulations as well as training. 

In the process of implementation of environmen-
tally friendly projects we also co-operate with 
organisations dedicated to the environmental 
protection. 

In pursuit of our environmental policy objecti-
ves, we regularly participate in the international 
exchange of best practices across Orange.  
We also take part in environmental projects en-
dorsed by the Responsible Business Forum and 
co-operate with foundations which promote su-
stainable development and environmental care. 

* Waste of Electrical and Electronic Equipment – The WEEE Directive 2002/96/EC (Directive on waste of electrical and electronic equipment) was adopted  
 by the EU in January 2003 in order to minimise the negative environmental impact of electronic waste. Pursuant to it, producers, suppliers and importers are 
 responsible for collection, reuse, recycling and recovery of electronic waste. This waste has been divided into several categories and different recycling rules 
 have been determined for each of them.

** Environment Management System.

Innovativeness is important for our industry, so we seek new functional solutions for our customers. 
New technologies may be eco-efficient, helping to save both time and natural resources.  
We monitor environmental indicators within our company on a current basis. In INDICIA, a dedica-
ted CSR database used across the France Telecom Orange Group, we report 122 environmental 
indicators on a semi-annual basis, monitoring the use of natural resources and our impact on the 
natural environment.
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As the Head of the Pomerania Employers, that is the biggest and the oldest organisation of employers 
with the membership of over 700 companies, I am often invited to meetings on corporate social respon-
sibility or public relations of companies. A dialogue with Orange Polska’s representatives is carried out 
in an open and vibrant manner. A face-to-face round-table debate facilitates moderated discussions 
between various stakeholders. It seems to me that Orange evaluates according to the need, adjusting its 
procedures and PR policies, which in a short time will certainly be reflected in its business results as well. 

Zbigniew Canowiecki, President of Pomerania Employers, participant of a dialogue panel

CSR Strategy:

To provide high quality services and customer service standards.

Our priority is to increase the customer 
satisfaction from our products and services 
and to build good relations in every area, 
from quality of services and customer se-
rvice standards to widely understood safety 
and responsible communications. 

We know how much is yet to be done to make 
our customers more satisfied from our services 
and customer care. Therefore, in 2010 we deci-
ded to launch a programme whose strategic 
goal is to transform Orange Polska into a cu-
stomer-oriented company guided by the needs 
and satisfaction of its customers. 

Learning Customer Expectations 

We make every effort to identify the needs 
of our customers in order to respond to their 
expectations in the best way. We put a lot 
of attention to customer opinion and satisfaction 
surveys, which enable us to better plan chan-
ges in our service portfolio or customer service 
procedures. 

Identifying customer needs to adjust  
the portfolio.

Our customer satisfaction surveys are 
among the largest such surveys in Po-

land. Each month, we conduct a total of around 
20,000 interviews, analyse calls from over 
500,000 infoline customers and review handling 
of complaints from over 30,000 residential 
customers and 2,500 business customers. 
Apart from regular monthly customer satisfac-
tion surveys, through which we monitor the 
customer satisfaction rate, we carry out in-
-depth surveys of customer expectations, 
particularly to determine how the portfolio 
matches customer needs, as well as tests  
of specific offers. Our research also includes 
analysis of customer needs in a process of 
sales and agreement renewal. In addition, we 
have introduced the Net Promoter Score (NPS), 
which is currently one of customer satisfaction 
measures. The key purpose of this indicator 
is to listen and respond to customer opinions. 

Based on surveys conducted by independent 
agencies, we identify causes of customer dis-
satisfaction and define areas for improvement 
and further actions. As a result, we are able to 
better adjust the time and manner of our sale 
and customer service processes to customer 
expectations. We have conducted 
a series of training courses in offer customisa-
tion skills for our front-line personnel. We gradu-
ally increase the number of sales people who 
work according to the established standards, 
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which contributes to an increase in customer 
satisfaction. Moreover, after each contact we 
approach our customers to learn what we could 
improve or change. Such feedback helps us to 
define areas for improvement. 

Our commitment: A dedicated survey of 
customers with sight or hearing impair-

ments as well as elderly people to better identify 
their needs and expectations of the company.

Learning the causes of service discontinu-
ation.

We identify the causes of churn through 
market research, monitoring of customer 

experience in relations with our salesforce and 
consultants, as well as proactive campaigns,  
in which customers are offered contract renewal 
before the previous promotion ends. As a result 
of these initiatives, the churn rate for our broad-
band services was down 20% last year (com-
pared to 2010). Investigation of churn causes 
is two-fold. While informing about service 
discontinuation customers indicate its cause. 
In addition, we conduct regular phone surveys 
among departing customers and, based on their 
results, undertake the relevant corrective actions.

Concern about both existing  
and prospective customers.

For existing customers we have the ProPo-
sition offer. Choosing from among Dolphin II, 

Pelican II or Panther II tariff plans (subscription or 
mix), customers receive, depending on the time 
they have been with the company, 20% or 40% 
minutes more than new customers get. Custo-
mers receive additional packages if they sign  
up via company’s website, and the package size 
depends on the time spent with the company. 
Customers of Orange Polska’s fixed line services 
can participate in the biggest multipartner bonus 
programme on the Polish market, PayBack, 
in which they earn points for the following:
´´ Timely payment of invoices for selected 
voice services; 
´´ Conclusion of a new agreement or 
renewal of an existing agreement, e.g. for 
broadband access or FunPack; 

´´ Migration to a higher speed under  
an existing agreement for broadband plus 
TV or FunPack. 

PayBack points may be subsequently redeemed 
for attractive items from the gift catalogue. 

Customers who renewed their agreements 
under the Orange for Business offer in 2011 
were eligible for the "More Optimum Benefits" 
promotion. 

Development of special offers in response 
to business customer needs.

In 2011, Orange became the first operator 
in Poland to introduce a tariff solution 

enabling flexible choice of the amount of 
subscription fee and the pool of minutes and 
value-added services embedded in the sub-
scription. In the Customised Offer for Business, 
customers can determine the subscription 
volume and price themselves. 

In 2011 we also launched a new "IT for Busi-
ness" service, which is addressed mainly to 
small to medium enterprises. This is an offer of 
comprehensive IT system support, including an 
option to rent computers, peripheral equipment, 
accessories and software. There is a profes-
sional support department to help customers, 
who pay a fixed monthly fee for the service. 
The "IT for Business" service is our response to 
customers’ growing expectations with respect 
to IT infrastructure management and increasing 
interest in outsourcing. 

Quality Service 

Since October 2010, our customer service 
has been a responsibility of Orange Customer 
Service. The company is an integral part of 
Orange Polska. It was established by com-
bining customer service functions of TP and 
PTK Centertel to get the best from the potential 
and experience of both companies. Orange 
Customer Service aims at setting new quality 
standards based on long-term relations with 
customers and their trust. 
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Enabling consultants to review the status 
of customer’s order or complaint.

Our consultants have access to all sys-
tems required for proper customer servi-

ce, and each communication or change in the 
case status is recorded. In case of fixed line 
services we used to operate several different 
systems. In 2011, in order to make it easier for 
our consultants to access up-to-date informa-
tion about customers, we implemented an 
application which retrieves data from a number 
of systems used in customer service. 

Our commitment: To enable our consultants 
to consolidate all the necessary information 

on a single screen, which will facilitate customer 
service. The project will be implemented in 2012. 

Preparing consultants for acting as 
advisors.

We try to best prepare our consultants for 
contacts with customers. During the initial 

training they learn our portfolio and get acquain-
ted with customer service systems and stan-
dards. As for in-service training, the ratio of 
sales competence to customer service compe-
tence development is about 50/50. Customer 
service remains our priority and our consultants 
are to ensure its quality.

Our commitment: Implementation of
a SmartPad application in 2012, enabling 

offer customisation together with the customer. 
The customers will see visualisations on screen 
and will be able to create a customised offer 
with the consultant.

Training of infoline consultants in 
interpersonal skills.

The training programme for our consul-
tants includes good communications, 

problem solving and relation management skills. 
It is a fixed element of the "Professional Custo-
mer Service" module. 

Consultants are assessed for proper and effec-
tive communication with customers, simplicity 
and clarity of statements and attitude towards 
customers. The assessment may constitute 
the basis for referring a consultant to additional 
training. 

Regional management of customer 
relations (e.g. including the regional area 

code in the infoline number).

We have decided to depart from a regional 
model of customer service due to higher 

costs of such a solution. Customers are connec-
ted with the first available consultant who has the 
competence to handle the matter. As a result, 
we are able to meet customer expectations 
quickly, respond to incoming traffic growth 
and optimise operating costs. However, the area 
code recognition functionality has been retained, 
so as to enable the infoline system to play 
messages to customers calling from the given 
area (e.g. in case of network failure).

Reducing the infoline Menu and assigning 
"0" to speaking directly to a consultant.

In our infoline for mobile users, "0" has 
been defined as speaking to a consultant. 

Customers choose from among three primary 
topics and then are automatically connected to 
a consultant. Thus, in order to reach a consul-
tant, customers need to make just two selec-
tions: first "0" from the main menu, then a topic 
of interest. Elimination of the topic selection 
stage would increase call switching between 
consultants according to their competences, 
which is negatively received by customers. In 
case of our infoline concerning fixed line servi-
ces, we have introduced a new simplified menu 
and clear division between new and existing 
customers. It enables precise selection of 
a menu depending on the type of customer 
as well as automatic retrieval of the status of the 
last reported case. In addition, we have simpli-
fied a verification procedure for customers 
calling from their terminals.
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Shortening the time to respond to failures. 

For reported technical problems (failures, 
faults), which cannot be solved during 

a call, we use effectiveness indicators which 
correspond to the time to repair. In 2011, the 
rate of fixed line or broadband network failures 
repaired within 24 hours was around 80%.
For the mobile segment, the time limit has been 
set at 48 hours (end to end), and the rate of 
such repairs exceeded 80%. Information about 
the expected time to repair and the manner
of response are specified in the consultant/
customer interaction standard. Customers are 
notified about solving the problem in the way 
they have chosen (by phone or SMS). 

Our commitment: We intend to reduce
the time to repair in the mobile market

and to introduce an obligation to inform by 
phone about problems solved within 12 hours.

Quick and simplified handling of compla-
ints and ensuring uniform standards in this 

respect across Poland.

There is a uniform standard for handling 
complaints all over Poland and it is con-

stantly adjusted to customer expectations.
To accelerate the procedures we have introdu-
ced an option that a complaint may be examined 
during a call or in Orange own or premium outlets 
without the necessity to refer it to second-line 
consultants. These changes have been prece-
ded by training for outlet managers and sales 
personnel. In addition, we have prepared new 
information clearly describing the procedure for 
our salesforce, which has further simplified and 
shortened complaint handling. Moreover, we 
have systematised procedures for handling 
and editing written replies to complaints filed
by Orange customers. We have introduced 
the Code of Good Practices for Complaint 
Processing for the fixed line and mobile markets, 
which is available to customers on our website. 

Our commitment: To increase the number
of replies to complaints sent by email and to 

develop new guidelines describing how to handle 
diffi cult and most frequent complaints.
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Enabling customers to monitor the status 
of an order or complaint filed.

Customers can check the status of their 
orders by texting STATUS.order_no* to 

6505. To check the status of complaints or other 
reported problems they can text STATUS.
complaint_no* to 6505. The status information 
can be also checked upon logging in to our 
website.

Providing full and reliable information 
to customers seeking network connection 

(terms, possibility, time, costs).

We have adopted a rule that we indicate all 
parameters to customers who want to be 

connected to our network. Such data should be 
provided to customers on a current basis by our 
salesforce. In case of a negative technical 
survey, an alternative solution is developed. 

Reducing the time to connect.

If possible, we carry out a technical survey 
together with the installation during

a single visit. If during a survey a technician 
determines that connection is possible, it is 
promptly effected, so that the customer does 
not have to wait for another visit. 

It is also possible to carry out a technical survey 
by phone, which reduces the time to connect 

by one to three working days. In addition,
we are implementing the "Technician’s Itinerary" 
project to enable customers to choose conve-
nient time of technician’s visit. 

Ensuring high efficiency of technical 
personnel’s performance.

We make efforts to closely link remunera-
tion to performance not only among our 

own employees but also the personnel of 
external companies to which Orange Polska 
outsources installation or other services. Under 
our contracts, the remuneration depends on the 
timeliness and quality of services. We have also 
introduced certification procedures for Partner 
Companies and FP Maintenance Technicians.

Clearly presenting the conditions of 
withdrawal from or termination of an 

agreement and the consequences thereof; 
informing customers about the effects of 
migration to another operator and financial 
consequences with respect to loyalty 
agreements.

Customers who have concluded 
an agreement at a distance or outside 

the company’s premises may withdraw from it 
(in writing) within 10 days. In such case, 
no service fees are charged. Upon withdrawal, 
the customer returns to the services he had 
used prior to the conclusion of the agreement. 
Moreover, we have introduced the Try&Buy offer 
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for selected services. Customers can try out 
our services and then discontinue them within 
the predetermined time limit with no financial 
consequences. Outside this scheme, service 
discontinuation during the loyalty period results 
in a penalty fee specified in the terms of the 
offer unless the terms of service provision and 
promotion indicate otherwise or the company’s 
fault or some other circumstances occur (e.g. 
technical problems on the company’s part 
preventing the use of the service; random 
events). Naturally, there are no financial conse-
quences of service discontinuation in case 
of agreements for an indefinite period of time.
In each case of withdrawal from a loyalty 
agreement, customers are informed about 
the consequences.

Quality Portfolio  

Telecommunication products and services 
are becoming increasingly complex 
in technological terms and their functioning 
is getting less and less comprehensible to 
their users. We will not stop progress in this 
area, but we can try to make it easier for 
customers to handle modern telecommuni-
cation technologies. 

Developing simpler systems for custo-
mers, particularly for operating new 

equipment.

Prior to the launch of any new services 
or functionalities, we test their ergonomics 

and usefulness. We have been implementing 
the Simplicity+ programme, which aims at 
making life easier for customers in every aspect 
of customer relations, particularly through 
portfolio information in plain language, transpa-
rent tariffs and user-friendly products, as well as 
smooth service installation, easy to use 
and practical channels of communication
and transparent customer service procedures. 
Simplicity+ involves testing the customer 
experience with the company from the portfolio 

information, through service purchase, installa-
tion and invoicing to after-sale service and even 
service discontinuation procedure. 

As part of the project, our consumer research 
centre carries out tests, which result in modi-
fications in the newly developed products to 
make them even more user friendly. We have 
adopted a rule that users should have no diffi-
culty using a product regardless of their techni-
cal knowledge. 

Introducing and extending service 
trial-up offers.

At present, our fixed line broadband 
portfolio includes a 30-day trial-up offer 

for Neostrada. In 2012, we intend to carry out
a customer survey on the service trial-up in 
order to optimise the sales model. Trial-up 
options are also available to customers subscri-
bing to Orange Free and Orange Freedom 
services as well as smartphone users, who are 
offered free weekly Internet trial-up. Owing to 
the try & buy scheme, customers can evaluate 
product functionalities and parameters before 
making the purchase decision.

Offer customisation (e.g. for SME compa-
nies or for innovative and technologically 

sophisticated products and services).

We strive to make our portfolio best meet 
business needs of our customers. 

In 2011, Orange introduced the first tariff 
solution in the Polish market that enables flexible 
selection of the monthly subscription fee
and the pool of minutes and value-added 
services embedded in the subscription. In the 
Customised Offer for Business, customers can 
determine the size and price of their subscrip-
tion themselves.

For small to medium enterprises we have laun-
ched the Negotiated Offer, that is a comprehen-
sive tool used by our salespeople to analyse 
customer’s needs and develop a flexible and 
customised offer by selecting best suited servi-
ces, discounts and promotions. 
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Since 2011, our business customers have 
been offered the Optimum Discount, that is 
a solution which involves granting a discount 
on the subscription fee at the time chosen by 
the customer, e.g. during a low season in the 
industry or in case of a non-standard expense 
or investment borne by the company.

In 2011, Orange launched the Business Every-
where Day-by-Day mobile broadband offer. 
It is the only offer in the market in which custo-
mers pay no monthly subscription fee; they pay 
only for the days when they actually use the 
Internet access service. 

To companies which use standard tools, such 
as fixed line broadband and voice, in their busi-
ness, we offer bundled services in the Business 
Package. 

In 2011, we launched the "IT for Business" 
service, becoming the first telecom operator
in Poland to offer IT support services. Business 
customers can choose from among four pac-
kages: basis, optimum, prestige and mobile, 
which combine hardware, software and IT sup-
port. It is a modular offer, which enables custo-
mers to choose a package and type of services 
they need, getting cost-effective support for 
their IT systems. 

A new company, Integrated Solutions, was for-
med in 2011 to expand Orange’s portfolio 
to include IT and telecommunication system 
integration services as well as data centre
dedicated solutions. 

The company was established to respond
to growing customer demand for consistent 
and comprehensive management of the ICT 
infrastructure.

Responsible Communication  

Increasing the participation of consumer 
organisations and spokespersons 

in disputes between Orange Polska 
and its customers.

We carry out a regular dialogue with 
consumer organisations. Together with 

local spokespersons for consumer rights, these 
organisations represent groups of customers 
who experience problems in relations with 
telecom operators; thus, they are a good 
source of information about the problems of our 
customers. We in turn inform consumer organi-
sations and spokespersons on a current basis 
about our actions and changes to be introdu-
ced, making it easier for them to solve problems 
with which they are approached by customers. 

We have collaborated with consumer organisa-
tions for over nine years, particularly through 
the following: 
´´ Dedicated teams for handling customer 
cases referred to us via spokespersons 
for consumer rights; 
´´ Regular meetings to enable clarification 
of contentious issues; 
´´ Monthly communications to 
spokespersons for consumers, containing 
information about major changes in our 
portfolio or customer service. 

60
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In addition, we organise occasional topical 
meetings, which are attended by local spoke-
spersons for consumers and Orange Polska’s 
managers. The purpose of these meetings is to 
present customer issues to people planning the 
development of service systems, gather opi-
nions concerning solutions to be implemented 
by Orange Polska and identify the areas which 
require changes in customer service.   

Giving a particularly high priority to inte-
rventions by consumer organisations.

In 2011, Orange Polska established 
a team to examine issues reported by 

consumer organisations or spokespersons 
and related to wholesale service procedures, 
regulated services or relations with alternative 
operators.

Providing information in sales outlets 
about consumer organisations to which 

customers can report their problems.

Each problem reported by a customer is 
handled on an individual basis. In line with 

the procedures in force, while responding to 
complaints our consultants consider both the 
results of technical tests and the mandatory 
regulations. 

Upon completion of a complaint handling 
procedure, the customer is informed about the 
right to initiate court action, mediation proce-
edings before the President of the Office of 
Electronic Communications or proceedings 
before a permanent court of arbitration attached 
to the Office of Electronic Communications.

Dialogue and good communication 
with customers. 

We also implement other solutions 
which build our relations with customers 

and provide inspiration for further initiatives.
We want our customers to broadly share their 
observations, remarks and ideas with us. 
In Orange Polska we have the Spokesperson 
for Customers, who supports the development 
of customer-oriented strategies, promotes 
improvements in sales and customer service 
standards and maintains a dialogue with custo-
mers. In addition, he conducts analyses of 
media opinions and market environment, 
collaborates with consumer organisations 
and communicates with customers via websites 
and social media.  

A blog of our Press Spokesperson was launched 
in 2008 and in 2009 we created Poland’s first 
corporate blog platform, which, in addition to 
the Spokesperson’s blog, hosts our corporate, 
technology and sports blogs. Around 30 pe-
ople are involved in running the blogs; these are 
specialists in their respective fields, sharing their 
knowledge with readers. On average, the websi-
te attracts 150,000 unique visitors per month.

The blog platform is a major element of our 
communication strategy and a modern com-
municator, which provides multimedia materials, 
video reports, original film materials and live 
broadcast.

It is a place of interaction between the compa-
ny and its customers, open to comments and 
criticism. One of the topics discussed on our 
blog www.blog.orange.pl is corporate social 
responsibility. 

61
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In November 2011, Orange Polska profile on 
Facebook was launched. It includes the "Help" 
tab, which is another way for customers to 
reach our consultant team. There are also  
a technical assistance forum and a video help 
centre with instructional films concerning various 
services. As the only telecom operator  
in Poland we provide full service on Facebook. 
Over 2,000 requests have been received  
through this channel so far.

Our commitment: To expand the role 
of social media in our customer relations.

Carrying out ethical marketing  
and promotional activities.

We want to better communicate with our 
customers, in a clear, friendly and respon-

sible manner. In 2010, we introduced the Code 
of Responsible Communication. The purpose 
of this document is to apply our social and 
environmental commitments to all forms of 
marketing communication as well as to develop 
best communication practices. Each year we 
talk to hundreds of customers, suppliers and 
partners, so we need to ensure that all our 
conversations are conducted ethically.

Our rules:
´´ Showing respect by involving customers  
in the communication process; 
´´ Earning trust through honesty  
in communication; 
´´ Responsible behaviour during 
conversations; 
´´ Accepting responsibility for  
the environment; 
´´ Disseminating similar rules of  
communication among our partners.

Our Code has been consulted with Polish  
and international experts, including representatives 
of the Polish regulator, consumer organisations, 
the marketing industry and environmental organi-
sations. The Code has been made available to our 
employees and business partners, e.g. advertising 
agencies. We aim at applying our commitments, 
both social and related to environmental protection, 
in all areas of operations, particularly marketing.  

During tender procedures for services of adver-
tising agencies, we are guided by the market 
opinion about them. Moreover, the agreements 
we conclude contain ethical clauses and ethical 
issues are an element of our evaluation of the 
performance of the agency and its employees. 

In 2010, we signed the Memorandum of Under-
standing promoting the use of the European  
tendering standards in the marketing industry. 
The relevant rules have been specified in the 
"Pitch Guidelines" announced jointly by the 
World Federation of Advertisers (WFA), of which 
Orange is a member, and the European Asso-
ciation of Communications Agencies (EACA). 
The document describes in detail good practi-
ces of responsible business in the context  
of tender procedures and relations with  
business partners.

Rearranging telemarketing activities. 

We want to minimise the situations when 
customers are approached through 

different sales channels, which may result in  
an excessive number of calls. Currently, the 
standard is that direct contact with customers is 
done exclusively through the telesales channel.

We have launched an outgoing contact co-ordi-
nation project. Customers can be approached 
by salespersons with the same offer not more 
frequently than every three months. The same 
customer my be included in several marketing 
campaigns at the same time; in such case, 
contacts should not be more frequent than 
once a month. 

Each contact with customers is recorded  
in a database and each contact retrieved for 
the purpose of one campaign is automatically 
blocked for other campaigns for a pre-defined 
period.

Providing an opportunity to reduce  
telemarketing offers.

A customer who definitively refuses 
telemarketing contacts may apply for 



Response to customer and market expectations  4.

63

unlisting his number and is informed about  
the relevant procedure. Requests for number 
unlisting should be submitted in writing. 

Orange customers may also use a free service 
of Anonymous Call Blocking. It blocks incoming 
calls from unlisted phone numbers, that is num-
bers which are not displayed on the  
phone screen.

Transparent and imaginative presentation 
of current tariff plans to make them more 

understandable for customers.

We want our offer to best meet the needs 
of our customers and to be best commu-

nicated to them. 

A good example of these efforts was the intro-
duction in 2010 of the first segmentation-based 
offer in the Polish market, which is tailored  
to the needs of various groups of customers. 
 
Dolphin – for those who like to talk much;  
Pelican  – for those who like texting and activity 
on web social portals;  
Panther  – for those who want to be constantly 
on line. 

In case of any questions, customers can always 
contact our consultants. 

Furthermore, in 2011 we launched FunPack,  
a package of multimedia services offered by  
TP S.A. It bundles fast Internet access, digital 
TV and fixed line voice with unlimited calls  
to fixed line networks. Customers can easily  
select one from the packages offered.

Providing customers with access to our 
current offer.

We strive to communicate our offer to 
customers as broadly as possible.  

We are present in traditional media, such as 
press, radio and television, as well as social 
media. The "Heart and Reason" profile on 
Facebook has over 1 million "likes" and is one  
of the most popular corporate profiles in Poland. 
We prepare leaflets and posters for our sales 

outlets and salesforce. We also organise 
attractive competitions and promotions for our 
customers. Once a year, we develop a catalo-
gue of fixed terminals, which is then available 
in our sales outlets. It contains the portfolio of 
major terminals and other pieces of equipment 
offered by the company. Since 2011, all termi-
nals and other equipment are presented in the 
catalogue in a handicapped-friendly manner.

In addition, customers are offered a Mobile  
Internet Spot, which provides broadband 
Internet access and is used for service presen-
tation. We have also introduced a special 6500 
number for text messages: if an SMS is sent to 
this number by a customer, they will be called 
back by a consultant. 

We inform about any changes in price lists, 
agreements or service rules on a current basis 
by enclosing regulatory letters with invoices for 
telecommunication services. In addition, the 
information contained in regulatory letters is al-
ways published in two nationwide newspapers. 

Our website, www.orange.pl, offers a chance  
to check the technical availability of our servi-
ces, e.g. Neostrada, and presents all available 
infolines and contact numbers for text messa-
ges, as well as sales outlets, price lists  
and complaint procedures.
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Safety of customers is a profoundly im-
portant issue for all telecommunications 
companies. It involves proper protection of 
our technical devices and provision of safe 
products and services to our customers on 
one hand, and careful protection and secu-
rity of their personal data on the other. 

Care for safety on the Internet. 

Although the Internet has already beco-
me a common tool of communications, 

which is used by a dozen or so million people 
in Poland, the knowledge about the basis safety 
rules is still scarce. As a provider of telecommu-
nication services we cannot ignore this problem. 
For us, customer education, ensuring safety of 
use of our services and providing proper tools  
for handling problems are a natural consequence 
of the development of modern technologies. 

The safety of users of our services is ensu-
red by a team of specialists, who have been 
responding to any hazards and supporting Inter-
net users since 1997. In 2006, TP S.A., as the 
only telecommunication operator in Poland, 
received the prestigious CERT (Computer 
Emergency Response Team) certificate, which 
confirms the highest quality of the organisation 
in the area of ICT security incident manage-
ment. At present, up to 3 billion incidents are 
processed by TP CERT systems. Owing to au-
tomation and standardisation of responses, our 
capacity to handle security hazards have been 
steadily growing. This is directly reflected in the 
enhanced safety of our Internet services and of 
the Polish Internet in general.

Co-operation with other telecom operators in 
development of common safety standards.

The TP CERT team has worked with other 
telecom operators not only in the area of 

current struggle against cyber security hazards 
(to contain and mitigate their occurrence), but 
also on development of standards for such 
collaboration and sharing information (e.g. about 
means of communication, hazard classification 
and methods of responding) both on the 
national and international level. 

In August 2011, TP CERT joined FIRST (Forum 
of Incident Response and Security Teams), the 
leading association of such teams from all over 
the world. As a result of participation in the work 
of FIRST, TP CERT will be able to mitigate risks 
on our network and, consequently, more effecti-
vely help users to respond to hazards, which in 
turn will further improve the quality  
of our services. 

Increasing the safety of networks. 

In 2011, we signed an agreement with 
Sourcefire Inc., which provides for hazard 

identification as well as protection against third 
party’s attacks on the network infrastructure of 
the company and its customers. The agreement 
has brought increased competence in identifi-
cation of and defence against attacks on ICT 
networks of our business and residential custo-
mers owing to close co-operation in security 
incident response. The agreement involves 
active know-how transfer and analysis of 
network traffic risks.

Safety

CSR Strategy:

To provide safe products, services and technologies.
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Offering adequate protection to customers. 

For many years, the users of Neostrada or 
bundled services (e.g. broadband + TV) 

have been able to use our protection packages. 
Depending on a package they choose, they 
receive anti-virus, anti-spam and anti-fraud solu-
tions, firewall, communicator and data protec-
tion, parental control function, blocking access 
to harmful websites as well as protection of their 
entire home network. In addition, customers 
using services based on Livebox routers can 
use a built-in firewall and their Wi-Fi connections 
are protected with strong encryption keys. 
Business customers are offered Intrusion 
Prevention Systems (IPS), which detect  
and block hacker attacks.

Educating customers about network 
safety.

We educate and support Internet users, 
including the young ones, in active 

approach towards their safety on the net.  
Our website presents information and advice 
about safe computer set-up, rules of using the 
Internet, as well as descriptions and references 
to tools and software related to safety. Custo-
mers can use them to check the safety status 
of their computers as well as select and install  
a number of useful applications (anti-virus, 
anti-spam or firewall) or learn how to recover  
the lost data or protect data against unauthori-
sed access. Furthermore, Orange technology 
blog,www.blog.orange.pl/technologiczny, 
features articles which describe various aspects 
of the ICT security.  
More on www.orange.pl/tpcert 

In 2011, WP.PL carried out the "Don’t accept, 
don’t connect, don’t enter..." social campaign, 
which had been initiated by the Scientific  
and Academic Computer Network (NASK). 

The purpose of the campaign was to attract pe-
ople’s attention to the need to respond to on-line 
materials presenting child sexual abuse or racist 
and xenophobic content coupled with  
hate speech. 

Protection against Internet hacking. 

In our fixed line network we use blackholing, 
that is blocking communication with the IP 

addresses of botnet zombie computers, i.e. 
computers compromised by hackers (with 
owners being unaware) and used for illegal tasks. 
This solution not only eliminates unnecessary 
traffic on the network, but also protects custo-
mers from having their computers used for 
cybercrime (e.g. to spread spam or viruses  
or launch denial-of-service attacks). 

In 2011, Orange introduced unique offers which 
protect customers against the effects of handset 
or netbook theft or damage. By buying a piece 
of equipment together with new activation or 
agreement renewal, customers can sign up for 
insurance programmes: New Safe Phone or Safe 
Laptop. Orange is the first telecom operator in the 
market to offer such services. 

Development of crisis management 
systems to support customers in 

case of emergency.

We strive to respond to the need of 
securing communication in case of system 

failure. This service is offered mainly to all emer-
gency services (112), for which it is of the utmost 
importance to maintain communication. Custo-
mers can sign a Service Level Agreement (SLA) 
with our company, which guarantees the delivery 
of the pre-defined service standard.

Spam reduction. 

In December 2009, we switched commu-
nication for Neostrada users from port 25 

to other ports. Port 25 is the default port for 
communication between mail servers and is 
often used for spamming. This helped to 
mitigate problems resulting from a large amount 
of emails sent by unaware users. After the 
measure was introduced, the amount of spam 
generated in our country immediately fell by 
more than 90% and Poland left a "shameful list" 
of top spamming countries for good. In addition, 
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we automatically block connections with  
Netbios ports for users of our Internet access 
services. These ports are usually not used for 
network transmissions, but network wrongdoers 
frequently use them for attacks on computers 
of unaware users.

Ensuring adequate personal data protection .

We are a controller of personal data of our 
customers, employees and business 

partners. There is the Coordinator for Personal 
Data Protection within the company, who is 
responsible for co-operation with the General 
Inspector of Personal Data Protection (GIODO) 
as well as for ensuring compliance with our data 
protection policy and monitoring of processes 
related to management of personal data pro-
cessing systems. 

We have developed the Personal Data Security 
Policy and the Personal Data Processing Rules. 
We ensure that our employees and partners 
have full knowledge of the current mandatory 
regulations as well as our internal procedures 
related to personal data processing.  
Since 2007, we have been operating a sys-
tem for registering personal data sets, which 
enables us to effectively control access to the 
personal data processed within the company. 
In 2011, pursuant to the Memorandum of Un-
derstanding between TP S.A. and UKE, 
we further enhanced the security of our  
personal data management system. 

In 2011, a total of 25 internal audits of personal 
data processing were conducted within the 
company. It enabled us to identify irregularities in 
data processing and promptly undertake clarify-
ing and corrective actions. We also streamlined 
a process of providing data to the authorised 
agencies. Data transfer to our partner com-
panies is effected on the basis of outsourcing 
agreements for data processing. When the 
co-operation ends, the data are returned to 
our company or destroyed. Last year, none of 
GIODO ‘s decisions issued in administrative 
proceedings to which our company was a party 

either challenged or questioned the way we 
processed data. Due to trade secrets and data 
confidentiality, we do not disclose detailed infor-
mation about the number of privacy violation  
or data loss complaints filed by our customers. 

Adequate quality and security is also required 
in case of other information we manage. PTK 
Centertel has implemented an Information Se-
curity Management System (ISMS), which com-
plies with the ISO 27001 international standard. 
PTK Centertel was Poland’s first mobile operator 
to obtain this certificate.

Ensuring customer privacy.

All our customers have the right to privacy 
protection. In particular, they can block 

selected incoming calls, e.g. from unlisted 
phone numbers. They can also request that 
their number be not identified and their address 
and phone number be not published in directo-
ries and that no advertising offers be sent  
to them by our company.

Customer education about personal data 
protection.

Both during data collection and at the 
subsequent stages of their processing,  

we comply with the obligation to inform custo-
mers about the purpose and scope of data 
processing, the source of data as well as the 
right of access and the right to rectify data.  
In addition, customers are informed about the 
scope of data disclosed and the data recipients 
and advised about their right to object to data 
processing for marketing purposes or to the 
transfer of data to another controller.

Our commitment: To carry out an informa-
tional campaign concerning the security of 

personal data and content placed  
on the web by adults and children, through 
forms enclosed with phone bills and co-opera-
tion with the media. 
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Ensuring safety of customers with respect 
to unfair practices of other entities.

We try to eliminate fraud by people posing 
as our employees. In 2011, we carried 

out an active prevention campaign concerning 
fraudulent sales. It was addressed to low-inco-
me fixed line service subscribers, who, after 
change of our social plan to basic plan, were 
exposed to intensified activity of our competi-
tors, including dishonest salespersons.  
We informed customers how to act in case of 
contact with fraudulent forms of sales or what to 
do in case of a risk of it. We respond to reports 
about unfair activity of our competitors. 
We inform customers that if they have any 
doubts whether a salesperson is really a repre-
sentative of our company they can check it. 
We have launched a toll-free number for repor-
ting malpractice or suspected fraud.

Our commitment: To carry out an informa-
tional campaign, through the media and 

using informational materials sent to customers 
with bills, about fraudulent sales.

Ensuring safety of customers faced with 
unfair practices over phone (e.g. phone 

fraud).

Phone or the Internet can be used for 
multiple purposes, including evil.  

We cannot eliminate such risks, but we can 
educate or warn customers. Elderly people are 
most vulnerable to deception. In response to 
a growing number of fraud using the "grandpa-
rent scam", we decided to support a campaign 
of the Police Headquarters in Warsaw. 
A special leaflet was prepared to warn senior 
citizens against calls from con men posing  
as their relatives to get money. It was enclosed 
with TP and Orange’s bills in the Warsaw region, 
where the problem was most frequent. This 
initiative was accompanied by an informational 
campaign carried out by the Police.

Launch of the data backup service  
for mobile and broadband.

Orange offers the "Your Backup" service, 
which enables customers to copy con-

tacts, calendar and tasks to the Your Backup 
section on the www.orange.pl website.  
Since April 2012, the service is free.

Our commitment: In 2012, we intend to 
launch a data backup service for smart-

phones. We have also begun initial works on 
the Cloud Computing offer for different seg-
ments, which will enable customers to store 
data on the Internet and work on line, while 
being protected against hacking, data loss, etc.

Education of children about safe use of the 
Internet. Education of parents and teachers 

about the security of children on the net and the 
ways of talking about it with them.

One of the most important goals of our 
"Education with the Internet" social pro-

gramme is to enhance the security of children 
and youth on the Internet and prepare young 
people to use the new media consciously. 
We join social campaigns which build the 
awareness of hazards related to using the 
Internet: we are the main partner of the "Child 
on the Net" programme carried out by the 
Nobody’s Children Foundation. Together with 
the Foundation we have developed the www.
sieciaki.pl (‘net pets’) service, where children 
can find plenty of useful information about the 
safe and effective ways of using the Internet. 
In 2011, we launched the Necio.pl (‘Netty’) 
portal for pre-school children as well as develo-
ped new lesson scenarios and a set of mate-
rials for primary school teachers as part of our 
educational campaign. As part of our efforts for 
the security of kids on the Internet, each sum-
mer holiday season we carry out the "Net pets 
on holiday" project, which involves organisation 
of educational picnics for children in tourist 
resorts in conjunction with local governments 
and community centres. Each year, our work-
shops on the rules of the safe use of the 
Internet are attended by about 4,000 children, 
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while we distribute the Safe Media guide 
concerning the same issues among parents.

Since May 2009, secondary school students  
and teachers have been able to use the resour-
ces from our e-learning platform, which, among 
other materials, contains training courses on how 
to use the Internet safely. 

By the end of December 2011, 150,000 users 
had registered on the platform. For a few years 
now, in conjunction with the Nobody’s Children 
Foundation, we have been operating a free tele-
phone line, 800 100 100, and a website,  
www.helpline.org.pl, where children and their 
guardians can get help and advice if faced with 
hazards on the net.

Results of the programme in 2011:
´´ 45,000 children attended 38 "Net pets on 
holiday" educational picnics; 
´´ 9,500 interventions via the 
www.helpline.org.pl website; 
´´ Over 150,000 primary and secondary school 
students used e-learning courses on how to 
use the Internet safely; 
´´ 190,000 registered users of the Sieciaki.pl 
portal; 
´´ Over 1,200 initiatives submitted as part of the 
Safe Internet Day celebration. 7,500 children 
attended lessons conducted by almost 100 
Orange’s volunteers across Poland. 

We have developed the Safe Media guide for 
parents, which gives a comprehensive picture of 
the hazards faced by kids in the digital world  
and discusses how to prevent them and where to 
seek help. The guide discusses the safe use by 
children of modern media, such as fixed and mo-
bile phone or TV. The guide has been developed 
in collaboration with organisations and institutions 
dealing with on-line safety of children. It can be 
downloaded from the www.bezpiecznemedia.pl 
website; it is also distributed by the Orange Fo-
undation, the Nobody’s Children Foundation and 
the Kidprotect.pl Foundation. The guide will also 
reach schools thank to Orange Polska’s volun-
tary workers holding meetings on the safety on 
the net. In 2009, together with the Kidprotect.pl 

Foundation, we launched the "School of the Safe 
Internet" prevention and educational programme. 
The aim of the programme is to increase the 
knowledge of teachers, parents and students 
on the widely understood safety on the net and, 
consequently, to mitigate the hazards related to 
young people’s access to inappropriate content, 
cyber-violence, technological hazards, psycho-
manipulation (including paedophilia) and Internet 
addiction.

In the programme, we organise prevention 
meetings for parents and teachers as well as 
lessons for children. Each school can obtain the 
Safe Internet Certificate. In 2010, the Office of 
Electronic Communication granted us a certifi-
cate confirming that we guarantee the highest 
level of safety to users of our Internet services, 
especially children and youth. Also Wirtualna 
Polska carries out dedicated campaigns through 
its dzieci.wp.pl service, promoting safe behaviour 
on the net, identifying certain undesirable beha-
viours and encouraging due caution in disclosing 
one’s data.

Monitoring of the content posted on the 
Internet by children.

As an Internet provider, we have no right 
to monitor the content posted on the net. 

However, Wirtualna Polska has taken efforts to 
protect children against inappropriate content. 
An example of such initiatives is the AMULET 
programme, which protects young users 
against content and images which are inappro-
priate for their age. To achieve it, WP.PL has 
introduced user segmentation by age groups: 
0+, 7+, 12+, 16+ and 18+. Any materials 
posted on the portal bear information to which 
age group they are addressed. In case of  
a conflict between the user age and the age 
profile of a material, a window is displayed with 
information on "Why you have not seen the site" 
and two pushbuttons: "Take me away" and "Go 
to the website". The WP website permanently 
displays the "Report illegal content" box linked 
to pomoc.wp.pl, which can be used to inform 
administrators about any content which violates 
the law. 
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Furthermore, chat rooms for underage users 
have priority and are moderated not only by 
WP’s employees, but also representatives of 
the Kidprotect.pl Foundation collaborating with 
the portal. Moderators react to any "suspicious" 
posts by chat users. They can block users’ 
access to the chat room, if they are aggressive 
or vulgar. In addition, posts which might indicate 
dissemination of paedophile content are secu-
red (to be used as potential evidence in criminal 
cases related to breach of mandatory regu-
lations or rules of community life). Users can 
use an option to report the content which they 
consider indecent to moderators through a form 
on the home page of the chat room. Children 
may also seek help from the "moderator room", 
where website operators respond in real time. 

In addition, WP has introduced some functio-
nalities to enable its employees to report any 
content of pornographic nature or safety-related 
(e.g. information about suicide attempt contem-
plated by an adult or underage person) directly 
through the portal intranet. 

The activity of the Information Security Depart-
ment (DBI) is one of the key elements of WP’s 
efforts to prevent hazards within the portal. 
The business unit responsible for these issues 
has been operating in Wirtualna Polska for ten 
years, and is still being expanded. The most 
important hazards which trigger immediate 
action by DBI include: information that user’s 
life is in danger, phishing, pharming or attacks 
on the company’s systems. In addition, actions 
countering pornography or other illegal content 
(e.g. related to racism or xenophobia), breach 
of copyright or privacy rights are considered
a matter of urgency. DBI collaborates on a per-
manent basis with organisations and institutions 
responsible for the safety of users. 

Repositioning of the link to the children’s 
zone on the WP portal.

The position of the link For Children was 
changed upon reports that it was too close 

to the adult zone. Currently, the link to the 
children’s zone is first in the menu and is clearly 
separated graphically.

Introduction of the child positioning service. 

Orange has launched the "Where is my 
child" service, which enables customers

to locate their children using their mobile phones. 
The service is rendered upon prior consent as 
well as identification of a parent entitled to learn 
the child’s location. The service is available via
a secure connection with the www.orange.pl 
website.

Co-operation with other entities for the 
safety of children on the net. 

A major element of our efforts is encoura-
ging other companies and institutions to 

adopt self-regulatory measures related to the 
safety of children with respect to the media. 
Upon our initiative, the Children’s Safety on the 
Internet Agreement has been developed. So far, 
it has been signed by twenty partners: Internet 
providers, web portals and non-governmental 
organisations dealing with these issues. 
The initiative has been supported by the Office of 
Electronic Communication and the Government 
Plenipotentiary for Equal Treatment. 

The parties to the Agreement have committed 
themselves to carry out, individually or jointly, 
communication and educational activities, deve-
lop and implement similar procedures for han-
dling illegal content as well as support internatio-
nal initiatives related to the safety of children with 
respect to the electronic media. 

Orange is also a member of an alliance of mobile 
operators against child sexual abuse. 
The alliance was formed to contain the use of 
mobile phones by persons or organisations deri-
ving profits from materials which containing illegal 
content involving children. In particular, the allian-
ce determines the mutual rules of co-operation 
in applying mechanisms which block access to 
websites that have been identified by the relevant 
agencies as providing content related to children 
sexual abuse. 

In 2011, France Telecom Orange Group joined 
the "Better Internet for Children" initiative, which 
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had been initiated by Neelie Kroes, Vice-Pre-
sident of the European Commission and the 
European Commissioner for Digital Agenda. 
This initiative is a perfect vehicle to mobilise all 
the key players in the ICT industry and facilitate 
the adoption of consistent solutions in the area 
of safety of the youngest Internet users.

Protection against harmful emissions from 
mobile phones and antennas.

We ensure that all subscriber terminals 
undergo the relevant tests. The safety of 

use is verified in tests of conformity with essential 
requirements. We meet all the strict standards 
concerning electromagnetic fields (EMF) from 
base and transmission stations. The technical 
measures related to environmental protection 
against EMF emitted from base stations of 
wireless communication systems which we build 
and operate conform with the Regulation of the 
Minister of Environment on the maximum admis-
sible environmental EMF intensities and methods 
to verify that the intensities are not exceeded 
(Journal of Law of 2003 No. 192, item 1882/83), 
which is ensured by the following: 
´´ Assessment of the EMF impact on the 
environment as part of design work on new 
or modernised radiocommunication stations; 
´´ Measurements of electromagnetic field levels 
and reporting the results to the relevant 
environmental protection agencies, which 
decide whether to initiate public consultation 
or not.

All handsets offered by Orange meet the emis-
sion standards set by the International Com-
mission on Non-Ionizing Radiation Protection 
(ICNIRP). In addition, PTK Centertel has the Envi-
ronmental Safety Lab, which has been measu-
ring electromagnetic field intensities for over eight 
years. Furthermore, we have implemented a 
management system compliant with the PN-EN 
ISO/IEC 17025:2005 standard, as confirmed 
by the AB 419 certificate issued by the Polish 
Centre for Accreditation.

Development of safe technologies.

We carry out research on limiting the 
human exposure to electromagnetic 

radiation. The International Telecommunication 
Union (ITU) has adopted an official recommenda-
tion in this area, ITU-T K.70: Mitigation techniqu-
es to limit human exposure to EMFs in the vicinity 
of radiocommunication stations, to which our 
research has greatly contributed. We have also 
had considerable input into the development of 
the following recommendations: ITU-T K.90: 
Evaluation techniques and working procedures 
for compliance with limits to power-frequency 
(DC, 50 Hz and 60 Hz) electromagnetic field 
exposure of network operator personnel, ITU-T 
K.91: Guidance for assessment, evaluation  
and monitoring of human exposure to radio 
frequency electromagnetic fields, and ITU-T 
K.83: Monitoring of electromagnetic fields. 

A valuable supplement to the ITU-T K.70 re-
commendation is the EMF-estimator application 
for determining the electromagnetic field levels 
near intended base stations, while for the K.90 
recommendation, there is the EMFACDC appli-
cation, which determines the EMF levels near 
power lines supplying telecommunication or 
radiocommunication systems. Both applications 
are free and are available to all on ITU’s website. 

Owing to these projects, we have an opportuni-
ty to directly contribute to the assessment and 
reduction of environmental hazards related to 
excessive human exposure to electromagnetic 
fields emitted by base stations either in Poland 
or abroad. ITU-T continues to work on human 
protection against non-ionizing electromagnetic 
radiation under the leadership of our represen-
tative. 

We plan to publish the "Human Exposure to 
Electromagnetic Fields" guide, which will answer 
the most frequently asked questions and clarify 
the most frequent misconceptions and doubts 
formulated by people who are afraid of the elec-
tromagnetic radiation impact on human health. 
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Partner in Business 

CSR Strategy:

To be a reliable partner in an ethical supply chain.

The results of assessment are used in a pro-
cess of negotiations and selection of suppliers 
on the global level. 

A definitely negative assessment with respect 
to compliance with ethical and environmental 
standards (particularly lack of actions aimed at 
elimination of the identified irregularities) disqu-
alifies the supplier. Local suppliers are required 
to include an ethics clause in agreements with 
our company. The clause specifies the supplie-
r’s obligation to respect ethical and environmen-
tal rules, particularly international conventions on 
human rights and special protection of childre-
n’s rights. Pursuant to the ethics clause, we 
have the right to conduct regular audits of the 
supplier’s compliance with the rules. 

The ethics clause is a standard element of 
agreements drawn up by the company. 
The clause can be removed only upon sub-
mitting proper justification and obtaining an 
approval of the Legal Office Director. For exam-
ple, agreements with energy suppliers do not 
include an ethics clause, as they are drafted by 
suppliers. The company does not keep records 
of what percentage of agreements include an 
ethics clause. In 2011, no suppliers were rejec-
ted for failure to observe human rights. 

Standing relations with suppliers 2010 2011

Long-term agreements 92.9%  93.7% 

Other agreements 7.1% 6.3% 

Social responsibility should be present 
in the entire supply chain. Therefore, we 
want the relations with our suppliers and 
business partners to be based on trans-
parent principles and mutual obligations 
to abide by ethical standards. We want to 
build good and long-term relations with our 
suppliers. 

Building good relations with local suppliers.

We gradually work on effecting all 
 payments to suppliers in due time. Owing 
to an electronic invoice flow system, the timely 
payment rate has reached 92%. 

We take active part in the implementation of the 
France Telecom Orange Group’s global supplier 
assessment programme, QREDIC. Periodical 
assessment is performed on the basis of all 
information about suppliers available across 
the Group. In doubtful cases, suppliers are is 
requested to provide explanation and remove 
irregularities.
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Building long-standing relations  
with suppliers.

We try to build our relations with suppliers 
on the basis of long-term contracts 

providing for transparent terms of co-operation. 
In 2011, no supplier exceed the 10% threshold 
in our overall purchase structure.

Transparent procedures for selecting 
suppliers 

We follow a competitive and open procu-
rement policy, which provides for direct 

electronic placement of orders with suppliers. 
Currently, over 50% of suppliers have been 
using this form or order placement. 

In 2006, TP S.A. adopted the Procurement 
Organisation Code of Ethics. It is a set of rules, 
which should be followed by all procurement 
organisation employees in direct and indirect 
contacts with suppliers. According to the Code, 
relations with suppliers shall be based on the 
ethical rules which are commonly accepted in 
normal trade. The Code covers procurement 
procedures, which determine transparent rules 
of selecting suppliers and concluding agre-
ements, as well as confidentiality procedures 
for protecting information both received from 
suppliers and concerning our company or the 
projects it implements. Furthermore, the Code 
addresses the conflict of interests and provi-
des that any relations with suppliers and rela-
ted actions shall be impartial. It also regulates 
the issue of gifts. It is allowed to occasionally 
accept gifts of moderate value, the annual limit 

being €100. Any breach or potential breach 
of the Code shall be reported by employees 
to their superiors or the Internal Audit Director. 
One of the most frequent problems reported to 
the Orange Polska Ethics Committee was the 
participation of the company’s employees and 
partners in sponsored events or trips and lack 
of clear regulation of this issue. Responding to 
this problem, we have adopted a document 
which regulates the rules of participation of 
Orange Polska’s employees and partners 
in such trips. 
 

Transparent rules of co-operation with 
alternative operators.

The actual implementation of the require-
ment of non-discrimination of alternative 

operators (AO) vs. TP S.A.’s retail arm was 
subject to careful examination by UKE.  
As a result of dialogue with other telecom opera-
tors and the regulator, we developed and imple-
mented a model of functioning on the market 
which protects the interest of all parties, particu-
larly end users. The settlements led to the 
conclusion of the Memorandum of Understan-
ding between TP S.A. and UKE in 2009.  
A model of inter-operator relations was develo-
ped and supporting IT tools and transparent 
reporting methods were prepared. The procedu-
res for service provision, failure removal, custo-
mer migration between operators and providing 
information about the telecommunication infra-
structure (also to local government bodies)  
and available wholesale services were determi-
ned in detail.

Penalties imposed on Orange Polska in 2011 

Infringement of free competition 
Penalties  
imposed 

Final and binding rulings in appellate  
proceedings which upheld penalties 

Total number of penalties 2 0

Total amount of penalties, in PLN mn 543.4* 0.0

* Out of which PLN 508.3 mn is the initial equivalent of the penalty of €127.6 mn. 
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Information on fines 

On 22 June 2011, the European Commission im-
posed on TP S.A. a €127.6 million fine for abuse 
of dominant position on the wholesale broadband 
access market before October 2009. The com-
pany strongly disagrees with the decision and the 
disproportionate amount of the fine, particularly 
as it believes that the European Commission did 
not take into account several important factors. 
The situation on the wholesale broadband market 
has been systematically improving since 2007. 
By constructing and providing fixed broadband 
infrastructure, the company has been effectively 
remedying the difficulties on the Polish broadband 
market and it has been increasing the penetration 
rate of the broadband services. The irregularities 
pointed out by the European Commission were 
voluntarily removed by the company in the past. 

The decision is not final and TP S.A., in liaison 
with its legal advisors, appealed against it to the 
General Court of the European Union on 2 

September 2011. The European Commission 
responded to the appeal on 13 January 2012. 
Based on previous similar cases, the judgment 
of the General Court should be delivered within 
the next two or three years. This judgment could 
be appealed to the Court of Justice by any of the 
parties.

On 23 November 2011, UOKiK issued a decision 
imposing fines on PTK Centertel, Polkomtel S.A., 
Polska Telefonia Cyfrowa S.A. and P4 Sp. z o.o. 
(on PTK Centertel – PLN 35.1 mn) for alleged 
agreement restricting competition on the domestic 
retail and wholesale market for mobile television 
based on DVB-H technology. PTK Centertel did 
not accept the decision and did not pay the fine. 

On 7 December 2011, PTK-Centertel appealed 
against that decision. The appellate proceedings 
are at the initial stage. PTK Centertel has not been 
yet notified about the hearing date. 

 

Regulatory compliance 
Penalties  
imposed 

Final and binding rulings in appellate  
proceedings which upheld penalties 

Total number of penalties  2* 0

Total amount of penalties,  
in PLN mn 

7.5 0.0

Information on fines 

*Both fines were imposed on PTK Centertel by 
UKE. In the first case, UKE has accused PTK 
Centertel of non-performance of informational 
obligations towards customers subscribing to the 
pre-paid Zetaphone offer (after increasing the pri-
ce of calls to the call centre), while in the second 
case, PTK Centertel was accused of using 

automatic calling systems for direct marketing 
purposes without customers’ consent. PTK Cen-
tertel appealed against the both decisions of UKE 
on imposing those fines. In the reported period, 
no other fines were imposed on Orange Polska in 
connection with the rules of marketing communi-
cation, i.e. promotion, advertising or sponsoring.

For a company which provides telecommunication services to millions of customers, ensuring the best 
products and satisfactory customer service in response to growing expectations remains the most im-
portant and the most difficult challenge. Good communications, proper security of equipment, high safety 
standards in use of services and reliable information about telecommunication terminals and portfolio are 
key issues in breaking barriers which prevent benefiting from the digital world. Therefore, we understand 
corporate social responsibility also as education of our customers how to use modern technologies  
in an easy and safe way.
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We have participated in a discussion about the social aspects of running a business in Orange 
Polska. For us, the social dialogue means mainly participation in the company’s internal matters as well 
as employee relations. By attending a meeting on the corporate social responsibility we got an opportuni-
ty to look at social issues from a different perspective and to find out more about environmental  
or CSR initiatives.

Krzysztof Kościuk, Solidarity Trade Union

CSR Strategy:

To be a good employer.

Equal Treatment for Employees

The key to a company’s success is its 
employees. Orange Polska employs over 
24,000 people throughout Poland.  
For us, social responsibility begins in the 
company and is based on relations with 
our employees. 

Diversity in the workplace. 

As we are part of a multinational corpora-
tion, diversity is an everyday practice for us. 

The effective achievement of our business goals 
requires full commitment of our employees, who 
differ in gender, education, ethnicity, life attitudes, 
beliefs, etc. We believe that the proper attitude 
to this diversity creates new opportunities for the 
company. We consider diversity as an asset 
which enables us to get the best from each 
employee. We are convinced that diversity of 
cultures and professional profiles in our teams  
is a benefit for both the company and our 
customers. We want to go beyond our statutory 
obligations in order to fully realise our values 
and implement high management standards 
in this respect. 

The issue of diversity was initiated in Orange 
Polska in 2008. Our CSR and HR teams remain 
in touch with the Equal Opportunities Team 

in the France Telecom Orange Group. So far 
we have launched several projects in diversity 
management. 

Development of culture of respect for diversi-
ty within the company is a key priority for us. 
Therefore we disseminate knowledge about 
it among our employees. Diversity issues are 
addressed in the Code of Ethics, which deter-
mines procedures enabling employees to notify 
any irregularities, particularly related to discrimi-
nation or mobbing. 

In order to effectively prevent such cases and 
build friendly atmosphere at work we provide for 
proper managerial training. Each manager has 
to complete e-learning course in discrimination 
and mobbing prevention. Our staff portal expla-
ins what mobbing and discrimination behaviours 
are like, while presenting the related regulations 
and indicating how to report any violation of our 
rules (particularly through an application which 
guarantees anonymity of reports). 

A major challenge for us is to promote profes-
sional activity and development of women and 
to increase their percentage in management. 
In 2011, we added a special clause to our re-
cruitment procedure, under which our advisors 
have to recommend candidates of both sexes 
to managerial positions. 
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Company’s workforce by type of employment / type of employment contract 
 

2010 2011

Total workforce 25,080 23,560

Men employed 14,288 13,041

Women employed 10,792 10,519

People hired under employment contracts 24,913 23,286

People hired under other schemes 7,667* 7,201*

Full-time employees 21,622 22,974

Part-time employees 341 586

Employees of 30 or less years of age 4,082 3,793

Employees of 31–50 years of age 16,348 15,388

Employees over 50 years of age 4,650 4,379

Average age of employees 40 39.6

% of women in the workforce 43% 44.6%

Employees in managerial positions 3,732 3,605

Female managers 950 966

Male managers 2,782 2,639

% of women in managerial positions 25.5% 26.8%

* Personnel outsourcing (full time positions).

Our remuneration system promotes competen-
ce and commitment. We provide equal access 
to positions in the company for persons of all 
ages, both women and men. The France Tele-
com Orange Group also works on increasing 
the percentage of women in the management. 
Our goal is to ensure 35% of women in mana-
gerial positions by 2015. 

We respect the rights of parent-employees in the 
same manner as we respect the gender equality 
at work. The France Telecom Orange Group has 
signed the Parent-Employee Charter, committing 
itself to support parents in the workplace through 
various actions. One of the related initiatives in 
Poland is rooms for nursing mothers, which have 
been established in selected locations.
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In order to promote equal access of women to 
managerial positions in Poland, our company 
initiated the EPWN (European Professional Wo-
men’s Network) Warsaw project in 2011. EPWN 
Warsaw is part of an organisation with 3,500 
members in 18 European cities. Its main purpose 
is to support the equality of women and men 
and promote the equality of chances through 
all stages of career. Networking is an important 
form of co-operation within the organisation. 
Together with representatives of other countries 
we want to share our knowledge and experien-
ce in equality issues. EPWN aims at supporting 
professional progress of women through career 
consulting and development programmes, 
promoting gender equality and related changes 
in corporate culture, stimulating the professional 
and social activity of women as well as dissemi-
nating and protecting women’s rights. 

Promoting feminisation of technical professions 
remains an important issue in our industry. The 
France Telecom Orange Group has signed a 
code of best practices for women in the ICT 
sector. In particular, it aims at encouraging high 
school and university female students to start 
working in the technology sector as well as to 
retain and promote women who already work 
there. 

On 14 February 2012, Maciej Witucki, CEO of 
Orange Polska, signed the Diversity Charter on 
the company’s behalf. The Charter is a form of 
commitment to promote diversity principles. 

The Polish version of the Charter was develo-
ped by working groups composed of represen-
tatives of three sectors: business, administration 
and NGOs. A major element of this process 
was consultations with organisations represen-
ting various social groups, e.g. the handicap-
ped, the elderly, parents, sexual minorities or 
religious communities. 

The Diversity Charter was initiated in 2004 
and the first Charter was signed in France. So 
far, the Charter has been developed in seven 
EU member states and signed by over 5,000 
companies.

Transparent remuneration policy.

Orange Polska has followed a uniform and 
transparent remuneration policy based on 

equal treatment, fair assessment and non-di-
scrimination. In 2011, the ratio of the basic 
salary of women to that of men was 95% in 
managerial positions and 81% in non-manage-
rial positions. The overall ratio of female to male 
wages was 71%. 

The remuneration policy sets the priorities and 
principles determining wages in Orange Polska. 
It has the following goals:
´´ to provide transparent and competitive 
principles of remuneration, increasing 
employees’ involvement and responsibility 
for performance of the tasks and objectives 
assigned to them; 
´´ to retain highly-competent employees and 
enable their further development; 
´´ to attract people of the highest competence 
and professional qualifications from the 
external market;  
´´ to set clear and transparent rules for 
determining basic salaries.

Our remuneration policy provides for sala-
ries adequate to the market level of wages 
in Poland. The remuneration scale and wage 
analyses determine the remuneration policy and 
a salary range for different groups of positions 
and salary tables. 

Employee’s basic salary depends on the scope 
of responsibilities and a group to which the po-
sition is assigned. We also consider the quality 
of work, performance, experience and compe-
tence, as assessed by the employee’s direct 
superior. 

We account for changes in the labour mar-
ket and Orange Polska’s companies related 
to emergence of new positions and shifts in 
responsibilities. Positions are evaluated by the 
Evaluation Committee, which consists of repre-
sentatives of HR, business and trade unions. In 
addition, owing to changing economic condi-
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tions, wages are indexed on 1 June of each 
year, prior to the commencement of the salary 
rise process. 

Fair evaluation and clear promotion 
criteria.

Ensuring transparent and competitive rules 
of evaluating and rewarding employees  

as well as implementing equal treatment princi-
ples are among the basic conditions to be met 
by any socially responsible company. For several 
years we have been following a comprehensive 
evaluation and development system.  

It is a uniform process for multifaceted evalu-
ation of employees based on tangible indicators, 
which facilitates planning their development and 
career path. The system covers three of Orange 
Polska’s companies: TP S.A., PTK Centertel and 
OCS. Approximately 99% of their employees are 
evaluated each year (over 21,300 people were 
evaluated last year). 

During an individual meeting, the superior eva-
luates the achievement of objectives set for the 
employee under MBO (Management by Objecti-
ves) scheme or bonus tasks as well as employ-
ee’s work style, competence and skills. 

As a result, an individual competence develop-
ment plan is prepared for each employee and 
further career path is determined. 

Work style is evaluated on a annual basis to de-
termine how employees perform their tasks.  
It is evaluated by the employee’s superior based 
on the following three main criteria: 

 
´´ Focus on customer service quality; 
´´ Active participation in the development of the 
company in line with its strategy; 
´´ Concern about the quality of human relations 
and commitment to team work.

And competence has been defined as know-
ledge, skills and attitudes which affect one’s 
behaviour and efficiency in task performance. 

Business challenges we face are reflected  
in a management model that we want to follow. 
The 360° feedback model facilitates the deve-
lopment of a common culture of work, commu-
nication and management. The 360° feedback 
assessment of managers in Orange Polska  
is one of the biggest such processes in this  
part of Europe. 

In the beginning of 2009, only top managers 
(about 400 people) were covered by the pro-
cess, while in a subsequent edition at the turn 
of 2010/2011 all team leaders in TP S.A., PTK 
Centertel, Orange Customer Service and selec-
ted six other Orange Polska companies 
(a total of almost 3,000 people) were invited. 
The 360° feedback assessment of all managers 
was repeated at the turn of 2011/2012 
and is to be carried out every two years. 

The evaluation procedure is followed by suc-
cession planning, that is a process of identifi-
cation and development of employees who are 
candidates for taking key positions in Orange 
Polska. The process aims at ensuring the con-
tinuity of management in key positions, while 
getting the best from the managerial potential 
inside the company. It focuses on the develop-
ment of future managers and planning of their 
future career paths within the company. 

The succession process is a major contributor 
to new managerial staff: people from the list of 
successors accounted for over 50% of all pro-
motions to managerial positions last year. 
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Training and Development 

 2010 2011

Employees trained (in ‘000) 25.06 22.9

Hours of training (in ‘000) 528.3 637.1

Average number of training hours per employee per year 21.08 27.6

Providing professional training. 

The Professional School is an incentive  
and development programme for our 

employees, which aims at facilitating develop-
ment of their professional skills and competence 
as well as ensuring concrete benefits in the given 
business area. The programme has been 
designed to select the best employees  
and create promotion opportunities for them. 

The teachers in the Schools are company’s 
own employees who have gained expertise  
in their respective fields and, in addition to spe-
cialist knowledge, have good communication 
skills, which help them to prepare and conduct 
workshops effectively. The topics are chosen 
in consultation with experts, managers and 
training programme specialists. The programme 
is divided into stages and each stage ends with 
certification. 

Currently, there are 16 Professional Schools with 
90 experts. Over 5,000 people have completed 
training organised by them. 

In addition, employees departing from the com-
pany are offered training in active job seeking, 
auto-presentation or preparation of application 
documents. Organisational changes within 
the company involve active participation of the 
Competence Development Centre advisors, 
who attend group informational meetings  
and individual meetings with employees leaving  
the company. 

Interesting projects, engaging challenges, 
professional development opportunities. 

We are looking for people with outstan-
ding managerial potential, achievements 

within their business areas and the necessary 
abilities and skills, also in the international 
context. 

Offering professional and personal deve-
lopment opportunities to employees.

In Orange we believe that strengthening 
what is the best in people is a guarantee 

of their professional and personal success.  
We offer numerous opportunities for develop-
ment and education, depending on the employ-
ee’s needs. We carry out a number of training 
programmes aimed at developing competence 
and preparing people to meet the strategic 
challenges faced by the company. Training is 
conducted by external companies or hired 

trainers. Our employees improve their language 
skills by attending English and French courses 
and are eligible for co-financing of university 
studies. 

However, development is not only about tra-
ining, but involves also one’s own initiative  
and learning by experience on other positions, 
involvement in various, often interdisciplinary, 
projects, observation of best practices, work  
on solving particular cases, internal practices,  
mini-internship, e-learning or participation  
in conferences.



Workplace  5.

81

To our managerial Talent Review project we 
invite people who have scored high in their 
annual evaluation, have worked with the com-
pany for at least two years, can communicate in 
English or French and stand out in their work. In 
addition, we consider whether they build good 
relations with other people and are able to co-
-operate with them towards common goals. 

People from the Talent Group are considered 
first during recruitment to managerial posts. 
They can be covered by dedicated develop-
ment programs and get a chance to participate 
in the company’s key projects. We offer a two-
-year development program for our Talents. 

Each participant has his own personal develop-
ment plan, which provides for mini-internship 
in other business units, managing selected 
projects, involvement in the company’s key 
projects, individual coaching, training, post-
graduate courses or MBA studies. In addition, 
Talent Group members face social challenges 
in volunteering projects carried out together with 
the Orange Foundation. There were 299 people 
in the Talent Group as of the end of 2011. 

In 2011, we launched an international develop-
ment programme, Orange Campus, to promote 
uniform management standards across the 
France Telecom Orange Group. It is offered 
to all managers of the Group. The programme 
is based on a model of development through 
sharing experiences. Orange Campus has three 
international training centres in Poland, France 
and Spain. It offers training in Polish  
and English. 

Training focuses on the preferred style of mana-
gement, stressing concern for the quality  
of human relations, good communications,  
co-operation, orientation on the customer 
service quality and friendly atmosphere at the 
workplace. The underlying principle of all training 
courses is their distinctive style: interactivity  
and promotion of diversity. 

Ensuring training availability. 

In June 2011, we launched the On-line 
Educational Portal for the company’s 

employees and partners. It is connected with 
the educational resources of the Development 
and Training System (SABA), which functioned 
on our intranet before. Owing to the new portal, 
www.e-learning.tp.pl, any employees and 
partners of our company with access to the 
Internet can use this training platform at any 
time and in any place. 

One of the purposes of the new portal is to 
reach the staff of our partner companies with 
our training, as they had no access to it before. 
These companies perform tasks for TP S.A. 
related to the provision of regulated services 
being the subject of the Memorandum of Un-
derstanding with UKE. 

We use the Development Products Library, 
a comprehensive tool for knowledge manage-
ment within the company. The library gathers 
information on development products, including 
e-learning courses for various skills, both per-
sonal and professional. It provides descriptions 
of development tasks, titles and summaries 
of articles and books as well as information 
about e-learning courses, workshops and other 
proposals. Currently, the library contains 8,115 
educational items. 

As befits a telecommunication company,  
we broadly use e-learning tools for training.  
Our portfolio includes 3,560 e-learning courses, 
including interactive training in ethics, corpora-
te social responsibility and non-discrimination 
principles. 

Our employees are also invited to attend mini-
-internship, i.e. one- to three-day on-the-job 
training in another team of Orange Polska to get 
to know their work better. The programme is 
addressed to those for whom co-operation with 
other units of Orange Polska is a part of eve-
ryday responsibilities or those whose activities 
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support other employees and business proces-
ses. It is also intended for new joiners who sho-
uld quickly get acquainted with the company  
as well as active people seeking new professio-
nal development opportunities.

Interesting initiatives to activate and 
integrate employees.

We also organise integration training. 
One of its options, which goes beyond 

typical team-building tasks and has been gaining 
popularity, is combining training with commitment 
to others. The Integration by Helping is one of the 
voluntary work proposals prepared by the Orange 
Community. To teams planning an integration 
event we propose co-operation with an NGO 
or a social institution. 

Our educational offer to employees includes anti-
-stress training, "Catch the wind or how to make 
yourself feel comfortable at work".  
The course presents information about stress as 
well as proven methods for coping with emotions 
and difficult situations at or outside work.  
Our best employees can develop their profes-
sional skills within international structures of the 
France Telecom Orange Group by participating 
in important and interesting business projects. 

Employees who are hired under an employment 
contract and have worked at least one year in TP 
S.A. are eligible for co-financing of their first- or 
second-degree graduate or post-graduate stu-
dies, including MBA. The programme of financing 
university education is aimed at increasing em-
ployees’ motivation and loyalty and demonstrates 
the company’s policy of investing in people and 
building long-term relations with them. In 2011, 
such co-financing was granted to over 124 em-
ployees, out of which 30 people graduated.

Concern for our future employees: 
students.

Orange has carried out its Student Training 
Program for more than ten years. In 2008, 

we launched the Your Perspective educational 
programme for students of technical and  
economic faculties. It has been carried out in  

conjunction with the Polish Human Resources 
Management Association and the Business for 
Society. Its fourth edition started in 2011 (for the 
academic year 2011/2012). The programme 
consists of five key elements: workshops, 
contest, ambassadorship programme, Orange 
Student Clubs and paid student training in 
Orange Polska. The fourth edition involved 52 
workshops at 18 partner universities in Warsaw, 
Poznań, Wrocław, Gdańsk, Lublin, Olsztyn, 
Katowice, Kraków, Łódź and Bydgoszcz.

A major part of the programme is the nationwide 
Your Perspective contest addressed to young 
people who are fascinated by modern techno-
logies and their use in new business areas and 
everyday life. The contest is held in stages and 
divided into three categories: telecommunica-
tions, information technology and marketing & 
management. Your Perspective is also an  
ambassadorship programme, which is based  
on the company’s close co-operation with 
universities via Orange Polska ambassadors,  
that is students selected according to strict  
criteria. The fourth edition of the ambassadorship 
movement was joined by 64 students interested 
in the telecommunications industry.  
The programme responds to labour market 
challenges faced by young people and helps 
students to expand their practical business 
knowledge. For the company, it is an opportunity 
to attract people well prepared for their  
profession. It is a unique programme within  
the telecommunications industry.

As the Official Partner of UEFA EURO 2012TM 
we offered an opportunity to participate in the 
"EURO-training 2012" programme to 600 stu-
dents. This included 450 people in four Polish 
host cities, Warsaw, Wrocław, Gdańsk and 
Poznań, who supported fans in celebrating the 
European football festival, promoting the UEFA 
EURO 2012TM Official Mobile Application.  
Other EURO-trainees underwent training in 
Orange Polska in ICT, Euro Programme Bureau, 
Internal Communications or Multimedia Service 
Marketing business units. As members of the 
Orange team, they were directly involved in the 
team work of Orange as the Official Partner of 
UEFA EURO 2012TM, learning the logistics  
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and organisation issues behind the tournament 
and gaining invaluable experience in one of the 
biggest corporations in Poland. We are also 
one of the permanent partners of the "Play for 
Internship" competition.

Development opportunities within  
the company’s activities.

Mobility in Orange is one of the key issues 
in our long-term HR management strategy. 

It is instrumental in assuring development and 
retaining employees of high professional poten-
tial within the company. It also provides an 
opportunity to get higher qualifications and 
competence by those who seek new challen-
ges.

Internal mobility in Orange Polska is supported by: 
´´ Mobility Policy; 
´´ System of allocation benefits; 

´´ Agreement on the implementation of the 
Mobility Policy in Orange Polska; 
´´ Internal labour market offers placed on the 
HR Portal; 
´´ Transfers between Orange Polska 
companies.

Preference for the existing employees in 
recruitment for positions in Orange Polska.

The existing employees are preferred in 
the recruitment process. Offers addres-

sed to the internal labour market are placed 
on the intranet, in the HR section, as well as 
distributed by corporate mail and communi-
cated to Orange Polska companies. An 
additional source of information about vacant 
positions is career counsellors from our 
Competence Development Centre. Over 
1,000 job offers appear in Orange Polska’s 
internal labour market annually.

Departures and employee turnover ratio by age groups and sex in Orange Polska 

2010 2011

Departures – total 3,038 3,055*

Departures – men 1,401 1,023

Departures – women 1,637 2,032

Departures – up to 30 years of age 563 773 

Departures – 31-50 years of age 1,596 1,584 

Departures – over 50 years of age 879 698 

Turnover ratio – aggregate 12% 13.6% 

Turnover ratio – women 13% 10.4% 

Turnover ratio – men 11% 16.1% 

Turnover ratio – up to 30 years of age 14% 25.8% 

Turnover ratio – 31-50 years of age 10% 10.5% 

Turnover ratio – over 50 years of age 19% 15.9% 

* 2011 departures include sales of Emitel (in June 2011) with the workforce of 936 people
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We have also launched the Career Navigator 
programme to assist our employees in deter-
mining their strengths, development areas and 
further career paths in Orange Polska. Meetings 
with professional development advisors facili-
tate an objective assessment of competences 
gained so far in order to set reasonable goals 
to be achieved. As a result, an individual plan of 
further professional development is prepared.

Opportunity to work in an international 
environment, new and interesting 

challenges.

Our employees are also offered international 
career opportunities within the International 

Mobility programme. It aims at strengthening 
business collaboration and sharing best experien-
ces in all areas of activity of our global organisa-
tion. The programme increases mobility of em-
ployees within the France Telecom Orange Group 
and facilitates identification and retention of people 
with high professional qualifications and great 
development potential. Through short-term (1–3 
months) or long-term (9–18 months or more) visits 
to other countries, the programme promotes 
constant development and encourages employ-
ees to make use of their valuable abilities. 

One of the underlying principles of the Internatio-
nal Mobility programme is a guarantee of return 
to the home company. This enables us to benefit 
from the knowledge and skills of our employees 
returning from foreign trips. 

Recognising and honouring good 
employees.

Orange Stars is a contest for employees 
from all business units of Orange Polska. 

Each unit can nominate a certain number of 
employees for the contest. The criteria of professio-
nal ethics and compliance with corporate values 
and management guide are common for all 
business units, while the rules for nominating candi-
dates and selecting winners depend on the 
character of work and differ from one unit to 
another. 

The purpose of the contest is to select employees 
who promote teamwork through their conduct, are 
ready for challenges and best performance, and 
act in line with the ethics and values of Orange, 
while their work, communication and management 
style is respected by their colleagues and associa-
tes.

So far, five editions of the contest have been held, 
in which 56 Orange Stars have been brought to 
light. The winners are an important opinion group. 
They are invited to carry out major projects and join 
the Orange Community or Orange Passion pro-
grammes. 

Acknowledging employees’ ideas, assu-
ring an inspiring workplace.

We encourage people to be creative, 
seeking interesting solutions to streamline 

the company’s activities. 

The purpose of the Telecreator contest is to 
promote innovation and inventiveness among 
Orange Polska’s employees and our part-
ners, provided that the suggested ideas are of 
practical use. In particular, the contest supports 
the development of initiatives related to Orange 
Polska’s market offer, image enhancement as 
well as technical and organisational improve-
ments. A number of the solutions proposed in 
the contest is subsequently implemented within 
the company.

Work-life Balance

Ensuring balance between work and 
private life 

Work-Life Balance means harmony between 
work and private life without limiting the need 

for self-fulfilment. New technologies can help to 
maintain this balance, e.g. by telecommuting. 
We also want to help our employees to follow their 
passions and interests and facilitate their social 
involvement. 
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Orange actively supports parent-employees. We 
understand how difficult it may be to combine pa-
renthood with professional development, so at the 
end of 2011 we established a team to develop 
and implement dedicated parent-friendly solutions. 

Telecommuting is regular performance of work 
outside the company by means of electronic 
communication devices, such as phone or the 
Internet. Work may be performed at home or in 
any other place to which the employee holds
a title. This scheme may be also interwoven 
with the standard work system. 

In 2008, TP S.A. concluded an agreement with 
trade unions on the terms and conditions of 
telecommuting, addressing the basic principles 
of this scheme. The agreement provides that 
while considering applications for a change to 
telecommuting, the employer shall give prefe-
rence to employees in custody of children aged 
four or less or children with disabilitiesas well as 
pregnant women. We have an obligation to pro-
vide telecommuters with necessary equipment, 
particularly enable them to use the relevant 
applications. We also provide them
with a company mobile phone. 

Promotion of different forms of employment, 
including telecommuting, in Orange Polska will 
be one of our priorities in 2012 under our CSR 
strategy. In December 2011, the CSR Steering 
Committee established a task force to dissemi-
nate this scheme within the company. 

 

Providing opportunity and support 
to follow passions and interests.

Orange Passion is an intragroup program-
me of the Orange Group which aims at 

enabling employees to share their passions 
and interests. On the intranet we have created 
a place where we can all promote our music, 
film, sport or photography passions. We also 
hold internal events to help employees follow 
their hobbies, organising photographic or music 
competitions. 

In 2011, we organised a competition in which 
the winning projects were granted co-financing. 
Each year, there are auctions of paintings and 
photographs of our artists and the proceeds 
go to social causes. 

Orange Community is a programme which 
supports the community involvement of Orange 
Polska’s employees, particularly campaigns car-
ried out together with the Orange Foundation, 
such as Fairy Tale Corners (refurbished com-
mon rooms for children in children hospitals), 
web safety lessons, reading in libraries or other 
projects carried out by our volunteers. 

Apart from programmes for volunteers, the 
Orange Community participates in the organisa-
tion of social events, such as "Mass for Au-
tism" (biking event to support autistic persons), 
concerts of our vocally talented employees with 
proceeds going to different charitable causes 
or exhibitions and auctions of paintings of our 
artists. We also organise environmental campa-
igns which promote healthy lifestyle. 
Through the Orange Community we promote 
any individual or group social initiatives. 

85
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The programme website presents up-to-date 
information about offers and projects for volun-
teers, Orange Foundation’s initiatives, blood do-
nation campaigns or a "give/take" second-hand 
items centre. In addition, employees can post 
an appeal for help there, learn how the "Sup-
port one another" employee aid fund works or 
share information about their successful social 
initiatives. The Orange Community also publi-
shes a special newsletter for those interested in 
such initiatives, which presents current offers for 
Orange Polska’s volunteers and their families. 

Additional life insurance, discounts at our 
partners.

For our employees and their families,  
we have launched the Offer for You 

programme, which offers discounts for products 
and services of our partners and our own, 
particularly Orange Polska’s services on prefe-
rential terms, discounts on insurance and 
transport services as well as attractive offers 
in the area of education, tourism and sports.

Providing support to employees who want 
to assist their friends or family members  

in matters related to Orange Polska’s services.

We have launched a special application, 
"3majmy z Klientem" (Let’s side with 

customers), to enable our employees to report 
problems experienced by their friends or family 
members with services of Orange Polska.

Care and Safety

Assuring safe working conditions. 

We do not forget about the fundamentals 
of creating a friendly workplace. We care 

about the safety of our employees as well as 
their health and decent old-age pension; we 
also help them in difficult moments. We provide 
preventive health care to our employees, 
enabling easy access to medical services not 
only in the field of occupational medicine, but 
also specialist medical examination and consul-

tation. We promote sporting activities of our 
employees and provide access to sports 
facilities. In difficult life situations, we offer help 
and support. 

We care about the safety of our employees. 
Compliance with the occupational-health-and-
-safety regulations and rules is monitored by  
a team of specialists from our OHS Department. 

In 2011, Orange Polska’s employees enjoyed 
constant assistance and supervision over occu-
pational health and safety from OHS specialists 
as well as broad access to occupational-health-
-and-safety training. We provide a wide range of 
medical services to our employees. In addition 
to preventive screening, they have access to 
specialist consultation and various medical 
procedures. Our website contains articles and 
multimedia presentations which discuss work 
ergonomics and safety issues. 

Analysis of work-related accidents in 2011 has 
shown that the number of accidents in TP S.A. 
has been falling. In 2011, 52 accidents at work 
were reported (vs. 74 in 2010), in which 53 em-
ployees were injured (there was one collective 
accident which involved two employees).  
Like in previous years, no fatal or serious acci-
dents were reported. 

In PTK Centertel, as a result of accident investi-
gation procedures, 6 accidents were classified 
as work-related in 2011. As a result, six em-
ployees were injured. Like in previous years,  
no fatal or serious accidents were reported.  
The number of accidents fell by 10 (year-on-
-year), while the accident frequency rate fell 
to 2.7 (compared to 6.6 in 2010). The latter 
indicates the number of people injured in work-
-related accidents per 1,000 employees. In TP 
S.A., the accident frequency rate was 3.5, 
a slight improvement over 2010 (4.0). 

In TP S.A., the number of days off work due to 
work-related accidents fell from 3,355 to 2,419, 
while the accident severity rate (i.e. the number 
of days off per accident) remained stable (46.5 
in 2011 vs. 45.3 in 2010). In PTK Centertel, the 
number of days off work due to accidents  
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at work was 264 in 2011 (down 283 compared 
to 2010). The accident severity rate was 44  
and was higher than in 2010 (29.8). 

In OCS, 15 accidents were classified as work-
-related in 2011. As a result, fifteen employees 
were injured. No fatal or serious accidents were 
reported. The accident frequency rate was 
3.01. One (former) employee was diagnosed 
with occupational disease due to using voice 
at work. The number of days off work due to 
work-related accidents was 620. The accident 
severity rate was 41.3. Most accidents occur-
red during walking or travelling along roads or 
other communication routes (traffic accidents). 

In 2011, the number of days off work in Orange 
Polska due to sick leaves and due to accidents 
totalled 294,481 and 7,482, respectively. 

Providing health care.

Our employees are offered full medical 
services at 60 clinics of the Lux Med 

Group and CM LIM as well as 647 partner 
medical facilities. Health care is available to all 
employees of TP S.A., PTK Centertel and OCS 
hired under employment contracts. We also 
offer a special leave for sanatorium treatment 
as an additional paid leave, which is considered 
the same as holiday leave.

Orange Polska’s involvement in employ-
ee’s problems: crisis assistance; providing 

access to support facilities: health and welfare.

The purpose of the Company Social 
Benefits Fund is to provide assistance to 

TP S.A.’s employees and pensioners as well as 
eligible members of their families who have 
been seriously affected by a random occurren-
ce and are in need. The Fund offers:
´´ in-kind or financial assistance to people 
in difficult life, financial or health situations; 
´´ loans for housing purposes; 
´´ co-financing of organised or non-organised 
holidays; 
´´ organisation and co-financing of sports, 
recreational, cultural or tourist events.

In 2011, non-repayable allowances were paid 
to 5,689 employees and totalled over PLN 7.2 
million. 

The Central Housing Fund offers housing loans 
with repayment terms of up to five years.  
The loan may be for up to 30% of the total cost, 
but not more than PLN 75,000. It is interest-free 
throughout the term of the agreement. 
On average, about 500 employees use this form 
of assistance every year. 

The Central Recreation Fund offers co-financing 
of holidays in facilities owned by Orange Polska 
to TP S.A.’s employees and pensioners below 
the predefined income threshold. In 2011, 
almost 7,000 people received financing from  
the Fund, totalling approximately PLN 7 million. 

In addition, we have created the Central Welfare 
Fund, which provides in-kind and/or financial 
assistance to persons in difficult life, financial 
or health situations due to accidents, serious 
diseases or natural disasters. The maximum one-
off financial assistance cannot exceed  
the amount equal to fifteen minimum wages. 
On average, this form of assistance is provided 
to 200 people every year. In 2011, 174 people 
received aid totalling PLN 1.386 million. 

Furthermore, if the company’s aid is insufficient, 
Orange Polska’s employees are eligible for 
assistance by the Orange Foundation under the 
Support one another programme. It has been 
established by the Orange Foundation to help 
people in need. 

We encourage Orange Polska’s employees to 
donate 1% of their income tax to selected public 
benefit organisations. The same amount which 
is donated by employees to the programmes 
indicated by the company is then donated by 
the Orange Foundation out of its budget to the 
"Support one another" fund. For six years since 
its establishment, the Fund has provided financial 
assistance to several dozen employees, totalling 
more than PLN 600,000. Owing to close co-
operation with company’s welfare departments 
we are informed on a current basis about 
cases where assistance has been insufficient 
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or impossible. Last year, we helped all people 
reported to the Orange Foundation. 

Promoting and supporting employees’ 
active lifestyle.

The purpose of the Central Sports, Tourism 
and Culture Fund is to finance sports and 

cultural events for TP S.A.’s employees. It aims at 
employee integration through participation in 
sports, recreational, tourist or cultural events. 
The Fund organises competitions in various 
disciplines, from athletics and swimming to 
sailing, motorcycle and car rallies, as well as 
tours, canoeing and outdoor photography and 
painting. Organisers of such events encourage 
employees and their families to spend time 
together in an active way. On average, 2,000–
3,000 people use such an opportunity annually 
and about PLN 2 million is spent on this purpose 
every year. In 2011, our employees were offered 
the FitProfit card and the take-up exceeded 
12,000 people.  

Enabling employees to save for the future.

Since November 2001, all employees of 
TP S.A. have been eligible to participate in 

the Employee Retirement Plan (ERP). TP Employ-
ee Retirement Fund is the largest employee 
pension fund in Poland by both value of assets 
and number of participants. In 2011 (as of 31 
December 2011), 81.9% of TP S.A.’s employees 
were covered by the scheme and had their basic 
premiums paid into their accounts. An additional 
premium was declared by almost 1,650 employ-
ees. The total value of assets of the Fund is now 
close to PLN 1 billion, while the accumulated 
profit totalled PLN 275 million (at the end of 
December 2011).

TP S.A.’s ERP payments had totalled almost 
245 million by the end of December 2011. 
Furthermore, in 2011 also employees of Orange 
Customer Service began to pay premiums to the 
TP Employee Retirement Fund upon registration 
of their own Employee Retirement Plan by the 
Financial Supervision Commission.

Listening to Employees’ Opinions 

Employee surveys.

Orange Polska has conducted regular 
employee surveys, Me in my company. 

They aim at surveying the employee satisfaction, 
monitoring changes which occur between 
subsequent surveys, determining the importance 
of various areas of work as well as identifying 
strengths and weaknesses in the functioning 
of the company as an employer. 

So far, three editions of the "Me in my compa-
ny" survey have been conducted by Millward-
Brown SMG/KRC. It is an independent research 
institute, which has guaranteed the anonymity 
of the survey. In 2011, the survey was addres-
sed to all employees of TP S.A., PTK Centertel, 
Orange Customer Service and TP TelTech, that 
is a total of about 35,000 people. 58% of regular 
employees and 43% of outsourced staff invited 
to participate in the survey responded to it.

The confidence in the survey has grown with 
each subsequent edition. The survey has de-
monstrated that in 2011 employees’ attachment 
to the company grew by impressive 8 percen-
tage points, i.e. from 42% to 50%. We are also 
better perceived as an employer (61% positive 
answers; up from 47%) and so are our corpora-
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te culture and values (60%; up from 46%). 
62% of our employees would recommend 
our company as a good employer. 

Open dialogue with employees.

We respect the right to associate 
and carry out a regular dialogue 

with trade unions.

The interaction between trade unions and TP 
S.A. is regulated by the Intragroup Collective 
Labour Agreement and additional agreements. 
This way the company has set a standard for 
mutual relations and information exchange. 
In addition, there is an employee relations unit 
and a position of social dialogue advisor within 
the organisation. Furthermore, the Employ-
ee Council has been established in TP S.A. 
pursuant to the Act on informing and consul-
ting employees. In 2010, TP S.A.’s employees 
elected Council Members for the 2010–2014 
term of office.

TP S.A. has an obligation to consult the Co-
uncil on matters related to the level, structure 
and intended changes of workforce, actions 
aimed at maintaining the workforce level, as well 
as significant changes in work organisation or 
employment basis. In PTK Centertel, the rights 
of trade unions and their members are determi-
ned by Collectively Agreed Rules, which include 
regulations on interaction between trade unions 
and the employer, as well as by co-operation 
agreements signed by the employer with trade 
unions.

The social dialogue with trade unions in TP S.A. 
functions on two levels:
´´ 8 nationwide trade unions: on this level, the 
TP S.A. Management Board consults 
and negotiates general issues related to 
collective employment (e.g. Intragroup 
Collective Labour Agreement); 
´´ 18 enterprisewide trade unions: on this level, 
detailed regulations (e.g. work regulations, 
remuneration policy) are negotiated.

As of the end of December 2011, trade unions 
in TP S.A. had a total membership of 4,045 pe-
ople, i.e. 26.8% of all employees. The interests 
of TP S.A.’s employees are also represented on 
the France Telecom Orange Group’s European 
Works Council, as the company’s representati-
ves sit there. 

There are two trade union organisations in PTK 
Centertel. As of the end of December 2011, 
they had total membership of 79 people, i.e. 
4.3% of all employees. 

On 24 October 2011, TP S.A. Management 
Board and trade unions signed the new Social 
Agreement for the years 2012-2013, effective 
from 1 January 2012. The Social Agreement 
regulates issues related to employment policy 
(including the role of internal mobility, recruit-
ment and outsourcing), wage rises and com-
pensation for departing employees who cannot 
adapt their professional profile to the changing 
market needs. 
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Providing the same benefits to all 
employees of Orange Polska.

In TP S.A., employees benefit from clear 
and transparent privileges specified in the 

Intragroup Collective Labour Agreement (ICLA). 
In particular, it regulates matters related to the 
establishment and termination of employment 
relationship, working time, leaves, remuneration 
and other employee benefits policy, occupatio-
nal health and safety as well as medical servi-
ces. ICLA provides for rights and benefits which 
go beyond those resulting from mandatory 
regulations or are not addressed by them at all, 
including higher severance pay in case of 
termination of employment for reasons unrela-
ted to the employee as well as higher gratuity 
payments to retiring or disabled employees. 

In 2011, PTK Centertel and trade unions in the 
company agreed to introduce the Collectively 
Agreed Rules into PTK Centertel’s employee 
remuneration policy. In particular, the Rules re-
gulate matters related to the establishment and 
termination of employment relationship, working 
time, leaves, remuneration and other employee 
benefits policy, occupational health and safety, 
training and welfare. The Collectively Agreed 
Rules provide for rights and benefits which go 
beyond those resulting from mandatory regula-
tions or are not addressed by them at all.

The Collectively Agreed Rules have also been 
adopted in Orange Customer Service. 

A total of 18,054 people or 76.6% of all 
employees are covered by collective agreements 
in Orange Polska. 
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Involvement of employees in business 
processes and improved communication.

In 2008, an ambassadorship movement 
was launched in the company. It invites 

employees to discuss the key challenges faced 
by the company and the intended strategies as 
well as to come up with new ideas for business 
development or organisational changes. More 

than 300 employees became ambassadors of 
key changes in the company. In addition to their 
everyday work, they prepare and conduct 
training related to corporate values and culture 
as well as strategic challenges. They have 
carried out a total of almost 1,700 workshops 
for over 25,000 people from more than 112 
locations.

Employee relations are one of the most important aspects of corporate social responsibility. 
This is why we attach much importance to ensuring equal treatment, clear evaluation and promotion 
criteria, as well as professional and personal development opportunities. We properly respond to 
any breach of our Code of Ethics. A socially responsible company can only be built together with its 
employees by getting them involved in the process of developing the competitive edge in the market. 
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Orange volunteers, who, with great dedication, 
support numerous local campaigns and projects. 

Some of our programmes, such as "Education 
with the Internet", "Orange Academy" or "Orange 
Academy for Libraries", have been presented 
in previous chapters. Now, let us have a look at 
other things done by the Foundation. 

Company’s involvement in social campa-
igns for people in need (children, patients).

The "Phone to Mum" programme has 
been launched in response to sick chil-

dren’s need to contact their families. We have 
installed over a thousand colourful child-friendly 
phones in hospitals, which means that children 
from almost every hospital ward in Poland can 
call home any time. Free phone cards are 
regularly distributed in hospitals. 

In addition, the programme involves the annual 
"Be a Santa Claus" campaign. All December, 
volunteers visit children, give them Christmas 
gifts and play with them. In 2011, 904 volun-
teers participated in the project. Thanks to the 
Foundation, over 14,000 little patients received 
gifts from Orange Polska’s Santas. 

Our volunteers refurbish common rooms and 
halls in hospitals, transforming them into friendly, 
safe and well-equipped "Fairy Tale Corners", 
that is places where children can play and learn. 
So far, 50 Fairy Tale Corners have been created 
in Lublin, Poznań, Łódź, Bydgoszcz, Gdańsk, 
Stalowa Wola, Wejherowo, Nowe Miasto Lu-
bawskie, Gostynin, Otwock, Mielec, Cracow, 
Bartoszyce, Pułtusk, Wyszków and Warsaw. 
We also invite various companies (and their 
employees) to get involved in the development 
of Fairy Tale Corners, and they provide painting 
articles, finishing materials, furniture and toys 
required to create child-friendly sites. 

We remain in contact with medical personnel 
and owing to surveys and interviews we receive 
information on the current problems of children’s 
wards and the needs of little patients.  
The results of a study of the situation of sick 
children in hospitals, which was conducted 

towards the end of 2009, constituted the basis 
for the development of the "Phone to Mum" 
programme and other social campaigns carried 
out by the Foundation for hospitalised children. 

Extending the "Phone to Mum"  
programme to include Internet access.

In 2011, we launched a pilot project of 
installing educational multimedia stations 

in hospital common rooms. Fifteen selected 
children’s wards received computer equipment, 
namely a touch screen with an integrated 
computer system, to enable little patients to 
spend time in an interesting way. In January 
2012, the stations were equipped with games, 
educational applications, audio fairy tales  
and multimedia materials to be used by  
Orange volunteers in working with children.

Results of the programme in 2011:
´´ 1,050 phones installed in children’s wards; 
´´ 1.39 mn free cards distributed by the end of 
2011; 
´´ PLN 11.68 mn is the total value of all 
cards distributed during eight years of the 
programme implementation; 
´´ 2.86 mn children have been able to use the 
"Phone to Mum" and call their relatives; 
´´ 62 mn minutes have been used by little 
patients for calls to their relatives. 

Help to the disabled.

"Sounds of Dreams" is Foundation’s own 
nationwide programme for the rehabilita-

tion of young children with hearing impairments. 
It is a unique programme at the European level 
and the largest non-governmental initiative to 
provide comprehensive support to children with 
hearing loss as well as their families and therapi-
sts. The programme aims at ensuring early 
rehabilitation of children at home and providing 
hearing aids to the youngest children (aged 0–3). 

Children living in semi-urban and rural areas are 
visited at home twice a week by specialists, 
who carry out professional hearing and speech 
therapy. In 2011, 300 children attended by 180 
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therapists were covered by home rehabilitation 
therapy. 

The Foundation has also founded 18 Hearing 
Aid Banks across Poland, which fit and lend he-
aring aids free of charge. At present, the Banks 
have a total of 480 hearing aids at their dispo-
sal. In 2011, these were used by 312 children. 

Each year, the Orange Foundation organises 
free 14-day summer camps with hearing and 
speech therapy for children and their parents. 
Individual and group therapy is conducted by 
experienced speech therapists and adjusted to 
the needs of children of less than three years 
old. Caretakers attend meetings and work-
shops with psychologists and paediatricians. 
Specialists share with parents their knowledge 
and hands-on experience in rehabilitation and 
unique needs of young children with congenital 
hearing loss. In addition, participants exchange 
information and support one another in the pro-
cess of rehabilitation of their children. In 2011, 
a total of 120 children with their caretakers and 
32 therapists participated in summer rehabilita-
tion camps. 

We also organise free training courses for the-
rapists and parents in specialist knowledge re-
quired to work with young children, such as the 
verbotonal method. In addition, the programme 
involves informational initiatives related to the 
development needs and the importance of early 
therapy in young children. The Orange Founda-
tion prepares free publications and educational 
materials concerning these topics. 

The Foundation raises additional funds through 
public collections using charity SMSs to Orange 
customers. A public collection in 2011 cove-
red the costs of six-month rehabilitation of 167 
children. 

Results of the programme in 2011: 

´´ 18 Hearing Aid Banks in medical centres 
across Poland, offering 480 hearings aids 
for gratuitous lease; in 2011, these were 
used by 312 children; 
´´ A total of 300 children were covered by free 

home rehabilitation in 2011; it was carried 
out by 180 therapists, visiting children in 
small towns and villages; 
´´ In 2011, 4 summer hearing and speech 
rehabilitation camps were organised for 120 
children and their caretakers (since 2006, 
a total of 32 camps for 814 children have 
been held).

Concern for the safety of children.

The nationwide "School without Violence" 
programme was inspired by a grassroots 

movement of school communities concerned 
about the issue of school violence. The move-
ment was supported by regional dailies and the 
Orange Foundation, which joined as a third 
partner. About 5,000 schools (or 15% of the 
total number) participate in the programme each 
year. Its purpose is to strengthen pro-social 
attitudes among young people and prevent 
violence by showing alternative behaviours 
to aggression. 

Each school which enters the programme gets 
organisational support and a set of dedicated 
tools, including special brochures, guides
and instructional films, as well as teaching aids
and lesson scenarios. Teachers attend regio-
nal workshops to improve their qualifications 
and skills in violence prevention. In addition, 
there are psychologists on duty, who support 
teachers and students in responding to ad hoc 
situations. 

For students, we organise competitions and 
hold classes to develop the alternative to 
aggressive behaviour and strengthen social 
attitudes of young people, encouraging them 
to co-operate, share and volunteer. We award 
the most active school volunteers every year. 

The workshops we organised were attended 
by 550 teachers, psychologists and educators, 
who were trained as programme consultants. 
As a result of this initiative, about 200 profes-
sionals conducted training for students, parents 
and teachers (a total of 15,000 people). 
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In the 5th edition of the "School without Violen-
ce" programme (2010/2011), "Parents Are with 
Us", we focused on a great role of parents in 
proper functioning of schools and encouraged 
parents to get involved in school events. In ad-
dition, a special portal for parents, icotamwsz-
kole.pl ("What’s new at school"), was launched 
to facilitate their contact with teachers. 1,175 
schools had logged on to the portal
by the end of 2011. 

The 6th edition of the programme, "Fair Play 
Fans", which is started in September 2011, 
aimed at promotion of safe fan activities and fair 
play behaviours among children, especially in 
the context of the UEFA EURO 2012 European 
Football Championship. 

In 2011, the nationwide School without Violence 
Day was celebrated for the fourth time. School 
communities presented their own interesting 
and effective ideas for preventing violence
and aggression among students. This time, 
also parents were invited to join some activities. 
Furthermore, another edition of the best class 
tutor contest was held. 

In September 2011, the "School without
Violence" programme was incorporated 
as a good practice to the "School with Passion" 
campaign carried out by the Ministry of National 
Education. 

Results of the programme in 2011:

´´ 4,700 schools participating in the 5th edition 
of the programme; 
´´ 2,000 schools celebrated the School 
without Violence Day; 
´´ 200 teachers attended macroregional 
workshops and subsequently trained nearly 
15,000 people in mini-workshops; 
´´ 700 schools organised the Volunteering 
Week; 

´´ 92 young volunteers participated in the 
Volunteering Leaders’ Summer School; 
´´ 300 projects were submitted in the 
volunteering project competition; 
´´ The icotamwszkole.pl portal was launched. 

Clear rules of supporting social projects 
and collaborating with other foundations, 

associations and organisations.

The Orange Foundation supports and 
finances valuable projects and initiatives 

for children and young people carried out by 
third sector organisations and public institutions 
in Poland as well as actively participates in com-
munity life, supporting initiatives of non-govern-
mental organisations for the modern education 
of children and youth, culture and health care. 
The "Grants" section on the Foundation’s 
website, www.fundacja.orange.pl, contains
a grant application form and the grant rules. 

As part of its grant policy, in 2011 the Founda-
tion continued to collaborate with Poland’s lar-
gest non-governmental organisations, including 
Academy for the Development of Philanthropy 
in Poland, Synapsis Foundation, ABC XXI All
of Poland Reads to Kids Foundation, Friends of 
Integration Association in Warsaw, Volunteering 
Centre Association, Museum of the History of 
Polish Jews and a number of other foundations, 
associations and cultural institutions. 
The Orange Foundation also supports organisa-
tions and associations which on the local level 
help children who are at risk of exclusion or 
need assistance. 

97



6. Social commitment 

98

The initiatives which received grants from the 
Orange Foundation in 2011 included the follo-
wing: 
´´ Development of a scholarships and 
competitions web service, mojestypendium.
pl, managed by the Good Web Foundation, 
where high school and university students 
may find complete and up-to-date 
information about available scholarships; 
´´ In conjunction with the ABC XXI All of 
Poland Reads to Kids Foundation we 
launched the Internet University of Wise 
Education educational programme, which 
aims at dissemination of psychological and 
educational knowledge among parents 
and people working with children through 
e-learning, lectures, scripts, recorded 
speeches, interviews, articles, debates, 
films and other educational materials 
by both Polish and foreign authors; 
´´ Help to autistic children: regular therapy 
and rehabilitation of autistic children  
by the Synapsis Foundation; 
´´ Support for educational initiatives  
of universities, including dissemination  
of culture among children and young 
people through Grand Recitals organised 
by the Adam Mickiewicz University in 
Poznań, grant for the organisation of 
lectures and educational presentations 
during the University of Wrocław Lower 
Silesian Science Festival and support for the 
Jagiellonian University in organising post-
graduate information society studies; 
´´ 6th Polish Forum for Non-governmental 
Initiatives: strengthening the potential of non-
governmental organisations and their people 
as well as presenting the achievements  
and diversity of NGOs at an educational  
and integration meeting. 

To learn more please visit  
www.fundacja.orange.pl

Like every year, the Orange charity match was 
played. Together with our friends we played with 
the Polish journalists’ team to help the "Koło" 
Children and Family Support Centre. 

This time, the match was honoured with the pre-
sence of Slavek and Slavko, the official mascots 
of UEFA Euro 2012. There were also sports 
emotions and the match was accompanied by 
attractions for children, such as a meeting with 
Santa Claus, football juggling workshops and 
electronic games (FIFA). The event ended with 
Orange presenting a cheque for PLN 20,000 to 
representatives of the Centre. In particular, these 
funds have been used to finance winter camps 
for children. 

Also Wirtualna Polska collaborates with the 
Orange Foundation and supports social and 
charity projects on a non-profit basis. Patronage 
over projects involves editorial assistance (publi-
shing articles) and advertising campaigns  
in selected thematic lines (‘News’, ‘Education 
and Science’, ‘Business’, etc.). Mainly projects 
for children, natural environment, health and de-
mocracy promotion are taken under patronage. 

In 2011, WP.PL carried out 22 campaigns to 
support charity projects carried out by various 
foundations (e.g. "I Have a Dream", "Ithaca", 
"Child’s Fantasy", "Hospice is Life Too") and the  
"Be a Santa Claus" initiative; in addition, 9 other 
projects were promoted by coverage (e.g. "Plant 
a Tree", "Notebook for a Pupil", "Between Silen-
ce and Darkness"). 

In our Regions

Involvement of Regions in building rela-
tions and positive image of the company 

by representing it in various social initiatives.

Our Regions collaborate with numerous 
institutions, non-governmental organisa-

tions and companies, getting involved into 
important social, cultural and economic initiati-
ves, as well as support the implementation of 
Orange Foundation’s programmes. They also 
participate in major regional events and attend 
conferences and meetings. They readily sup-
port institutions which aim at ensuring equal 
development opportunities, providing assistan-
ce and support to those in need or promoting 
special achievements. These efforts involve our 
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employees who as voluntary workers teach 
children how to use the Internet safely, develop 
Fairy Tale Corners in hospitals or organise Santa 
Claus events or Children’s Day celebrations.

Map of Regions 

Gdańsk

Szczecin

Zielona Góra

Poznań

Wrocław

Opole
Katowice

Kraków
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Lublin

Kielce

Warszawa
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Białystok

Olsztyn

Bydgoszcz

Wałbrzych

North Region

West Region

South Region

Central Region

East Region

Bielsko Biała

Radom

In our North Region, in the "E-invoice for the 
Environment" project, we have revitalised the 
surroundings of the Arthur’s Manahouse (in 
conjunction with a local community centre) as 
well as a piece of untended land in the Orunia 
District of Gdańsk (together with the Landscape 
Architecture Technical College and Gdańsk  
Foundation for Social Innovation). In a small 
school in the Village of Glinki, we have com-
bined an educational campaign by volunteers 
with a sports integration event for telecommuni-
cation companies. 

We maintain good relations with Orange Fo-
undation’s beneficiaries, often combining their 
projects with our voluntary work and promo-
ting co-operation among social organisations 
supported by the Foundation. A good example 
is the "Half Time Score 0–1" tournament of the 
Gdańsk Charity Foundation: our volunteers hel-
ped to organise it and provided photo-coverage 
once again. In collaboration with the Hewe-
lianum Centre we conducted classes about 
Frederic Chopin. 

In the North Region, we celebrated the Childre-
n’s Day together with the Heart and Reason ma-
scots, holding meetings with kids in Bydgoszcz, 
Szczecin, Gdańsk, Gdynia and Olsztyn. 

Our South Region together with the Foundation 
for Silesia supports young artists; we have orga-
nised art workshops using works from the Sile-
sian Contemporary Art Collection since 2011. 
The project has been part of Katowice’s efforts 
to be designated the European Capital of Cul-
ture. We also implement a project for teaching 
safe behaviour: together with a mascot of the 
Silesian Police, Shnoopek, we present the rules 
of right behaviour to children and young people. 
The project goes in line with the government 
programme for crime and asocial behaviour 
prevention, "Safer Together", as well as the 
nationwide "Reading Heals" campaign. Volun-
tary workers also carry out our own workshops 
for children, teaching them how to use the 112 
emergency number. Over 1,500 children have 
been trained so far. 

In conjunction with the Regional Police Headqu-
arters in Katowice, the Silesian Region Marsha-
l’s Office, the Katowice Branch of the Polish 
Television, Polish Radio and Polskapresse 
(Dziennik Zachodni daily), we carry out the  
"No reaction means acceptance" campaign. 
We want to encourage witnesses to offences 
which negatively affect the public safety to 
report them to the Police. We promote civic atti-
tudes, hold meetings in schools and residential 
estates and for senior citizens, and organise 
an art contest for children and young people. 

As part of the campaign, we build the awa-
reness of the problem of telecommunication 
infrastructure theft in Poland. 

In our West Region, we collaborate with the 
Children’s Art Centre in Poznań, which organi-
ses the ‘Ale Kino!’ (‘What the cinema’) Internatio-
nal Young Audience Film Festival.  
In a ‘What a bus!’ campaign, which is carried 
out every year, we helped children and young 
people from remote towns and villages to travel 
and see films during the Festival. We provided 
assistance to 26 organised groups from the  
Poznań vicinity and the whole Poznań region, 
that is a total of 1,103 children. In addition,  
we provided telephone communications and 
broadband Internet access in the Festival office. 
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For the fourth time we participated in the Lower 
Silesian Science Festival. Our Internet café 
enabled children and young people to surf the 
web safely. 

We attended to the needs of little patients in the 
Clinical Hospital No. 5 in Poznań. We refur-
bished and painted 12 rooms. In our "Make 
Children Not Be Scared" project, nurse aprons 
were appliquéd with colourful motifs, colourful 
bed linens were sewn for the Haematology/On-
cology Department and games and toys were 
purchased for children. 

In addition, 2011 saw a number of our initiatives 
for handicapped children, including support 
for organising a rehabilitation camp for autistic 
children from the Education Complex No. 2 in 
Wrocław and two rehabilitation camps in the 
Patria Foundation’s "Republic of Smile" project, 
as well as art workshops for children in care of 
the Patria Foundation and the Childcare Cen-
tre in Jawor. We also equipped a rehabilitation 
room in the ‘Polana’ Kindergarten No. 155 in 
Poznań and refurbished a number of rooms in 
integrated kindergartens in Poznań and com-
mon rooms in the Centre for Children with Neu-
rological Speech Disorders in Wrocław. In the 
Family Support Centre in Kobylnica, we organi-
sed art workshops and we used proceeds from 
a charity auction of our employees’ paintings to 
finance an educational trip for children. In the 
Children’s Home in Oława, we provided for re-
furbishment and modernisation of a playground. 

During a traditional pre-Christmas campaign 
we collected clothes, sweets, toys and books 
for those in care of the Municipal Crisis Interven-
tion Centre in Poznań and the Akson Associa-
tion’s Crisis Intervention Centre for Women and 
Mothers with Children in Wrocław. We carried 
out two blood donation campaigns: special 
mobile blood donation stations were visited  
by over 100 people, who donated a total of 
almost 27 litres of blood. In addition, we pro-
moted registration with the Central Registry of 
Unrelated Bone Marrow Donors and Umbilical 
Cord Blood. 

In our East Region, we actively participate with 
the Municipality of Cracow in promoting the 
rules of safe Internet usage for kids and te-
enagers. The programme has covered around 
3,000 students and over 100 teachers from  
50 primary schools in Cracow. 

In 2011, we provided donation to the SAPERE 
AUSO Małopolska Scholarship Foundation for 
its scholarship programmes for talented youth. 
We collaborated with the Kolping Family Day 
Care Centre in Jarosław, carrying out joint 
programmes ensuring equal educational oppor-
tunities for children. Together with the Cracow 
Spring Association we helped kids from childre-
n’s houses with school work in the "Academy 
of the Future" project. In addition, we helped 
the New Bath Theatre Association to imple-
ment projects to stimulate the activity of elderly 
people. 

In the East Region, we organised five blood 
donation campaigns, collecting over 73 litres  
of blood in 2011. 

In addition, we organise numerous events for 
kids in children’s homes and hospitals.  
We celebrate the Children’s Day and in the 
Christmas season our employees become San-
tas. Last year, our new initiative was the "Chri-
stmas Tree of Dreams" in the Children’s Homes 
in Nowa Grobla and Wolica. We prepared gifts 
from Santa Claus on the basis of letters which 
children had written. 

In our Central Region, we have collaborated with 
the Society of Children’s Friends’ Treatment, Edu-
cation and Welfare Centre „Helenów".  
Help of the Region’s employees on a volunta-
ry basis in the organisation of Children’s Day 
celebrations, Santa Claus’ parties or volunteer in-
tegration trips has become a permanent element 
of this collaboration. Last year we supported the 
Centre in celebrating the Handicapped Childre-
n’s Day. We were also instrumental in obtaining 
a grant for the Society of Children’s Friends for 
co-financing the "Creators – Producers from 
Helenów" project, which aims at ensuring equal 
educational opportunities for handicapped young 
people and enhancing their self-reliance. 
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For two years, we have collaborated with the 
"Home, Family, Human Being" Association by col-
lecting  plastic bottle caps (3.5 tonnes were col-
lected in 2011). The collected caps are handed 
over to the Association, which uses the proceeds 
to purchase specialist rehabilitation equipment  
for handicapped children. 

We also took part in celebrating the Children’s 
Day with the participation of the handicapped 
and residents of the Residential Care Home in 
Międzylesie. In the pre-Christmas season we 
organised a gift collection for low-income families, 
which are in care of the Association. Furthermore, 
we supported the Bielany Educational Centre, 
organising Internet safety lessons for children, 
gift collections and Christmas presents. 

In conjunction with the ‘Stara 4’ Association 
of Creative Educators and the Bielany Educa-
tional Centre we carried out an environmental 
project, "SOS for the Earth and People – Cork 
Campaign", for children from 11 educational cen-
tres from the Warsaw region. The project involved 
a series of educational workshops, development 
of a package of environmental materials, as well 
as an art contest followed by the exhibition 
of the winning works. 

During the Volunteer Week we organised 
a collection of school equipment among our em-
ployees for kids from the Children’s Home No. 3 
in Warsaw. In addition, we have been carrying 
out the "Innovativeness for Children and Youth" 
programme, which encompasses educational 
classes in the "Innovation Gardens". 

Corporate Volunteering

Getting our employees involved in social 
campaigns, developing a voluntary work 

programme.

The "Caring for Others" is a corporate 
volunteering programme, which aims at 

encouraging Orange Polska’s employees to get 
socially involved and enabling them to participa-
te in charity and educational projects.  

Our corporate volunteering programme was 
launched in 2003. For over eight years, a total 
of over 7,000 volunteers have participated  
in various social campaigns. 

Orange Polska’s employees have worked over 
27,000 hours in over 160 corporate volunte-
ering projects proposed by volunteers them-
selves (60 projects were carried out in 2011 
alone). Our voluntary workers take part in the 
"Phone to Mum" programme, providing support 
and assistance to selected hospitals or paedia-
tric wards. They organise classes for young pa-
tients, read books to them, prepare educational 
games as well as distribute phone cards and 
monitor the programme implementation  
in hospitals. 

In the "Fairy Tale Corners" project, 20 colourful 
and child-friendly hospital common rooms were 
created in 2011 with the input by over 400 
volunteers from Orange Polska and a number 
of volunteers from partner companies invited to 
the project. Currently, children use a total of 50 
Fairy Tale Corners all over Poland. During the 
Christmas season, 904 volunteers dressed  
as Santas visited children’s hospitals, giving 
away gifts (books and stuffed animals) to 
14,000 sick children. 

In addition, more than 90 volunteers from Oran-
ge Polska participate in the "Education with the 
Internet" programme, giving lessons in the safe 
usage of the web. Such classes have been at-
tended by a total of 7,000 students. Furthermo-
re, our volunteers together with representatives 
of the Nobody’s Children Foundation carried 
out Internet safety workshops for children in five 
Fairy Tale Corners and 150 selected hospital 
wards received CDs with animated cartoons 
and comic strips as well as other educational 
materials. 

In 2011 we launched another initiative involving 
our volunteers: a campaign of reading books to 
children in hospitals and libraries. Three training 
sessions have been organised in collabora-
tion with the ABC XXI All of Poland Reads to 
Kids Foundation for those interested to join the 
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initiative. Our volunteers prepare also their own 
projects and the Orange Foundation helps in 
their implementation. Since 2004, the compa-
ny has organised contests for the best project 
proposed by voluntary workers; the winners re-
ceive a grant of up to PLN 3,000 for the project 
implementation. In 2011, our voluntary workers 
received funds for repairs of playgrounds and 
common rooms in children’s homes or other 
welfare institutions, refurbishment of  
a dining room in the Regional Tuberculosis and 
Lung Disease Hospital in Kup, construction of 
a "Garden of Dreams" for children in the day 
care centre in Liszków, an environmental picnic 
and tree planting in the Celestynów Forest Di-
strict, a charity lottery and an auction of childre-
n’s art works for the National Autistic Society in 
Szczecin as well as a number of other initiatives. 

Orange volunteers carried out educational 
workshops for children aged 10 to 14 using 
materials prepared together with the National 
Fryderyk Chopin Institute. The workshops used 
games and simple tasks to convey information 
about the life and works of the Polish compo-
ser. The lessons aimed at showing children that 
classical music could be exciting. In 2011,  
the workshops were attended by a total of 
1,000 children. 

Also employees of Wirtualna Polska readily get 
involved in volunteering initiatives. In 2011, to-
gether with the Orange Foundation, they collec-
ted crayons for kids. For each kilometre ridden 
by an employee on a special bike, the Founda-
tion presented a box of crayons to paediatric 
wards in hospitals or day care centres in the 
Tricity. In addition, the company’s employees 
organised educational workshops for children 
from the Regional Rheumatology Centre in So-
pot and the Specialist Hospital in Gdańsk. 

During the Christmas season, volunteers 
dressed as Santas visited children in hospitals, 
giving away gifts. They also participated in the 
"Santa’s Helpers" campaign for low-income 
families. The information about the families in 
need were provided by the House on the Edge 
Association and the Noble Gift Foundation.  
The portal provided logistics and communica-

tion support, offering space for storing gifts and 
their transport to people in need. 

Our corporate volunteering programme is 
not only about voluntary work but also social 
involvement of our employees. The corporate 
volunteering programme has been made part  
of human resources management and has 
become an excellent tool for team integration. 

Development of an on-line social platform 
through which socially active employees of 

Orange could contact local activists from various 
institutions.

In 2011, a dedicated application for 
volunteers was developed on the corpora-

te intranet. It facilitates participation in projects, 
monitoring of voluntary work offers (which are 
updated on a current basis), joining campaigns 
and designing one’s own projects. The applica-
tion simplifies the evaluation of the project 
outcome (current monitoring of the number  
of volunteers and hours of voluntary work, 
project reporting, etc.) and enhances volunte-
ering project management.

Broader communication about volunteering 
campaigns to employees.

The Orange Foundation encourages 
volunteers to undertake regular activity for 

those in need. We have launched a volunteering 
dedicated website on our corporate intranet and 
a newsletter for volunteers. Each year, during the 
Orange Foundation Day, we honour the most 
active people with the "Together for Others" 
badge. In September 2011, we organised the 
Volunteering Week in Orange Polska for the first 
time. Both in Warsaw and in our Regions we 
reviewed volunteering efforts, presented initiatives 
which our employees could join and promoted 
a grant competition for the implementation 
of employees’ own volunteering projects.

Supporting e-volunteering for people at risk 
of digital exclusion.

Since 2009, the Orange Foundation 
together with the Good Network Founda-
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tion and other partners has been operating  
an e-volunteering portal, whose mission is to 
promote and popularise helping others via the 
Internet. In particular, e-volunteering involves free 
consultation, co-ordination of support and mutual 
help groups, language translations, assistance 
in foreign language learning, knowledge base de-
velopment, on-line media administration, web 
portal editing, e-charity or co-operation in promo-
ting social campaigns. On an annual basis we 
carry out the "Discover e-volunteering" competi-
tion in Poland for organisations working with 
e-volunteers. In addition, the first European 
edition of the "Discover e-volunteering" competi-
tion was held as part of the European Year of 
Volunteering celebrations. A total of 81 projects 
from 19 EU member states were submitted  
in the competition. The winners received mone-
tary prizes funded by the Polish Orange Founda-
tion, the French Orange Foundation and Intel 
Technology Ltd. The pool of prizes totalled 
€6,000 and the prizes were granted during  
the Volunteers Gala in December 2011.

Promoting volunteering in business. 

In 2004, the company became a partner 
of the Volunteering Centre Association 

and participated in the development of the 
Business Volunteering programme. Currently, 
we are a patron of this programme, which 
involves sharing knowledge with businesses 
willing to introduce employee volunteering 
programmes. As a partner of the Volunteering 
Centre Association, the Orange Foundation  
was also involved in the Colours of Volunteering 
competition. The corporate volunteering pro-
gramme growth is stimulated by the support 
and commitment of our top managers. 
The CEO of Orange Polska, Maciej Witucki,  
is a volunteer himself and gives lessons on the 
Internet safety. 

In 2011, together with other companies and the 
Academy for the Development of Philanthropy, 
we established the "CEO Volunteers" coalition, 
whose members, presidents of companies, are 
volunteers and share their time and experience 
in order to support important social initiatives. 

They also promote employee volunteering 
and involvement in such campaigns within their 
business organisations. 

Promoting the concept of volunteering.

In 2011, the Orange Foundation and  
our volunteers participated in a number 

of initiatives related to the European Year of 
Volunteering. In September, the EVY Tour 
pavilion was erected in front of the Palace  
of Culture in Warsaw and hosted various 
activities related to volunteering for a week. 
The Foundation was involved in the organisation 
of the Employee Volunteer Day and e-Volunte-
ering Day in the pavilion for visitors and journali-
sts. The company also supports volunteering 
through other activities. We have helped the 
Volunteering Centre to launch a website and we 
have provided a toll-free line, 0 800 300 594, 
for receiving applications from volunteers willing 
to join social initiatives. Another line, 0 800 444 
131, has been provided for the PROJECTOR 
student volunteering programme.

Results of the programme in 2011: 

´´ 904 volunteers dressed as Santas visited 
paediatric wards, giving presents to over 
14,000 children in hospitals all over Poland; 
´´ Our employees worked a total of 27,000 
hours as volunteers; over 750 volunteers 
took part in the development of 50 Fairy Tale 
Corners; 
´´ Over 250 volunteers were involved in the 
implementation of their own projects, for 
which they received grants from the Orange 
Foundation; 
´´ So far, 90 volunteers have conducted 
workshops in the safe usage of the Internet, 
which have been attended by over 7,000 
children in Poland; 
´´ In 2011, over 1,000 children learnt 
interesting facts about the life of Frederic 
Chopin and were inspired to listen to 
classical music; 
´´ The first European edition of the "Discover 
e-volunteering" competition was held with 
81 submissions from 19 EU member states. 
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Other Social Initiatives

Co-operation with social welfare 
institutions and organisations.

Our social commitment is not limited to 
the activity of the Foundation. It involves 

also direct co-operation with various organisa-
tions, telecommunication services for social 
purposes (telephone lines and SMS numbers 
for charity fundraising), infolines or responding 
to major social issues, particularly helping 
victims of natural disasters. 

On 5 March 2009, we launched the hotline 
number for missing children, 116 000, in Po-
land. It may be used by parents or guardians 
whose child has gone missing, police officers, 
journalists, children who have run away or got 
lost or any persons who may help to find them. 
The number is toll free and available on a 24 
hours/7 days basis. 

Poland was the sixth country in Europe to 
launch the 116 000 number in accordance with 
the relevant directive of the European Commis-
sion. Currently, this number is available in ten 
countries, namely Poland, Belgium, France, 
Greece, Hungary, Italy, Netherlands, Portugal, 
Romania and Slovakia, but only in five of them 
(Poland, Belgium, Greece, Hungary and Roma-
nia) it is operated on a 24/7 basis. The Polish 
hotline for missing children has been launched 
by the ITHACA Foundation – Centre for Missing 
People and Telekomunikacja Polska. We have 
provided, free of charge, a technological plat-
form which makes it possible for those in need 
to call the number regardless of the network 
used. Our company provides technical mainte-
nance and participates in the costs of operating 
the line. 

In 2011, ITHACA specialists answering calls to 
the 116 000 number received 218 reports on 
missing under-age persons and 197 missing 
children or teenagers were found. In the same 
period, the specialists provided psychological 
counselling to 2,950 people and legal counsel-
ling to 450 people. Overall, 6,423 calls concer-
ning missing children were handled.

Active participation of Orange Polska 
in major social campaigns.

Another expression of our commitment to 
important social events is provision of free 

services: telephone lines and SMS numbers for 
charity fundraising. The entire proceeds from 
these services go to social welfare  
organisations. 

In 2011, we provided SMS fundraising numbers 
for 22 organisations as well as five fundraising 
lines. The proceeds, which totalled over PLN 
9.5 mn, went to welfare organisations.  
The organisations which we supported in the 
fundraising process included The Great Orche-
stra of Christmas Charity, Polish Humanitarian 
Action, Caritas Poland, Anna Dymna’s "Despi-
te Everything" Foundation", Ewa Błaszczyk’s 
"Akogo" Foundation, TVN’s "You Are Not Alone" 
Foundation, Polsat Foundation, "Work of the 
New Millennium" Foundation, Santa Claus  
Foundation and a number of other entities. 

In addition, we operated eight 0-800 toll-free 
lines, which we provide free of charge to social 
welfare organisations and institutions (e.g. 
Ombudsman for Children) as well as organisa-
tions which co-ordinate voluntary work or  
prepare gift collections. 

Every year Orange Polska participates in Gre-
at Finale of The Great Orchestra of Christmas 
Charity. In January 2011, an auction of 99 
golden phone cards and a special telephone 
line as well as an SMS fundraising campaign 
organised by Orange Polska contributed almost 
PLN 1.3 mn to the 20 Great Finale of The Great 
Orchestra of Christmas Charity.

Involvement in major issues for Poland.  

We got involved in the "Let’s go voting" 
informational campaign of the Friends of 

Integration Association. The campaign aimed at 
informing as many handicapped people as 
possible about new voting opportunities.  
In particular, TV ads and four radio ads as well as 
instructional films were developed. The campa-



Social commitment   6.

105

ign was carried out under the patronage of the 
President of the Republic of Poland and the 
Ombudsman. Our contribution involved opera-
ting a toll-free infoline, 800 330 330, through 
which handicapped persons and their guardians 
could obtain information how to take part  
in the election. 

We actively participate in events which are im-
portant for our country. In 2011, Poland took over 
the Presidency of the Council of the European 
Union. Orange became a partner of the Polish 
Presidency. Under the partnership agreement, 
Orange equipped Polish diplomats and officials 
supporting the Presidency with ICT equipment: 
mobile phones, wireless modems, and laptops 
with complete software. The company’s person-
nel also provided hardware support: logistics, 
installation and technical support for end users. 
In addition, special hot spots where launched 
on Polish airports indicated by the Ministry of 
Foreign Affairs. As a result, diplomats and people 
participating in international meetings related 

to the Polish Presidency in the EU had Internet 
access while on the go. On behalf of Orange,  
the agreement with the Ministry was signed  
by Contact Center. 

During the European Football Championships 
2012, UEFA EURO 2012™, Orange Polska 
provided ICT infrastructure, fixed and wireless. 
Within the technology partnership framework, 
we created a communications system for EURO 
2012, which linked the host cities, stadiums, ho-
tels hosting UEFA’s representatives and the Local 
Organisational Committee (UEFA’s official EURO 
2012 company) and provided communications 
with Ukraine. The system supported transmis-
sions from all TV cameras in Polish venues to 
UEFA’s official broadcast partners at the Interna-
tional Broadcasting Center. We also rendered 
data-transmission and Internet access services 
to UEFA’s employees, journalists and commen-
tators and provided voice communications and 
equipment.

It is our policy to have a responsible approach towards social issues, building long-term CSR pro-
grammes based on the company’s competence profile. In addition, we carry out charity program-
mes, which respond to specific problems and important social issues. We also pay attention to 
major developments in our environment, particularly important events or natural disasters.  
Orange Polska remains one of the most socially responsible businesses in Poland. 
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Methodological Note

Workforce data 
The workforce data presented in this Report 
have been collected using the HR-Info system, 
which accounts for variables such as employ-
ee’s gender or position. The data fed to HR-Info 
are based on the data contained in the HR 
systems of the member companies of Orange 
Polska and are reported in line with the France 
Telecom Orange Group’s standards.

Managers (employed under employment con-
tracts as at the end of the reported period)
The management rate refers to middle to top 
managers employed under employment con-
tracts. Employees are classified as "managers" 
on the basis of their employment groups, ac-
cording to their competence profile, in line with 
the France Telecom Orange Group’s standards.

Accidents at work 
This rate corresponds to the number of oc-
currences that were classified as accidents at 
work during the reported period. Under Polish 
regulations, this is ultimately determined by the 
date of the employer’s decision to recognise an 
occurrence as a work-related accident rather 
than the date of accident itself; e.g. if an ac-
cident occurs in December, but the accident 

report is not approved before January, it will not 
be accounted for in the given year, but rather in 
the following year. In statistical terms, until the 
accident investigation procedure is completed 
and the report is approved, an occurrence is 
not considered an accident at work. 

Environmental Data
Environmental data are based on reporting to the 
INDICIA database. Orange Polska reports 100 
environmental indicators on a semi-annual basis 
(as for 2011).

Energy 
Electricity consumption in Orange Polska’s bu-
ildings is determined using a statistical method 
devised by an Orange Labs’ statistician and 
approved by both the France Telecom Orange 
Group and the external auditor. Fuel consump-
tion refers to the total consumption of all fuels 
(heating oil, diesel oil, petrol and heavy fuel oil), 
excluding motor vehicles.
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Transportation 
All business trips of Orange Polska’s employees 
are registered in the Optidoc system. 
The distances travelled by train or plane are 
determined according to the Carlson Wagonlit 
Travel (for 80% of trips), which estimates them 
according to the orthodromic distance (the 
shortest distance between two points on the 
surface of the Earth). These distances are sum-
med with the travel route data provided by travel 
agencies in countries where CWT does not 
operate. In case of air travel, CO

2
 emissions are 

calculated according to the GHG Protocol (180 
g CO

2
 per passenger km), which is applied 

to all short and long distance flights. The CO
2
 

emissions from railway transport are determined 
using the Bilan Carbone® method, if it is availa-
ble for the particular country; otherwise,
a standard rate of 100 g CO

2
 per passenger 

km is applied. 

CO
2
 emissions 

For electricity consumption, the emissions 
are calculated according to the GHG Protocol 
(2006) with the most recent update (2010). 
Emission factors for fuels (gas, fuel oil, coal, 
petrol, diesel oil and LPG) are derived from 
the GHG Protocol (2007).

Electronic and electrical waste collection 
The "E-waste collected from customers" corre-
sponds to the total amount of handsets, desk-
top telephones and multimedia devices delive-
red to sale outlets, sent by mail or collected by 
service providers. This also accounts for waste 
mobile phones of Orange Polska’s employees 
as well as batteries and chargers collected.
This indicator is not used in the Group compa-
nies which do not have the relevant channel
for e-waste collection and recycling.
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Our Report

This Report has been developed with refer-
ence to the key opportunities and challenges 
presented by sustainable development in the 
ICT industry, which have been defined in a 
number of strategic documents, including Vision 
2050 – World Business Council for Sustainable 
Development, Challenges for the ICT Sector 
according to SAM, Global e-Sustainability Initia-
tive Report as well as Europe 2020 and Poland 
2030 reports. 

This Report aims to address issues of particular 
relevance to our stakeholders which have been 
identified during a comprehensive dialogue with 
them. It covers the period from 1 January to 
31 December 2011. It is the Company’s fourth 
independent sustainable development report 
based on the G3 Guidelines of the Global 
Reporting Initiative (GRI.G3). It is also consistent 
with the Global Compact principles. 

Last year’s CSR Report covered the 2007–
2010 period. In addition, Orange Polska de-
velops annual summary reports together with 
other companies of the France Telecom Orange 
Group. Our next CSR Report will be released 
in 2013. The financial data contained in this 
Report are consistent with the data presented 
in the financial statements of TP S.A. and Or-
ange Polska. Other quantitative data have been 
provided by the company’s reporting units. 

This Report covers Orange Polska’s major com-
panies: Telekomunikacja Polska, PTK Centertel 
and Orange Customer Service. The scope 
of the presented information has been clearly 
specified. Such a division results from the com-
pany’s internal reporting regulations. There are 
no other limitations as to the data contained
in this Report. 

The compliance of the data contained in this 
Report with the actual state of affairs has been 
confirmed by the Management Board of TP 
S.A. In addition, all indicators derived from 
company’s employees or internal calculation 
systems have been subject to an independent 
external review by the auditing company De-
loitte. 

Any changes in reporting related to the GRI 
guidelines result only from differences in the 
functioning of Orange Polska’s in-house report-
ing system and are properly marked. 
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Glossary

AA1000 Standards – a series of three interna-
tional standards which have been designed to 
help organisations willing to operate in a socially 
responsible manner and concern stakeholder 
relations management. 

Corporate Social Responsibility (CSR) 
– a concept according to which companies 
freely account for social and environmental 
issues in their business activity and stakeholder 
relations. This approach assumes that a com-
pany understands and reviews its impact, both 
positive and negative, on the environment, and 
acts in a responsible manner towards its stake-
holders. It is a corporate management strategy, 
which accounts for social needs and expecta-
tions in order to achieve long-term 
business profits. 

Corporate volunteering – a type of volunteering 
in which employee volunteers undertake initia-
tives for particular communities/NGOs, while 
the company supports them (e.g. by providing 
financial or in kind support or setting aside time 
for voluntary projects within working hours).

Dialogue with stakeholders – a process through 
which an organisation solicits opinions about its 
activities as well as the needs and expectations 

of its environment. The dialogue aims to build 
mutual understanding as well as to diagnose the 
stakeholders’ needs and expectations and deter-
mine actions which will help the company 
to respond to them. 

Diversity management – an approach to mana-
gement practice which stresses the importance 
of human diversity for an organisation.
It translates into organisation’s initiatives aimed 
to account for and optimally use diversity
at the workplace.

Global Reporting Initiative (GRI) – an international 
organisation which has initiated the develop-
ment of the most common economic, social 
and environmental reporting guidelines as well 
as the related reporting indicators.

ISO 26000 (Guidance on Social Responsibility) 
– an international standard on social responsi-
bility. It is intended for use by all types of orga-
nisations in the private, public and non-profit 
sectors. It provides the following: 
´´ Concepts and definitions related to social 
responsibility; 
´´ Key areas of social responsibility; 
´´ Guidance on integrating social responsibility 
throughout an organisation. 

ISO 26000 is a practical guide on corporate so-
cial responsibility; it is not a form of certification. 
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RESPECT Index – the first index of socially 
responsible companies in Central and Eastern 
Europe. The index comprises Polish companies 
listed on the main market of the Warsaw Stock 
Exchange (WSE) which operate in accordance 
with the best management standards in corpo-
rate governance, information governance and 
investor relations, while accounting for 
and respecting environmental matters, social re-
sponsibility and labour relations. The index was 
launched by WSE in November 2009.  

Stakeholder – a basic CSR concept. It refers to 
any identifiable group or individual who can af-
fect or is affected by a company. This influence 
may vary and may concern products, manufac-
turing processes, management systems 
and procedures, company’s strategy, etc.
According to this approach, stakeholders 
are not passive observers of the company’s 
activity. They have means to influence the com-
pany’s policy. 

United Nations Global Compact – an initiative 
of UN Secretary-General Kofi Annan to enco-
urage businesses worldwide to apply funda-
mental principles related to human rights, labour 
and environmental protection in all areas of their 
activity. 
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GRI index

GRI index

No. Guidelines
Was

reported?
ISO 26000

index
Global 

Compact index
Page

1.  STRATEGY AND ANALYSIS

1.1
Statement from the most senior decisionmaker of the organization  
(e.g., CEO, chair, or equivalent senior position) about the relevance  
of sustainability to the organization and its strategy

YES

6.2

4-5

1.2 Description of key impacts, risks, and opportunities YES 24-25

2. ORGANIZATIONAL PROFILE

2.1 Name of the organization YES 10

2.2 Primary brands, products, and/or services YES 10-11

2.3
Operational structure of the organization, including main divisions,  
operating companies, subsidiaries, and joint ventures

YES 6.2

Consolidated 
Annual Report 
2011, www.
orange-ir.pl/

results-centre/
results/2012.
aspx?sc_lan-

g=en

2.4 Location of organization’s headquarters YES 121

2.5
Number of countries where the organization  operates, and names  
of countries with either major operations or that are specifically relevant  
to the sustainability issues covered in the report

YES 10

2.6 Nature of ownership and legal form YES 10

2.7
Markets served (including geographic breakdown, 
sectors served, and types of customers/beneficiaries)

YES 12-13

2.8 Scale of the reporting organization YES 11-12

2.9 Significant changes during the reporting period YES

Consolidated 
Annual Report 
2011, www.
orange-ir.pl/

results-centre/
results/2012.
aspx?sc_lan-

g=en

2.10 Awards received in the reporting period YES 15-16

3. REPORT PARAMETERS

REPORT PROFILE

3.1 Reporting period YES 108

3.2 Date of most recent previous report (if any) YES 108

3.3 Reporting cycle (annual, biennial, etc.) YES 108

3.4 Contact point for questions regarding the report or its contents YES 121
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3.5

Process for defining report content, including:
•	 Determining materiality
•	 Prioritizing topics within the report; and
•	  Identifying stakeholders the organization expects to use the report

YES 20-23

3.6 Boundary of the report YES 108

3.7
State any specific limitations on the scope or 
boundary of the report

YES 108

3.8
Basis for reporting on joint ventures, subsidiaries, leased facilities, 
outsourced operations, and other entities that can significantly affect 
comparability from period to period and/or between organizations.

YES
25 

www.networks.pl

3.9
Data measurement techniques and the bases of calculations, including 
assumptions and techniques underlying estimations applied to the 
compilation of the Indicators and other information in the report

YES 106-108

3.10

Explanation of the effect of any re-statements of information provided in 
earlier reports, and the reasons for such re-statement (e.g., mergers/
acquisitions, change of base years/periods, nature of business, 
measurement methods)

YES
no

adjustments

3.11
Significant changes from previous reporting periods in the scope, boundary, 
or measurement methods applied in the report

YES no changes

GRI CONTENT INDEX

3.12 Table identifying the location of the Standard Disclosures in the report YES 114-119

ASSURANCE

3.13

Policy and current practice with regard to seeking  external assurance  
for the report. If not included in the assurance report accompanying  
the sustainability report, explain the scope and basis of any external 
assurance provided. Also explain the relationship between the reporting 
organization and the assurance provider(s)

YES 7.5.3. 109

4. GOVERNANCE, COMMITMENTS, AND ENGAGEMENT

GOVERNANCE

4.1
Governance structure of the organization, including committees under  
the highest governance body responsible for specific tasks, such as setting 
strategy or organizational oversight

YES

6.2

17-19,  
 www.orange-
ir.pl/corporate-
governance.

aspx?sc_
lang=en

4.2
Indicate whether the Chair of the highest  governance body is also  
an executive officer (and, if so, their function within the organization’s 
management and the reasons for this arrangement)

 YES
does not apply 

to Orange 
Polska

4.3
For organizations that have a unitary board structure, state the number  
and gender of members of the highest governance body that are 
independent and/or non-executive members

YES 18

4.4
Mechanisms for shareholders and employees to provide recommendations 
or direction to the highest governance body

YES 17, 88-89

4.5

Linkage between compensation for members of the highest governance 
body, senior managers, and executives (including departure 
arrangements), and the organization’s performance (including social  
and environmental performance)

YES

The remune-
ration of Board 

members is 
fixed but the 

bonus system 
depends on 

the economic 
performance of 
the Company

4.6
Processes in place for the highest governance body to ensure conflicts  
of interest are avoided

YES 18
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4.7
Process for determining the composition, qualifications, and expertise of the 
members of the highest governance body and its committees, including any 
consideration of gender and other indicators of diversity

YES

6.2

17

4.8
Internally developed statements of mission or values, codes of conduct, 
and principles relevant to economic, environmental, and social performance 
and the status of their implementation.

YES 13, 16-17

4.9

Procedures of the highest governance body for overseeing the 
organization’s identification and management of economic, environmental, 
and social performance, including relevant risks and  opportunities, 
and adherence or compliance with internationally agreed standards,  
codes of conduct, and principles

YES Rule 10 17-18

4.10
Processes for evaluating the highest governance body’s own performance, 
particularly with respect to economic, environmental, and social performance

YES

The remunera-
tion of the Su-

pervisory Board  
is determined 
by the Gen-

eral Meeting of 
Shareholders. 
The remunera-

tion is fixed

COMMITMENTS TO EXTERNAL INITIATIVES

4.11
Explanation of whether and how the precautionary approach or principle 
is addressed by the organization

YES

6.2

www.orange-
ir.pl/corporate-
governance.

aspx?sc_
lang=en

4.12
Externally developed economic, environmental, and social charters, 
principles, or other initiatives to which the organization subscribes  
or endorses

YES 14-15, 18-19

4.13 Memberships in associations (such as industry associations) and/or national/
international advocacy organizations in which the organization: 
Has positions in governance bodies:
•	 Has positions in governance bodies
•	 Participates in projects or committees
•	 Provides substantive funding beyond routine membership dues; or
•	 Views membership as strategic

YES 18-19

STAKEHOLDER ENGAGEMENT

4.14 List of stakeholder groups engaged by the organization YES

6.2

20

4.15 Basis for identification and selection of stakeholders with whom to engage YES 20-21

4.16
Approaches to stakeholder engagement, including frequency  
of engagement by type and by stakeholder group

YES 21-23

4.17
Key topics and concerns that have been raised through stakeholder 
engagement, and how the organization has responded to those key topics 
and concerns, including through its reporting

YES
23,  

full report

ECONOMY

ECONOMIC PERFORMANCE INDICATORS YES 6.2, 6.8
Rule 

1, 4, 6, 7
14,  24-25

ASPECT: ECONOMIC PERFORMANCE

EC1

Direct economic value generated and distributed, including revenues, 
operating costs, employee compensation, donations and other community 
investments, retained earnings, and payments to capital providers 
and governments

YES
6.8, 6.8.3, 
6.8.7, 6.8.9

12
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ASPECT: INDIRECT ECONOMIC IMPACTS

EC8
Development and impact of infrastructure investments and services provided 
primarily for public benefit through commercial, inkind, or pro bono engagement

YES

6.3.9, 6.8, 
6.8.3, 6.8.4, 
6.8.5, 6.8.6, 
6.8.7, 6.8.9

12,  28-29

EC9
Understanding and describing significant indirect economic impacts, 
including the extent of impacts

YES

6.3.9, 6.6.6, 
6.6.7, 6.7.8, 
6.8, 6.8.5, 

6.8.6, 6.8.7, 
6.8.9

28-33

ENVIRONMENT

ENVIRONMENTAL PERFORMANCE YES 6.2, 6.5 Rule 7, 8, 9
14, 23, 

42-45, 51

ASPECT: MATERIALS

EN1 Materials used by weight or volume partially 6.5, 6.5.4 Rule 8 46

ASPECT: ENERGY

EN3 Direct energy consumption by primary energy source YES

6.5, 6.5.4

Rule 8 47

EN4 Indirect energy consumption by primary source YES Rule 8 47

EN5 Energy saved due to conservation and efficiency improvements YES Rule 8, 9 47-48

ASPECT: EMISSIONS, EFFLUENTS, AND WASTE

EN16 Total direct and indirect greenhouse gas emissions by weight YES

6.5, 6.5.5

Rule 8 45

EN17 Other relevant indirect greenhouse gas emissions by weight YES Rule 8 45

EN22 Total weight of waste by type and disposal method YES 6.5, 6.5.3 Rule 8 50-51

ASPECT: PRODUCTS AND SERVICES

EN26
Initiatives to mitigate environmental impacts of products and services, and 
extent of impact mitigation

YES
6.5, 6.5.4, 
6.5.6, 6.7.5

Rule 7, 9 44-47

EN27
Percentage of products sold and their packaging materials that are reclaimed 
by category

partially
6.5, 6.5.4, 

6.7.5
Rule 7, 8, 9 44, 48

ASPECT: TRANSPORT

EN29
Significant environmental impacts of transporting products and other goods 
and materials used for the organization’s operations, and transporting 
members of the workforce

YES
6.5, 6.5.4, 

6.5.6
Rule 7 48-49

LABOR PRACTICES AND DECENT WORK

LABOR PRACTICES AND DECENT WORK PERFORMANCE YES
6.2, 6.4,   
6.3.10

Rule 1, 3, 6 14, 23, 76-77

ASPECT: EMPLOYMENT

LA1
Total workforce by employment type, employment contract, and region, 
broken down by gender

YES

6.4, 6.4.3

77

LA2
Total number and rate of new employee hires and employee turnover by age 
group, gender, and region

YES Rule 6 83

LA3
Benefits provided to full-time employees that are not provided to temporary 
or parttime employees, by significant locations of operation

YES
6.4, 6.4.3, 

6.4.4
86-88
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ASPECT: LABOR MANAGEMENT RELATIONS

LA4 Percentage of employees covered by collective bargaining agreements YES
6.4, 6.4.3, 

6.4.4, 6.4.5, 
6.3.10

Rule 1, 3 90

ASPECT: OCCUPATIONAL HEALTH AND SAFETY

LA7
Rates of injury, occupational diseases, lost days, and absenteeism, 
and total number of work-related fatalities, by region and by gender

YES 6.4, 6.4.6 Rule 1 86-87

LA9 Health and safety topics covered in formal agreements with trade unions YES 6.4, 6.4.6

 Health and 
safety topics 

are covered in 
Multi-establish-
ment Collective 

Labour
Agreement

ASPECT: TRAINING AND EDUCATION

LA10
Average hours of training per year per employee by gender, 
and by employee category

partially 6.4, 6.4.7 80

LA11
Programs for skills management and lifelong learning that support  
the continued employability of employees and assist them in managing 
career endings. 

YES
6.4, 6.4.7, 

6.8.5
80-83

LA12
Percentage of employees receiving regular performance and career 
development reviews, by gender

YES 6.4, 6.4.7 79

ASPECT: DIVERSITY AND EQUAL OPPORTUNITY

LA13
Composition of governance bodies and breakdown of employees per 
employee category according to gender, age group, minority group 
membership, and other indicators of diversity

YES
6.3.7,6.3.10, 

6.4, 6.4.3
Rule 1, 6

www.orange-
ir.pl/corporate-
governance.

aspx?sc_
lang=en

LA14
Ratio of basic salary and remuneration of women to men by employee 
category, by significant locations of operation

YES
6.3.7,6.3.10, 
6.4, 6.4.3, 

6.4.4
78

HUMAN RIGHTS

HUMAN RIGHTS PERFORMANCE YES 6.2, 6.3
Rule 1, 2, 3, 

4, 5, 6
14,  16-17, 

71-72

ASPECT: INVESTMENT AND PROCUREMENT PRACTICES

HR2
Percentage of significant suppliers, contractors, and other business partners 
that have undergone human rights screening, and actions taken

partially
6.3, 6.3.3, 

6.3.5, 6.4.3, 
6.6.6

Rule 1, 2, 3, 
4, 5, 6

71

HR3
Total hours of employee training on policies and procedures concerning 
aspects of human rights that are relevant to operations, including 
the percentage of employees trained

YES 6.3, 6.3.5 16

ASPECT:  FREEDOM OF ASSOCIATION AND COLLECTIVE BARGAINING

HR5
Operations and significant suppliers identified in which the right to exercise 
freedom of association and collective bargaining may be violated or at 
significant risk, and actions taken to support these rights

the company 
has not 

identified such 
activities

6.3, 6.3.3, 
6.3.4, 6.3.5, 
6.3.8, 6.3.10, 
6.4.3, 6.4.5

Rule 1, 2

ASPECT: CHILD LABOR



119

HR6
Operations and significant suppliers identified as having significant risk 
for incidents of child labor, and measures taken to contribute  
to the effective abolition of child labor

indicator is not 
reported with 
due regard to 
the materiality 

principle

6.3, 6.3.3
6.3.4, 6.3.5
6.3.7, 6.3.10

Rule 1, 2, 5

ASPECT: FORCED AND COMPULSORY LABOR

HR7
Operations and significant suppliers identified as having significant risk for 
incidents of forced or compulsory labor, and measures to contribute to the 
elimination of all forms of forced or compulsory labor

indicator is not 
reported with 
due regard to 
the materiality 

principle

6.3, 6.3.3
6.3.4, 6.3.5
6.3.7, 6.3.10

Rule 1, 2, 4

ASPECT: INDIGENOUS RIGHTS

HR9
Total number of incidents of violations involving rights of indigenous people 
and actions taken

indicator is not 
reported indicator 
with dueregard 
to the materiality 

principle  

6.3, 6.3.6
6.3.7, 6.3.8

6.6.7
Rule 1

SOCIETY

SOCIETY PERFORMANCE YES
6.2, 6.6

6.8
Rule 10

9,  34-35, 
36-37

ASPECT: CORRUPTION

SO3
Percentage of employees trained in organization’s anti-corruption policies 
and procedures

YES 6.6, 6.6.3 Rule 10 16

ASPECT: ANTI-COMPETITIVE BEHAVIOR

SO7
Total number of legal actions for anticompetitive behavior, anti-trust,  
and monopoly practices and their outcomes

YES
6.6, 6.6.5, 

6.6.7
72-73

ASPECT: COMPLIANCE

SO8
Monetary value of significant fines and total number of non-monetary  
sanctions for noncompliance with laws and regulations

YES 6.6, 6.6.7 72-73

PRODUCT RESPONSIBILITY 

PRODUCT RESPONSIBILITY PERFORMANCE YES
6.2, 6.6

6.7
Rule 1, 8 14, 54, 64, 73

ASPECT: CUSTOMER HEALTH AND SAFETY

PR4
Total number of incidents of non-compliance with regulations and voluntary 
codes concerning product and service information and labeling, by type of 
outcomes

YES
6.7, 6.7.3

6.7.4, 6.7.5
6.7.6, 6.7.9

Rule 8 72-73

PR5
Practices related to customer satisfaction, including results of surveys 
measuring customer satisfaction

YES 54-55

ASPECT: MARKETING COMMUNICATIONS

PR6
Programs for adherence to laws, standards, and voluntary codes related to 
marketing communications, including advertising, promotion, and sponsorship

YES
6.7, 6.7.3

6.7.6, 6.7.9

60-63

PR7
Total number of incidents of non-compliance with regulations and voluntary 
codes concerning marketing communications, including advertising,  
promotion, and sponsorship by type of outcomes

YES 72-73

ASPECT: CUSTOMER PRIVACY

PR8
Total number of substantiated complaints regarding breaches of customer 
privacy and losses of customer data

partially 6.7, 6.7.7 66

ASPECT: COMPLIANCE

PR9
Monetary value of significant fines for noncompliance with laws  
and regulations concerning the provision and use of products and services

YES 6.7, 6.7.6 72-73
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Company’s address: 
Orange Polska
ul. Twarda 18, 00-105 Warsaw, Poland 
www.orange.pl 

Report contact person: 
Monika Kulik – CSR expert, Management Board’s Office 
Orange Polska 
ul. Twarda 18, 00-105 Warsaw, Poland 
Monika.Kulik@orange.com
odpowiedzialny.biznes@orange.com

Design
Agencja Reklamowa RADNA Sp. z o.o.
www.radna.pl
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