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For us, corporate social responsibility is an organisational culture in which the 
development and implementation of a business strategy accounts for the expectations 
of the employees and other groups of stakeholders: customers, investors, suppliers, 
business and social partners and the natural environment. 

We believe that such an approach benefits the company and its environment, 
leading to sustainable development and contributing to improvement in the quality 
of life of all of us. 

Orange Polska



Dear Sirs, 

A strategic approach to corporate social responsibility has been present in Orange for several years now. 
It is with great satisfaction that I observe how much we have managed to improve both in the company 
and its environment so far. 

I have always emphasised that CSR is based mostly on our employees, that is their values, convictions, 
conduct and relations with co-workers, customers and the entire environment. We strive to make our 
common values the point of reference for our work, as well as a permanent element of our market 
activity and an encouragement to enhance our organisation and introduce positive changes. Therefore, 
in Orange, we think about corporate social responsibility as a major element of an organisational culture 
in which the development and implementation of a business strategy accounts for the expectations of 
the employees and other groups of stakeholders: customers, investors, suppliers, business and social 
partners and the natural environment. We believe that such an approach benefits the company and its 
environment, leading to sustainable development and contributing to improvement in the quality of life of 
all of us. 

Corporate social responsibility for us is not only about establishing another Internet lab for a local 
community, further reducing CO2 emissions, developing a new application for people with disabilities 
or carrying out another volunteering campaign. All these positive activities and developments reflect a 
broader concept of the social role of Orange Polska – that as a responsible telecommunication company 
we are to build the information society, develop innovative solutions for people and the environment, 
respond to the needs of our customers, assure a friendly working environment and get socially involved. 

For me, CSR means also a more partnership model of co-operation with others, openness to dialogue 
with employees, an innovative approach to products and services, a new model of leadership based on 
values and respect for diversity or, last but not least, redefinition of business objectives. So understood, 
corporate social responsibility is a huge challenge for any organisation, including Orange Polska. 

We present you a Report discussing last year’s major developments, successes and challenges, which 
will certainly provide answers to a number of your questions about Orange Polska’s corporate social 
responsibility. However, it may also raise some new ones, which, as always, we will be glad to hear, as at 
the centre of corporate social responsibility there is a dialogue, to which I kindly invite you. 

Maciej Witucki
President and CEO of Orange Polska 
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1.1. about us
Orange Polska is the leading telecommunication provider in Poland and one 
of the largest telecom operators in Central and Eastern Europe. The Group owns 
the largest technical infrastructure in Poland, with operations in fixed-line voice, 
data and mobile networks. It operates in all segments of the telecom market 
and carries out its own research and development programmes 
in telecommunications.

our share in Poland’s telecom market in 2012 
by value

Jacques de Galzain
Chief Financial Officer

Corporate social responsibility is very important for us on the Management Board. 
We function in a world of growing focus on short-term profit maximisation, where 
businesses have to adapt to more and more rapidly changing trends both in terms 
of technology and customer needs. While participating in this increasingly complex 
and global rivalry, a business organisation should not forget about its mission, 
its environment and the long-term effects of the decisions it takes today. Responsible 
business management is always beneficial for a company in the long run. 
From my perspective, responsible management means, first of all, Orange Polska’s 
conduct in line with the ethical standards and compliance with best practices of 
corporate governance, starting from the protection of shareholders’ rights as well as 
company’s complete transparency for current and prospective investors.

Orange Polska, as an integrated operator, 
offers several hundred services and 
comprehensive telecommunication 
solutions, nationwide and abroad, to 
residential and business customers.

It provides convergent solutions based on 
modern fixed-line and mobile services, 
including fixed and mobile broadband 
Internet access, HD digital television, video-
on-demand and other multimedia services.

Orange covers 99.8% of Poland’s 
population with its 2G network.

financial highlights:

Size of activity: key data*
– Selected financial data of Orange Polska (in PLN mn)

Revenue 14,922 14,147

Operating expenses, net (12,705) (12,574)

- o/w Labour expenses (2,031) (2,033)

Operating income 2217 1573

- o/w Gain on disposal of TP Emitel 1,183 –

Income tax 133 (161)

Consolidated net income 1,918 855

Dividends and share buy-back (2,203) (2,169)

Total equity 14,334 12,958

Total assets 28,219 24,138

Total non-current liabilities 5,765 4,702

Weighted average number of shares (in million) (basic and diluted) 1,334 1,316

Earnings per share (in PLN) (basic and diluted) 1.44 0.65

Investments in communities (donations)* 13.4 14.1

20122011

* Data consistent with Orange Polska annual financial statements, except for donations, which have been derived from the company’s internal reports

63.6%
in the fixed-line 
voice market

39.8%
in the broadband 
market 

29.6%
in the mobile 
market 

39.8%

29.6%

63.6%

customersover

mobile voice 

6.9 mn post paid
8 mn pre paid

retail broadband TV

14.9 mn 2.3 mn 706,0005.1 mn
fixed line voice[

20 mn
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Orange Polska is composed mainly of the 
following companies:

Telekomunikacja Polska 
(TP S.A.)
Telekomunikacja Polska is one of the 
biggest Polish companies and the largest 
telecommunications operator in Poland. 
It operates under the Orange brand in the 
market for universal and specialised fixed-
line services nationwide. In particular, 
it provides traditional fixed-line voice, VoIP, 
broadband and data services as well as 
leased lines and leased telecommunication 
products. Business customers are offered 
cutting-edge solutions in data 
transmission. The company also operates 
a payphone network, carries out sales 
of telecommunication equipment and 
electronic phone cards, and offers 

specialised radio communication and 
a number of other services.

Polska Telefonia 
Komórkowa Centertel  
(PTK Centertel)

PTK Centertel is the leader in Poland’s 
mobile market. Operating under the 
Orange brand, it serves almost 15 million 
customers. The company has been 
intensively expanding the coverage of its 
most sophisticated mobile services, 
including fast HSPA+ DC broadband 
service, which offers wireless data 
transmission at speeds of up to 42 Mbps. 
In addition, PTK Centertel offers unique 
services that combine GSM/UMTS  
and CDMA technology, thus providing 
Orange customers with mobile broadband 

services with the largest coverage  
in Poland. The company is also preparing 
for the launch of LTE service.

Orange Customer Service 
(OCS)
Orange Customer Service was established 
in 2010 as a result of integration of the 
customer service functions of 
Telekomunikacja Polska and PTK  
Centertel in order to get the best from  
the potential and experience of both the 
companies. OCS operates nationwide, 
providing comprehensive customer care 
for both residential and business 
customers of Orange Polska.

Orange worldwide

Armenia, Belgium, Botswana, Cameroon, Central African Republic, Dominican Republic, Egypt, Equatorial Guinea, France, Guinea, 
Guinea-Bissau, Iraq, Ivory Coast , Jordan, Kenya, Luxembourg, Madagascar, Mali, Mauritius, Moldavia, Morocco, Niger, Poland, Portugal, 
Romania, Senegal, Slovakia, Spain, Tunisia, Uganda, United Kingdom, Vanuatu.

Orange Polska is a member company of the global France Telecom Group. 
France Telecom – Orange is one of the world’s largest telecom operators. 

We strive to make Orange the telecommunication brand of choice. 
Our goal is to democratise the digital revolution. What others present only as 
technologies we want to be comprehensible, plain and human-friendly as much 
as possible. We want to show how our products and services, together with our 
people, change the everyday life of our customers to the better. 

Orange core values

friendly

inspiring
direct
honest

dynamic

We treat everyone as individual and dedicate time for listening. 
We look forward to working together and sharing successes.

We talk about what we intend to do and we do what we have promised.  
We have nothing to hide, we are responsible for our actions.  
We are always transparent and honest. 

We always try to speak in a manner understandable to everyone. 
We are clear in our statements. 

Every time we try to view the world from a different perspective,  
to select the best manner of action. With us everything gains colour.  
We are ready to go beyond the boundaries and take risk. 

We are passionate about what we do and what we believe. 
We want to actively change people’s lives. Our optimism is contagious.

€43.5 bn  
in revenue in 2012

231mn 
customers

32 countries

employees 
worldwide170,000
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1.2. ethics in management 
Our values are fundamental to our work, 
the company’s reputation and the relations 
we build with customers, employees, 
shareholders and local communities;  
they are also essential to the performance 
of our business tasks. Our core values 
have been included in our Code of Ethics.  
The Code rules are consistent with 
fundamental standards, such as the 
Universal Declaration of Human Rights 
or the recommendations of the 
International Labour Organization. We also 
meet the anti-corruption guidelines of  
the Organization for the Economic 
Cooperation and Development. 
Training in business ethics is mandatory 
for all employees. So far, it has been 
completed by 99% of Orange Polska’s 
employees (25,853 hrs of training).  
The course concerns human rights and 
equal treatment, particularly the issues of 
discrimination, corruption or conflict of 
interests. Both company’s employees and 
outsource personnel are covered by 
training. 

The Code of Ethics is supplemented and 
extended by our Fraud Prevention Policy, 
which defines fraud and corruption as well 
as determines the actions to be taken by 
the company to prevent them.

Adherence to ethical standards is 
scrutinised by the Ethics Committee.  
The Committee submits annual reports to 
the President of Orange Polska and the 
Audit Committee of the TP S.A. 
Supervisory Board, and presents annual 
reviews to all employees of the company.

The company has implemented a system 
for anonymous reporting of unethical 
behaviour (whistleblowing). Any emails sent 
to *zapytaj_etyka (ask an ethicist),  
are confidential. Any employee reporting 
an ethical problem cannot be subjected to 
any threats or discrimination either during 
or after the problem investigation.  
This is guaranteed by the Ethics 
Committee. Full confidentiality is observed 
in all investigations. 

In 2012, we also developed an additional 
e-learning course for our salesforce, 
particularly dealing with prevention  
of financial fraud and corruption.  
The training is primarily addressed  
to full-time employees and their managers 
(5,700 people).

Compliance with high standards with 
respect to the quality and innovativeness 
of our services, but also with respect to 
conduct of business activity and 
maintenance of business relations  
is a market requirement. Therefore, we 
have decided to develop a Compliance 
Management Programme. 

Sławomir Chmielewski
Director of the 

Compliance Office 

Compliance means conduct of business activity in a responsible manner, ensuring 
that an organisation respects mandatory provisions, regulatory requirements, 
market and industry recommendations and standards as well as the rules of 
professional ethics. Building compliance culture will actively promote the application 
by Orange Polska of high ethical standards in relations with customers and business 
partners as well as internal relations between employees.
The Programme aims at ensuring an effective system for non-compliance risk 
management, risk identification, incident monitoring and implementation of corrective 
actions. Compliance management covers the areas related to risk prevention with 
respect to corruption, conflict of interests or actions inconsistent with the widely 
understood competition law.

1.3.  corporate governance 
and risk management

Jacek Kunicki 
Director of 

Investor Relations 

We are fully aware of the importance attached by the existing and prospective 
investors to securities issuers’ compliance with corporate governance standards. 
Above all, it requires absolute transparency and equal opportunities for all capital 
market players. It involves protection of shareholders’ rights, also in matters which 
are not formally regulated by law. At Orange Polska, we are committed to actively 
maintaining world’s best corporate governance practices. We regularly monitor 
the assessment of our actions through perception audits among the investor 
communities in Poland and abroad. The inclusion of TP S.A. in the RESPECT Index, 
the first index of responsible companies in Central and Eastern Europe, 
is a formal confirmation of the market’s high opinion of corporate governance 
at Orange Polska. The fact that we have been included in the index is a positive  
development, as it increases the attractiveness of TP S.A. shares for long-term  
investors, who seek socially responsible companies

The Company, as an issuer of securities 
listed on the Warsaw Stock Exchange 
(WSE), is obliged to comply with the 
corporate governance practices set out 
in the Code of Best Practice for WSE 
Listed Companies, which is available at 
http://corp-gov.gpw.pl. The following 
information about the company’s corporate 
governance is also available on our 
website at http://www.orange-ir.pl/
corporate-governance:

 � Ownership structure 
 � Articles of Association 
 � Management Board and Supervisory 
Board By-laws 

 � General Assembly Regulations 
 � Corporate Governance disclosures 
to the Warsaw Stock Exchange 

The system of internal control and risk 
management has been designed and 
implemented by the Management Board 
to manage, rather than eliminate, the risk 
of failure to achieve business objectives 
and can only provide reasonable and not 
absolute assurance against material 
misstatement or loss. In addition, the 
internal control and risk management 
system aims to ensure the reliability of  
Orange Polska’s standalone and 
consolidated financial statements and the 
company’s compliance with the relevant 
laws and regulations. 

Further information about the internal 
control and risk management systems has 
been provided in the TP S.A. Management 
Board’s Report on the company’s activity 
in 2012, which is available at http://www.
orange-ir.pl/results-centre.

Ownership structure of  
TP S.A. share capital

TP S.A. convenes and holds General 
Assemblies in accordance with the Polish 
Commercial Companies Code and best 
practices in shareholder communications. 
Shareholders are encouraged to take  
part in the Assembly, whether in person 
or by proxy. Our shareholders have  
the opportunity to communicate 
recommendations and suggestions to the 
supreme governance body of the 
company. Pursuant to the Polish 
Commercial Companies Code (article 
401), shareholders holding at least 5% of 
the shares may submit draft resolutions, 
which is reflected in the General Assembly 
Regulations.

Orange Polska encourages shareholders 
to play an active role in the company’s 
corporate governance and shareholders’ 
consent is required for key decisions.

In addition to their participation in General 
Assemblies, members of the company’s 
Management Board and senior executives 
engage in active dialogue with the 
company’s shareholders and make regular 
presentations to institutional investors and 
representatives of the domestic and 
international financial community.

* Voting rights vested in treasury shares cannot be exercised at the General Assembly of TP S.A.

49.79%
France Telecom S.A.

48.47%
other shareholders

1.74%
TP S.A. (treasury shares)*

1.74%

49.79%
48.47%
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Supervisory Board
Composition on 31 December 2012:

The Supervisory Board performs its tasks 
collectively. It has also set up the Audit 
Committee, Remuneration Committee and 
Strategy Committee. The detailed 
description of the tasks of these 
committees is available at http://www.
orange-ir.pl/corporate-governance.

The duties and responsibilities as well as 
the requirements for qualifications and 
experience of the Supervisory Board 
members are specified in the Articles of 
Association. The document, which details 
the Supervisory Board’s functions,  
is available at http://www.orange-ir.pl/
corporate-governance.

The powers of Supervisory Board 
members, including independent 
members, are regulated by TP S.A.’s 
Articles of Association. Additional 
provisions are contained in the Best 
Practices of WSE Listed Companies.

The matters related to the avoidance  
of the conflict of interests by members of 
the Supervisory Board are regulated  
by the Supervisory Board By-laws.  
Detailed provisions concerning the conflict 
of interests are also contained in other 
by-laws of the company; these concern 
supervision over transactions with  
related entities, conclusion of significant 

agreements with related entities by  
the company, identification of related 
entities and approval of transactions  
with related entities.
The Management Board consists of 
between 3 and 10 members, including the 
President of the TP S.A. Management 
Board, who are appointed and removed 
by the Supervisory Board by simple 
majority of the votes cast. The term of 
office of the Management Board members 
is three years. The responsibilities of the 
Management Board are detailed in the 
Management Board By-laws, available at 
http://www.orange-ir.pl/corporate-
governance.

Management Board
Composition on 31 December 2012*:

As of 31 December 2012, TP S.A. has six independent members on the Supervisory Board, namely: Prof. Andrzej K. Koźmiński, 
Timothy Boatman, Dr. Henryka Bochniarz, Dr. Mirosław Gronicki, Sławomir Lachowski and Dr. Wiesław Rozłucki. 
The information about changes in the composition of the Supervisory Board in the period is available 
at http://www.orange-ir.pl/corporate-governance.

Members of the Supervisory Board  
and the Management Board submit 
quarterly statements, declaring any forms 
of relations. The information about 
transactions with related entities is 
disclosed in the company’s financial 
statements in line with the International 
Accounting Standards.

1) Prof. Andrzej K. Koźmiński – Chairman and Independent Board Member 

2) Benoit Scheen – Deputy Chairman and Chairman of the Strategy Committee

3) Marc Ricau – Board Member and Secretary 

4) Timothy Boatman – Independent Board Member and Chairman of the Audit Committee

5) Dr. Henryka Bochniarz – Independent Board Member 

6) Thierry Bonhomme – Board Member 

7) Jacques Champeaux – Board Member 

8) Dr. Mirosław Gronicki – Independent Board Member 

9) Sławomir Lachowski – Independent Board Member 

10) Marie-Christine Lambert – Board Member 

11) Pierre Louette – Board Member 

12) Gérard Ries – Board Member 

13) Dr. Wiesław Rozłucki – Independent Board Member and Chairman of the Remuneration Committee

1) Maciej Witucki – President of the Board, Chief Executive Officer 

2) Vincent Lobry – Vice President in charge of Marketing and Strategy

3) Piotr Muszyński – Vice President in charge of Operations 

4) Jacques de Galzain – Chief Financial Officer 

5) Jacek Kowalski – Board Member in charge of Human Resources 

our presence in the 
RESPECT Index 
A good news for our investors is TP S.A.’s 
inclusion in the RESPECT Index. It is the 
first CSR index in Central and Eastern 
Europe. The Index portfolio includes  
Polish companies listed on the main 
market of the Warsaw Stock Exchange. It 
aims at identification of companies 
managed in a responsible and sustainable 
manner, but additionally it puts strong 
emphasis on investment attractiveness of 
companies. In order to be included in the 
Index portfolio, TP S.A. has had to 
demonstrate that it operates in accordance 
with the best management standards in 
corporate governance, investor relations 
and reporting, as well as environmental 
matters, social responsibility and labour 
relations. It is not easy to meet these 
requirements, as evidenced by the fact 
that the number of companies in the Index 
portfolio has decreased in the fifth edition. 
The RESPECT Index was launched in 
November 2009. Its prestige has been 
increasing with growing interest of 
investors and companies in corporate 
social responsibility issues.
Each subsequent edition of the RESPECT 
Index involves higher requirements.  
Such an approach, consistent with the 
initial project assumptions, is to encourage 
constant development of companies in 
the area of CSR. 

We are also a member of many professional 
associations and organisations of 
employers, including:

Polish organisations

 � Employers of Poland (Orange)
 � Polish Confederation of Private 
Employers “Lewiatan”

 � Polish Chamber of Information 
Technology and Telecommunications 

 � French Chamber of Commerce 
and Industry in Poland 

 � American Chamber of Commerce 
in Poland 

 � Responsible Business Forum 
 � Business Centre Club (BCC)
 � Foundation for Development 
of Radiocommunications 
and Multimedia Technologies 

 � Association of Stock Exchange 
Issuers 

 � Polish Academic-Business Forum 

International 
organisations

 � Baltic Sea Cable Maintenance 
Agreement (BSCMA)

 � Broadband Forum 
 � North Atlantic Treaty Organization 
Civil Communications Planning 
Committee (NATO CCPC)

 � Clearcom
 � European Network Planning Meeting 
(ENPM)

 � European Telecommunications 
Network Operators’ Association 
(ETNO)

 � Forum for International Irregular 
Network Access (FIINA)

 � Global Compact
 � Global Settlements Carrier Group 
(GSCG)

 � Global Signaling and Inter-working 
Forum 

 � Home Gateway Initiative (HGI)
 � International Cable Protection 
Committee (ICPC) 

 � International Inbound Services Forum 
(IISF)

 � International Telecommunication 
Union (ITU)

 � Permanent Platform of Atomium 
Culture (AC)

 � RIPE Network Coordination Centre 
(RIPE NCC)

 � TeleManagement Forum (TM Forum)
 � Forum of Incidents Response 
and Security Teams (FIRST)

 � One Stop Shopping/Inter-Carrier 
Data Services Forum 

* The composition of the Management Board did not change in 2012.
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For several years we have been successfully implementing a policy of corporate business responsibility in all areas of our business. 
For eight years we have been a partner of the Responsible Business Forum. When accepting a company as its partner, the Forum 
takes into consideration positive examples of business practices as well as company’s willingness and readiness to implement rules of 
responsible business in its activity and to disseminate them in Poland.
In 2006, we committed ourselves to principles of the UN Global Compact as the first Polish telecom company to be numbered among 
its signatories. The Global Compact is the world’s largest initiative for corporate responsibility and sustainable development. Signatory 
companies pledge to align their operations with ten universally accepted principles in the areas of human rights, labour, the environment 
and anti-corruption.

We want social business responsibility to become part of our everyday business practice and our plans for the future.  
Therefore, we have developed a CSR strategy to address the social challenges faced by our company and the entire industry.

1.4.  strategic approach  
to CSR

Magdalena Rędziniak
Director of CSR 

and Public Relations 

In Orange Polska, we unwaveringly promote a strategic approach to CSR 
management. For us, corporate social responsibility is not only a philosophy of 
business activity, but above all the development of the reliable foundations for 
everyday business operations, accounting for social issues and the expectations 
of our shareholders at each step of our actions. This has required us to establish 
a structural basis for CSR policy as a major element of our long-term business 
strategy. We know that we have still a long way to go, yet we believe that by being  
a socially responsible company we will be able to succeed in business.

Our CSR strategic goals are as follows:
 � to be an active player in building the information society;

 � to provide safe products, services and technologies;

 � to be an innovator providing tools to build the “low carbon society”; 

 � to be a reliable partner in an ethical supply chain; 

 � to provide high quality services and customer service standards;

 � to be a good employer;

 � to maintain high awareness of the company’s social initiatives and voluntary work programmes;

 � to reduce the company’s negative impact on the natural environment (other than climate).

In order to achieve these goals, we strive to:

 � strengthen the formal mechanism of dialogue with our stakeholders;

 � support the management mechanisms that build Orange Polska’s position as the CSR leader.

Responsibility for the implementation of 
Orange Polska’s CSR strategy lies with 
the CSR Steering Committee, which is 
made up of managers from different areas 
within the organisation. As well as 
managing and co-ordinating the CSR 
strategy, the Committee has the task of 
aligning it with the company’s business 
goals and monitoring the implementation 
of CSR initiatives and projects. 

On a daily basis CSR activities are handled 
by the CSR Team which is part of the 
Public Relations and CSR function. 
We  also collaborate with specialists from 
France Telecom Orange Group. 

We actively participate in a debate about 
CSR in Poland and readily share our 
experience and good practices with 
others. As a partner of the Responsible 
Business Forum we regularly participate 
in its task forces which develop 
informational and educational materials on 
important social issues.  

For six years we have been a partner of 
the Responsible Business League,  
a programme for disseminating  
CSR knowledge among students  
of Polish universities. We have also  
initiated the “Coalition for Responsible 
Business” project, which is managed by 

the Employers of Poland and partner 
companies. The main task of the Coalition 
is to support companies in the 
implementation of CSR principles by 
developing and disseminating useful tools 
and standards. 

In 2012, we initiated the establishment 
of the CSR Committee of the French 
Chamber of Commerce and Industry  
in Poland. We also participate in working 
groups of the CSR Team established by 
the Chairman of the Council of Ministers. 

Bolesław Rok
Centre for Business Ethics, 
Leon Kozminski Academy 

If you decided to write a book on how to implement CSR in a company and of what 
use it could be, I would recommend a good case study: Orange Polska. I know 
lots of sceptics who believe that social responsibility is just an unimportant addition 
to business and thus true businessmen should not bother about it. However, 
the scale of CSR activities in Orange is really astounding. Various instruments  
of social responsibility have found application in almost every area of the company’s 
operations, at all levels and in relations with all stakeholder groups. As a result, 
CSR is becoming a real basis of Orange’s activity in Poland, an innovative form  
of corporate culture and a vehicle of further growth in our market. 

I praise Orange for its strategic approach to corporate social responsibility, because 
development of a CSR strategy in such a large company is a great achievement. 
Total commitment of top managers, particularly the CEO, was clearly visible in their 
dialogue with stakeholders, which has resulted in the adoption of ambitious goals 
and assumptions, rather than simply the adaptation of global guidelines. 
Orange is a solid partner that understands the needs of non-governmental  
organisations. Certainly, the biggest challenge for the company will be to implement 
the strategy in all divisions and all business operations, so that each employee  
and each supplier knows what the values of the company are and how it  
incorporates them in practice into its policies and procedures.

Mirella Panek-Owsiańska
President of the Responsible 
Business Forum 
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Małgorzata Piwowar
Corporate Social 

Responsibility Expert 

In an attempt to enhance CSR management in Orange, we have decided to 
identify and structure a list of social risks for the company. As part of this process, 
we have organised workshops for representatives of company’s different 
departments in order to ask them what social factors may be relevant to the 
performance of their tasks. We have recognised that the development of such 
a register in collaboration with HR, sales, customer service, communication, 
administration, strategic planning and other functions is a chance to strengthen 
the social responsibility culture in Orange Polska; it is also a perfect opportunity 
to demonstrate on a concrete example that CSR may support various functions  
within the organisation in responding to the key challenges they face.

Our key current CSR challenges

innovative thinking 
– innovative management 

 � implementation of the new CSR strategy 
 � analysis of social risks in the organisation 

building information society 
 � education of senior citizens in new technologies 
 � service availability to the handicapped 

knowledge/innovation 
and the environment 

 � collecting old phones 

responding to customer 
expectations 

 � education about the safety of children on the net 
 � information about the effects of electromagnetic waves 

being a responsible 
employer 

 � diversity policy implementation 
 � training in corporate social responsibility 

social commitment
 � development of a new methodology for the evaluation of social programmes 
 � development of a growth strategy for the corporate volunteering programme 

Dialogue with stakeholders 

For us, dialogue with stakeholders means 
talking openly about the issues which are 
important to our partners and responding 
to their expectations. In 2011–2012, 
we completed one of Poland’s largest 
processes of dialogue with stakeholders 
in accordance with the AA 1000 standard.
 
In addition to the existing channels  
of communication with stakeholders,  
we decided to launch new tools, such as 
topical debates, a series of individual 
meetings of the CEO with representatives 
of the institutions and agencies of key 
importance for functioning of the company, 
expert debates or stakeholder panels.  

All these discussions focused on key  
social challenges, which had been 
incorporated into our CSR strategy. 
Dialogue with stakeholders was a means 
of making this strategy a subject  
of public debate and, consequently,  
its verification. 

The participants of the stakeholder panels 
which we organised in 2011 indicated that 
the meetings and discussions concerning 
the social aspects of the company’s 
operations were an interesting experience 
for them and they would like to attend 
similar events in the future. 

Therefore, in 2012 we decided to  
organise three review sessions with 
stakeholders in order to directly respond 
to the expectations which they had 
formulated. These session were held in 
Gdańsk, Wrocław and Warsaw, and were 
attended by 81 visitors. 

132 expectations 
formulated during stakeholder panels in Gdańsk, 
Wrocław and Warsaw 

200 issues 
raised by our stakekolders during meetings, 
debates, surveys and workshops 

6 months 
of internal consultations  
within the company

3 sessions 
in response to the  
stakeholders’   
expectations

1 CSR report 
answering the key 
expectations  
of our stakeholders
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our commitments in a dialogue with stakeholders   
(Orange Polska Corporate Social Responsibility Report 2011): progress 

building information society 

training courses for senior citizens in using 
the computer and the Internet 

In 2012, we offered training courses in the “Internet without 
Borders” project and a series of “Seniors for Seniors” 
workshops. More about education of senior citizens on p. 38. 

continuation of the “Orange Academy 
for Libraries” programme 

We have signed an agreement on extending the programme 
for three more years. More about the “Orange Academy 
for Libraries” programme” on p. 38. 

knowledge/innovation and the environment 

to launch, jointly with other companies, 
a platform for e-invoice payments 

Work on the platorm is continued under the Coalition 
for E-invoices.

to intensify efforts aimed at encouraging 
customers to return old handsets 

Through the www.orangerecykling.pl website and marketing 
campaigns we encourage customers to return old handsets. 
More on handset recycling on p. 47.

to implement an application for the assessment 
of the eco-friendliness of mobile phones

We have developed a model for the ‘green’ assessment 
of mobile phones. The project implementation is pending.

CSR standards 

information on corporate social responsibility 
accessible from the home page of our website 

In 2012, the CSR tab was accessible from the home page 
of the Orange Polska website. In 2013, this direct link was 
changed due to website redesign. A new version of the CSR 
page is being developed. 

promoting a dialogue with stakeholders: 
meetings in selected cities in Poland 

In a series of five Academy of Dialogue workshops, organised in 
conjunction with CSR Info, we encouraged other organisations 
to carry out a dialogue with stakeholders. More about the 
project at www.aa1000.pl.

responding to customer expectations 

a dedicated survey of customers with sight 
or hearing impairments 

In 2012, customers with sight or hearing impairments were 
covered by a survey concerning telecommunication services. 
More about the survey on p. 35. 

to enable our consultants to consolidate all 
the necessary customer information on 
a single screen 

The initiative has been implemented. The new functionality is 
used by Mass Customer Service Contact Center consultans.

implementation of a SmartPad application 
enabling offer customisation together 
with the customer 

The functionality of such a solution is currently being tested.

to reduce the time to repair in the 
mobile segment 

We have reduced the time to repair to 70% within 24 hours.

to inform customers by phone about 
problems solved within 12 hours 

Information to customers (by phone or SMS) that a problem 
has been solved is currently part of standard customer care.

to increase the number of replies to 
complaints sent by email 

We have increased the number of email replies to complaints  
in the fixed-line area by 66.8% in 2012; in the mobile area, 
the solution is being implemented.

to develop new complaint handling 
guidelines for consultants 

We have introduced major changes to our procedures  
and provided new information in a portal dedicated to our  
consultants.

to expand the role of social media in 
customer relations 

Orange has a team of professional consultants who answer 
questions and solve problems communicated by users via 
forums, blogs or Facebook. More on p. 58.

to launch a data backup service 
for smartphones 

In 2012, we introduced the ‘Your Backup’ service. More at 
www.orange.pl.

to carry out an informational campaign 
concerning the security of personal data 
and content placed on the web 

In 2012, we participated in the “What world do you live in?” 
social campaign on the use of computers and the Internet 
by children, we were the patron of the Safer Internet Day 
and trained kids and senior citizens how to use the web safely. 
More on our projects on p. 63.

to carry out an informational campaign 
about fraudulent sales 

In 2012, we carried out a nationwide informational campaign to 
raise customer awareness of people posing as our employees. 
More on p. 62.

        accomplished             in progress
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our stakeholders and forms of dialogue

 � retail customers 
 � business customers 
 � key customers  
 � consumer organisations 
 � government agencies  
 � telecom operators  
 � rival companies  
 � business partners and distributors 
 � customers of complementary services 

customers/market  � customer satisfaction surveys 
 � ‘Listen & Change’ process 
 � Spokesperson for Customers 
 � social media 
 � dialogue with consumer 
organisations 

employees � ‘Me in My Company’ survey 
 � internal service satisfaction 
surveys 

 � dialogue with trade unions 
 � Employee Council  
 � Social Agreement 

 � regular employees  
 � contract and outsource workers 
 � managers 
 � trainees and temporary workers 
 � partner companies  
 � prospective employees 
 � former employees  
 � trade unions 
 � organisations of employers 
 � labour market institutions 

subsidiaries � permanent co-operation

suppliers � meetings 
 � opinion surveys 
 � QREDIC

 � global suppliers  
 � local suppliers 
 � once-off suppliers 
 � long-standing suppliers 

 � institutional investors 
 � individual investors  
 � rating agencies  
 � brokers 
 � Warsaw Stock Exchange 
 � capital market supervision agencies 
(e.g. Financial Supervision Authority, 
National Depository for Securities)

investors 

legal and regulatory environment 

 � regulatory agencies (e.g. Office of Electronic 
Communications, Energy Regulatory Office, 
Office for Competition and Consumer 
Protection)

 � regulation enforcement agencies 
(Inspector General for Personal Data 
Protection, Central Statistical Office)

 � TP/UKE Memorandum 
of Understanding 

 � consultations  
 � reporting  
 � meetings  
 � industry conferences 

social environment

 � local communities 
 � non-governmental organisations  
 � public institutions  
 � central and local government bodies 
 � government  
 � media 
 � opinion leaders and professional organisations 
 � universities and scholars 

 � surveys  
 � meetings 
 � consultations 
 � partnership in social 
and educational programmes  

 � co-operation 

natural environment

 � environmental organisations 
 � government agencies and regulators 
 � national forests 

 � reporting 
 � consultations 
 � co-operation 

 � reporting  
 � WSE Code of Good Practices 
 � meetings with investors 
 � teleconferences 
 � opinion surveys  
 � industry conferences 
 � website dedicated to investor 
relations 

 � General Assembly 
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enabling remote communications 
 � foundation for the functioning of modern economy 
 � reducing information flow and eliminating distance in communications 
 � stimulating the development of society 

responding to social needs 
and challenges in communications 

 � meeting customer needs 
 � efficiency gains for companies (new opportunities, cost optimisation)
 � eliminating social barriers through development of communication 
services (e.g. for people with disabilities)

innovations for sustainable 
technological development 

 � optimisation of the infrastructure and products/services 
 � reducing the negative impact on the environment by providing 
environmentally friendly services and equipment (e.g. reducing 
the number of business trips)

 � responsible introduction of new equipment and services to the market 

technological, social 
and environmental education 

 � educational initiatives among employees and customers to promote 
safe and responsible use of services 

 � influencing responsible growth in demand in harmony with technology 
developments and social and environmental challenges 

 � promoting ‘green’ conduct (return of old equipment) 

1.5.  role of the telecom industry 
in the socio-economic context

The ICT industry plays a major role in the development of information society 
and the growth in other sectors of the economy, as it provides the foundation 
for the operation of other industries, being the engine of evolution and progress. 
Development of the telecommunication infrastructure, new technologies and 
services greatly contributes to the economic and social development, providing 
modern ICT tools and streamlining the information flow. 

Our industry faces a number of challenges related to a rapid pace of technological developments. Growing demand for telecommunication 
services necessitates new infrastructure investments, network optimisation and development of innovative products. 
The user profile is also changing, as technologies are becoming available to everyone regardless of age, education or residence. 
This is why it is so important to assure the functionality and user-friendliness of the solutions offered. 

challenges for the telecommunications industry in Poland 
in the context of CSR 

our 2013-2015 strategy foundations and priorities

In 2013 we face strong competition in a saturated telecom market, against the backdrop of a stagnant Polish economy.  
Therefore, we must become more integrated and more agile at the same time. Our strategy responds to social challenges which in 
terms of development of the the telecommunications industry in Poland seem crucial not only for the success of our business,  
but above all for building the social and economic capital of our country. 

investments in the development 
and modernisation of infrastructure 

 � meeting the growing demand for new services, which require 
the development of infrastructure, technology and software 

improving the quality 
and safety of services 

 � limiting adverse health effects of radiation  
 � care for the proper use of ICT products (abuse prevention)

customer service improvement 
 � adjusting customer service to customer needs and expectations 
 � accurate information about the portfolio, terms of purchase and costs 

development of ‘green’ IT products 
 � reducing the negative impact of services and technologies  
on the environment  

 � decreasing the consumption of raw materials 

supporting the development 
of the society 

 � acess to cutting-edge technologies which meet consumer expectations 
with respect to safety, innovation and environmental friendliness 
of the telecom industry 

regulatory environment stabilisation 
 � lobbying for stable regulatory environment, which creates favourable 
conditions for long-term investments 

convergence 

customer 

connectivity 

cost
efficiency capital 

convenient, technology transparent 
services available anytime & at any place

customer orientated solutions 
instead of products 
and technologies

selective investments,
keeping sound balance sheets 

good connectivity experience 
thanks to widely available 
convergent network 

effective business model, 
with a more flexible cost base
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07 / July 
11-14.07  International Society of Business, Economics, and Ethics (ISBEE) World Congress organised by the Leon Kozminski 

Academy; partner: Orange Polska.  
23.07  Agreements to get Polish libraries on-line between Orange Polska and the Ministry of Culture and National Heritage, 

the Ministry of Administration and Digitalisation and the Information Society Development Foundation. 
31.07 New composition of the RESPECT Index: TP S.A. among 20 companies included in the Index portfolio. 

08 / August our vacation 

09 / September
04.09 ‘Academy of Dialogue’ training in Łódź; co-organisers: CSR Info and Orange Polska; partners: Łódź Region Marshal’s  
 Office, Łódź Business Club (‘Club 500’). 
17-21.09 Orange Volunteering Week; for the first time celebrated in all locations of Orange worldwide.  
19.09  ‘Academy of Dialogue’ training in Cracow; co-organisers: CSR Info and Orange Polska, partner: 

Little Poland’s Economic Observatory. 
20-21.09 6th International Conference on Safety of Children and Youth on the Internet; partner: Orange Foundation. 
25-26.09  ‘Concordia III’ Conference on business/NGO co-operation, theme: ‘Efficiency Gains’;
 partner: Orange Foundation.

10 / October 
5.10  Certificate of meeting OECD Guidelines granted to Orange Polska by the Polish Information and Foreign 

Investment Agency. 
11.10 ‘CSR 2.0 Communication, Education, Technology’ International Conference organised by the Responsible Business  
 Forum; main partner: Orange Polska. 

11 / November
6.11 Leaders of Philanthropy competition organised by the Donors Forum: Orange Polska among finalists. 
23.11 ‘Academy of Dialogue’ training in Warsaw; co-organisers: CSR Info and Orange Polska. 

12 / December 
03.12 ‘2012 CSR Reports’ Conference; organisers: Responsible Business Forum, SGS, PwC; honorary mention for the  
 Orange Polska CSR Report.
06-23.12 Santa’s gifts volunteer campaign for 14,000 children in hospitals. 
12.12 Grand Integration Gala of the Friends of Integration Foundation; partner: Orange Polska.
14.12  Orange Foundation Day at Orange Polska: “Together for Others” awards for the most socially committed employees.

CSR highlights in 2012

01 / January
20.01 Final gala of the 3rd edition of the “Discover e-Volunteering” competition co-organised by the Orange Foundation. 
31.01  Presentation of the outcome of the 4th edition of the Respect Index: 

TP S.A. included in the Index portfolio again.

02 / February 
7.02 Safer Internet Day: Orange Foundation was a main partner.
14.02  Launch of the Polish Diversity Charter; organisers: Responsible Business Forum, Office of the Government Plenipotentiary 

for Equal Treatment, Ombudsman; Orange Polska became the main partner of the Charter in 2012.

03 / March 
07.03  ‘Academy of Dialogue’ training in Lublin; co-organisers: CSR Info and Orange Polska; partners: 

Lublin Municipality, Lublin Business Club. 
26-30.03  ‘2012 Week with the Internet’ campaign with the theme: ‘Senior citizens’ activity and intergenerational solidarity’; 

partner: Orange Polska.
27.03 Orange Polska stakeholder panel: answering session, Warsaw. 
29.03  Presentation of the 2011 Responsible Business in Poland – Good Practices Report: by the Responsible Business 

Forum; 10 good practices of Orange included in the Report.

04 / April 
03.04 Orange Polska stakeholder panel: answering session, Gdańsk.
05.04 Establishment of the Coalition for E-invoices with Orange Polska as a founding member.
11.04 Orange Polska stakeholder panel: answering session, Wrocław.
14.04 We are under the Orange brand.
20-21.04 ‘Responsible Business Academy’ with Orange Polska as a participant.
26.04  6th ranking list of socially responsible companies prepared by PwC, Leon Kozminski Academy Centre for Business 

Ethics and Gazeta Prawna daily: Orange Polska ranked first in the ‘Telecommunications, technology, 
media and entertainment’ category and fourth overall. 

05 / May 
10.05 Establishment of the CSR Committee of the French Chamber of Commerce and Industry in Poland upon Orange  
 Polska’s initiative.  
29.05 ‘2011 Benefactor of the Year’ Award for Orange Polska for its corporate volunteering programme. 
29.05  Special award, ‘New Trends in CSR’, granted to the Orange Foundation on the occasion of the fifteenth anniversary 
 of the ‘Benefactor of the Year’ competition. 

06 / June 
8.06  Start of the UEFA 2012 European Football Championship, EURO 2012™, with Orange Polska as an official sponsor.
26.06  ‘Academy of Dialogue’ training in Bydgoszcz; co-organisers: CSR Info and Orange Polska; partner: Bydgoszcz Municipality.
27.06  ‘Academy of Dialogue’ training in Białystok; co-organisers: CSR Info and Orange Polska.
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building 
information  

society 
2.1. available infrastructure     2.2. social digital inclusion     2.3. teaching how to use modern technologies     2.4. building the e-state 



We want to be an active player in building 
the information society.

CSR Strategy

Infrastructure is an area which changes very rapidly; hence, it is necessary to adapt new solutions to the needs of the society, 
and vice versa. It means constant enhancement of the existing concepts and solutions, while assuring that users understand the 
changes and have up-to-date knowledge of how to use such solutions.

A vision of sustainable development of the Polish business by 2050

Piotr Muszyński
Vice President of TP S.A. 

in charge of Operations

There has been much debate recently about building the information society. 
New concepts are brought forward as to what path should be followed by Poland 
to close the civilisation gap to other countries of the European Union. In Orange 
Polska, we not only talk about progress, but also actively pursue it. 
Broadband networks, which we develop together with local governments, using 
European funds, in the Lubuskie Region or Pomeranian Region, are a perfect and 
tangible example of our attitude. Between these two projects we are going to invest 
a total of PLN 220 million in the development of the information society.
Our efforts to provide every Pole with access to an efficient network, our close 
collaboration with regional authorities and our effective use of European funds  
are valid aspects of Orange Polska’s social responsibility. 

The telecommunications industry is of key importance not only for the development 
of the information society but also the civic society. The accessibility and quality of 
the ICT infrastructure is becoming an increasingly important factor in stimulating 
the country’s economic development and reducing developmental differences 
between regions. In addition, universal and easy access to the Internet contributes 
to equal life opportunities and activates the potential of various social groups. 

2.1. available infrastructure 
The broadband network is presently one of the key components of infrastructure. 
It is hard to imagine a society functioning efficiently in the 21st century without high-
speed Internet connections. They change life of the whole region, help its inhabitants 
and enhance the operations of companies and institutions. High data transmission 
parameters are a precondition of economic and social development.

broadband network 
in regions 
We are actively involved in expanding 
broadband networks using EU funds. 
Together with Marshal’s Offices we 
develop trunk networks in the Lubuskie 
Region and Pomeranian Region.  
The “Broadband Lubuskie Region” project 
aims at development of what will be 
probably the first regional broadband 
network co-financed by EU. According to 
the schedule, over 1440 km of fibre-optic 
network will be developed in the region by 
June 2014, providing people of more than 
300 towns and villages with access  
to modern technologies. 

Another of our projects is “Broadband 
Pomeranian Region: construction of trunk 
and distribution network in the Pomeranian 
Region”. The project covers almost the 
entire region and involves construction 
of a fibre-optic network of a total  
length of 1,818 km by September 2014.  
It will expand broadband coverage to 253 
towns and villages. 

Both projects provide for the development 
of networks in ‘digitally excluded’ areas, 
where private-owned operators have not 
found it profitable to invest so far. 
As a result, there will be real prospects  
for enhancing competitiveness and 
attractiveness of these areas and the 
whole regions, as well as improving the 
quality of life of their inhabitants.  
The networks will be technologically 
neutral and open, which means that full 
access will be guaranteed for all operators. 

The projects are worth PLN 310 million, 
out of which PLN 220 million will be 
invested by Orange Polska and PLN 90 
million will come from an EU grant. 

We are also active in developing  
a broadband network in Eastern Poland. 
A joint venture established by an 
investment platform of Hawe, Alcatel-
Lucent and TP Teltech (an Orange Polska 
company), Otwarte Regionalne Sieci 
Szerokopasmowe [Open Regional 
Broadband Networks], has won a bidding 
procedure for network development in the 
Warmia-Mazuria Region. 
Simultaneously with the project 
implementation we carry out an 
informational and educational campaign 
on the opportunities offered by the new 
network. Training is addressed to both 
people who can use a modern network 
and Internet access for professional 
activity and elderly people, for whom  
the Internet opens the perspective of 
access to information and widely 
understood communication. In addition, 
the informational campaign will be 
addressed to local telecommunication 
operators, who will be updated about the 
infrastructure being developed and  
the opportunities it offers. 

Memorandum of 
Understanding with UKE
Our investments are also determined by 
the Memorandum of Understanding 
(“MoU”) signed with the Office of Electronic 
Communications (UKE) in October 2009, 
pursuant to which we committed ourselves 
to investing in 1.2 million broadband 
accesses within three years. Consequently, 
0.5 million new lines have been 
constructed, including 150,000 to fill 
coverage gaps, and a further 0.7 million 
existing lines have been upgraded.  
This infrastructure has been deployed not 
only in conurbations, but also in small 
towns and across rural areas.  
Our investments provide people leaving 
within digitally excluded areas with Internet 
access.

From the commencement of the MoU 
implementation to 31 December 2012, 
we constructed and provided infrastructure 
enabling the operation of a total of over 
1.02 million broadband lines (including 
164,000 in 2012), which accounts for 
99.7% of the target defined for the period 
in MoU. 

As part of the implementation of the 
European Digital Agenda, in January 2012 
we agreed with UKE that the investments 
resulting from MoU would be completed 
by the end of March 2013 and that 
220,000 broadband lines would be 
rescheduled in order to increase their 
bandwidth to 30 Mbps or more. 

In addition, we committed ourselves 
to rescheduling approx. 30% of the 
investments to be completed in the first 
quarter of 2013 to the FTTH (Fibre-to-the-
Home) technology. Auditor’s reports 
confirm that TP S.A. effectively implements 
its commitments under MoU.
 

better network thanks 
to co-operation
One of the key expectations of our 
customers is the expansion of the Orange 
network coverage. Owing to co-operation 
with Polska Telefonia Cyfrowa, operator  
of the T-Mobile network, we have been  
using each other’s radio access network 
since 2011. We have established a joint  
venture, NetWorkS!, which is Poland’s  
first and biggest company which  
conducts planning, construction  
and maintenance of shared radio 
networks.  For customers, such scheme 
of management and development  
of the network infrastructure of both 
operators means improved network 
coverage and quality as well as access  
to cutting-edge technologies. 

building information society building information society 
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Interactive Coverage Map

In response to the expectations of our  
customers, we have developed the Orange 
Interactive Coverage Map, which enables:

 � checking the Orange network 
coverage for a selected location,

 � getting information about the Orange 
network development,

 � collecting customer suggestions 
regarding further development 
of the Orange network.

Via the relevant website, customers can 
consult the Map to check the availability 
of voice, mobile broadband or CDMA 
home Internet services in the given spot. 
In addition, the Interactive Map makes it 
possible to check the coverage of a 
service in a particular technology or obtain 
information about recent investments in 
the Orange mobile network development 
and how they have improved the quality 
of the service provided to customers. 

With the Interactive Map, customers can 
actively influence the network functioning 
by communicating both problems and 
development suggestions. The Map was 
launched in 2013. 

2.2. social digital inclusion
Combating digital exclusion means mainly eliminating social barriers that 
restrict access to knowledge, culture and education through modern forms of 
communications. Those at high risk of digital exclusion include low-income, 
disabled, elderly or less educated people as well as people living in rural areas. 
In addition to economic barriers, access to the digital society may be significantly 
hindered by social issues, such as lack of competence and skills, poor motivation 
for change or negative attitude towards modern technologies.

Aleksandra Duliniec
Coordinator of the Team 

for the Elderly and Handicapped 

Digital exclusion of the elderly and handicapped is a very important issue in terms 
of the development of our company and building the information society. There are 
more than 13 million Poles aged 50+ and a further several million of the handicapped. 
Looking at these figures alone, we should not marginalise this group of customers, 
but consider them an opportunity for business growth. To this end, it is necessary 
to adapt our portfolio to their needs, provide proper support and customer service 
or simplify the language of communication. The task of our interdisciplinary Team  
for the Elderly and Handicapped is not only to sensitise the company to these 
matters and encourage individuals to remove barriers in access of this group of 
people to modern technologies and telecommunication solutions, but also indicate 
the opportunities for the company stemming from broader opening to the needs of 
this group and its inclusion into the information society

services for 
low-income people 
Since 2008 we have been offering the 
cheapest access fee on the market, 
Friendly Plan. It is for people in a difficult 
economic situation and costs PLN 18.45 
(including VAT). Only people dependent 
on permanent benefits granted by  
Welfare Centres are eligible for the service. 

Orange without barriers

New technologies offer a chance to  
improve the quality of life of people with 
disabilities. This often means a blind person 
checking the timetable or a person with 
impaired hearing arranging to collect an ID 
card, etc. In Poland, new technologies are 
still little used to increase chances of equal 
participation of the disabled in social life.  

Orange Polska has established the Team 
for the Elderly and Handicapped, which is 
responsible for the comprehensive 
adaptation of Orange portfolio as well as 
customer care and communication to the 
needs of this group of customers.  
A major area of our activity is education 
on how to use new technologies to 
improve the quality of life. 

One of our key tasks is to learn the 
expectations and needs of our elderly and 
handicapped customers as much as 
possible. Therefore, in the beginning  
we focused on surveys and studies.  
With the knowledge gathered, we started 
introducing changes in the company  
in conjunction with social organisations. 

In our portfolio we have identified those 
services and benefits which may be most 
convenient for elderly or disabled people. 
These can be found at the ‘without 
barriers’ tag on our www.orange.pl 
website. It presents our offer of dedicated 
terminals, applications and equipment  
as well as information about educational 
programmes addressed to senior  
citizens. In our informational and  
marketing materials we simplify the 
language of communication and  
introduce icons to depict products and 
services recommended to people  
with particular disabilities. 

For the first time in our company, we have conducted a qualitative survey of 
blind or deaf people. We have asked them what services they use and how, 
and what they expect of us as a telecom operator. The meetings have been an 
interesting and valuable experience for us and have considerably modified our  
opinions, helping to break stereotypes. 
The survey results show that even minor changes can make customer service 
much more comfortable for the handicapped, eliminating unnecessary stress. 
The survey has provided a lot of valuable data, which we strive to translate into 
changes within the organisation and better preparation of our employees to care 
for customers with disabilities. 

Karol Rubinkiewicz
Chief Specialist 
for Market Research 
and Analysis

In the fixed line segment, our portfolio 
includes a package of benefits for people 
with disabilities. We offer a 50% discount 
in the access fee in selected tariff plans 
and a 50% discount in the terminal 
connection fee. Eligible for the discounts 
are disabled persons in whom the relevant 
local or regional certifying team has 
confirmed a significant level of disability of 
04-O code (impaired sight) or a moderate 
to significant level of disability of O3-L code 
(impaired voice, speech or hearing).

We offer telephone sets and equipment 
which facilitate communication by people 
with disabilities. For those with impaired 
hearing, these include voice enhancers, 
receivers that regulate ringtone volume, 
receiver volume controllers or phones 
compatible with hearing aids. People with 
impaired sight may choose from phones 
featuring large keys and large backlit 
displays, an additional SOS button, 
loudspeaker function, voice presentation 
of the calling number or terminals with 
picture keys and visual signalling.

A major improvement for those with motor 
disabilities is a possibility to request 
a home visit of a consultant or salesperson. 
For eight years, Orange Polska has been 
sending invoices in Braille to its blind 
customers or enlarged invoices of the  
A3 size to people with impaired sight. 
Itemised bills can also be received in this 
form. In addition, invoices can be sent 
electronically by email. 

We are also working on new applications 
for people with disabilities. A few years ago, 
Orange Labs, our R&D department, 
in co-operation with the Łódź University  
of Technology, developed the b-Link 
application, which makes it possible for the 
fully disabled to use computers.  
B-link enables navigation through  
websites and use of the mouse and 
keyboard by eye blink. Over 15,000 people 
have downloaded the application from  
the Orange website so far. It can be freely 
downloaded from www.programosy.pl. 
New functionalities of the application are 
being developed. 
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Last year we introduced special 
applications for mobile phones: Colorcall 
and Melovibe. Colorcall enables users to 
identify the calling person or the SMS 
sender through colour coding, while 
Melovibe through personalised handset 
vibrations. Both applications are dedicated 
to people with no or impaired hearing.

They are free and can be downloaded from 
http://play.google.com.

These applications have been developed 
in the Accessibility programme, which is 
carried out by Orange Labs to  
promote barrier-free communications.  
In the development of such services we 

collaborate with organisations which 
represent the disabled. One of such 
organisations is “The Visible” Foundation. 

The Foundation has also audited our  
website for accessibility by people with 
disabilities and is helping us to introduce 
the relevant changes.

Artur Marcinkowski
“The Visible” Foundation 

It has taken several months to make the orange.pl website accessible to as many 
users as possible. It has a number of interesting functional solutions and the features 
of an informational portal, which makes it one of the most extensive in Poland. 
The work on the service accessibility involved not only our own experts but also 
a team of disabled auditors, representing various types of disabilities. The website 
audit was conducted using a methodology developed by experts of the Silesian 
University and “The Visible” Foundation. In a room allocated for the purpose of the 
audit we gathered a group of auditors and conducted thorough user experience 
tests. Based on the results, we developed best solutions to make Orange website 
accessible for digitally excluded people. The consultation process is continued,  
as our on-line service is undergoing rapid transformation. Owing to the company’s 
openness to changes and sensitivity to the needs of people with special 
communication needs, the Orange website is one of the most accessible among  
thoseof telecom operators in Poland. 

The usefulness of the orange.pl on-line service and its accessibility to all users  
are our priority. As a result of an audit by “The Visible” Foundation, we have 
identified the problems which may be faced by the disabled while using our  
website. We continue to introduce the necessary improvements and the 
accessible website development principles have been incorporated into our 
standards. Our on-line service offers broad functionalities and uses a number of 
sophisticated technological solutions. Therefore, a process of its optimum  
adjustment to the needs of the disabled poses numerous challenges.  
However, I am deeplyconvinced that www.orange.pl will soon become a truly 
barrier-free website.

Filip Żok
Portals and Applications Director

As a result of our support for “The Visible” 
Foundation, Poland’s first manual on 
website development according to the 
WCAG 2.0 international standard has been 
developed. Good Practices Manual has 
been published by PWN Publishing House, 
paving the way for other publications on 
website accessibility by the disabled, 
the elderly and other people excluded from 
digital life for various reasons.

WCAG (Web Content Accessibility 
Guidelines) is an international standard 
which demonstrates how to prepare 
Internet services to make them accessible 
to as many digitally excluded users as 
possible. The standard has been adopted 
in a number of European countries. Last 
year it was adopted as website 
development guidelines for public 
institutions in Poland.

We try to prepare our employees for 
contact with the disabled. Hence, we have 
developed dedicated educational materials 
for our sales and customer care.  
Moreover, the issue of elderly and 
handicapped customers has been 
incorporated into training of new 
employees. For this purpose we have  
used visual materials and educational  
films developed by the Integration 
Foundation, which in an easy and  
friendly way help to understand the 
expectations of people with various 
disabilities and improve communication 
with them.

e-health 

In our On-line Hospital portfolio, health care 
centres can find wireless paging  
systems for their medical personnel,  
which improve information flow among the 
hospital staff and between the staff  
and patients.

We also offer modern solutions for 
communication between health care 
centres and medical transport fleet,  
which considerably reduce the ambulance 
response time and enhance medical  
team management. Such a system has 
been already implemented by the Little 
Poland Marshal’s Office and the Opole 
EMS Centre, and a number of similar 
projects are being implemented elsewhere 
in Poland.

One of the solutions offered in the Orange 
e-health programme, which involves  
using cutting-edge ICT technologies  
in disease prevention and management 
as well as healthy lifestyle promotion,  
is the First Aid application. 

It has been developed to support 
witnesses to accidents or other  
dangerous occurrences, in which first  
aid needs to be provided. Using the 
application you can quickly find out and 
see on pictures how to place an 
unconscious person safely, how to start 
and continue resuscitation or how to stop 
bleeding. In addition, it offers practical 
advice on how to deal with the injured  
in various situations, e.g. burning,  
frostbite, electric shock or poisoning. 

The First Aid emergency application  
is available to all users of smartphones or 
tablets with the iOS, Android or Windows 
Phone operating system or mobile phones 
using Java. Orange provides the 
application to all users regardless of  
the network. It can be freely downloaded  
at popular portals which offer mobile 
applications, and soon it will be  
pre-installed on all smartphones, tablets 
and handsets offered by Orange. 

useful applications 

In 2010, Orange Labs commenced 
co-operation with the Orange Foundation 
in the “Sounds of Dreams” programme for 
children with hearing impairments. 
Two applications have been developed as 
a result of this co-operation.

Sounds of Dreams: Hearing Exercises 
is a PC application for children with 
impaired hearing to enable them to learn 
and practice language and speech. 
The application has been developed  
and tested with the help of the “Sounds  
of Dreams” programme participants. 

60 Steps Card is a patient evaluation 
application for therapists. The patient card 
may be filled in using a smartphone and 
then sent directly to the central database. 

Last year we also promoted Poland’s 
first interactive audiobook, 1812: Heart of 
Winter. It is an innovative game based 
almost exclusively on sounds. It is one  
of the first products of this type in the 
Polish market. The Polish Association  
of the Blind has conducted tests to verify 
the game accessibility, which have 
confirmed that the application can be used 
by sight-impaired persons on their own.
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2.3  teaching how to use  
modern technologies 

In 2010, we joined the Coalition for Digital 
Inclusion of the 50+ Generation, “Maturity 
in the Web”. This initiative was launched 
by UPC Polska and the Academy for the 
Development of Philanthropy to unite 
companies, NGOs, state agencies and 
institutions in their efforts against the 
technological exclusion of elderly people. 
The Office of Electronic Communications 
took patronage over this initiative. 

The education of elderly people remains 
one of our priorities. In the partner libraries 
we have launched free training for senior 
citizens in how to use computers and 
the Internet.

The “Internet without Borders” pilot project, 
which we completed in 2012, involved:

 � basic Internet training in the libraries 
which participate in our “Orange  
for Libraries” programme;

 � competition for libraries with a prize for 
the largest number of people trained. 
including a training module for elderly 
people purchasing broadband access 
services.

A total of 1,181 elderly people were trained 
during 141 training sessions in 71 libraries. 

In 2012, in conjunction with the Scientific 
and Academic Computer Network (NASK), 
we completed the Seniors for Seniors 
educational project, coping with the digital 
exclusion of majority of Poles over 60 years 
of age. It was based on the idea of using 
senior citizens who had mastered the new 
media and were willing to share their 
knowledge and experience as trainers and 
advisors. Members of the Retired TP 
Employees’ Association and Senior 
Citizens’ Clubs and Houses as well as 
participants of Universities of the Third Age 
took part in the project. In the first stage, 
we provided open training in the form of 
lectures, delivering basic knowledge about 
computer operation and concepts related 
to computers and the Internet.

The next stage was workshops offering 
hands-on instruction. The final stage 
involved expert workshops aimed at the 
identification of a group of leaders who 
could share their knowledge with other 
senior citizens. A total of 120 people aged 
60 or more participated in the training  
and 46 senior citizens were promoted  
to experts. 

Orange for libraries

We want to demonstrate the potential role 
of the Internet in local communities, 
particularly in building the sense of 
community and disseminating knowledge. 

In August 2009, we signed an agreement 
with the Ministry of Culture and National 
Heritage, the Ministry of Administration 

and Digitalisation and the Information 
Society Development Foundation to get 
Polish public libraries on-line. It has been 
one of the most important initiatives 
towards building the information society in 
Poland over the last few years and serves 
as a model for public-private partnership. 

The programme aims at raising the digital 
competence of local communities centred 
around public libraries. The programme 
objectives include: 

 � digital education of the elderly;
 � safe and wise use of modern 
technologies;

 � use of digital skills in everyday life.

I am very glad that the image of libraries has been changing as a result of the 
programme. For local communities centred about public libraries, the latter 
become a spot of modern technologies, the Internet and multimedia, and thus 
start to play an educational and activating role. Nowadays, the library is not only 
shelves full of books. It is a place where people meet, learn and work. This is where 
new ideas are born and local communities revive. This is why we have decided to 
renew the programme for three years, so that further millions of digitally excluded 
Poles can learn the added value stemming from using the Internet. 

Zuzanna Grefkowicz-Balcer
EU, PR and CSR Expert

In the “Orange for Libraries” programme, 
Orange Polska and the Orange Foundation 
provide public libraries with free access 
to the Internet as well as support and 
promote social and educational initiatives 
related to the use of modern technologies 
and addressed mainly to digitally excluded 
groups, so that they can gain digital 
competence safely and consciously.

Over three years, we have connected 
3,500 libraries to the Internet and our input 
in the computerisation of public libraries 
has totalled over PLN 11 million. Owing to 
our joint efforts, libraries are transformed 
into modern, multi-function educational 
centres and their users get access to 
modern software tools. 

After four years of the programme 
implementation, we notice how much the 
role of libraries has changed. With the 
communication tools which we provide to 
them as part of our partnership, libraries 
become a place of free access to 
information, knowledge and culture as well 
as a meeting place for people. This is a 
huge step towards ensuring equal 
development opportunities for different 
social groups and different regions  
of Poland. Owing to the ICT tools, libraries 
attract three major social groups at risk  
of digital exclusion, namely children from 
low-income families, job seekers and 
senior citizens. 

On 23 July 2012, we signed an agreement 
on continuing the programme to get public 
libraries on-line for a further three years, 
until August 2015. 

In 2012, our initiatives for public libraries 
were recognised by the European 
Commission in the E-inclusion Awards 
2012 competition for best practices in 
dissemination of the use of modern 
technologies and digital education. 

Furthermore, we once again became 
a partner of the “Week with the Internet” 
international campaign, which attracted 
over 8,000 people nationwide. 
The campaign was joined by 400 entities, 
including 273 libraries covered by our 
programme. Between 26 and 30 March 
2012, they organised intergenerational 
meetings for children, parents and 
grandparents, offering a chance to learn 
the possibilities offered by the Internet  
and have a good time together. 

2012 Programme Summary

additional funds 
gained for the project social outputs social impacts 

 � PLN 2,115,137  
– grants for libraries, 
educational materials

 � PLN 5,000 – voluntary work
 � PLN 87,000 
– expert knowledge 

N/A  � 3257 libraries with branches 
connected to the Internet as part 
of the programme

 � training sessions in libraries in the 
safe use of the Internet by children 

 � courses for the elderly and the 
unemployed in how to use the  
Internet (83% of libraries provide 
individual consultation and 50% 
organise group training in this area)

 � 37% of people used the Internet 
for the first time in the library 

 � 33% of people have access to the 
Internet exclusively in the library 

 � learning aid, communication 
with others, handling everyday 
matters via the Internet in the 
library

 � 10% of library users used the 
Internet in the library while 
seeking job 

 � increased knowledge on how 
to use computers and the 
Internet among training 
participants

 � increased knowledge 
about the safe use of the 
Internet by children

outputs impacts 

total inputs 

“Turn Your School On” promotion 

Since 2004, in the “Education with the Internet” programme, we have been offering broadband Internet access to Polish schools 
at preferential terms. So far, 14,500 schools, serving over 4 million students, have registered for the programme. In our “Turn Your 
School On” promotion, we offer Internet access on preferential terms: access activation fee of PLN 1.23 (incl. VAT) and monthly 
subscription fee of PLN 29.24 (incl. VAT).

building information society building information society 

38 39



2.4 building the e-state
We use our services and knowledge to implement new solutions, functionalities 
and projects which are important for building the information society 
and promoting social development. 

These are some of them:

Opole e-school for the future

It is Poland’s first comprehensive and innovative project for getting educational facilities on-line. It connects 112 units within one safe 
telecommunication network platform. The schools covered by the programme have 38,000 students and 4,500 teachers. This makes 
a total of approximately 55,000 people if parents and non-teaching staff are included. E-school is a virtual teaching and learning 
environment as well as an innovative management and communication tool. 

 � access to a library of teaching materials
 � development of teacher’s own materials 
 � instruments for quick student assessment 
 � calendar  
 � contact with education advisors and other teachers 
 � information about training courses and conferences in the region 
 � on-line training courses 

 � remote access to materials: their own documents as well  
as applications, libraries and multimedia educational materials 

 � on-line access to their teachers 
 � collaboration with their peers and teachers 
 � calendar 
 � information on competitions and knowledge contests 

 � enhanced school management 
 � easier contact with teachers 
 � improved team management 
 � on-line access to information about teaching outcome, 
absence rate, use of teaching resources, curricula, etc.

 � opportunity to quickly consult parents and teachers 
– opinion poll system

 � opportunity to compare with achievements/results of other 
schools in the region 

 � on-line monitoring of child’s assignments with comments 
 � access to educational materials 
 � easier contact with teachers 
 � contact in the parent group 
 � access to a discussion forum with psychological counselling 
 � access to the electronic class register, timetable and homework 
information 

 � monitoring of grades and absence with an option of notification 
by email or SMS 

Project co-financed by the European Union from the European Regional Development Fund and by the Opole Region as part of the 
Regional Operational Programme for the years 2007-2013, “Investing in Your Future”.

For the school 

For teachers 

For parents 

For students 

virtual labour office 

The Green Line is an innovative nationwide 
customer service system for labour offices 
in Poland. The system consists of one 
central contact centre location (primary 
line) and over 360 distributed contact 
centre locations in district labour offices 
(secondary line).

Our solution has provided both job  
seekers and companies which are seeking 
employees with easy access to labour office 
services nationwide. These services  
include not only information about  
current work offers but also access to 
consulting and training to improve 
professional qualifications. 

The Green Line is not only a step towards 
a modern office operating in line with 
principles of the information society,  
but also a future-oriented solution which 
may be implemented in other sectors  
of public administration.

Apart from development of the telecommunication infrastructure, a huge social 
challenge faced by our industry is to break mental barriers based on a belief that 
new technologies are too complex, dangerous or inaccessible to be used by 
everyone. Together, we can build the information society, provided that nobody 
is left out of its reach. 
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3.1. innovative approach     3.2. innovations for the environment     3.3. thinking more green     3.4. getting more green at work

knowledge/innovation
    and the environment



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

CSR Strategy

The pursuit of environmental objectives should be supported by research and development, as a result of which new products 
will consume less power during operation and less materials over their lifetime. The implementation of sustainable resource 
management in an effective and comprehensive manner will require the use of innovative management methods to minimise the 
negative impact on the environment. 

A vision of sustainable development of the Polish business by 2050

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 
development products quickly become obsolete, which raises problems of recycling 
of the equipment withdrawn from use and stimulates concern for eco-efficiency.

3.1. innovative approach
Innovativeness is an indispensable element in the development of the telecommunication 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. 
This is the purpose of Orange Labs Polska, our research and development centre.

Orange Polska was named the most innovative company in 2012 in the “Internet Media Telecom” category. The winners were selected 
from among a list of 500 top innovative companies in Poland, which was developed by a team of scientists from the Institute of 
Economics of the Polish Academy of Sciences. Based on the list, Wprost magazine chosen companies recognised as innovation leaders 
in selected key industries.

Leszek Hołda
CEO of Integrated 

Solutions Sp. z o.o.

Currently, there is a wider consideration for green technologies in the development 
of the IT environment than was the case a few years ago. This involves not 
only changes in data centres and the emergence of cloud technology, but also 
development of applications taking into account efficiency ratios, such as power 
consumption. Green IT combines economic and environmental aspects. It is a set 
of technologies which positively transform our impact on the natural environment. 
On the other hand, IT infrastructure optimisation means lower service maintenance 
costs and savings for users. Actual relief for the environment, as shown in statistics, 
and a high satisfaction rate among Green IT users are tangible values which extend 
beyond a marketing slogan.

Our research and development centre is 
a part of an international network of 
Orange Labs comprised of 15 Orange R&D 
centres and laboratories in 9 countries.

Orange Labs provides innovative solutions, 
carries out tests of new services, develops 
network monitoring solutions and 
conducts research anticipating new 
technologies and services. 

Orange Labs is also a centre of promotion 
of new technologies and innovations. 
Together with our business partners, 
we regularly organise Innovation Days, 
Innovative Technology conferences as well 
as workshops and prototype presentations 
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 2012, in co-operation with other 
business units and our suppliers, Orange 
Labs presented 36 prototype and 
commercial solutions (premieres) and held 
34 major events attended by 
representatives of FT, universities,  
suppliers and government administration. 
Our Innovation Gardens were visited by  
a total of 4,672 guests.

In 2012, we became a partner of the fifth 
edition of the National Leaders of 
Innovation and Development competition, 
which aims to select the most innovative 
companies and organisations as well as 
products and services in the Polish market. 
We created a new category of Inspiring 
Company, which is addressed to 
companies implementing innovative IT  
and telecommunication solutions.  
The National Leaders of Innovation and 
Development competition, which is 
organised by the Innovation and 
Development Foundation, is one of the 
largest such projects in Poland.  

innovative co-operation

Orange Labs actively participates in 
European research projects and the work 
of international standardisation 
organisations, such as ITU, CENELEC, 
Broadband Forum, TeleManagement 
Forum or Home Gateway Initiative.  
It closely collaborates with a number of 
universities and research centres in Poland 
and abroad.

Together with Huawei, we provide the 
students of the Warsaw University of 
Technology (PW) with the Long Term 
Evolution (LTE) network for developing 

modern services. Co-operation in an open 
innovation scheme between the market’s 
leading technology 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. 

We also carry out the Test Campus project, 
which provides free broadband 
infrastructure 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 telecommunication 
technologies. 

In the Orange Labs Telco 2.0 University 
project, workshops are organised  
for students interested in modern  
ICT systems in selected universities.  
Such projects aim to stimulate the 
development of new ideas for provision  
of telecommunication services. 

3.2. innovations for the environment 
New technologies may serve the 
environment, helping to manage energy 
and other natural resources more 
efficiently. Therefore, Orange Polska also 
works on projects aimed at saving energy. 
 
In December 2012, we completed the first 
stage of the Orange Renewable Energy 
Sources (RES) project, which involved  
the installation of photovoltaic panel 
microsystems on the roof of Orange  
Labs in Warsaw. 

Orange RES aims at verification  
whether renewable energy systems can 
prove effective in supplying power to 
telecommunication infrastructure  
facilities in the Polish climate. 

In the first stage of the project, four different 
microsystems of photovoltaic panels were 
built. Each system has similar power  
output, but differs in panel and inverter 
technology, and thus in operational 
parameters. In the next stage, a wind 
turbine is to be installed. 

Owing to the fact that several renewable 
energy systems are operated in a single 
location, we can carry out tests of power 
supply of telecommunication equipment to 
determine the effectiveness of using 
various RES systems in Polish weather 
conditions. In addition, we will be able to 
estimate potential savings from generating 
our own green energy. 

The installed systems will supply network 
equipment tested by Orange Labs and the 
knowledge gained will enable wider use 
of renewable energy sources in the future.

Green Box

In the whole network operated by TP S.A. 
we have implemented the Green Box 
application, which automatically turns  
off unused ports on DSLAMs*. Turning off 
the ports reduces energy consumption by 
access devices as well as heat emission, 
which leads to a decrease in A/C costs. 

* 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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return your old phone to us

We encourage our customers to recycle 
their mobile phones. Orange Recycling, 
a programme of buying unwanted 
handsets, is one of our key environmental 
initiatives. The programme aims to promote 
the awareness of recycling of materials from 
old and often unused mobile phones 
among our customers and employees. 
Orange Polska is Poland’s only operator 
which has implemented environmental  
programmes of recycling of materials from 
waste electronic equipment. Our goal is to 
steadily increase the ratio of old equipment 
returns to new phone sales. 

According to available studies, the average 
Polish household keeps three old  
phones which are no longer in use. 
Orange’s efforts aim to raise awareness 
that unwanted phones are a valuable  
source of rare materials. 

In co-operation with Greenfone,  
we launched the www.orangerecykling.pl 
website, which enables customers  
to re-sell their unwanted handsets easily. 
A new feature is that customers can sell 
or freely recycle not only handsets in good 
working order but also damaged ones. 
Proceeds from the sale can be used  
for customer’s own profit or donated  
to charity. The service is available to  
all, not just our customers, and the 
repurchase offer covers about 2,000 
different handset models.  
Unwanted mobile phones and accessories 
may be also returned for free to our sales 
outlets. The equipment is collected in 
special containers and handed over to a 
professional company which is responsible 
for its recycling and disposal.

Orange customers who bring an old  
handset to our outlet are eligible for  
additional benefits, such as a data package 
or a voucher to reduce their next bill. 

Any phone thrown to a basket poses  
hazard to the environment. Heavy metals, 
such as lead or mercury, which are present 
in phone batteries and accessories may 
pollute up to 400 l of water or 1 m3 of soil. 
As a result of recycling, hazardous waste 
is processed in such a manner as not to 
pollute the natural environment.  

refurbishment of 
telecommunication 
equipment

Pieces of multimedia equipment, such as 
modems, are leased to customers for the 
term of service provision. Upon expiration 
of the service agreement, returned 
products are refurbished. As a result of 
this process, products which have not 
reached the end of their service life are 
placed on the market again. All parts of  
a product are recycled. Even cardboard 
boxes of returned products are reused.  
Owing to the fact that it is an in-house 
process, we can better control its  
quality and provide for its expansion,  
while increasing our savings and enhancing  
eco-efficiency. Our production process  
is based on the Japanese concept  
of lean production, which is about  
doing “more for less”, that is a reduced 
storage space with an efficient 
manufacturing line. Orange in co-operation 
with CEVA Logistics is able to test products 
in terms of optimum quality and durability. 

In 2012, over 144,000 pieces of 
equipment, mainly modems and  
routers, were refurbished. This accounts 
for 24.1% of such equipment.

It is worth mentioning that Orange Polska 
has been selected the main partner  
of Orange Romania for the launch of  
a new TV service. Our team is responsible 
for preparation, refurbishment and 
shipping of decoders from the Polish 
market to Romania. 

Since last year, refurbishment has been 
carried out by our Supply Chain with 
technical assistance by SMS (Department 
of Network and Subscriber Terminal 
Management). Poland is the only country 
within the France Telecom Orange Group 
to have its own refurbishment line, 
competence in tools for testing CPE 
(customer premises equipment, such as 
Livebox, STB, modems, etc.) and the 
entire system required for tests. 

handset refurbishment

Since August 2012, mobile phones 
returned by customers are refurbished by 
a professional service company, SBE. 
The handsets refurbished to “as new” 
condition are subsequently sold in our  
e-store at very competitive prices.  
A total of 4,847 handsets were refurbished 
in 2012. 

Green Box has introduced a new logic 
in broadband network management. 
Reduced energy consumption translates 
directly into a reduction in network 
maintenance costs, as well as greenhouse 
gas emissions. The solution has made the 
network more ‘green’. As a result of Green 
Box, we save 450,000 kWh annually, thus 
reducing CO2 emission by approximately 
430,000 kg. 

Positive experience in Poland has inspired 
other Orange groups to act. A similar 
project is being implemented in Jordan.  

Climate changes and depletion of natural 
resources has made us realise the need 
to develop smart energy networks, which 
can effectively manage both traditional and 
renewable energy sources and prepare 
electric vehicles for using green energy. 

green application 

In 2012, Orange Labs developed Poland’s 
first mobile social application which 
promotes ecology and development in 
harmony with nature through smartphones, 
locations and augmented reality technology. 

The eko-Polska application provides latest 
news and presents the most interesting 
eco-places. The product is complemented 
by the www.eko-Polska.pl vortal, which is 
a place for meetings and discussions 
about environmental activities. The project 
has been implemented under the 
patronage of Bank Ochrony Środowiska 
(a bank financing mainly environmental 
projects). The application is available for 
phones with Android or iOS system  
at Google Play Store or App Store.

3.3. thinking more green
We are not indifferent to global challenges related to protection of the natural 
environment and natural resources. As a provider of telecommunication services 
we can significantly contribute to reducing the negative impact of business  
on the environment.

greener services

A major environmental issue seems  
to be the positive impact which  
the whole telecom 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-conferences, 
electronic document flow, on-line  
shopping, e-services, e-invoices and 
comprehensive ICT systems for business 
and administration, we make ecology  
and environmental protection part  
of everyday life. 

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-working  
via Internet or phone and replaced  
paper documents with electronic ones.

promoting e-documents 
and e-payments 
By now, every month over 2 million of 
our customers receive their bills in the 
electronic form instead of a traditional  
paper document.  

For signing up to e-invoices, Orange  
Polska’s customers get additional  
benefits, e.g. a discount on the 
subscription fee on the first e-invoice,  
a reduced activation fee for selected 
services or an opportunity to take part  
in special competitions.  

The e-invoices can be conveniently  
paid by an on-line transfer or direct debit, 
or by scanning a photo code from  
the e-invoice with a mobile phone. 
Subscribers of Orange Polska’s fixed line 
services can also use the Electronic 
Payment service. 
E-invoices can be easily requested by  
filling in an on-line form at www.orange.pl/
efaktura, by sending an SMS or at any 
Orange sales outlet. 

In legal terms, an electronic invoice  
is equally valid as a paper document.  
It can be validly used for Internet access 
tax deduction or in any settlements with 
tax offices. Customers receive it directly 
to their email box or to their account at the 
orange.pl portal. 

Orange Polska actively promotes e-invoices 
in Poland. In the “Choose e-invoice” 
coalition, which acts under the auspices of 
the Ministry of Administration and 
Digitalisation and is co-ordinated by the 
Polish Confederation of Private Employers 
“Lewiatan”, we encourage other companies 
to use documents in the electronic form. 
In addition, our company has joined the 
Polish Forum on Electronic Invoicing,  
which acts under the auspices of the 
Ministry of Economy and the Ministry of 
Finance. The Forum aims at formulating 
recommendations for changes which are 
necessary to implement the European 
Digital Agenda, according to which 
e-invoicing is to become the predominant 
form of invoicing in the European  
Union by 2020. 
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To reduce the company’s negative impact  
on the natural environment. 

CSR Strategy

3.4. getting more green at work 

By talking about ecology in the company we mean mainly a long-term process 
of employee education. This process aims at encouraging each of us to consider 
whether an action we are to perform will impact the environment, and, if yes,  
whether we can minimise such impact. 
For five years the actions of the administration have aimed at developing green 
habits. We educate our employees and encourage them to introduce changes 
in both their professional and private lives. In 2012, we managed to get our  
employees actively involved in our green projects, such as Green Driving Academy 
and Ecological Picnic, or competitions and waste collection. 
Our challenge in 2013 is to provide all employees of Orange Polska with the same 
green solutions in their offices, whether in small towns or big cities. 

Aleksandra Rejmer
Environmental 
Protection Manager  � using recycled paper envelopes for 

correspondence and reducing  
the volume of mail.

The Green IT project is a good example 
of combining economic and environmental 
goals. For the company it means lower 
electricity or water bills. In the Data Centre 
alone, Green IT savings have totalled  
PLN 7 million (over PLN 2 million in 2012) 
as a result of a decrease in electricity 
consumption by almost 16 million kWh 
million kWh (5 million kWh in 2012).

For the environment, the project means 
less CO2 released and less water and 
paper consumed. As a result of the Green 
IT project, CO2 emissions fell by 15,700 
tonnes in the years 2009–2012 (4,900 
tonnes in 2012). 

Green IT involves also our business-to-
business offer. Through Integrated  
Solutions, an Orange Polska company,  
we offer solutions for comprehensive  
and efficient management of the ICT  
infrastructure. 

consumption of natural 
resources
We have implemented efficient 
management of natural resources, 
monitoring the consumption of energy and 
other resources, especially water and 
paper, as well as carbon dioxide emission 
related to our activity.

* CO2 emissions excluding transport is the total amount of emissions resulting from combustion of indirect fuels and electricity purchases. Total CO2 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 FT 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.

Electricity consumption and CO2 emissions

CO2 emissions excluding transport* ‘000 tonnes 365 413 

Total CO2 emissions during transport ‘000 tonnes 18.1 17.1 

Total CO2 emissions tonnes 383 430 

Electricity consumption/customer kWh/customer 22.0 26.1 

CO2 emissions during electricity consumption/customer kg/customer 14.4 18.5 

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

6.6 7.4 

CO2 emissions (all energies)/customer kg/customer 16.0 18.5 

20122011

or printing methods). This also covers 
virtualisation and any other technologies 
that can improve the infrastructure 
efficiency. 

The key elements of the Green IT project 
include:

IT infrastructure
 � consolidation, centralisation and  
virtualisation of the IT infrastructure;

 � identification and elimination (or 
qualification for reuse) of the IT 
infrastructure which does not play 
any major role any more;

 � used computer equipment disposed 
by companies which hold the  
relevant certificates and licences;

 � purchases accounting for the  
environmental 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 server  
rooms. 

Office space 
 � popularisation of 10 rules of 
economical printing among our 
employees;
 � setting all printers to default two-
sided black-and-white printing 
mode;
 � “Computers at night” campaign: 
remote automatic switching off 
to reduce the number of office 
computers being on at off-work 
time;
 � electronic communications with  
customers: introduction of  
electronic documents;

We are increasingly focused on minimising 
our environmental impact by reducing 
energy consumption, 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 involved in reducing the 
negative impact on the environment.

As part of our environmental 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.

Green IT

As a modern telecom company, we want 
the technologies that we use to be 
environmentally friendly. A few years ago,  
we launched the Green IT project, which 
is aimed at increasing efficiency of our IT 
function, while reducing pollution and 
consumption of natural resources.

Green IT involves a comprehensive 
approach to the development of the IT 
environment, that is not only data centres  
and cloud technology, but also applications 
designed to ensure the maximum efficiency 
(e.g. in terms of power consumption
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The greatest contributor to CO2 emissions 
is the consumption of electricity and 
indirect energy sources: gas, coal and oil.

Balancing the consumption of electricity 
and fuels is in line with our policy aimed at 
environmental protection. In 2012, 
we launched a project to determine 
Orange Polska’s carbon footprint.  
The study covers three types of buildings, 
namely office buildings, network facilities 
and sales outlets. We use the Bilan 
Carbone application to determine our 
indirect and direct emissions of greenhouse 
gases. The results, which are currently 
being analysed, will be presented in 2013.  

e-documents 

We use e-documents in Orange. We use 
no paper to request and settle business 
trips or plan holiday leaves. We can also 
submit income tax returns electronically. 

E-documents are also used in business 
relations 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 electronically. 
In addition, our company has been using 
electronic invoice archiving. 

ecological education 
of employees 

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 March 2012, we presented the  
Orange Ecology Code to our employees. 
It describes rules, standards and 
environmental projects implemented 
within Orange Polska.

The concept of the Code was presented 
and awarded in the second edition of our 
Green Competition. The competition aims 
at choosing the most interesting green 
ideas of our employees that could  
be implemented in Orange Polska.  
A total of 83 ideas were submitted in  
the third edition in 2012.  

Another of the winners has been the  
“Biking to work” project. It has involved 
installing bike stands In 43 locations and 
modernised bathrooms with showers 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. 
Every year we encourage our employees 
to take part in the Biking Ride for Autistic 
People and for each kilometre ridden we 
make a donation to the Synapsis 
Foundation, which helps autistic people. 

In addition, we promote eco-friendly 
behaviour among our employees through 
dedicated campaigns:

 � Safe Printing:  promotion of rational 
use of paper and safety of printouts;

 � Second Life of Paper: 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 segregated waste (paper, 
glass, plastics) have been put in all 
conference rooms in our head office. 

Paper consumption

Waste paper, cardboard boxes: internally and externally ‘000 tonnes 1.9 3.0

20122011

In 2012, paper consumption increased in 
the wake of rebranding, as documents 
with the company’s old logo had to be 
withdrawn and replaced with materials and 
forms bearing the new logo. 

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. Furthermore, containers 
for wasted batteries have been put in six 
Orange locations. 
Since 2009, we have participated in the 
Earth Hour organised by WWF.  We also 
remind our employees about the 
Sustainable Transportation Week and the 
European Car-Free Day, encouraging  
them to use public transport or bikes.  

For two years we have been organising  
a green picnic for our employees and their 
families.  

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 protection or green 
initiatives within the company. 

Total fuel consumption increased in 2012 
(year-on-year), though petrol consumption 
decreased (in contrast to that of diesel oil).

It was a result of an on-going replacement 
of petrol powered company cars with 
diesel ones. 

In order to reduce the number of business 
trips we use a special application for  
holding video-conferences, Telepresence. 

Company cars: petrol + GPL ‘000 litres 1,265 860

Company cars: diesel fuel ‘000 litres 4,804 5,472

Business trips: plane ‘000 km 7,150 6,026

Business trips: train  ‘000 km 5,553 7,979

20122011Fuel and business travel

Direct energy consumption by primary energy sources

Fuel (all buildings, all uses) ‘000 tonnes 2.9 3.4 

Gas ‘000 m3 4.085 3.499

Coal tonnes 87 100

Energy produced during combustion,  
primary sources 

GWh 76.6 76.5 

Electricity GWh 535 617

20122011

20122011Indirect energy consumption by primary energy sources  
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4.1. dialogue with customers     4.2. new portfolio under single brand     4.3. more safety     4.4. partner in business

responding  
to customer and market 

expectations 



To provide high quality services and customer 
service standards.

CSR Strategy

Due to globalisation and rapid pace of changes in the market environment, it is not sufficient to manufacture high quality products 
nowadays. Flexible responding to market needs, efficient flow of products and information in the supply chain as well as customer 
care are becoming equally important aspects of competition.

A vision of sustainable development of the Polish business by 2050 

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 
service standards to widely understood safety and responsible communications. 
We want to become the most frequently recommended telecom operator in Poland. 
Customers recommend companies they trust. Hence, in order to gain and keep 
customers’ trust we care about each aspect of customer experience in relations 
with Orange. 

4.1. dialogue with customers 
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 changes in service accessibility, 
network quality, process transparency or 
customer care effectiveness. 

Our customer satisfaction surveys  
are among the largest in Poland.  
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. 

A major element of satisfaction surveys  
is NPS, which is a measure of customers’ 
likeliness to recommend Orange. NPS is 
included in bonus targets of all employees 
of Orange Polska.

Apart from regular monthly customer  
satisfaction 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.

Based on surveys we identify causes 
of customer dissatisfaction 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. Furthermore, in 2012  
we implemented a system for collecting 
feedback from customers immediately 
after their contact with us; the rate of  
customer satisfaction from such contacts 
is linked to individual bonus targets of our 
front-line employees.

Vincent Lobry
Vice President of TP S.A. in charge 

of Marketing and Strategy  

In my opinion, corporate social responsibility is a declaration that in its business  
activity a company will not be guided exclusively by the pursuit of profit. In Orange, 
we attach great importance to the needs of various groups of customers, particularly 
the elderly or handicapped, and we want to ensure the safety of children on the 
Internet and provide proper information on how to use our services. 
In our efforts to reduce digital exclusion, a priority to us, apart from investments 
in the infrastructure development, is the service accessibility and attractiveness to 
customers as well as popularisation of or even education about using our services. 
We want our customers to perceive Orange not only as a service provider,  
but a partner that cares about their needs.

What is NPS? 

Net Promoter Score® (NPS) is one of the simplest metrics of customer loyalty. 
Customers are asked the following question: How likely are you to recommend  
our company to your family or friends? (0 = “Not at all likely”; 5 = “Extremely likely”). 
NPS is a difference between the brand promoters and detractors. 

+ 5.7%NPS

Q4 11 Q1 12 Q2 12 Q3 12 Q4 12

Evaluation by customers, December 2012 

91%91% 56%

91%
of customers whom we contacted 
declared that they had got 
information or settled the matter 

91%
of customers whom we  
contacted were satisfied  
with how they had been served  

56%
of customers whom we  
contacted would definitely 
recommend our services 
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In 2012, we launched the “Listen & Change” process.

The process aims

 � to collect information on customer satisfaction level;
 � to analyse and solve the problems which cause customer dissatisfaction;
 � to introduce changes in the first line of sales and customer service;
 � to constantly improve all processes within the company that affect customer experience.

1. listen

2. learn

3. change

we collect information from customers in a way which is least  
inconvenient for them 

we use the information in the optimum way in everyday relations 

we use the information to change our processes and behaviour  
in each area of customer relations 

Prior to the launch of any new services  
or functionalities, we test their ergonomics 
and usefulness in the Simplicity+  
programme. We have adopted a rule that 
users should have no difficulty using  
a product regardless of their technical 
knowledge. Furthermore, in 2012 we  
conducted a dedicated survey of the  
elderly and people with impaired sight  
or hearing. 

social media

The Orange Polska fan page, as the only 
one from Poland, was ranked among top 
5 most socially devoted brands in the 
world by independent social media  
analysts Socialbakers in their Socially  
Devoted Brands study.

Social networks are an important place  
of discussions about telecommunication 
offers and services. Internet users not only 
share their opinions and experience there,  
but also expect that they will get the  
information or advice they need or settle 
matters related to the services they use on 
line. We want to be where our customers 
are, so in Orange Polska there is a team  
of professional consultants who are  
present on forums, blogs and Facebook, 
answering questions and solving problems  
communicated by users.

Via Facebook, Orange customers can  
receive advice and explanations concerning 
any matters related to the functioning and 
use of our services. In 12 months, the team 

of Orange Experts handled over 26,000 
enquiries on Facebook and the average 
response time to a post on Orange Polska 
wall was 7 minutes.  

Orange Polska fan page has been liked 
by over 1.2 million people, who can use  
a number of complex tools there. In the 
“Orange Help” section, users can use  
“Offer Advisor”, that will propose the best 
solution for them after a few minutes.  
Customers can also use the contact form 
to report their problems or the “Do It  
Yourself” section to check their payment 
balance or tariff plan. Help is also provided 
by the Online Advisor and experts via  
a video chat, where it takes approximately 
8 minutes to have a problem solved.  
People seeking answers to their  
questions can also join the “Give Me  
Advice” social application. 

Consequently, Orange Polska fan page is 
the most popular place for asking  
questions by consumers among all  
telecom corporate profiles. For younger 
customers, Orange Polska profile has  
become one of the leading channels of 
communication with the company.  

The “Orange Help” video channel on 
YouTube has been also very popular 
among Internet users: short videos which 
explain the functioning of our services  
have been viewed 255,000 times.  
Furthermore, on the orange.pl portal  
there is a technical assistance forum (over 
13 million views). Each month, 550 new  
threads on diverse subjects are created 
there. Customers have received a total  

of over 48,000 answers via the forum.  
A corporate blog platform, which,  
in addition to the Spokesperson’s blog, 
hosts our corporate, technology and 
sports blogs, has been active for several 
years. Around 30 people are involved  
in running the blogs; these are specialists 
in their respective fields, sharing their 
knowledge with readers. On average,  
the website attracts 150,000 unique  
visitors per month.
The blog platform is a major element  
of our communication strategy and  
a modern communicator, which provides 
multimedia materials, video reports,  
original film materials and live broadcast. 
It is a place of interaction between the 
company and its customers, open to  
comments and criticism. One of the topics 
discussed on our blog is corporate  
social responsibility.

dialogue with consumer 
organisations
We carry out a regular dialogue with  
consumer organisations and local  
spokespersons for consumer rights,  
representing groups of customers who 
experience problems in relations with  
telecom operators and are a good source 
of information about the problems faced 
also by our customers. As part of this  
co-operation, we have established  
dedicated teams for handling customer 
cases referred to us via spokespersons 
for consumer rights; we hold regular  
meetings to enable clarification of  
contentious issues; and we provide  
monthly communications to spokespersons 

for consumers, containing information 
about major changes in our portfolio or 
customer care and inviting them to topical 
meetings. We inform them on a current 
basis about our actions and changes to 
be introduced, making it easier for them 
to solve problems with which they are 
approached by consumers. 

Spokesperson  
for Customers
We also implement other solutions which 
build our relations with customers and 
provide inspiration for further customer-
-oriented initiatives. We want to streamline 
customer care processes, so we carry out 
a permanent dialogue with our customers, 
who share their observations and remarks 
with us. In 2003, we became the first  
telecom operator in Poland to appoint  
the Spokesperson for Customers.
The Spokesperson and his team,  
in conjunction with Orange Experts, more 
and more frequently use the social media 
to help customers who seek solutions  
to their problems on the web.  
His main responsibilities include handling  
particularly complex matters, analysing 
feedback from customers and initiating 
changes in customer care processes. 

Code of Responsible 
Communication 
We want to better communicate with  
our customers, in a clear, friendly and  
responsible manner. Therefore, we have 
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.

Our rules:
 � Showing respect by involving custo-
mers 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 organisations. 
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 advertising 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 addition,  
we have signed the Memorandum  
of  Understanding 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 Association 
of Communications Agencies (EACA).  
The document describes in detail good 
practices of responsible business in the 
context of tender procedures and relations 
with business partners. 

advertising  
for small businesses 
In 2012, we prepared the “Advertising  
for Business” campaign. This innovative 
project in the Polish market offered free 
promotion to almost 500 enterprises all 
over Poland. It was divided into two  
stages. The first advertising campaign 
involved the most loyal customers of  
Orange; this was followed by the  
“Advertising for Business” competition 
addressed to all people running their own 
business and it aimed at highlighting  
the role of Orange in supporting Polish 
entrepreneurs. The Polish Agency for  
Enterprise Development (PARP) took  
patronage over the competition.
Almost 70% of the entrepreneurs who 
received an advertising package from 
Orange reported a positive influence of the 
campaign on their business; in addition, 
as declared by 65% of them, participation 
in the campaign added to the positive 
image of their enterprises. The key  
outcome was an improvement in  
business performance. One third of  
the entrepreneurs observed an  
increase in enquiries about company’s 
portfolio; almost the same number  
reported growth in customer base; and 
every fourth entrepreneur declared  
an increase in turnover and the number  
of transactions made. 

Tomasz Izydorczyk
Marketing Director  

for Business Market  

Considerable interest in the “Advertising for Business” competition among  
micro-companies has proven that local entrepreneurs fully realise the necessity  
of advertising activity and its potential impact on the growth of their businesses.  
However, they do not always decide to carry out advertising due to high costs  
involved. The “Advertising for Business” project aims to support their development  
in a much broader and comprehensive manner than only through offering  
and providing telecommunication or ITC solutions. 
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4.2. new portfolio under single brand
Since 16 April 2012, our mobile and fixed-line services which used to be offered 
by TP S.A. and PTK Centertel, respectively, have been available under a single 
brand, Orange. Concentrating all our activities around one strong brand will enable 
us to develop convergent telecommunication solutions, which are increasingly 
expected by our customers. 

Our convergent offer has met with very 
positive reception from customers.  
A growing number of families in Poland 
use several telecommunication services, 
such as mobile voice and broadband  
as well as fixed broadband, voice and 
television. Meeting the expectations of our 
customers, who want to rationalise  
expenses when using different 
telecommunication services, we have 
developed Orange Open. 

For our customers, common brand means:

broader portfolio 

 � access to joint offer of two largest 
telecom networks;

 � all fixed and mobile services in a 
single cost-effective bundle, Orange 
Open;

 � new quality of television: “Here and 
There” television service;

 � best mobile offer with unlimited  
calls to all mobile and fixed networks 
in Poland;

 � FunPack with unlimited  
international calls.

enhanced customer care 

 � new portal, orange.pl; 
 � more matters covered during the first 
contact with the customer;

 � compensation if anything fails; 
 � easier access to customer service 
owing to 2 infoline numbers;

 � easier processes for business 
customers: pre-purchase broadband 
trial, less formalities.

1.6 million
likers of Heart and Reason on Facebook 

1.2 million
likers of Orange Polska on Facebook 

225,000
views of our instruction videos  
on the web 

135,000
customers evaluate our customer care monthly 

12,869
reports in the “Help” tab on Facebook 

97%
broadband services provided 

350
key managers spent at least one day 
on the front line

4.3. more safety
Safety of customers is a profoundly important 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 security of their personal data on the other.

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 
ensured by a team of specialists, who 
respond to any hazards and support 
Internet users on a current basis. The team 
holds the prestigious CERT (Computer 
Emergency Response Team) certificate,  
which confirms the highest quality of the 
organisation in the area of ICT security 
incident management, and is a member 
of FIRST (Forum of Incident Response and 
Security Teams), the leading association 
of such teams from all over the world. 

The TP CERT team works with other  
telecom operators in current struggle  
against cyber security hazards as well as 
on the development of standards for such 
collaboration and sharing information.

educating customers 
about network safety
We educate and support Internet users  
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. Customers  
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 unauthorised 
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 

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 
customers from having their computers 
used for cybercrime (e.g. to spread spam 
or viruses or launch denial-of-service 
attacks). 

ensuring adequate 
personal data protection
We are a controller of personal data of our 
customers, employees and business 
partners. There is the Information Security 
Administrator within the company, who is 
responsible for providing and supervising 
the implementation of personal data 
protection strategy, policy and standards.  
He also collaborates with the General 
Inspector of Personal Data Protection 
(GIODO) in administrative proceedings as 
well as reports and updates personal data 
filing systems for registration purposes.

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. 

In 2012, we worked on enhancing our  
system for registering personal data  
sets and on preparing it for the  
obligation to report personal data  
security incidents to GIODO, which is  
to be introduced pursuant to intended 
amendments in the Telecommunication 
Law. A team reporting to the Information 
Security Administrator conducts regular 
preventive audits of personal data 
processing. Such audits enable us to  
identify potential irregularities and  
promptly undertake clarifying and  
corrective actions. Data transfer to our 
partner companies is effected on the  
basis of outsourcing agreements for  
data processing. In 2012, no fines were 
imposed on the company for breach of 
personal data protection regulations. 

Both during data collection and at the  
subsequent stages of their processing,  
we comply with the obligation to inform 
customers about the purpose and scope 
of data processing, the source of data,  
the right to access and rectify data, as well 
as the rules of data disclosure. In addition, 
we inform customers about their right  
to object to data processing for marketing 
purposes or to the transfer of data  
to another controller. 
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A website and an intervention help line for 
children faced with hazards on the net, 
helpline.org.pl – 800 100 100, which were 
launched in 2007, have been another joint 
initiative conducted with the Nobody’s 
Children Foundation. Thanks to Orange 
Polska, the 800 100 100 help line is free 
for all callers. Over 3,000 reports are  
handled in the project annually. 

Orange Polska employees have been also 
involved in the programme as volunteers. 
In conjunction with the Nobody’s Children 
Foundation we have prepared educational 
materials and lesson scenarios for them. 
In total, 166 volunteers have trained over 
12,000 children in web safety rules.  
In addition, the materials have been  
distributed among other employees of 
Orange Polska, who can use them to  
educate their own children, and among 
3,000 libraries which participate in the 
“Orange for Libraries” programme. 

Together with the Foundation 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 mobile phones or TV. The guide has 
been available in our sales outlets (250) 
and on our website. It has also been sent 
to the Spokespersons for Consumers. 

Furthermore, the Orange Foundation has 
supported various social campaigns,  
such as “You never know who is on the 
other side” (2005), “Stop cyber-bullying” 
(2007) or “What world do you live in” 
(2012). For several years it has been  
a partner of the Safer Internet Day, when, 
in addition to conferences and expert  
debates on improving the safety of the 
youngest Internet users, schools all over 
Poland hold events and competitions  
dedicated to this issue. There were over 
1,200 such initiatives in 2012. 

In addition, together we develop studies in 
the use of the Internet by children as well 
as their knowledge and the knowledge of 
their parents about web hazards. Such data 
enable us to plan further actions together. 

A major element of our efforts is  
encouraging 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  
twenty signatories: 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. 

Orange is also a member of an alliance  
of mobile operators against child sexual  
abuse. The alliance has been formed  
to contain the use of mobile phones  
by persons or organisations that derive 
profits from materials with illegal content 
involving children. 

Since 2011, France Telecom Orange  
Group has participated in the  
“Better Internet for Children” initiative,  
which had been initiated by Neelie  
Kroes, Vice-President of the European  
Commission and the European  
Commissioner for Digital Agenda. 

introduction of a child 
positioning service
In 2012, Orange became the first  
mobile operator in Poland to launch the 
Safe Family application, which helps  
parents and their children by enhancing 
the feeling of safety. The application is  
an element of the Where Is My Child  
positioning service. 

The Where Is My Child service enables 
customers to locate their children or other 
persons under their care via mobile  
phones at any time. 

One of the new functionalities of the Safe 
Family application is immediate notification 
of guardians. In case of danger, the person 
in their care can send an SOS notice with 
a video material by one click. 

The guardian receives it with information 
about the location from which it has been 
sent. Moreover, owing to mobile network 
positioning supported by positioning via 
GPS satellites the application makes it 
possible to determine the position of the 
child very accurately, while enabling the 
latter to approve positioning with the  
predefined “OK” command.

EMF protection 

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 admissible 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 radio-
communication stations;

 � measurements of electromagnetic  
field levels and reporting the results  
to the relevant environmental protec-
tion agencies, which decide whether 
to initiate public consultation or not.

All handsets offered by Orange meet  
the emission standards set by the  
International Commission on Non-Ionizing 
Radiation Protection (ICNIRP). In addition, 
PTK Centertel has the Environmental  
Safety Lab, which has been measuring 
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.

We carry out research on limiting the  
human exposure to electromagnetic  
radiation. In this area we collaborate with 
the International Telecommunication  
Union (ITU), particularly on guidance for 
ensuring compliance of the EMF  
generating equipment with human and 
environmental protection regulations.

We are also participating in the  
development of the EMF-estimator  
application for determining the  
electromagnetic field levels near intended 
base stations. The application, which has 
been developed by Orange Labs Polska, 
can be freely downloaded from ITU  
website.

Owing to our activity in ITU, we  can  
directly contribute to the assessment  
and reduction of environmental  
hazards related to human exposure  
to electromagnetic fields emitted  
by base stations. ITU-T continues to work 
on human protection against non-ionising 
electromagnetic radiation under the  
leadership of our representative.  
We are also working on 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 electromagnetic radiation impact  
on human health. 

For a telecom company, the issues related to proper protection of data of millions 
of customers, safety of services and reliable information about telecommunication 
equipment are of paramount importance for business growth and breaking 
barriers in access to the benefits of the digital world. Therefore, we understand 
corporate social responsibility very broadly, not only as restrictive compliance  
with safety standards, but also education of our customers on how to use modern 
technologies safely. 
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To be a reliable partner in an ethical supply chain.

CSR Strategy

4.4. partner in business 
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 transparent 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 FT 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  
requested to provide explanation and  
remove irregularities. The results of  
assessment are used in a process  
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)  
disqualifies the supplier. 

Local suppliers are required to include  
an ethics clause in agreements with our 
company. The clause specifies the  
supplier’s obligation to respect ethical  
and environmental rules, particularly  
international conventions on human rights  
and special protection of children’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 
submitting proper justification and  
obtaining an approval of the Orange  
Polska Legal Director. For example,  
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 2012, no suppliers were rejected for 
failure to observe human rights.

In 2012, a great majority of agreements 
with our biggest suppliers included  
an ethics clause, though we did not keep 
accurate records. As from 2013, we intend 
to monitor the number of framework  
agreements with ethics clauses. Our goal 
is to have ethics clauses included  
in 90% of major agreements with suppliers 
by 2015.

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. Over 90% of purchases  
(by value) are effected under long-term 
contracts. 

standing relations with suppliers 

long-term agreements 93.7% 92.3% 

other agreements 6.3% 7.7% 

In 2012, no supplier exceed the 10% threshold in our overall purchase structure by value.

20122011

transparent procedures 
for selecting suppliers
We follow a competitive and open  
procurement policy, which provides for  
direct electronic placement of orders  
with suppliers. Currently, over 55% of orders 
are placed in the electronic form. 

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 deter- 
mine transparent rules of selecting sup-
pliers and concluding agreements, as well 
as confidentiality procedures for protecting 
information; it also addresses the conflict 
of interests and regulates the issue  
of gifts. Any breach or potential breach  
of the Code shall be reported by  
employees to their superiors or the Internal  
Audit Director. 

transparent rules 
of co-operation with  
alternative operators

TP S.A. performs its obligations resulting 
from regulatory decisions concerning  
equal and transparent procedures for  
co-operation with alternative operators 
(AO). The actual implementation of the 
requirement of non-discrimination of  
alternative operators were subject of  
detailed settlements with other telecom 
operators and the regulator, which led to 
the conclusion of the Memorandum of  
Understanding between TP S.A. and UKE 
in 2009. In a model of inter-operator  
relations adopted pursuant to MoU,  
additional supporting IT tools and  
transparent reporting methods were  
developed. 

In particular, a list of KPIs related to  
procedures for wholesale service provision, 
customer migration between operators 
and providing information about the  
telecommunication infrastructure (also to 
local government bodies) and available 
wholesale services has been agreed upon  
and the Good Practises Code has been 
developed. 

A considerable number of the solutions 
worked out in that process has been  
incorporated into subsequent regulatory 
decisions which determine TP S.A.’s  
obligations with respect to wholesale  
relevant markets and reference offers. 

fines imposed on  
Orange Polska in 2012
In the reported period, no fines were  
imposed on Orange Polska and no final 
and binding rulings upholding fines  
were issued in appellate proceedings  
in connection with breach of competition 
regulations. 

Regulatory compliance 

Total number of fines  0 4 

Total amount of fines, in PLN mn 0.0 0.7 

final and binding rulings in appellate  
proceedings which upheld fines 

fines imposed 

Information on fines

Four final and binding rulings in appellate 
proceedings which upheld UKE’s  
decisions concerned fines for delays  
or alleged failure to submit information  
or documents to UKE. 

In the reported period, no fines  
were imposed on Orange Polska  
in connection with product/service  
information and marking or the rules of 
marketing communication, i.e. promotion,  
advertising and sponsoring. 

In the reported period, no fines were 
imposed on Orange Polska and no final 
and binding rulings upholding fines  
were issued in appellate proceedings  
in connection with non-compliance of  
delivery/provision of products/services 
with the relevant laws and regulations.

For information about fines previously 
imposed on Orange Polska please  
see Note 28. Litigation and claims  
(including contingent liabilities) to the 

Consolidated Financial Statements of the 
Telekomunikacja Polska Group for the 
year ended 31 December 2012, prepared 
under International Financial Reporting 
Standards.
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To be a good employer.

CSR Strategy

It is important to change the way of thinking about people and to perceive them not only as human resources, but also as 
a component of social capital and a unique source of competitive advantage. This should be accompanied by building and 
promoting a corporate culture based on conviction that any work is important and that employees in any position deserve respect.

A vision of sustainable development of the Polish business by 2050 

Jacek Kowalski
TP S.A. Board Member 

in charge of Human Resources 

Expertise, skills and commitment of employees are the company’s greatest asset. 
Hence, corporate social responsibility should start in the company. This involves an 
open dialogue with employees over the presence and the future of the organisation, 
as well as building employees’ involvement in the pursuit of the company’s  
goals or supporting their innovativeness. This is why it is so important to invest in the  
development of employees, motivate them to efficient work, create friendly work 
environment and good atmosphere, and support and assist them in difficult  
situations in life. 
One of the challenges within the company is the implementation of the diversity  
policy based on respect for differences and recognition of their potential. This is why 
we have incorporated these values into our manager development standards and 
Orange Polska has become a signatory of the Diversity Charter. 
Our ambition is to be recognised as the best employer and win the TOP Employers 
Europe award. 

The key to a company’s success is its employees. Orange Polska employs 
over 22,000 people throughout Poland. For us, social responsibility begins in 
the company and is based on relations with our employees. We attach great 
importance to ensuring equal treatment, clear evaluation and promotion criteria, 
professional and personal development opportunities, as well as good and safe 
working conditions. 

5.1. listening to employees’ opinions 
Listening to employees’ opinions about 
the company, seeking solutions to the 
problems raised and suggesting the  
relevant improvements are fundamental 
to building a position of a good employer. 

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 identi-
fying strengths and weaknesses in  
the functioning of the company  
as an employer. 

Furthermore, in 2012, the employee survey 
was combined with a survey of satisfaction 
from internal services. The latter aims to 
determine employees’ satisfaction from 
services of support functions, such as HR, 
Administration or IT, and the quality of 
co-operation between various business 
units, and thus to ensure friendly work 
environment. 

In 2012, the combined survey was  
addressed to all employees of TP S.A., 
PTK Centertel, Orange Customer  
Service and TP TelTech, that is a total  
of about 21,000 people, and 68% of  
regular employees responded. In 2012,  
employees’ attachment to the company 
grew by impressive 6 percentage points, 
i.e. from 50% to 56%. 

We are also better perceived as an  
employer (76% positive answers; up from 
72%) and so are our corporate culture and 
values (80%; up from 59%). 66% of our 
employees would recommend our  
company as a good employer.

There is also an ambassadorship  
movement within the company,  
which 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. 
Ambassadors prepare and conduct  
training related to corporate values and 
culture as well as strategic challenges. 

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, which 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. In PTK Centertel and OCS,  
the rights of trade unions and their  
members are determined 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 Employee Council has been establi-
shed in TP S.A. pursuant to the Act  
on informing and consulting 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 Council 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.

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);

 � 19 enterprisewide trade unions:  
on this level, detailed regulations 
(e.g. work regulations, remuneration 
policy) are negotiated.

responsible employer responsible employer
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As of the end of December 2012, trade 
unions in TP S.A. had a total membership 
of 4,111 people, i.e. 28.9% of TP S.A.’s 
workforce. The interests of employees are 
also represented on the France Telecom 
Orange Group’s European Works Council, 
as TP S.A.’s representatives sit there. 

There are two trade union organisations in 
PTK Centertel. As of the end of December 
2012, they had total membership of 128 
people, i.e. 7% of all employees. 

On 24 October 2011, TP S.A. Manage-
ment Board and trade unions signed 
a 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,  
recruitment and outsourcing), pay rises 
and compensation for departing  
employees who cannot adapt their  
professional profile to the changing  
market needs.

On 6 December 2012, an agreement was 
reached with trade unions on detailed 
procedures for the implementation of the 
2012-2013 Social Agreement in 2013.  

A departure cap was set and it was  
agreed that the primary criterion for  
selecting people to leave would be their 
intention to voluntarily terminate the  
contract of employment by mutual  
agreement of the parties for reasons  
unrelated to the employee.

In December 2012, also PTK Centertel 
signed an agreement with trade unions  
to determine the terms of voluntary  
departures in 2013.

In Orange Polska, employees benefit from 
clear and transparent privileges specified 
in the Intragroup Collective Labour  
Agreement (ICLA; in case of TP S.A.)  
or the Collectively Agreed Rules  
(in case of PTK Centertel and Orange  
Customer Service). In particular, these 
documents regulate matters related to the 
establishment and termination of  
employment relationship, working time, 
leaves, remuneration and other employee 
benefits policy, occupational health and 
safety as well as medical services.  
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 unrelated to the 
employee as well as higher gratuity  
payments to retiring or disabled  
employees. 89% of Orange Polska’s  
employees are covered by ICLA.

One of major subjects of our dialogue  
with trade unions is workforce  
optimisation. The increasing demands of 
the highly competitive market, automation  
of processes and changing competence 
needs have forced us to further optimise 
our workforce. All changes in this  
area are agreed upon with trade union 
representatives.

Under the 2012-2013 Social Agreement, 
up to 2,300 employees will be able  
to make use of the voluntary departure 
programme, including up to 1,150  
employees who were eligible in 2012.

Departures – total* 3,055** 1,983

Departures – men 1,023 951

Departures – women 2,032 1,032

Departures – up to 30 years of age 773 534

Departures – 31-50 years of age 1,584 1,016 

Departures – over 50 years of age 698 433 

Turnover ratio – aggregate 13.6% 9.02% 

Turnover ratio – women 10.4% 9.91% 

Turnover ratio – men 16.1% 8.33% 

Turnover ratio – up to 30 years of age 25.8% 15.91% 

Turnover ratio – 31-50 years of age 10.5% 6.92% 

Turnover ratio – over 50 years of age 15.9% 10.96% 

20122011Departures and employee turnover ratio 
by age groups and sex in Orange Polska

* All departures: voluntary, upon employer’s or employee’s initiative, upon mutual agreement, retirement, etc., excluding intragroup transfers (e.g. if a TP S.A. employee departs for OCS)

** 2011 departures include sales of Emitel (in June 2011) with the workforce of 936 people

5.2. equal in diversity 
Ensuring transparent criteria for evaluating and rewarding employees as well as 
implementing equal opportunity principles are among the basic conditions to be 
met by any socially responsible company. 

Total workforce (active full-time positions) 23,560 22,235

Men employed 13,041 12,371

Women employed 10,519 9,864

People hired under employment contracts 23,286 21,920

People hired under other schemes 7,201* 7,949*

Full-time employees 22,974 21,622

Part-time employees 586 613

Employees of 30 or less years of age 3,793 3,887

Employees of 31–50 years of age 15,388 14,507

Employees over 50 years of age 4,379 3,841

Average age of employees 39.6 40.1

% of women in the workforce 44.6% 44.4%

Employees in managerial positions 3,605 3,729

Female managers 966 1,019

Male managers 2,639 2,710

% of women in managerial positions 26.8% 27.3%

20122011Company’s workforce by type of employment or type of employment contract 

* Personnel outsourcing (full time positions)

** Data for Orange Polska major companies, in which a uniform employee evaluation scheme is followed

An annual employee evaluation scheme 
has been functioning in Orange Polska 
major companies (TP S.A., PTK Centertel 
and OCS) for several years. In 2012,  
we changed its formula to link the  
evaluation of employees with their  
development more closely. As a result, the 
annual appraisal provides an opportunity 

for an employee to meet with the manager 
for the purpose of performance evaluation 
as well as competence and professional 
potential assessment.  

Evaluation covers the individual  
competence as well as some priorities 
common for all employees: compliance 

with strategy, customer orientation  
and team work; for managers, also an 
equal treatment indicator is taken into  
account. A new feature in this edition  
was compliance with corporate values.

20,230 (99%)
employees in the annual evaluation scheme**

responsible employer responsible employer
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Business challenges we face are reflected 
in a management model that we want to 
follow. The 360° feedback model facilitates 
the development of a common culture of 
work, communication and management. 
The 360° feedback assessment in Orange 
Polska is one of the biggest such  
processes in this part of Europe.  
All team leaders in TP S.A., PTK Centertel, 
Orange Customer Service and selected 
six other Orange Polska companies  
(a total of almost 3,000 people) are invited 
to participate. The 360° feedback  
assessment of all managers is conducted 
every two years.

The annual evaluation procedure is  
followed by succession planning, that is a 
process of identification and development 
of employees who are candidates for  
taking key positions in Orange Polska.  
The process aims at ensuring the  
continuity of management in key  
positions, while getting the best from  
the managerial potential inside the  
company. The succession process is a 
major contributor to new managerial staff: 
people from the list of successors  
accounted for 77% of all promotions to 
key positions last year.

In order to attract and retain employees  
of high professional potential, and to  
provide them with qualification and  
competence development opportunities, 
we have developed a mobility policy in the  
company and offer transfer benefits to 
employees who change their workplace; 
in addition, the existing employees are 
preferred in recruitment for positions in 
various Orange Polska companies.  
Over 1,000 job offers appear in Orange 
Polska’s internal labour market annually.

We have also launched the Development 
Navigator programme to assist our  
employees in determining their strengths, 
development areas and further career  
paths in Orange Polska. Meetings with 
professional development advisors  
facilitate 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.  
Our employees are also offered  
international career opportunities within 
the International Mobility programme.  
It aims at strengthening business  
collaboration and sharing best experiences 
in all areas of activity of our global  
organisation. The programme increases 
mobility of employees within the  
FT Orange Group and facilitates  
identification and retention of people  
with high professional qualifications and 
great development potential. 

recognising diversity 

Differences between employees, such  
as age, gender, life attitudes, beliefs or 
professional profiles, widen our horizons 
and increase the efficiency of our teams 
and contribute to better understanding of 
the needs of our customers. We believe 
that competent workplace diversity  
management creates new opportunities 
for everyone. For us, diversity is an asset 
which enables us to fully utilise and  
develop the potential of every employee.

The development of a culture based on 
mutual respect for differences between  
us is a key priority for us. As we believe 
that education is crucial to achieve it,  
we disseminate knowledge about this  
issue among our employees.

Diversity issues are addressed in our Code 
of Ethics, which determines procedures 
enabling employees to notify any  
irregularities, particularly related to  
discrimination or mobbing. Our staff  
portal explains 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). In order to effectively prevent 
any discrimination and build friendly  
atmosphere at work we provide for proper 
managerial training. All our managers have 
to complete an e-learning course in  
discrimination and mobbing prevention.
Ensuring equal access to positions in  
the company, regardless of gender or  

age, from the recruitment process to  
subsequent professional development  
is a major priority for us. Three years ago 
we added a special clause to our  
recruitment procedure, under which our 
advisors have to recommend candidates 
of both sexes to all positions. In addition, 
we are going to promote examples of 
women’s careers in the recruitment  
area, account for diversity in new  
recruitment visualisation and monitor the 
rate of recommending women for  
particular positions. Our remuneration 
system promotes  competence and  
commitment. In the employee  
development area we will intensively  
promote a new competence, “diversity  
management”, among our managers.

A major challenge for Orange Polska  
is to promote professional activity and 
development of women and to increase 
their percentage in management.  

Therefore, we have set specific goals  
in this area, such as to maintain  the  
percentage of women in managerial  
positions (in TP S.A., PTK Centertel and 
OCS) at 35% by 2015 and increase  
the percentage of successor groups  
with at least one woman for TOP 350 
positions  to 65% (from 48.8% in 2012).

As part of our efforts to promote equal 
access of women to managerial positions 
in Poland, Orange Polska has supported 
EPWN (European Professional Women’s 
Network) Warsaw, which was established 
in 2011. Its main purpose is to support  
the equality of women and men and  
promote equality of opportunity through 
all career stages. Networking is an  
important form of co-operation within the 
organisation. We want to share our  
knowledge and experience in equality  
issues with representatives of other  
companies. We believe that as a result of 
co-operation with best experts in an  
international environment we will be able 
to look at the issue of diversity in a broader 
context. Therefore, since 2012, we have 
been participating in a platform for  
knowledge and experience exchange  
funded by the European Commission.

Together with representatives of other 
companies from various countries we  
share experiences and work out better 
solutions for diversity management  
in business. The platform has been  
established to support voluntary initiatives 
and show the potential business benefits 
of diversity management in the workplace. 
In addition, the purpose of the platform  
is to promote and co-ordinate diversity 
initiatives across Europe. 

We hope that our voice and the example 
of our company will demonstrate tangible 
benefits of incorporating diversity into 
business strategies.  

The importance we attach to diversity  
is confirmed by the fact that Orange 
Polska signed the Diversity Charter on 14 
February 2012 and became the main 
partner of the Charter in Poland in 2012.  

The content of the Polish Charter was 
developed by working groups composed 
of representatives of three sectors: 
business, administration and NGOs.  
A major element of the process involved 
consultations with organisations 
representing various social groups, 
including the disabled, elderly people, 
parents or sexual and religious minorities. 

For us, being a signatory and the main 
partner of the Charter is a commitment to 
promote diversity principles and motivation 
to seek constant development and 
improvement within the company.

Supporting diversity is, in a sense, an investment. The employer which recognises 
and appreciates differences between employees is able to develop a friendly 
and open workplace, where all people feel respected and can develop their  
potential regardless of their age, origin, beliefs or current life situation.  
On the other hand, such workplace is more attractive for potential new joiners. 
Diverse teams can identify customer needs better and are more creative, which 
consequently contributes to the achievement of business objectives. We believe 
that diversity is the key success factor for us and proper diversity management 
helps to retain and develop talents today and will attract new talents to Orange 
Polska tomorrow. 

Marcelina Pytlarczyk
Chief Specialist  
for PA and CSR 

transparent  
remuneration policy

Orange Polska has followed a uniform and 
transparent remuneration policy based on 
equal treatment, fair assessment and non-
discrimination. In 2012, the ratio of the 
basic salary of women to that of men was 
94.5% in managerial positions and 84.9% 
in non-managerial positions. 

Our employees are offered salaries adequate 
to the market level of wages in Poland.
Employee’s salary depends on the scope 
of responsibilities and a group to which the 
position is assigned. 

We also consider the quality of work, 
performance, experience and  competence, 
as assessed by the employee’s direct 
superior. 

The remuneration policy adopted by  
Orange Polska aims at the following:

 � to provide transparent  
and competitive principles of 
remuneration;

 � to increase 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.

* TOP 350 - Orange Polska top managers.
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5.3. sustainable development of employees
In Orange we believe that strengthening what is the best in people is a guarantee of their professional and personal success.  
We carry out a number of training programmes aimed at developing competence and preparing people to meet the strategic 
challenges faced by the company. Our employees improve their specialist and language skills and are eligible for co-financing  
of graduate or post-graduate studies, including MBA.

Training in Orange Polska 

Employees trained (in ‘000) 22.9 21.4

Hours of training (in ‘000) 637.1 606.8

Average number of training hours per employee per year 27.6 28.4

20122011

For various functions within the 
organisation we carry out Professional 
Schools, which provide opportunities for 
development of professional skills and 
competence. The teachers in the Schools 
are company’s own employees who have 
gained expertise in their respective fields 
and, in addition to specialist 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. There are 16 Professional 
Schools with 90 experts. So far, over 6,000 
people have completed training organised 
by them. 

For several years, we have carried out 
a programme for identification and 
development of managerial talents, Talent 
Review. In the programme, we want 
people full of initiative and with tangible 
achievements and the potential and 
motivation to be managers, who build 
constructive relations with other people, 
act in compliance with Orange values  
and are committed and willing to take up 
new challenges. The employees who act 
in accordance with Orange values and  
priorities on an everyday basis and have 
the motivation to be team leaders can  
be recommended to the Orange Polska 
Talent Group. 

We also consider whether they build good 
relations with co-workers and are able to 

work with them towards common goals. 
People from the Talent Group are 
considered first during recruitment to 
managerial positions. They can be covered 
by dedicated development programmes  
or get a chance to participate in the 
company’s key projects. In addition,  
Talent Group members need to face  
social challenges, e.g. in volunteering 
projects carried out together with the 
Orange Foundation. There were 284 
people in the Talent Group as of the  
end of 2012.

We have launched an international 
development programme, Orange 
Campus, to promote uniform management 
standards across the France Telecom 
Orange Group. It is offered to all managers 
in 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. Training focuses on the 
management style, 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.

In addition, employees departing from  
the company 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.
Our employees and partners are offered 
the On-line Educational Portal, which can 
be used also outside the workplace.  
We use the Development Products Library, 
which gathers e-learning courses for the 
development of both personal and 
professional skills. There are e-books, 
films, descriptions of development tasks, 
titles and abstracts of articles and  
books, information about courses and 
workshops as well as a number of other 
proposals in the library, which currently 
contains 7,900 educational items.

As befits a telecommunication company, 
we broadly use e-learning tools for training. 
Our portfolio includes 3,839 e-learning 
courses, including interactive training  
in ethics, corporate social responsibility  
or non-discrimination principles.

Our employees are also invited to attend 
mini-internship, i.e. a few days on-the-job 
training in another team of Orange Polska. 
The programme is addressed to those  
for whom co-operation with other units  
of Orange Polska is a part of everyday  
responsibilities or those whose activities 
support other employees and business 
processes. It is also intended for new  
joiners who should quickly get acquainted 
with the company as well as active people 
seeking new professional development 
opportunities.

We also organise integration training.  
One of its options, which goes beyond 
typical team-building tasks and has  
been gaining popularity, is to combine  
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, which presents  
methods for coping with emotions  
and difficult situations at or outside  
the workplace. 

recognising and honouring 
good employees 
We strive to recognise outstanding  
employees. Every year we organise the 
Orange Stars contest. 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  
associates. The winners are an important 
opinion group and are invited to join  
the key projects implemented within  
the company. 

We also encourage people to be creative 
and look for interesting solutions to  
streamline the company’s activities.  
The Telecreator contest promotes  
innovation and inventiveness, seeking 
practical ideas from our employees  
and partners. In particular, the contest 
supports the development of initiatives 
related to Orange Polska’s market offer, 
image enhancement as well as technical 
and organisational improvements.  
A number of the solutions proposed in  
the contest is subsequently implemented 
within the company. 

concern for our  
prospective employees: 
students

Orange Polska has carried out its Student 
Training Programme 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.  
The programme involves workshops,  
a contest, an ambassadorship project, 
Orange Student Clubs and paid student 
training in Orange Polska.

A major part of the programme is the  
nationwide Your Perspective contest  
addressed to young people who are  
fascinated by modern technologies and 

their use in new business areas and  
everyday life. The contest is held  
in stages and divided into three  
categories: telecommunications,  
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, who are students 
selected according to strict criteria. 

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. We are  
also one of the permanent partners of the 
“Play for Internship” competition.
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passion and commitment 

In the Orange Passion programme we 
enable our 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 as well as a 
contest in which the winning projects are 
granted financial support. Each year, 
there are auctions of paintings and 
photographs of our artists and the 
proceeds go to social causes. 

And through the Orange Community we 
promote any individual or group social 
initiatives of our employees. We invite 
them to join our corporate volunteering 
programme and participate in the 
implementation of projects carried out 
by the Orange Foundation or the 
organisation of community events.  
We support charity concerts, exhibitions 
and auctions and organise blood 
donation campaigns. We inform our 
volunteers about any new projects or aid 
initiatives on a current basis. 

The Orange Community also publishes  
a special newsletter for those interested in 
such initiatives, which presents current  
offers for Orange Polska’s volunteers  
and their families. 
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 preferential terms, discounts 
on insurance and transport services as 
well as attractive offers in the area of 
education, tourism and sports.

5.4. good working conditions 
We do not forget about the essentials of the friendly workplace.  
We care about the safety of our employees as well as their health and decent  
old-age pension. We provide preventive health care and promote sporting 
activities of our employees. In difficult life situations we offer help and support.

safety at work

We ensure a safe and friendly work 
environment for our employees. Workplace 
conditions are monitored by specialists 
from our Occupational Health and Safety 
Department. They recommend actions to 
improve work environment to the employer. 
They also support managers in ensuring 
safe working conditions. Each employee 
has access to OHS training and a broad 
range of medical services. 

In 2012, PTK Centertel modified its 
Procedures for Identification of Hazards 
and Evaluation of Related Professional 
Risks at Workplaces (PROC 0663/E) in 
order to unify the workplace risk estimation 
methodology and update the existing risk 
assessments. 

In our efforts to ensure safety,  
we co-operate with social partners,  
who have been involved in the  
Friendly Workplace project, the work  
of the OHS Committee and accident 
investigation procedures (any team to 
carry out such a procedure includes one 
social labour inspector, who represents 
employees). 

The number of accidents in TP S.A.  
increased year-on-year, from 52 to 60. 
However, it did not result from 
deteriorating working conditions.  
A total of 61 employees were injured  
(one accident involved two employees). 

Like in previous years, no fatal or serious 
accidents were reported in TP S.A.,  
PTK Centertel or OCS. One case  
of occupational disease was diagnosed.

Ewa Krauze
Occupational Health 

and Safety Department Manager

Last year, a special challenge for us, also in terms of ensuring safe working conditions, 
was the preparations for EURO 2012. A team of experts developed an occupational-
health-and-safety training curriculum for Digital Couches and subsequently 
trained approximately 600 people. We also conducted OHS inspections of the 
technical facilities to be used for communication purposes during the tournament.  
In addition, a workplace risk appraisal was developed for people involved in technical 
assistance for EURO 2012. 
Also rebranding changes, which involved new arrangement of our sales outlets, 
were evaluated in terms of occupational health and safety, and we took part in the 
construction and refurbishment work acceptance procedures. 

20122011

Work-related accidents 

TP S.A. 3.5 4.1

PTK Centertel 2.7 3.9

OCS 3.0 1.8

days off work due to work-related accidents 

TP S.A. 2,419 2,402

PTK Centertel 264 177

OCS 620 331

accident severity rate*

TP S.A. 46.5 40.0

PTK Centertel 44.0 25.3

OCS 41.3 41.4

* Number of days off per accident

accident frequency rate 
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In 2012, TP S.A. and PTK Centertel  
introduced the start from home scheme, 
that is starting work directly from  
the place of residence. The solution is  
dedicated to our field employees.  
They can confirm their work attendance 
by SMS without the need to appear  
in person in the office every day.  
Dissemination of this scheme will be our 
challenge in 2013 and subsequent years. 

In 2012, a group of Orange Labs  
employees was covered by a new  
telecommuting project. We provided  
them with all the elements required  
for remote work (network access,  
proper protection facilities, etc.) and  
prepared a convenient room with  
hotdesks for this group. In 2013, we plan 
to extend our telecommuting scheme to 
other departments and locations in Poland.

Telecommuting generates cost savings for the employer, while responding to the 
diverse needs of employees. We offer this form of employment mainly to young 
parents, expectant mothers or persons with confirmed disabilities. For this group 
of employees, it is a much more convenient way to perform work, which enables 
them to reconcile work and family obligations; and for the handicapped, it enables 
professional fulfilment.

Joanna Włodarczyk
HR Director 

telecommuting

Sustained development involves also an 
ability to maintain harmony between work 
and private life. New forms of work and the 
use of mobile phones and the Internet  
blur the division between time at and off 
work. However, new technologies can  
also help to maintain this balance, e.g.  
by telecommuting. 

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 preference to employees in custody  
of children aged four or less or children  
with disabilities as well as pregnant  
women. We have an obligation to provide 
telecommuters with necessary 
equipment, particularly enable them  
to use the relevant applications. 

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

Paweł Buchman
Administration Director 

Telecommuting is a modern approach to performance of the employee’s 
duties, focusing on task-based work. In this scheme, work depends on the 
tasks completed by the employee rather than the time they spend in the office.  
For some people it may offer an additional opportunity to earn, while for others it 
is the dream form of work, enabling them to harmoniously combine professional 
and private or family life.

5.5. additional benefits
Our employees are offered full medical 
services at 70 clinics of the Lux Med 
Group and CM LIM as well as 1,500 
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. 

Our current and retired employees as well 
as eligible members of their families may 
use the Company Social Benefits Fund, 
which 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 TP S.A., also Central Housing/Recreation/
Welfare Funds are available to employees.
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. 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 seven 
years since its establishment,  
the Fund has provided financial  
assistance to several dozen employees, 
totalling more than PLN 700,000.  
Owing to close co-operation with 
company’s welfare departments we  
are informed on a current basis about 
cases where assistance has been 
insufficient or impossible. Last year,  
we helped all people reported to the 
Orange Foundation.
TP S.A.’s employees can also seek 
financing of sports, tourist or cultural 
events from the Central Sports, Tourism 
and Culture Fund. On average, 2,000–
3,000 people use such an opportunity 
annually. In addition, almost 13,000 
employees use FitProfit bonus cards.

Since November 2001, all employees of 
TP S.A. have been eligible to participate 
in the Employee Retirement Plan (ERP). 
TP Employee Retirement Fund is the 
largest employee pension fund in Poland 
by both value of assets and number of 
participants. In 2012 (as of 31 December), 
83.3% 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 1,517 employees.  
Since 2011, also Orange Customer 
Service’s employees have been eligible  
for membership in the Fund. 

In 2012, 76.5% of OCS’s employees  
were covered by the scheme, while an 
additional premium was declared by  
422 people. The total value of assets of 
the Fund reached PLN 1.097 billion,  
while the accumulated profit totalled  
PLN 415.3 million (as of 31 December 
2012). TP S.A.’s ERP payments had 
totalled almost PLN 286 million by the  
end of December 2012.

We believe that the achievement of our business objectives is possible only  
as a result of the commitment of people who make up our company.  
Owing to them, Orange employees, and their work, expertise, experience and 
the kind of people they are, we can succeed and meet the challenges which the 
market and customers place on us.
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6.1. Orange Foundation 6.2. our volunteers     6.3. co-operation with social organisations and institutions     6.4. commitment to important issues

investing 

in society



To maintain high awareness of the company’s social 
initiatives and voluntary work programmes.

CSR Strategy

In consideration of its positive economic impact, supporting the social capital development is not only a challenge  
for state authorities and non-governmental organisations, but is also in the best interest of the Polish business. 

A vision of sustainable development of the Polish business by 2050

Social commitment is among major areas of Orange Polska’s corporate social 
responsibility. In our social initiatives we try to focus on the social challenges 
related to the company’s functioning in the market, that is modern technologies 
which support learning, relations with family and friends as well as participation 
in culture.

Total value of Orange Polska’s social commitment in 2012 (in PLN)

Jadwiga Czartoryska 
President 

of the Orange Foundation 

Access to the Internet and new technologies is the key step in a process of 
digitalisation. However, in order to smoothly navigate through the virtual world and 
get the best from the possibilities it offers, we need education. 
We need to show that there are also other activities on the web than entertainment. 
The Internet offers also a chance to discover the world, share knowledge or help 
others, regardless of the time and place, and get unlimited access to cultural 
resources. With proper assistance, thanks to new technologies young people  
can develop their creative potential to the benefit of themselves and others.  
And such assistance is provided to them in the projects carried out under the 
auspices of our Foundation. 
For the Orange Foundation it is a priority to respond to social changes related to the 
development of new technologies and the Internet. We want people to discover the 
world and develop by using these media in a creative manner.

14.1 mn
financial assistance  
(grants)

0.52 mn
aid in the form  
of services

1.13 mn
value of  
voluntary work

In line with our strategic approach to  
CSR, in 2012 we decided to implement  
the LBG model, an international standard 
to measure and report the value of 
corporate community investment. 

This model enables a company to 
determine the total value of its community 
initiatives, that is not only financial grants,  
but also the use of business mechanisms 
or corporate volunteering.

It is also useful in developing a system  
of evaluation of social initiatives, enabling 
the measurement of their both social and 
business impacts in the short and long run. 

Małgorzata Greszta
Sustained Growth 

Services (SGS) Manager 

Measuring the impact of their community programmes is one of the biggest  
challenges faced by any companies which undertake social initiatives on a strategic 
level. The methodology and tools of the LBG model respond to this challenge.  
We are particularly pleased with the involvement of such leaders as Orange,  
which together with its Foundation  carries out extensive social programmes.  
For two years we have been reviewing the outcomes together, and this report  
is the first to present a comprehensive picture of the company’s social initiatives.  
This is a clear example of how the companies’ community investment evolves,  
as financial assistance is effectively supplemented by other elements, such as 
services in case of Orange, which contribute to much wider social impacts. We want  
the model to be of practical use for CSR managers or foundations on a strategic 
level, and, this report, in my opinion, proves this unique value.

6.1. Orange Foundation 
Areas of social investments  
of the Orange Foundation 

The Orange Foundation (formerly  
TP Group Foundation) was established  
in 2005 to carry out CSR initiatives.  
Its mission is to carry out long-term 
community and educational programmes, 
especially in the areas related to the impact 
of new technologies on social issues.  
We strive to help not only by providing 
funds, but first of all our knowledge  
and skills as well as experience of Orange 
Polska’s employees.

Ewa Krupa
Director of the Orange Foundation 

A major element of corporate foundation management is to meet the highest 
standards in all activities. Strategic philanthropy is not just ad-hoc grants to 
beneficiaries, but rather well-thought-out long-term initiatives designed on the 
basis of a diagnosis of social needs and analysis of company’s own abilities,  
so that our actions can be really effective in selected areas. In addition, aiding should 
be transparent and based on the open competition formula and clear procedures,  
and its outputs should be subject to monitoring and evaluation. 
Since 2008, the Orange Foundation has been a member of the Donors Forum  
in Poland. It is an association of organisations which carry out their mission using  
open and transparent aiding processes and reliable and efficient resource  
management. The Foundation has also got actively involved in the Forum’s  
project which aims at raising the quality of corporate foundation activities. 

51%
education (particularly  
of local communities) 

35%
health care and social welfare

6%
employees’ activity

8% 
other 

51%

35%

6%

8%
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Orange Labs 

We believe that there is latent potential for 
common initiatives in local communities 
and the Internet and new technologies can 
contribute to its release. 

When used creatively, they help people to 
change their environment for the better.   
In 50 small towns we have developed 
multimedia Orange Labs in order to facilitate 
access to information, knowledge and 
technology among local communities. 
 

They are open to everybody, not only as  
a place for developing digital competence, 
buy also as a meeting space and a centre 
for interesting projects that integrate local 
communities. Orange Labs can be used 
by a total of 250,000 people. 

50 small towns have changed with Orange

The primary aim of the Orange Labs programme is to support the development of local communities through providing educational 
and cultural opportunities equal to those in big cities.

In the Orange Labs programme, we have 
helped to refurbish 50 rooms and then  
equipped them with computer stations with 
free access to the Internet, video game 
consoles and LCD TV sets. A major 
component of the project is an on-line 
platform, which enables sharing information  
and experience, undertaking common  
projects and developing the competence 
of the Labs’ leaders and users. 

The Orange Foundation in conjunction 
with animators and volunteers has carried 
out educational projects in Orange Labs, 

inspiring people to develop their passions, 
expand knowledge and undertake 
common initiatives with the aid of modern 
technologies. Importantly, each Lab’s 
purpose is ultimately determined by its 
leader, who knows local needs best. 

We support Lab animators through free 
training in development of leadership  
skills, social animation, work with 
volunteers, promotion and social media 
communications. In addition, we have 
launched an on-line knowledge sharing 
platform for Orange Lab users. It features 

a portfolio of ready-to-implement projects 
and a gamification module that uses game 
mechanisms for supporting social 
initiatives. 

Gamification 
It is the use of mechanics known  
from role-playing or computer games in 
other situations in order to increase 
people’s involvement. The technique  
is based on pleasure derived from 
subsequent achievements, competition, 
co-operation, etc. 

Karolina Kanar-Kossobudzka
Orange Labs programme

co-ordinator 

We have utilised gamification in the Orange Labs programme. By playing the ‘game’, 
the Labs are constantly motivated to keep involved in the programme and develop 
their expertise. Each Lab collects points for completed projects and activity on the 
on-line platform of the programme, which can be exchanged for prizes, such as 
games, sets of books or educational equipment. As part of gamification, the Orange 
Foundation puts challenges to the Labs, through which they broaden knowledge, 
implement innovative projects, gain new digital skills or learn how to communicate 
their activity. Owing to the play and learn combination, gamification gives satisfaction 
to all users and increases their competence, while the Labs change the reality of 
their towns. 

Orange Labs and the www.pracownieorange.pl platform are a unique project in Poland and a model example of the transfer  
of company’s know-how into the CSR area. For local communities, they are often the only public meeting place open to all inhabitants 
and, in case of the smallest towns, the centre of all local activities. 

2012 Programme Summary

additional funds 
gained for the project social outputs social impacts

 � PLN 1,500,000 – lab  
development plus equipment

 � PLN 150,000 – training  
for local animators  

 � PLN 10,000 – voluntary work 
 � PLN 70,000 – expert knowledge

 � 3,750 people involved 
in the development 
of labs 

 � 50 local partnerships 

 � 50 labs in small towns with  
population under 20,000 

 � 250,000 lab users 
 � 130 hours of training  
for local animators 

 � portfolio of educational scenarios 
 � on-line platform for  
sharing experience 

 � 1,250 opening hours per week 

 � access to the Internet  
in small towns 

 � technical and professional 
assistance to local animators  

 � strengthening the  
competence of people 

 � enabling people to share  
their passions and spend  
time together  

 � increasing knowledge about 
new technologies and wise 
use of the Internet 

outputs impactst

total inputs 

number of volunteers × number  
of hours × hourly rate 

employees’ time spent on the pro-
gramme implementation × hourly rate
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Orange Academy 

We believe that culture connects people, 
stimulates creativity, broadens horizons 
and teaches openness to others; and the 
Internet and new technologies are not 
only entertainment but also the key to 
discovering the world and developing 
passions and talents. 

The Orange Academy introduces children 
and young people to the world of culture 
in an unconventional way, that is  
through modern technologies. Under the 
guidance of animators, they discover their 

own abilities and become conscious 
recipients and creators of culture. 

The Orange Academy is an open grant 
scheme for NGOs and cultural and  
educational institutions which carry out  
modern cultural education initiatives  
for children and youth. We support  
and inspire these organisations in using 
innovative educational tools and  
methods to discover, together with young 
people, new ways of modern cultural 
education. As a rule, each project in the 
programme is a joint venture of at least 
two organisations. 

In the Orange Academy we promote 
good practices: all materials and  
ready-to-implement lesson scenarios are  
placed on the www.akademiaorange.pl 
portal under a Creative Commons  
Polska 3.0 free licence (recognising  
the authorship). This huge database 
provides knowledge and inspiration  
to both experienced animators and  
those who begin their adventure  
with culture animation. Each edition of 
the Orange Academy results in the 
implementation of over 40 projects, which 
involve over 5,000 young participants

2012 Programme Summary

additional funds 
gained for the project social outputs social impacts 

 � PLN 1,500,000  
– grant programme

 � PLN 90,000 – educational  
materials and meetings 

 � PLN 34,000 – organisation  
of an exhibition to promote  
the project outputs

 � PLN 60,000 – expert knowledge

 � 46 social partnerships 
established 

 � implementation of 46 educational 
and cultural projects 

 � training of 80 animators in project 
management, effective motivation 
of oneself and others, team work 
benefits and use of Creative  
Commons 

 � 5,126 people participated  
in the Orange Academy projects 

 � akademiaorange.pl portal with 
open-licence lesson scenarios  
and materials, available to  
everyone 

 � increasing the activity  
of children and young people 
in culture using new media 

 � gaining new digital  
competence by participants 

 � increased motivation  
and leadership competence  
of the culture animators  
implementing the projects 

 � expanded portfolio of open 
educational resources on the 
akademiaorange.pl website 

 � increasing the knowledge  
of culture animators  
(employees of NGOs or  
cultural institutions) about 
Creative Commons open  
licences 

outputs impacts

total inputs

Phone to Mum

Children in hospital care need contact with 
their families. Equally important is the 
space which surrounds them and the 
opportunities it provides. The time between 
diagnostic or therapeutic procedures does 
not have to be boring, but can be spent 
on interesting educational activities if 
children are offered conditions for 
developing, learning and playing. 

Phone to Mum is a programme which 
enables children in hospitals to call their 
families free of charge every time they need 
it. In 2003, our company installed colourful 
phones in almost every hospital ward in 
Poland, and the Orange Foundation has 
been regularly distributing cards which 
young patients can use for free calls. 

Nowadays, when te lephone 
communications have significantly 
changed and lots of children have  
their own mobile phones, the Orange 
Foundation has set new objectives for its 
activity in hospitals. Moving with the  
times, in 2009 it equipped 100 hospital 
schools with computers and in 2012  
it created Orange Educational Islands  
or educational multimedia stations in  
20 children’s wards nationwide.  
They are equipped with selected software, 
educational games, audio fairy tales and 
other multimedia materials which stimulate 
comprehensive development of children. 
They help to improve their memory,  
concentration, visual-motor co-ordination 
and logical reasoning. As a result, staying 
in hospital is more friendly and attractive 
to children and the time between medical 

procedures is filled with learning through 
play. Orange volunteers eagerly join our 
initiatives for children in hospitals.  
They visit young patients, conduct classes 
and refurbish hospital common rooms, 
transforming them into colourful Fairy  
Tale Corners, where children can play  
and learn, having a great time. In 2012,  
46 Fairy Tale Corners were created  
through efforts of our volunteers, bringing 
their number to over 100 in hospitals all 
over Poland. 

We also invite other companies and their 
employees to get involved in this initiative. 
It has become a tradition that each  
December our volunteers dressed as  
Santas visit children in hospitals, spending 
time with them and giving Christmas gifts. 

2012 Programme Summary

additional funds 
gained for the project social outputs social impacts 

 � PLN 1, 510,922 – value of  
phone cards distributed  
in hospitals

 � PLN 35,000 – drawing contest 
for children in hospitals  

 � PLN 61,904 – Orange  
Educational Islands 

 � PLN 250,000 – Christmas gift 
campaign in hospitals  

 � PLN 85,000 – work of  
750 Santa volunteers  

 � PLN 70,000 – work of 460  
volunteers involved in Fairy  
Tale Corners  

 � PLN 80,000 – expert knowledge 

 � PLN 100,000  
– involvement  
of other volunteers 

 � gaining partners 
(other companies)  
to develop Fairy  
Tale Corners 

 � 959 Phones to Mum  
operating in hospitals  

 � 157,417 free phone cards  
distributed among children  

 � 700,000 children in 536 locations 
could call home free of charge 

 � 7 mn minutes of contact  
with families 

 � 836 children in a drawing contest 
 � 25 Educational Islands in hospitals  
 � 100,000 children using  
Educational Islands 

 � 300,000 children using  
Fairy Tale Corners 

 � 14,000 children received  
Christmas gifts 

 � 46 new Fairy Tale Corners 

 � lifted mood of children  
in hospitals (100% opinions)

 � making hospitals more  
child friendly (86%) 

 � ensuring better and more 
educational organisation of 
children’s free time in hospitals  

 � expanding the  
educational portfolio 

 � enabling new forms 
of children’s free time activity 

outputs impacts 

total inputs 
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Sounds of Dreams

We want all children to have equal access 
to education, culture and science.  
Therefore we support the development  
of deaf children, who are often at risk of 
limited access not only to the digital world, 
but also the hearing society around them. 
Sounds of Dreams is a nationwide  
programme for the rehabilitation of young 
children with hearing impairments,  

providing early hearing and speech therapy 
for deaf children to enable them to function 
more effectively in the world of sounds. 

The Orange Foundation provides 
comprehensive assistance to children  
with hearing loss right from the initial 
diagnosis and aims to ensure their 
rehabilitation as early as possible.  
It also strives to raise social awareness of 
the needs of children with impaired hearing. 

As part of the programme, the Foundation 
has established 18 hearing aid banks 
across Poland, which lend fitting hearing 
aids free of charge. In addition, those 
covered by the programme are offered 
rehabilitation at home and participation  
in summer rehabilitation camps,  
during which the youngest patients  
and their guardians attend intensive 
individual therapy. 

2012 Programme Summary

additional funds 
gained for the project social outputs social impacts

 � PLN 1,264,778  
– rehabilitation at home

 � PLN 292,980  
– rehabilitation camps 

 � PLN 44,600 – functioning  
of hearing aid banks 

 � PLN 7,680 – value of the  
company’s services (free infoline) 

 � PLN 150,000  
– expert knowledge 

 � PLN 342,599.28  
– public fundraising 
for hearing aids 

 � 302 children using hearing aids 
 � 530 hearing aids lent 
 � 723 hearing aids available,  
including 308 new ones 
(purchased from the funds from  
a fundraising campaign)

 � 367 children subject to  
rehabilitation at home  

 � 228 therapists conducting  
therapy of children 

 � 3 rehabilitation camps  
 � 90 children with guardians  
attending rehabilitation camps 

 � 3 conferences presenting  
the objectives, means and effects 
of rehabilitation of young children 
with hearing impairments 

 � 86% of children ending their 
participation in the  
programme use speech as 
their primary means of  
communication

 � over 76% of children ending 
therapy after 6 stages of  
rehabilitation at home or  
due to age continue their  
education in mass or  
integration kindergartens 

 � increasing the competence 
of parents in working with 
children with impaired hearing 
through getting them involved 
in the therapy of their children 

 � raising social awareness  
of the needs of children with 
impaired hearing and of their 
families 

outputs impacts

total inputs

grants to NGOs 

In addition to the implementation of its  
own original programmes, the Foundation 
supports 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 community life. The “Grants” 
section on the Foundation’s website,  
www.fundacja.orange.pl, contains a grant 
application form and the description of the 
grant awarding procedures. 

In 2012, the Orange Foundation continued 
its regular collaboration with Poland’s 
largest non-governmental organisations, 
including Synapsis Foundation (joint  
publication of the “Mary and I” book),  
ABC XXI All of Poland Reads to Kids  
Foundation (as the Main Partner of the 
On-line University of Wise Education), 

Friends of Integration Association in 
Warsaw, Volunteering Centre Association 
in Warsaw, Museum of the History of 
Polish Jews, Good Net Foundation  
(co-founding an e-volunteering portal, 
e-wolontariat.pl and a scholarship portal, 
MojeStypendium.pl) as well as a number 
of other foundations, associations and 
cultural institutions. 

The Orange Foundation also collaborates 
with small organisations and  
associations which are often the only  
ones on the local level to inspire  
and animate the development of children 
and young people. These small 
organisations have huge potential,  
yet frequently find it most difficult to raise 
funds. The Orange Foundation is an 
important partner for them, enabling them 
to gain momentum and become reliable 
for other potential donors. 

In addition, as a continuation of regular 
support which started in previous  
years, the Foundation donated another 
batch of money for bridge scholarships  
granted by the Educational Enterprise 
Foundation and educational scholarships 
for children of the victims of catastrophes 
in the Halemba and Pokój coal mines. 

To learn more:
 
please visit the Orange Foundation’s 
website 
www.fundacja.orange.pl  
www.facebook.com/Fundacja Orange
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6.2. our volunteers

2,120

1,1802011

2012
number of volunteers 

16,020

8,130

number of hours worked by volunteers (estimated)

70

60

number of local projects (suppor-
ted through grants/competitions)

Among us, there are a lot of socially  
sensitive people, who eagerly and selflessly 
share their knowledge and good energy 
with others; these are volunteers.  
Orange Polska volunteers get involved  
in charity initiatives all over Poland.  
Our Foundation encourages them to share 
their knowledge, competence and  
positive energy with others. We also 
support their own original ideas for  
helping local communities. 

Volunteers join programmes of our 
Foundation or a number of other social 
initiatives. We offer organisational, 
technical and financial support to them. 
Orange’s employees can use a dedicated 
application to monitor campaigns which 
they can join as volunteers or publish 
announcements  
or reports in their projects. Our corporate 
volunteers act individually or in teams, 
often also during training events,  
when traditional integration activities, such 
as quad riding, are replaced by social 

campaigns. Our volunteers teach  
the youngest Internet users how to use 
the web safely and help them to take their 
first steps in using computers and virtual  
tools. Through various initiatives they  
help children in hospitals or children’s 
homes or support local communities 
through refurbishment projects, charity 
auctions or blood donation campaigns. 
Each year, during the Christmas season, 
Orange Santas visit 14,000 children  
in hospital care. 

Thanks to our volunteers, by the end  
of 2012, 12,000 children in Poland had 
learnt how to navigate safely through the 
web and 100 colourful common rooms, 
Fairy Tale Corners, had been established 
in hospitals. 

Every year we organise the Volunteering 
Week in the company to review 
volunteering efforts as well as present  
the projects our employees can join  and 
a grant competition for their own 

volunteering initiatives. In 2012, our 
example was followed by other countries 
in which Orange is present and the 
Volunteering Week was celebrated in  
14 countries on 3 continents. 

Each year we honour the most active  
people who act for the common good with 
the “Together for Others” badge.

 � 324 volunteers were implementing 
their own projects under a grant 
competition; 

 � 76 volunteers were teaching children 
about the Internet safety;

 � 320 volunteers were integrating  
through volunteering;

 � 47 employees joined the programme 
during the Volunteering Week;

 � 750 volunteers dressed as Santas 
visited children in hospitals,  
giving them gifts.

Sebastian Grabowski 
Director of Service Platforms 

and Middleware Unit  
of Orange Labs

For me, corporate volunteering is one of the most effective methods for employee 
management and development; it teaches employees to get involved in something 
more than work and tells more about the company’s mission than only stressing its 
pursuit of goals and objectives. Employees get a chance to discover one another in 
different roles and work together for a common goal. It also provides an opportunity 
for sharing experience and teaches solidarity. This is why we always combine our 
training events with volunteering initiatives. In 2012, we went to Orżyny to paint a 
school building and revamp school grounds for local children. For the first time I saw 
such a well prepared local community: the village head, the school principal, firemen 
and village inhabitants protected the interiors, brought tools and even cooked meals 
for us. On our side, almost 120 volunteers from various departments got involved 
in the project. Afterwards, the school looked line new. Our volunteers had repainted 
almost all classrooms, arranged the area around the building and built sports fields 
for children. In addition, we conducted lessons about the safe usage of the Internet. 
Another refurbishment, this time of two schools, is going to take place in 2013.

promoting e-volunteering

We show that the Internet is also a space 
for social and charity initiatives. On-line 
volunteering is multifaceted, including  
free on-line consultation, establishment  
of support and mutual help groups, 
collaboration in promotion, translation or 
graphical projects, social e-campaigns, 
knowledge base development, assistance 
in foreign language learning or e-tuition. 

The e-volunteering project aims at 
development and promotion of virtual 
volunteering in Poland. 

The www.e-woluntariat.pl portal provides 
up-to-date information about volunteering 
and charity campaigns carried out on 
the Internet as well as educational  
articles on how to organise such  
initiatives or become an e-volunteer.  
In addition, the portal contains a database 
of e-volunteering organisers in Poland  
and up-to-date offers for virtual volunteers. 

The project is carried out by the Good 
Network Foundation and the Orange  
Foundation in conjunction with the  
Polish-American Freedom Foundation. 

As part of the project, on an annual basis 
we carry out the Discover e-volunteering 
competition, through which we award  
Poland’s most interesting volunteering 
initiatives that use the Internet. At the  
same time, the competition enables us  
to gather and disseminate knowledge 
about e-charity best practices. 

Since 2011, which was declared  
the European Year of Volunteering,  
our competition has had a European 
formula. Through the “Discover 
e-volunteering” campaign we encourage 
organisations from across the European 
Union to show their best practices  
related to volunteering on the net. 

supporting the 
development of 
volunteering 

We are a partner of the Volunteering  
Centre Association and we are actively 
involved in the Business Volunteering  
programme. We readily share knowledge 
with companies willing to introduce their 
corporate volunteering programmes. 

The corporate volunteering programme 
growth is stimulated by the support  
and commitment of our top managers. 
The CEO of Orange Polska, Maciej 
Witucki, is a volunteer himself and 
conducts 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. 

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.
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6.3.  co-operation with social 
organisations and institutions 

Our social commitment is not limited to the activity of the Foundation. It involves 
also direct co-operation with various organisations, 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 Poland. It may be used by parents or 
guardians whose child has gone missing, 
police officers, 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 Commission. The ITHACA  
Foundation has launched the free  
number and provided for its operation on 
a 24/7 basis owing to financial and 
technological support of Orange Polska. 
As a result of this co-operation, over 900 
children have been found and their  
parents or guardians have received  
the necessary legal, psychological and 
searching assistance. For four years since 

the launch of the number, the phone  
has rung about 60,000 times. 

Orange Polska’s support involves also 
developing prevention programmes  
related to the safety of children and young 
people, solving socially difficult legal 
problems related to missing children  
and transferring European best practices 
to Poland, e.g. the Child Alert system  
for immediate alerting if a child is missing. 

Alicja Tomaszewska
President of the Board, 

ITHACA Foundation 
– Centre for Missing People 

Owing to Orange Polska’s support, the 116 000 line related to missing children  
and teenagers has been operated in Poland continuously for four years. Right from 
the beginning it meets all the European Union requirements: it is free and available 
on a 24/7 basis; it successfully performs its task, that is assistance in search for  
missing children. The 116 000 line is much needed: on average, we provide  
psychological and legal assistance to 2,000 people monthly. 
The co-operation with Orange Polska, which has been expanding over years, brings 
tangible benefits. It enables us to continue prevention campaigns: “Don’t run away” 
(for preventing cases of missing children or young people) and “Take care of your 
child” (addressed to adults in order to prevent situations when a child can become 
missing). We highly regard the company for its support in prevention and search  
for missing minors.

helping over phone

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 2012, we provided SMS fundraising 
numbers for 24 organisations as well as 
five fundraising lines. The proceeds,  
which totalled over PLN 7,242,774,  
went to welfare organisations. 

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 organisations which co-ordinate 
voluntary work or prepare gift collections. 

In 2012, we launched a civic infoline, 
800 676 676, in the Ombudsman’s office. 
It can be used to submit complaints 
related to the functioning of public 
administration bodies, public officers, 
courts, prosecutors, social insurance 
institutions (ZUS, KRUS) and health care 
centres, or to learn everything about the 
anti-discrimination law.  

During the first year of the infoline 
operation, about 18,000 phone 
conversations were held. Most cases 
concerned criminal law, civil law or 
administrative and business law,  
and slightly less were related to labour  
law, constitutional law or initial appraisal 
of appeals. 

The civic infoline has been operated  
by Orange Polska on non-commercial 
terms. Therefore, everybody can call the 
Ombudsman’s Office free of charge. 

Prof. Irena Lipowicz
Ombudsman   

It is of particular satisfaction for me that the civic infoline is free for callers from  
all over Poland, whether they use a fixed or mobile phone. For lots of people who 
are in trouble, e.g. due to falling into debt trap or due to other difficult life situations, 
it is of paramount importance. The line is operated by office employees; these are 
legal professionals, who are both competent and sensitive. I hope that as a result 
we have enhanced client care together, while simultaneously extending access  
to professional legal information
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GRI index

GRI index

No. Guidelines
Was

reported?
ISO 26000

index

Global 
Compact’s 
Principles

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

5

1.2 Description of key impacts, risks, and opportunities YES 26-27

2. ORGANIzATIONAL PROFILE

2.1 Name of the organization YES 10

2.2 Primary brands, products, and/or services YES 10-12

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

2.4 Location of organization’s headquarters YES 107

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 12-13

2.6 Nature of ownership and legal form YES 15

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

YES 10-13

2.8 Scale of the reporting organization YES 10-11

2.9 Significant changes during the reporting period YES

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

results-centre/
results

2.10 Awards received in the reporting period YES 28-29

3. REPORT PARAMETERS

REPORT PROFILE

3.1 Reporting period YES 97

3.2 Date of most recent previous report (if any) YES 97

3.3 Reporting cycle (annual, biennial, etc.) YES 97

3.4 Contact point for questions regarding the report or its contents YES 107

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 2, 26-27, 97

3.6 Boundary of the report YES 12, 97

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

YES 97

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 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 99

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 100-105 

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. 98

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 Principle 1-10

15-16

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 16

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

YES 15

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 16

100 101



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 Principle 1-10

15

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

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 15-16

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

Principle 7
www.orange-
ir.pl/corporate-

governance

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

YES Principle 1-10 14-15, 59, 65

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 17

STAKEHOLDER ENGAGEMENT

4.14 List of stakeholder groups engaged by the organization YES

6.2

24-25

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

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

YES
15, 21, 

57-59, 71-72

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 20-23

ECONOMY

ECONOMIC PERFORMANCE INDICATORS YES 6.2, 6.8
Principle 
1, 4, 6, 7

18-19, 26-27

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

11

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

11, 33-35

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

33-41

ENvIRONMENT

ENvIRONMENTAL PERFORMANCE YES 6.2, 6.5
Principle  
7, 8, 9

18-19, 44, 
46-48

ASPECT: MATERIALS

EN1 Materials used by weight or volume partially 6.5, 6.5.4 Principle 8 50

ASPECT: ENERGY

EN3 Direct energy consumption by primary energy source YES

6.5, 6.5.4

Principle 8 51

EN4 Indirect energy consumption by primary source YES Principle 8 51

EN5 Energy saved due to conservation and efficiency improvements YES

Principle 8, 9

45-46, 48-49

EN6
Initiatives to provide energy-efficient or renewable energy based products and 
services, and reductions in energy requirements as a result of these initiatives.

YES 45-46

ASPECT: EMISSIONS, EFFLUENTS, AND WASTE

EN16 Total direct and indirect greenhouse gas emissions by weight YES

6.5, 6.5.5

Principle 8

49

EN17 Other relevant indirect greenhouse gas emissions by weight YES 49

EN22 Total weight of waste by type and disposal method YES 6.5, 6.5.3 52-53

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

Principle  
7, 8, 9

46-47

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

partially
6.5, 6.5.4, 

6.7.5
Principle 8, 9 47, 53

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
Principle 8 51

LABOR PRACTICES AND DECENT WORK

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

Principle 
1, 3, 6

18-19, 70

ASPECT: EMPLOYMENT

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

YES

6.4, 6.4.3

73

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

YES Principle 6 72-73

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
72, 81

102 103



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

Principle 1, 3 72

LA5
Minimum notice period(s) regarding operational changes, including whether it 
is specified in collective agreements.

YES
6.4, 6.4.3, 
6.4.4, 6.4.5

Principle 3 30 days

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 Principle 1 78-79

LA9 Health and safety topics covered in formal agreements with trade unions YES 6.4, 6.4.6 Principle 1

 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 76

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
76-77

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

YES 6.4, 6.4.7 73

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
Principle 1, 6

www.orange-
ir.pl/corporate-

governance

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
75

HUMAN RIGHTS

HUMAN RIGHTS PERFORMANCE YES 6.2, 6.3
Principle 1, 2, 

3, 4, 5, 6
14, 18-19

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

Principle 1, 2, 
3, 4, 5, 6

66

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 14

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

Principle  
1, 2, 3

the company
has not

identified such
activities

ASPECT: CHILD LABOR

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

Principle 
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

Principle
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 with 
due regard to 
the materiality 

principle  

6.3, 6.3.6
6.3.7, 6.3.8

6.6.7
Principle 1, 2

SOCIETY

SOCIETY PERFORMANCE YES
6.2, 6.6

6.8
Principle 10

18-19, 38-39, 
84-85

ASPECT: CORRUPTION

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

YES 6.6, 6.6.3 Principle 10 14

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
67

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 67

PRODUCT RESPONSIBILITY 

PRODUCT RESPONSIBILITY PERFORMANCE YES
6.2, 6.6

6.7
Principle 1, 8

18-19, 56, 
61, 67

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

Principle 8 67

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

YES 57-59

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

59

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 67

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 Principle 1 61-62

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 67
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The Corporate Social Responsibility Report of Orange Polska, which you can read here, has benefited from the contribution  
of a number of people, who are employees and associates of Orange Polska. It is the result of our joint efforts: the contributed 
time, knowledge and commitment. 
Before the development of this Report I asked several experts what they thought about our previous annual publication, what they 
would like to read about in our new report and how in their opinion we should talk about Orange Polska’s social responsibility. 
Thank you all for your opinions and comments, which were an inspiration for me in working on a new document (in alphabetical 
order): Liliana Anam, Karolina Błońska, Zbigniew Gajewski, Małgorzata Greszta, Magdalena Kostulska, Amelia Łukasiak,  
Mirella Panek-Owsiańska, Bolesław Rok and Barbara Szczęsna – Makuch. 
I would also like to thank Maciej Witucki and Jacek Kowalski for the time they spent talking to me about how our Report could 
best present the non-financial aspects of the functioning of our company in the market. I also thank other Board Members  
of Orange Polska companies who indicated in the Report how they perceived the role of CSR in their respective areas of  
responsibility: Jadwiga Czartoryska, Piotr Muszyński, Vincent Lobry, Jacques de Gazlain and Leszek Hołda. 
I thank the representatives of our social partners for telling about our partnership and joint projects: Prof. Irena Lipowicz,  
Artur Marcinkowski, Alicja Tomaszewska and Łukasz Wojtasik. 
I thank the employees of Orange Polska who provided input for this Report, describing projects from their areas, submitting data 
or reviewing draft materials. Owing to you our Report presents so many fascinating projects and programmes and so much  
interesting information. As a result, this Report is not a compilation of indices and data, but rather a story about our company and 
our responsible approach to business. 

The following people contributed to the development of this Report (in alphabetical order): 
Maria Adamiec, Marta Anczewska, Anna Bartmińska, Jarosław Beksa, Renata Białas, Mirosław Białecki, Joanna Bieniek,  
Jan Binduga, Marko Blażević, Antonina Bojanowska, Krzysztof Bojarski, Jerzy Brudnicki, Joanna Bruździak, Paweł Buchman, 
Piotr Burdzy, Piotr Cebula, Julitta Charuba, Wiesława Chibowska, Sławomir Chmielewski, Izabela Chocianowska,  
Barbara Chrzczonowska, Katarzyna Dańków, Daria Drabik, Zbigniew Drohobycki, Witold Drożdż, Aleksandra Duliniec,  
Ewa Dworak, Wojciech Dziomdziora, Maciej Fiedosiejew, Zuzanna Góral, Marta Góralewicz, Jakub Górnik, Joanna Górska, 
Sebastian Grabowski, Zuzanna Grefkowicz – Balcer, Anna Halczuk, Jacek Hutyra, Tomasz Izydorczyk, Joanna Janicka,  
Tomasz Jankowski, Iwona Kamińska, Karolina Kanar-Kossobudzka, Irena Kaszewska, Adam Kmin, Zbigniew Komsta,  
Hanna Kontkiewicz, Katarzyna Korczak, Marta Kosnowska, Piotr Kowalski, Aleksandra Kozubska, Ewa Krause, Iza Kręgiel, 
Jerzy Klonecki, Dorota Krasińska, Piotr Kruczyński, Ewa Krupa, Jacek Kunicki, Jarosław Kuszewski, Fryderyk Lewicki,  
Piotr Leśnik, Magdalena Liszewska, Michał Luboradzki, Tomasz Ładny, Jarosław Łukasik, Mateusz Mazur, Magdalena Micha-
łowska, Marcin Minkiewicz, Justyna Mincewicz, Małgorzata Mochnaczewska, Katarzyna Napierała, Agnieszka Obrok,  
Michał Odrobina, Paweł Olbryś, Wioletta Pacler, Katarina Pacherova, Tomasz Pluta, Wojciech Płażalski, Piotr Pollak,  
Magdalena Popławska, Viktoria Porowska, Katarzyna Ptak, Aleksandra Rejmer, Karol Rubinkiewicz, Iwona Ruman,  
Wiesław Sadkowski, Daria Schreier-Dmochowska, Aleksandra Siwek, Magdalena Socha, Katarzyna Sowa – Wareluk, Aleksan-
dra Stasiuk, Anna Sternik, Monika Szczęsna, Marta Szczotko, Iwona Szeląg – Dudek, Agnieszka Szostek, Joanna Szpyra, 
Janusz Szreder, Aleksandra Śmietanko, Małgorzata Śmietańska, Karol Taubert, Irena Triouleyre, Tomasz Trzeciak,  
Hubert Tuszyński, Wojciech Tymiński, Elżbieta Waliś, Joanna Włodarczyk, Szymon Włodarczyk, Sylwia Włodarska,  
Tomasz Wronowski, Elżbieta Zakrzewska, Konrad Zawadzki, Roman Ziółkowski, Grażyna Zych, Filip Żok and Bożena Żołnierek. 

I thank the members of the CSR Team for their support in preparing this Report: Małgorzata Piwowar for her valuable tips and 
comments and her assistance in the development of this document, Marcelina Pytlarczyk for preparing materials about  
diversity management within the company as well as Hanna Jaworska – Orthwein, Maciej Balcerzak and Marek Januszewicz 
for all their help. 
Finally, I thank Magdalena Rędziniak for giving me large independence in performing the task with which she entrusted me,  
that is writing the Corporate Social Responsibility Report of Orange Polska. 
Owing to all of you, Orange Polska’s 2012 Corporate Social Responsibility Report is now available to our employees, customers, 
investors, suppliers and social partners as well as the media and the general public. Thank you very much! 

greetings

Monika Kulik
Corporate Social  

Responsibility Expert 
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