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At CGange, we believe in being honest and straightforward. Wen

it comes to the social, ethical and environnental inpacts of our
busi ness, we don't want to dress things up or hide fromthe things
we shoul d i nprove upon. V¢ think that understandi ng our strengths
and weaknesses and bei ng open about them hel ps us to be a better,
nore dynam ¢ busi ness.

Thi s docurment outlines what we have achi eved since our 2001 report,
what we have |earned, and our targets going forward. Please read
it and keep it, pass it on or recycle it. W hope you find

it informative.

As always, we wel cone your feedback. Please fill in the feedback
format the back of this report and | et us know what you think.
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This corporate social
responsibility (CSR) report is
our first in line with a new group
approach to CSR at Orange.
We have judged our performance
against detailed social and
environmental performance
measures. We will continue

to use the same measures over
time, so that in future years,
people outside the company
can track how we are doing.
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At Orange, we have always tried to be
open and straightforward. We were the
first UK mobile phone operator to introduce
per second billing and the first to introduce
no-charge itemised billing. We do our best
to deliver quality, value and excellent
service to our customers.

However, as the UK mobile phone operator
with the most subscribers, we recognise
our wider responsibilities:

a responsibility to the communities in
which we operate to minimise any
negative impacts and try to make a
positive contribution.

a responsibility to minimise our impact
on the environment.

a responsibility to provide our employees
with a fair, safe working environment,
puilt on mutual respect and trust.

And we need to achieve all this at the
same time as delivering a sustainable
business strategy that will provide a return
on investment for our shareholders.

These goals are not incompatible. By
meeting these responsibilities, we will
make Orange a stronger, healthier, more
profitable company. Put simply, running our
business in a responsible way makes good
business sense. It reflects our philosophy
and values — to be refreshing, dynamic,
straightforward, honest and friendly.

This corporate social responsibility

(CSR) report, which covers all Orange

UK operations', is our first in line with

a new group approach to CSR at Orange.
We have measured our performance
against detailed social and environmental
performance measures. We will continue
to use the same measures over time, so
that in future years, people outside the
company can track how we are doing.?

We made some important progress

during 2002. We increased the amount of
renewable energy we use to 77% of our total
energy usage, compared to 53% in 2001.
We worked with our industry partners to
launch a handset recycling initiative in all
our shops. We also made it possible for
customers to return their handsets to us

by post, and are expanding the programme
to Orange employees. We developed a new
community programme that aims to enable
people to participate more fully in society.
The focus for this programme will be sensory
disability and it will be rolled out during 2008.

We complied fully with the UK mobile
industry’s “Ten Commitments’, which
address community concerns about network
expansion. We also set up a CSR working
group, representing departments from
across the business, and appointed a
dedicated manager to help us achieve a
systematic improvement across the social,
ethical and environmental aspects of

our business.

However, there are some areas where

we still need to improve. Research among
employees told us that we should introduce
more face-to-face internal communications.
Our customers told us they would like us
to resolve their questions in a single phone
conversation more often. We need to
monitor complaints from suppliers more
closely to see how we can improve.

We did not meet some of the
environmental targets we set for ourselves
in our 2001 report. There were delays

in implementing office recycling systems
and green travel initiatives to reduce the
environmental impact of commuting to
our major offices. These are still important
targets that we will work to meet in 2003.

There is plenty more to do. Key targets
for 20083 include:

arranging more face-to-face briefings for
employees in response to feedback on
our internal communications

marketing a dedicated text tariff for
hearing-impaired customers

- introducing more health and safety training
to improve our (already low) incident rate

- improving information about our payment
systems to suppliers

making sure we continue to exceed the
‘Ten Commitments’ in our dealings with
local communities

extending the Orange Recycle handset
recycling programme to business
customers

working with national charities and
employees to implement our community
programme, focusing on sensory disability.

We can only fully meet our responsibilities
if we understand the expectations of our
stakeholders. During 2002, we asked
people what they thought of our social
and environmental performance, and the
targets we have set ourselves will help
us respond to what they told us. Please
tell us how you think we are doing by
completing the feedback form at the
end of this report.

The future’s bright, the future’s Orange.

GRY, ¥

John Allwood
Executive Vice-President
Orange UK, October 2003

Footnotes:

1 Orange UK operations cover retail shops, customer
communication centres, network infrastructure and
administrative offices.

2 A selection of these indicators are provided on page 53.
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In 2000, France Telecom acquired Orange
plc from Mannesman and merged its mobile
communications interests within the company
Orange SA. Orange has a presence in 19
countries on four continents.

France Telecom holds 84.16 per cent of
Orange SA's share capital. Orange SA is
listed on the EuroNext Paris stock exchange,
with a secondary listing in London.
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Orange has developed a new global social
responsibility strategy, known as our
‘Responsibility Programme’, which applies

to all Orange companies. This strategy was
agreed by an International Steering Group
made up of senior managers from across the
business, and was signed off by the
Executive Team in December 2001.

The strategy was based on a scoping
study into the views of stakeholders, both
inside and outside the company, and best
practice in CSR. We felt it was important
to understand people’s expectations before
making decisions and we wanted to make
sure that our approach to CSR would
address these expectations.

Full details of our Responsibility Programme
are provided in our Statement of Intent,
which was published in early 2003. This is
available at www.orange.com/responsibility.

Our Responsibility Programme is underpinned
by eight guiding business principles. These
set out what we believe our responsibilities
to be, and what we intend to do about them.
They are printed on pages 51-52. These
principles will be put into practice through
group-wide policies. All Orange companies
will be expected to make sure that their own
policies meet these minimum standards.

We have also identified a global theme

for our community involvement activities.
Our aim is to use communication to enable
people to participate more fully in society.
We will use our expertise in communications,
our technology and our people to make

a difference.

Our Responsibility Programme will be
meaningless if we don’t measure — and tell
other people — how we are doing. Over time,
all Orange companies will fully audit their
CSR performance using a group-wide
framework. They will report on both their
performance and their targets for the future.
Each report will be independently assured.

All our CSR reports will be based on a
performance-indicator framework, which

is closely aligned with our eight business
principles. By using the same indicators
each year, we will be able to measure how
we are doing over time. The indicators span
a range of social, ethical and environmental
issues developed with reference to best-
practice guidelines. We have drawn lessons
from global non-profit-making organisations
such as the Global Reporting Initiative (GRI)?,
the AA1000 framework* and the OECD
Guidelines for Multinational Enterprises®.

We have also identified a number of
indicators relevant to the impacts we have
as a telecommunications company. We will
review the way we measure our performance
each year to take into account emerging
issues and changing business priorities.

In 2002, the Responsibility programme was
rolled out on a pilot basis to three Orange
companies — France, Switzerland and the
UK. Together these three companies account
for over 75% of Orange SA revenue.

Footnotes:

3 The GRI is an independent organisation, partly funded by the
United Nations. It has created detailed guidelines on what
information company social and environmental reports should
contain, and how the information should be measured.

4 AA1000 is a system outlining how companies should audit
their social and ethical performance. The system was created
by the Institute of Social and Ethical Accountability, an
independent organisation that promotes greater business
accountability.

5 The OECD (Organisation for Economic Co-operation and
Development) is composed of government representatives
from 30 countries around the world. The OECD conducts
research, exchanges ideas and develops recommendations
on issues important to global economic growth.



Our Responsibility
Programme is
underpinned by
eight guiding
business principles.

These set out what
we believe our
responsibilities

to be, and what
we intend to do
about them.
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Orange entered the UK market in April 1994.
We launched with a clear vision and a set of
values — refreshing, dynamic, straightforward,
honest and friendly — that still drive the way we
do business and communicate. We became
a wholly owned subsidiary of Orange SA,
France Telecom’s mobile communications
company, when France Telecom acquired
Orange plc in 2000.

Orange is now the mobile operator with the
greatest market share (27.2%) in the UK®

In 2002, we provided a service to over 13.3
million personal and business customers.
We generated €5,961milion, an increase
of 12% on our 2001 performance. This
represents approximately 35% of Orange
SA revenue.

We have invested in the installation and
maintenance of a mobile communications
network that we believe is the best in the
UK. Our network reaches 99% of the UK
population in England, Northern Ireland,
Scotland, Wales and UK coastal waters.

Orange mobile communications service
plans are available through independent
mobile communications and electronics
retailers across the UK. We also offer direct
sales support to customers through our
network of approximately 250 Orange Shops
across England, Northern Ireland, Scotland
and Wales.

We have customer communication centres

in Bristol, Darlington, North Tyneside, Peterlee
and Plymouth, and corporate offices in Bristol,
Hertford and London. Our Orange Multi-
Media service, which transmits up-to-date
news, weather, entertainment and other
information to mobile users via text message
and WAP pages, is based in Leeds.

We do not manufacture mobile handsets or
transmitting equipment.

At the start of 2002, our Community Affairs
manager was given the task of implementing
our Responsibility programme in the UK.

A CSR working group of senior and middle
managers from across the UK business
provides support. This group has played an
important role in helping spread the word
about the Responsibility programme by
passing information down to their teams.

This is Orange UK's first CSR report since
the development of a group-wide indicator
framework. It is part of the Orange Group
CSR pilot programme involving Orange
Switzerland and Orange France, who are
also publishing reports.

Orange is a member of Business in the
Community (BITC), an organisation consisting
of companies committed to continually
improving their positive impact on society.
Orange UK is a member of the BITC’s
Business Impact Review Group, which
consists of 20 UK and European companies.
This group has identified indicators for social,
ethical and environmental best practice
which are relevant to all companies,
regardless of sector or size. These indicators
will provide guidance for BITC members

in reporting their performance.

In 2002, Orange Group took part in BITC'’s
first Corporate Responsibility Index, which
reviewed the responsible business practice
of 122 companies from different sectors.
Details of this index, and Orange’s
performance from a Group perspective,
can be found at http://www.bitc.org.uk

Footnotes:

6 Based on number of subscribers.
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As a company we have impacts on
different groups of people and the
environment throughout the UK. Our
stakeholders are wide-ranging. They go
beyond our customers, employees and
shareholders. For example, our network
raises issues relevant to local communities,
local government officials and councillors.
We are also accountable to regulatory
bodies and Members of Parliament.

We define our stakeholders as individuals
or groups which can affect the company,
or are affected by its activities, now or in
the future. They are concerned with a wide
range of issues related to the way we run
our business.

We have used our indicator framework as

a basis for addressing our performance and
setting ourselves future targets. It spans

a range of issues we face as a company,
but we also needed to make sure it
covered all issues relevant to the UK. Early
in 2002, when we began the roll out of the
Orange Group CSR strategy in the UK, our
CSR Working Group identified the following
issues as important to the way we do
business:

- business integrity

- community investment

- consultation with local communities about
our network

- crime and mobile phones

- culture of the workplace

- customer satisfaction

- discrimination in society

- discrimination in the workplace

- driving and the use of phones

- employee pay and benefits

- employment policies

- environmental performance

- ethical supply chain management

- financial performance

- fulfilment of commitments to employees

- health and handsets

- health and network

- literacy in society

- local employment

- marketing and sponsorship
- marketing content

- marketing to children

- network coverage

- payment of suppliers

- pricing

- service quality

- social performance

- staff morale

- traffic near our offices

- transparency

- visual impact of our network.

We have produced a summary of our
activities relating to these issues and our

performance targets for 2003 in this report.

However, we cannot assume that we are
aware of every single issue that affects our
stakeholders. We felt it was important to
ask them what they expected.

In 2002, our engagement with our
stakeholders consisted mainly of
surveys and face-to-face meetings with
key stakeholders. These included our
customers, our employees, councillors,
MPs, regulators, special interest groups
and members of the public. This was very
much a starting point for us; in the future
we want to have more dialogue, so we
can have a fuller understanding of the
perceptions and expectations of

these groups.

Research among Orange employees told
us that that there are things we can do
better in terms of internal communication,
and we have set specific targets in this
area. Customer satisfaction surveys help
us measure the quality of our service, and
in 2003 we want to improve on this. We
aim to reduce call-waiting times further
and resolve customer queries in a single
call more often.

An i npor t ant target for 2003
I's to continue our dj al ogue with

st akehol der s,

find new ways of

talking to them and to better
understand t hejr Vi ews.

KeSPonsiEiM‘j Orange VK KePorJ‘ 1001

In 2002, we introduced an additional
means of surveying our customers, phoning
a random sample after they called our
customer service number to see if they were
satisfied with the service they had received.
We will continue this in 2003.

Speaking with communities and their
representatives confirmed that health
continues to be an important issue. We will
continue to make it a priority to consult and
provide balanced information to communities
who have concerns about our network.

Our Orange Stakeholder Survey included
interviews with 30 stakeholders including
MPs, local councillors, regulatory bodies,
NGOs (non-governmental organisations),
large business customers, specialist
journalists and Socially Responsible
Investment (SRI) fund managers. It showed
us that the social issues that people find
most important are: health, fair wages and
employee health and safety, followed by
the inconsiderate use of mobile phones, fair
pricing and phone safety (meaning phone
theft). The environmental issues they find
most important are disposal of mobile
handsets, energy use, lifecycle issues
associated with mobile handsets,

and transport.

We have provided information on policies
and initiatives relating to key stakeholders

in the following sections of this report. We
have also highlighted the dialogue which
took place, and the feedback we were
given. In some cases we have set ourselves
specific targets in response to feedback.

All our performance targets are set out in
the relevant sections of this report and
summarised on page 49.

An important target for 2003 is to continue
our dialogue with stakeholders, find new ways
of talking to them and to better understand
their views.
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Our employees

our employee profile Figure L

As a company based on high standards of

customer service, we know how important T‘}al Workforce al’ H’\e end
it is to have a committed, quality workforce. o]f December 7007

At the end of December 2002, we employed
18,629 people, of which 6,640 were female
and 6,989 were male. work force (000)

In 2002, we recruited 3,201 people, and 10
3,509 people left the company.

On average, our permanent employees have
been with Orange just under three years
(2.8 years). The average length for senior
management is 4.4 years service'.

RN ]

I~

2002 was a period of significant change

for the company, following a reorganisation
of the business. Regrettably, this process led
to 294 redundancies, 2.4% of the workforce.
We made every effort to redeploy and
support the individuals affected.

N Y

We now have a simpler structure and a
more efficient and competitive organisation.
This, we believe, will significantly enhance
our prospects for the future.

Tokal Female
Tokal male

Total aged 55+ |

Tokal ajeol 16-35
Tokal aged 265k

Footnotes:
7 Orange was formed in 1994.
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In 2002, we conducted a survey asking all
Orange UK employees what they thought

of our internal communications. We also set
up focus groups to discuss some issues in
more depth. As a result of what they told
us, we have set ourselves the following
targets for 2003:

- we will put in place a process for
more face-to-face meetings between
managers and their teams.

- we will make sure that any company
announcements are made to employees
before, or where this is not possible,
at the same time, as external
announcements

- we will ask our employees for their views
and about their level of satisfaction at
work more regularly

- we will also make sure that every time
a company-wide announcement is made,
employees will be given the chance to
respond with their views or questions.
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The health and safety of our employees
is paramount. We are very aware of the
importance of providing a healthy
working environment.

During 2002, we kept our focus on the
key risks to our people and the business:

- working at height

- working with VDUs

- driving at work

- fire safety

- radio frequency and health issues

Our health, safety and environment intranet
site gives clear information and guidance
on safety issues. It also provides access

to an interactive, computer-based training
and assessment package for VDU users.
All employees have full access to more
detailed company policies and procedures
via an electronic document database.

In 2003, we aim to increase the uptake of
our on-line training and assessment package
for VDU users to over 85% of employees.

Health and safety training

Health and safety training was a priority
in 2002. A total of 2,829 employees
attended 455 training events across

a range of subjects including:

- working at height

- driving safely

- working with electricity
- manual handling

- radio frequency safety.

|n 2003, we aimto increase the uptake of
VDU users to over

assessnment package for

We will introduce nore heal th and safet
oper ations,

saf ety nmanagement in retail
and distribution centres.

We will develop a nore f or mal
and safety issues.

W will

our target for

this industry sector and to reduce |

steering committee ar rangenent for

i ncrease uptake of driver training c

2003 is to keep the overal |
ost time accidents by 5%

In October 2002, an ergonomics roadshow
visited all Orange communication centres to
provide advice and guidance on working with
VDUs. The roadshow was organised by our
own in-house ergonomics team together with
representatives from our main chair supplier.
Over 600 employees attended.

In 2003 we will:

- introduce more health and safety working
groups to improve safety management in
retail operations, customer services and
logistics and distribution centres

- develop a more formal steering committee
arrangement for health and safety issues

- increase uptake of driver training courses
by 20%.

Our electronic accident and incident reporting
system was re-designed and re-launched
during 2002. It is now easier to use, and
management reporting functions have been
improved. Importantly, a new mechanism has
been added to capture the estimated costs
associated with all incidents. As often
happens when a new recording system goes
live, the total number of reports increased
from the previous year. However, the number
and incidence of major injuries fell from four
in 2001 to one in 2002. (see Table 1).

Despite the overall increase in reports of
minor and non-injury incidents, the incidence
rate per 10,000 employees remains
significantly below the industry average.®

our on-line training and
85% of enpl oyees.

y working groups to i nprove
cust oner services and |ogistics

heal th

ourses by 20%

i nci dence rate |ow for

We are also pleased to report that no formal
action was taken against Orange by any of
the enforcing authorities, HSE, local
authorities or fire brigades during 2002.

Our target for 2003 is to keep the overall
incidence rate low for this industry sector
and to reduce lost time accidents by 5%.°

Building on our existing lead authority
partnership™ with Avon Fire Brigade, (which
was approved by the Home Office in 2001),
we were able to agree another lead authority
partnership, this time for Building Control
matters with South Gloucestershire Council,
in 2002. As a result, designated individuals
at these two local agencies now deal with
all fire safety and building control applications
for all Orange sites across the UK.

Table 1

Accident Statistics (ZOOT*ZOOZ}
Accio{enl’x 1001 1001
Fa*‘al }»MMLN) 0 0
|ncident rate* N _
Major (anEer) L 1
lnciolenF rate® 19 8
Over 2 da (numEer) 10 17
|nciden rc\:}J‘e* 145 109
12 day (number) N n
lnciolenp rate® 80 85
Non lost Fime (number) 99 616
Incident rate* 717 4771

* |ncident rate per 100,000 emPlcjeeg
This Fable does nok include absente due to work
related ill health

The :Jjniﬁmn}' increase in 2007 non-lost

Fime accidents relates o a) increased awareness
and better reForl‘[nj of even minor incidents and
b) an intiative Fo fePDV‘}- unusual neises af
CoMmMunication Centres.

Footnotes:

8 The national rates for accidents in the workplace per 100,000
employees are: all industries: fatal injuries 0.8; major injuries
109.5; 3-day injuries 506.3 service industries: fatal injuries
0.3; major 78.7; 3-day injuries 403.6

9 We define lost time accidents as accidents or incidents
resulting in absence from work

10Lead Authority partnerships allow companies to work with
one authority in relation to a particular area of activity — for
example fire prevention — to develop best practice procedures
which can then be adopted in all the company’s offices
and buildings.
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Six thousand, six hundred and three Orange
employees work in customer relations at our
five customer communication centres. Much
of their time is spent on the phone, and we
understand the importance of pleasant,
comfortable working conditions and

relaxing breaks.

Our 'Wellbeing' department is staffed by
occupational health advisors, practitioners
and a physician. The department aims to
promote, maintain and protect employees’
physical and emotional wellbeing, to reduce
health risks and provide high-quality health
advice. Free eye screenings are available

to all VDU users and employees working at
heights must have regular health and fitness
assessments. The department provides
health assessments for night workers
through confidential voluntary questionnaires.

Employees who wear headsets are offered
hearing tests when they join the company
and again when they leave. In 2002, Health
at Work awards were presented to our
North Tyneside and Peterlee call centres.
The award scheme involved developing
partnerships with local community health
specialists and primary health care groups.
They worked with Orange to develop policies
and initiatives to promote employee health
and wellbeing.

Orange also operates a 24-hour employee
support line to provide confidential advice,
ranging from occupational health to
emotional, domestic, legal or financial issues.

At the end of 2002, 140 Orange UK
employees took part in a trial run by Orange
Innovation to help them give up smoking.
The trial used motivational and informational
text messages to encourage them to quit.
After the trial, 20% said they had

stopped altogether.

We have a no-smoking policy in all our
offices, and we offer private health and
dental care.
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We keep communication within the company
fluid through a number of channels. Our
quarterly employee magazine Talk, features
articles about new developments at Orange
and updates from different divisions. It
highlights company successes at team and
individual level, and features news about
sports and social activities. Employees are
invited to suggest article ideas. We also have
an intranet, available to all employees. This
provides information about the business, new
products and services, charity fundraising and
social events. In 2002, the intranet received
an average of 450,268 hits each day.

From time to time, we arrange special
events to raise awareness of new products
and initiatives. In March 2002, for example,
a two-day motivational event called ‘Rise
and Shine’ was held in Birmingham to inform
employees of the company’s business
objectives and the broader competitive
environment.

We also held special activities to increase
the profile of a handset-recycling initiative.
During 2002, we launched a series of internal
campaigns to promote the recycling of office
waste and unwanted handsets. These
consisted of posters, computer screen
messages articles in Talk and on our intranet.
We encouraged employees to feed back
their views.

It is important for employees to have a voice,
and all employees are encouraged to talk

to their managers directly. We also have
comment/suggestion boxes in all our offices.

The Bright Ideas scheme encourages
employees to suggest ways in which Orange
can make improvements. They could cover
anything from a suggestion on improving
customer services, to an idea for making an
internal process more efficient. Bright Ideas
are rewarded with a small financial bonus.

In 2002, 4,931 ideas were suggested.

Thanks cards are given as a sign of
appreciation for going the extra mile. They
are given to employees by their colleagues
and entered into a monthly prize draw. In
2002, 30,822 thanks cards were received
by Orange employees.

The Exceptional scheme recognises
outstanding contributions which support
Orange’s brand values. In 2002, 17 people
won Exceptional awards and received a
leisure day.

In 2002, we decided to find out whether

our internal communications initiatives were
effective. We asked our employees what they
thought via a survey, which 47% completed.
We also set up focus groups to gather more
in-depth views. We used the feedback we
received to develop a new internal
communications strategy, which will be
implemented later in 2003.

Our employees told us they would prefer to
be told about company news through face-
to-face contact with their managers, rather
than via the intranet.



As a result, we will arrange more face-to-face
meetings between managers and teams over
the course of 2003.

Our employees also told us they would like
to know about company news in a more
timely way. In future, we will make sure that
any company announcements are made to
employees before, and where this is not
possible, at the same time, as external
announcements.

From 2003, we will ask our employees for
their views more regularly. We will invite
opinions about Orange by conducting
surveys across our departments. This
process will begin in 2003. We will also
make sure that every time a company-wide
announcement is made, employees

will be given an opportunity to respond
with their views or questions.

We invested over £6 million in training and
development in 2002 to help our employees
reach their full potential. We ran 3,008
different training courses, which covered
everything from personal development to
company policy. Courses included health
and safety training, managerial and technical
skills and computer and sales techniques.
14,208 training days were attended by
Orange employees.

Qur training programme is crucial to our
high standards of customer service. Every
customer service representative attends an
in-depth training and induction course. This
is followed up by self-development courses
tailored to their roles.

Orange employees can also use a free central
learning resource centre. Some 1251 self-
development resources, comprising books,
audio tapes, CDs, CD-Roms and videos are
available on loan and can be delivered to
anywhere in the country within 48 hours of
placing an order. The Learning Resource
Centre had 3,866 members in 2002.
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Occupational health advisers are on hand
at all our major sites to provide confidential
advice to any employee with special
requirements. With the employee’s consent,
they can make recommendations to their
line manager.

Our Training and Development team can
make reasonable adjustments to courses
and training facilities for employees with
special needs.

Our responsibilities to our employees are

a priority. We are committed to fostering
positive, open relationships. Wherever
possible, we prefer to communicate directly
with our employees. We have procedures for
communications with employees at all levels.
During 2002 we asked our employees for
their views on these procedures and we are
committed to responding to their feedback
during 2003 (see "listening to our
employees", facing page).

In 2003, we will ask our employees to
nominate representatives to take part in
consultative forums to discuss issues facing
Orange. The forums’ activities, and actions
resulting from meetings, will be communicated
to all employees.

In the summer of 2002, employees of all
France Telecom (FT) UK subsidiaries (which
includes Orange) elected one employee to
take part in the FT Special Negotiating Body.
This body will meet regularly during 2003

to discuss how the FT European Works
Council" will be structured and run. When the
Council is established, the elected employee
will represent all Orange UK employees. The
European Works Council, which will be made
up of employees and managers, will meet
annually from 2004. Employee representatives
will get the chance to air their colleagues’
views directly with senior managers from
France Telecom group.

Footnotes:

11 European Works Councils (EWCs) are formal bodies for
information and consultation between employer and workers
in international firms operating in Europe, provided for in the
European Works Council Directive.
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Customer service is central to our business,
and a key priority. It is also essential that

our network runs efficiently. We have systems
in place which immediately alert us to any
problem with the network. In addition, we
participate in regular tests, through a
programme organised by Oftel, the UK
regulator for the telecommunications industry.
Our network management centre monitors
the overall performance of our network.

The number of complaints we received fell
by 13% during 2002, and over the same
period, our customer base increased by 6%.

Our rate of customer ‘churn’ — the way in
which we measure the overall balance
between customers leaving Orange and
joining Orange — improved by 1.1 per cent
in 2002 and we hope to keep up this
improvement during 2003.™

In 2002, we introduced a new, additional
method of monitoring customer service.
We called back a random sample of
customers who called our customer service
number, and asked them how happy they
were with the service. Between July, when
we introduced the scheme, and December
2002, the rate of satisfaction among our
customers rose by 1.6%.

KeSPonsiEithj Orange VK KePorJ‘ 1001

We know it is important that customers

get through quickly if they have a question.
We aim to respond to 80% of the 17 million
weekly calls we receive within 20 seconds —
in 2002, we exceeded this target. Each
week, our customer communication service
representatives spoke to approximately
900,000 Orange customers, and we
answered over 16 million additional calls
through our recorded information messages.
Our recorded messages are a way of making
sure people get the answers they need
quickly; and in 2002, we increased the range
of information available through this service.
In 2003, we will be asking our customers if
they find these messages helpful.

We also try to resolve as many questions
as we can in a single phone call. Between
July, when we started measuring this, and
December 2002, we did this 70% of the
time. Feedback from customers has told
us this is important — people do not want
to make repeat calls. Our target for 2003
is to resolve 75% of customer questions in
a single call.

Footnotes:

12 Churn, the measure of customers leaving our networks, is
calculated by dividing the total number of customers who
disconnect or are treated as having disconnected from our
network, voluntarily or involuntarily (excluding money-back
returns and fraudulent connections), for the previous 12
months by the weighted average number of our customers
during the same period.

13 The UK Mobile Telephone Customer Satisfaction Study™ is
conducted each year by J.D. Power and Associates, and the
results are announced in May. The 2002 study was based on
detailed interviews held with a cross section of the UK mobile
market between February and March 2002. It examined
nearly 40 different components used in evaluating overall
customer satisfaction.
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Table 4
Seled‘ion of our kej Performance indicators:

VK

Revenue (£) 5,967 million
Emplojees (000) 126
Male /Female eM’Dlo\\}QQK as % of Fobal workforce 513% /487
Number of Health & Sa{eb accidents/incidents (lost Fime) 29
Investment in Fraining 455 willion
Customers (000) 12.200
Customer churn 175%
Transmitter sites 10,363
ICNIRP compliance 100%
Provision of ir\alePendenJ‘ - Via website on

information about WWW or an e.co.mk/xociafresFonxiEiliJ—J
health issues - Via emaxljon

si e,inFormaHom@oran\je.co.uk

- Via ()ranje waorma ion Line
0800 782 5011

-~ Dept of Health feaTClmLs available
in gran\je shoPS

Energy use per minute of call (Mwh) 00000745

€0, Ewissions per minute of call Fime (l’oymei) 000000146
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