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Join the debate...
Tell us which side of the story best 
reflects your view. Vote online at:

www.o2.com/cr2006/debate

Community support… We want to
contribute to the development and sustainability of our
society. We are clear about why we do this. The closer
we get to communities, the better we can understand
people’s concerns. We want our projects to be really useful
to local people, our employees, and to O2.



I’m pleased O2 supports
my community…

35

…there is so much more 
we can do to support 

our communities



What more can we do?
• Encourage more employees to give their time

through volunteering. 

• Continue to monitor programmes through 
the LBG community investment standard.

• Assess our charity partnerships through
independent analysis so that we better
understand how our community investment 
can evolve, improve and support mutual goals.

• Work with Telefónica to share ideas and see
what community initiatives we can expand
across O2 or encourage Telefónica to adopt. 

In the community
Our community investment
programme, ‘Can Do in the
Community’, enables employees 
to show their strong community
spirit by helping people and the
environments in which they live
and work. 
We try to make it easy. We run ‘Can Do 
Giving’ schemes through payroll, and 
‘Can Do Matching’ to support fundraising
initiatives, and we encourage local volunteering.

We concentrate on areas that are relevant 
to our services: youth, education, health and
environment. O2 Ireland focuses specifically
on diversity. 

Each operating business manages its own
programme. This helps us involve our
employees in schemes that are close to their
own and our customers’ hearts. 

It is important that we measure our efforts. 
We keep track of contributions through the
London Benchmarking Group (LBG) and stay 
in touch with key partners by grant monitoring,
which shows us clearly how we benefit others
and how we can improve. In 2006, we worked
with Weston Spirit and Child Victims of 
Crime in the UK; the German Children and
Youth Foundation; Irish Autism Action; 
The Rehabilitation Centre for Handicapped
Children in the Czech Republic; and the Mighty
Oak Hospice Appeal in the Isle of Man.
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Community support Telefónica O2 Europe plc

O2 community 
investment, 2006

Total cash donations
£1,642,424 (84%)
Total value of in-kind 
donations £85,748 (4%)
Total time in paid hours 
of volunteering £226,260 (12%)
(measured in paid hours at the 
value of £20 per person)

For more information go online:
www.o2.com/cr2006/community
www.o2.com/cr2006/charity

What our 
employees say
Supporting our community 
helps customers make a 
choice. Many want a supplier
that meets their needs but 
also their moral and 
social choices.

Kerry Dalby, 
O2 UK, 2006  

We need to protect the O2
brand by behaving responsibly.
But it’s important that we also 
set an example to employees
and customers in the wider
community.

Katarina Smelhausova, 
Telefónica O2 Czech Republic, 2006 

What you can do:
• Community groups and charities can find out if

they qualify for funding through our community 
investment programme at: www.o2.ie

• Employees can volunteer to work in schools 
or on environmental projects, donate funds
through payroll or, donate the small change 
in their salaries to a chosen charity.  

For more information go online:
www.o2.com/cr2006/charity
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...The partnership has been very successful,
raising over €123,000 through employee
fundraising and corporate donations. 
The money has helped the IAA to employ 
a fundraising officer and a project manager 
for its new assessment and diagnostic centre. 
We have helped create a new website for 
the IAA and plan to develop a mobile internet 
site which will allow people to donate online.
Between August and December 2006, 23
children received a diagnosis as a direct result
of our fundraising and volunteering activities.

Our employees have shown great commitment
and enthusiasm, with more than 200 people
from across the business supporting the IAA.

We also support the IAA through two payroll-
giving schemes, including the new ‘Cents from
Heaven’ programme which allows O2 people to
donate spare change from their pay packets.

O2 Ability Awards
O2 Ireland sponsored the O2 Ability Awards for
the second year in February 2006. The awards
acknowledge organisations that recognise the

contribution that people with disabilities make
to business as employees and customers.

In September 2006, we commissioned research
among previous award-winners to determine
the impact of the awards. The research 
showed that not only have the awards raised
awareness about disability in the workplace,
but that a large number of companies have
positively changed their policies or how they
work regarding disability. In addition, 98 per
cent would encourage other organisations to
participate in the O2 Ability Awards. Entries to
the 2007 awards have increased by 10 per cent.

Spreading our ability
To support our work with the O2 Ability 
Awards, O2 Ireland set up an internal diversity
programme in 2006. It includes disability
awareness training for managers and a
recruitment and induction programme for
employees with disabilities. In addition our new
offices in Sir John Rogerson’s Quay, Dublin are
fully accessible.

Getting in on the action
In June 2006, O2 supported the IAA 
Autism Life Cycle where ten volunteers from 
St Andrews Gaelic Association Club in Carlow
cycled across all 32 counties of Ireland to 
raise funds. Over 100 O2 employees also
participated in a fundraising cycling challenge
in our Dublin and Limerick offices. 

Disability  85
Education and 
young people  10
Health  2

Arts and culture  1
Community sports  1
Emergency relief  1

O2 Ireland – community investment 
by category, 2006 (per cent)  

Making a difference to Irish Autism Action 
Following a number of employee focus groups, we launched our three-year charity
partnership with Irish Autism Action (IAA) in January 2006. The main aim of the
partnership is to create an opportunity for O2 to make a real difference to the lives 
of individuals with autism – and their families – through fundraising, our employees 
and our technology...
1

1 IAA is presented with a cheque following
fundraising activity

2 A pupil from the ABACUS School (Applied
Behavioural Analysis School for Autistic
Children), Kilbarrack, Dublin

3 O2 employees fundraise for IAA by
participating in an office cycle challenge

4 An Taoiseach Bertie Ahern TD, Caroline
Casey, CEO, The Aisling Foundation and
Danuta Gray, CEO O2 Ireland, launch the
O2 Ability Awards

2 3

4

O2 Ireland Community support 



Objectives and targets
Progress against previously set objectives and targets

38 Corporate Responsibility Report 2006 www.o2.com/cr2006

Continuously improve O2’s corporate 
responsibility performance as part of Telefónica.

Ensure O2’s employees behave ethically at all
times in their dealing with each other, suppliers,
customers and the general public.

Issue Objectives Targets Dates Status
Management

Align O2’s corporate responsibility activities with those 
of Telefónica.

Achieve 85 per cent completion rate for business principles
training across O2 where an online facility is available.

Management and
governance

Business principles

Improve management awareness about social,
environmental and ethical issues by analysing
stakeholder engagement information. 

Marketplace

External dialogue Implement a system to record stakeholder engagement and
establish regular management reporting on issues raised
through dialogue.

Minimise our negative impact on the 
environment.

Environment and sustainability

Maintain accreditation to ISO 14001. Manage continual
reductions in energy use in buildings. Develop a carbon 
neutral strategy for the group.

Environmental
management

Increase our employees' awareness of health and
wellbeing and promote O2 as an employer of choice.

Workplace

This target has been revised, see ‘workplace’ target below.Health and wellbeing

Empower and support O2 employees to be 
active and contribute to local communities.

Community

Raise employee awareness of O2’s community activities 
to reach 75 per cent.

Community – employee
engagement

Ensure O2's employees behave ethically at all
times in their dealing with each other, suppliers,
customers and the general public.

Management

Achieve 85 per cent completion rate for business principles
training in the UK and the Isle of Man, and 75 per cent in
Germany and Ireland, where systems and procedures are being
implemented. Establish the online training facility in the Czech
Republic and Slovakia. 

Business principles

We are committed to educating our 
customers about how to keep children 
and other vulnerable groups safe.

We seek to interact with our suppliers, and
industry at large, and to promote corporate
responsibility into our supply chain.

Marketplace

Protecting the
vulnerable

Ethical supply chain

Establish a group policy on responsible marketing to children,
to be communicated in each market by December 2007.
Compliance with the policy to be achieved by December 2008. 

Work with procurement teams across Telefónica O2 Europe to
align ethical supply chain policies and to implement common
industry-developed tools and processes.

Health and safety of our customers, employees
and the wider public is at the top of our agenda;
and we aim to provide information and advice on
the alleged health risks of mobile communications
and contribute to the debate.  

Health

Ensure that Telefónica O2 Europe meets the requirements 
of the EU Directive 2004/40/EC ‘on the minimum health and
safety requirements regarding exposure of workers to the risks
arising from physical agents (electromagnetic fields)’ in advance
of the required legislative time frame.

Dec 06

Dec 06

Dec 06
Target will 
be revised

Dec 07

Dec 08

Dec 07

Dec 07

Dec 07

Dec 07Electromagnetic fields
and health and safety 

Group-wide performance 

Group-wide future targets 

Objectives and targets Telefónica O2 Europe plc

Dec 20

Dec 07

Dec 09

Dec 08

Make efforts to reduce O2’s impact on the
environment and to help tackle climate change.

Environment and sustainability

Cut carbon emissions in each operating business by 20 per
cent against the 2006 baseline.

Carbon emissions

Engage and involve all employees to find out 
how they feel about working for O2 and make
improvements together for the overall success 
of our people and company.

Workplace

Employee engagement Achieve 75 points in the Reflect O2 – employee engagement
overall index – for Telefónica O2 Europe and implement
associated action plans. 

Maintain high ranking (top 10) in each market through
external ‘best place to work’ surveys by 2009.

Empower and support Telefónica O2 Europe
employees to be active and contribute to 
local communities.

Community

Raise employee awareness of O2’s community investment
activities to reach 75 per cent.

Employee engagement 

ACHIEVED

IN PROGRESS

NOT ACHIEVED

Key

For local operating business objectives and targets go online:
www.o2.com/cr2006/targets
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Telefónica O2 Europe plc Performance data

Performance data
Year-on-year performance data from 2003 to 2006

Cash contributions 
to charities and
charitable causes 
(£ million)

2003/04  20.7 
2004/05  24 
2005/06  28.1 
2006  35.2

2004/05  9.6
2005/06  9.9
2006  9.9

2003/04  111,262
2004/05  22,948
2005/06  335,777
2006  303,615

2003/04  1.7
2004/05  2.2
2005/06  1.9
2006  1.6

2003/04  122,836
2004/05  238,170
2005/06  291,200
2006  397,785

CO2 emissions 
(tonnes)

CO2 emissions per SIM
card/customer (kg)

Customer numbers 
(mobile, million)

Number of mobile
phones collected 
for recycling 
(excluding trade-ins)

What our 
assurers say:
Data specific observation: 
We have observed significant
variation at a business level in
the methodologies applied to
the collection, aggregation and
extrapolation of environmental
data, and to a lesser extent
other non-financial data. 
There is significant scope 
for improvement in the
processes used for gathering
environmental data. Our
conclusions have been shared
with the Telefónica O2 Europe
plc Governance Committee
and we understand that they
are committed to take action
to improve data gathering.

Ernst & Young

Financial (£ million)

Total customer numbers (million)

Revenues 

EBITDA (earnings before interest, tax, depreciation,
amortisation and exceptional items)

Pre-tax profit

Total operating costs

Capital expenditure

Cost of employment

Workplace

Total number of employees (full-time equivalent)

Proportion of women in the workforce (%)

Proportion of women represented in senior management (%)

Ethnic representation of workforce (UK only) (%)

Proportion of employees that are proud working for O2 (%)

Proportion of part-time employees of workforce (%)

Number of reported accidents

Number of lost days due to accidents at work (not including
the date of the incident)

2003/04 2004/05 2005/06 2006
Apr–Mar Apr–Mar Apr–Mar Jan–Dec 4

Environment and sustainability 2

Number of cell sites

Number of mobile phones collected for recycling 
(excluding trade-ins)

CO2 emissions from our direct operations 
(network, buildings, transport) (tonnes)

CO2 emissions per SIM card/customer (kg) 5

Proportion of energy from renewable sources (%)

Amount of general waste (million kg)

Proportion of waste recycled for offices and call centres (%)

Community investment (£ million) 

Total cash contributions to charities and charitable causes 

20.7x 24x 28.19 38.41,4x

5,6946 6,5757 6,1617,8 7,4987

1,3676 1,7607 1,5847,8 1,8787

956 5007 2057,8 6127

-5,5366 -6,0427 -5,9667,8 -6,8627

1,1136 1,4157 1,2007 1,5837

548x 621x 581x 726x

19,581 25,548 27,635 33,388

111,262 22,948 335,777 303,615

122,836 238,170 291,200 397,78511

9.6 9.9 9.9

16.5 38 41

2.7 2.8 1.5 2.1

14 48 34 53

12,905 14,914 16,205 27,464

47 43 42 40

25 25 23 20

11 13 12 12

85 81 86 89

13 15 17 13

169 257 201 290

557 487 477 2,731

1.7 2.2 1.9 1.6

1 Includes fixed telecommunications
operations in the Czech Republic

2 Different estimations and extrapolation
methods have been used across the group
where actual data was not available. 
As these processes improve and become
more consistent changes will occur to this
data please see www.o2.com/cr

3 Includes Telefónica Deutschland
4 Includes for the first time Telefónica 

O2 Czech Republic
5 Excludes fixed-line operations
6 UK GAAP (UK Accounting Standard)
7 IFRS (International Financial Reporting

Standards)
8 Restated for the change in accounting

policies on acquisition by Telefónica, S.A.
9 As at 31 March 2006

10 Excludes Telefónica O2 Czech Republic
11 Excludes fixed-line network of Telefónica

O2 Czech Republic

Years 10 months 11 months
ending ended ended
31 Mar 31 Jan 31 Dec 3,10

2003/04 2004/05 2005/06 2006

not measured

not available
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A-Z index – www.o2.com/cr2006/a-z

Accessibility – www.o2.com/cr2006/accessibility

Adult content 18-21 www.o2.com/cr2006/content

Advertising – www.o2.com/cr2006/compliance

Assurance 3 www.o2.com/cr2006/assurance

Bribery and corruption – www.o2.com/cr2006/corruption

Bullying 18-21 www.o2.com/cr2006/child/protection

Business principles and ethics 6 www.o2.com/cr2006/principles

Call monitoring – www.o2.com/cr2006/privacy

Carbon footprint 26-29 www.o2.com/cr2006/carbon

Chairman and CEO statements 7–8 www.o2.com/cr2006/erskine
www.o2.com/cr2006/alierta

Child protection 18-21 www.o2.com/cr2006/child/protection

Climate change 26-29 www.o2.com/cr2006/environment

www.o2.com/cr2006/carbon

Community investment 34-37 www.o2.com/cr2006/community

Compliance 3 www.o2.com/cr2006/compliance

Contact us IFC www.o2.com/cr2006/contact

Content standards 18-21 www.o2.com/cr2006/content

Crime prevention 12 www.o2.com/cr2006/crime 

Culture 30-33 www.o2.com/cr2006/culture

Customer service 14-17 www.o2.com/cr2006/yourmobile
www.o2.com/cr2006/satisfaction

Data retention and protection – www.o2.com/cr2006/privacy

Diversity and inclusion 32 www.o2.com/cr2006/diversity

Downloads – www.o2.com/cr2006/downloads

Employee engagement 30-33 www.o2.com/cr2006/engagement

Employment 30-33 www.o2.com/cr2006/employment

Energy consumption 26-29 www.o2.com/cr2006/energy

Environmental management 26-29 www.o2.com/cr2006/management 

Equal opportunities 30-33 www.o2.com/cr2006/equality

External dialogue 9 www.o2.com/cr2006/dialogue

Gambling – www.o2.com/cr2006/gambling

Global Reporting Initiative – www.o2.com/cr2006/gri

Governance and ethics 3 www.o2.com/cr2006/ethics

Grievance procedures – www.o2.com/cr2006/grievance

Health 22-25 www.o2.com/cr2006/health

Health and safety – www.o2.com/cr2006/health/safety

Health monitoring – mobile 22-25 www.o2.com/cr2006/health/monitoring

Human rights – www.o2.com/cr2006/discrimination
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page number

Identity theft – www.o2.com/cr2006/fraud

Inclusive services – www.o2.com/cr2006/inclusive/services

Landscape and biodiversity – www.o2.com/cr2006/biodiversity

LBG – 
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Local pollution risk – www.o2.com/cr2006/pollution

Marketing standards – www.o2.com/cr2006/marketing
www.o2.com/cr2006/compliance

Mast siting 24 www.o2.com/cr2006/health
www.o2.com/cr2006/waves

Mobile scams and viruses – www.o2.com/cr2006/scams 

Nuisance call bureau 21 www.o2.com/cr2006/child/protection

Objectives and targets 38 www.o2.com/cr2006/targets
www.o2.com/cr2006/progress

Ozone-depleting gases – www.o2.com/cr2006/ozone

Pay and benefits – www.o2.com/cr2006/pay
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Political contributions – www.o2.com/cr2006/ethics

Pricing 14-17 www.o2.com/cr2006/pricing

Privacy – www.o2.com/cr2006/privacy

Radio frequency waves 22-25 www.o2.com/cr2006/waves

Recruitment and retention – www.o2.com/cr2006/recruitment

Recycling – handsets 28 www.o2.com/cr2006/handset/recycling  

Regulation – www.o2.com/cr2006/compliance

Roaming – www.o2.com/cr2006/roaming

Report – archive – www.o2.com/cr2006/archive

Report – introduction IFC www.o2.com/cr2006/about

Report – materiality 9 www.o2.com/cr2006/materiality

Risk management – www.o2.com/cr2006/risk

Satisfaction and loyalty 14-17 www.o2.com/cr2006/satisfaction

Supply chain – www.o2.com/cr2006/suppliers

Telefónica, S.A. 6 www.o2.com/cr2006/alierta
www.telefonica.es/corporateresponsibility

Theft – handset – www.o2.com/cr2006/handset/theft 

Trade unions – www.o2.com/cr2006/unions

Training and development – www.o2.com/cr2006/training

Travel and transport – www.o2.com/cr2006/travel

Vision and values 3 www.o2.com/cr2006/vision

Waste and recycling 26-29 www.o2.com/cr2006/waste/recycling

Water consumption – www.o2.com/cr2006/water

Wellbeing at work 30-33 www.o2.com/cr2006/balance

Work–life balance 30-33 www.o2.com/cr2006/balance
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Have your say

O2’s aim is to provide safe, memorable and affordable mobile 
communications to our customers – and to bring mobile 
communications’ many benefits to society as a whole. We value 
everyone’s views and feedback on our operations. To share your 
ideas and comments, please contact:

Corporate Responsibility – general enquiries

Telefónica O2 Europe plc 
Corporate Responsibility
Legal and Corporate Affairs
Wellington Street
Slough, Berkshire
SL1 1YP
UK

Email: cr@o2.com
Telephone: +44 (0)113 272 2000

Registered no. 5310128

Production information

The print production of this report is carbon neutral and has been 
verified by Climate Care. This publication is printed 
on Millennium FSC which is produced using a minimum of 50% 
FSC (Forestry Stewardship Council) certified pulp. 

Fenner Paper Company Limited is an accredited FSC chain of 
custody supplier.
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