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helping our customers meet
environmental challenges

According to a recent study1 carried out by the
Climate Group in partnership with GeSI*, the
telecommunications operators are responsible for
only 0.7% of world CO, emissions. But the use of ICT
could help reduce CO, emissions by 15% by 2020,
which is tantamount to five times the sector’s carbon
footprint.

Orange Business Services provides customers with
the following work tools to help them reduce their
own greenhouse gas emissions:

- Remote work tools that limit travel, telephone or
video conferences, cooperative Internet-based
work tools, etc.).

- Machine-to-machine (M2M*) applications, such
as Fleet Advanced, enabling our customers to
improve vehicle fleet management and reduce
CO, emissions, thanks to better route mapping
and to remote maintenance (decrease in
distances covered, better tuned and thus less
polluting engines);

- Paperless solutions, such as electronic billing,
Web EDI, Contact Everyone ;

- Sharing of computer servers and virtual work
stations, so companies can reduce their energy
consumption and their operating costs;

- Point Visio Public lets people contact
administrative services without travelling; in 2008,
800 virtual meetings were held using this
solution..

“® To learn more: visit our website www.orange-
business.com.

The Group is also participating in the work being
done in the GSMA to design a common universal
charger for mobile telephones. By 2012, the purpose
of the project is to design and market a universal
USB port charger. This would increase energy
efficiency and meet the goal of reducing energy
consumption on standby mode by 50%. This solution
would also have ramifications throughout the industry
by eliminating up to 51,000 metric tons of electronic
waste associated with the accumulation of different
chargers. At the same time the project would lead to
improvements in customer service.

! SMART 2020: Enabling the Low Carbon Economy in the
Information Age —July 2008

Orange CO; savings tool: a calculator for
customers

In 2008, Orange Business Services completed the
“Orange CO, savings tool”, an online calculator
allowing business or residential customers to
evaluate the CO, emissions that could be avoided
thanks to the use of video conferencing or
telecommuting. This tool has been available free of
charge since June 2008 on the Orange Business
Services website.

more than 1.2 million users of Business
Everywhere worldwide

In 2008, the number of users of our Business
Everywhere solution, which allows mobile access to
the workplace, regardless of the network available,
went from 850,000 to over 1.2 million.

launch of a remote metering system for remote
monitoring of gas consumption

On October 9, 2008, Primagaz officially launched
the first French remote metering system for remote
monitoring of consumption by its residential
customers who are supplied with network propane
gas. It also monitors more than one thousand of its
industrial customers. With this new service,
designed in partnership with Orange Business
Services and the Portuguese firm ISA, Primagaz
will have precise data on its customers’
consumption without having to travel. This will help
to prevent supply interruptions while reducing
travel-related CO, emissions.

Massih Niazi, Primagaz
Operations Manager

This service of remote metering of the level of
gas in the tanks and remote gathering of
meter indices has been awaited for many
years by all of the staff at Primagaz.

We are going to improve our gas distribution,
customer billing and inventory management
procedures — under economically attractive
conditions — by using a comprehensive,
reliable and time-tested solution. As a result,
this will lead to improved customer
satisfaction.

Beyond the improvement in the service
provided and the financial gain, the decrease
in the number of kilometers covered,
estimated at 80,000 for 2009, will help reduce
our annual CO, emissions on the order of 48
metric tons.”



http://www.orange-business.com./
http://www.orange-business.com./
http://www.orange-business.com./
http://www.gsma.org/
http://www.theclimategroup.org/assets/resources/publications/Smart2020Report.pdf
http://www.theclimategroup.org/assets/resources/publications/Smart2020Report.pdf
http://www.theclimategroup.org/assets/resources/publications/Smart2020Report.pdf
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The only way we can reduce the environmental
impact associated with the use of our products and
services is with the involvement of our customers.
That is why we have undertaken several initiatives
aimed at making our customers aware of what is at
stake in terms of environmental protection . for
example, we encourage them to return their
electronic equipment at the end of its life cycle (see
p. 46) or to adopt electronic billing (see p. 48).

In France, the strategic partnership signed between
Orange and the WWF includes a specific component
focusing on public awareness of this issue.

In 2009, we plan to bolster our customers’ awareness
of environmental challenges, for example, by
encouraging them to keep their mobile phones
longer.

: ¢ Jérome Dupuis
Strategic Partnership Unit
Manager, WWF France

The WWF is one of the largest environmental
protection organizations in the world. What sets
us apart is our willingness to work with all
contributors of solutions: the general public,
local governments, public authorities,
businesses, efc. It is in this spirit that in March
2008 we signed a strategic partnership with
Orange in France. In 2008, our efforts led first
fo the handset environmental display
mechanism. As | am fond of saying, great
successes come from bold decisions. For a
distributor such as Orange, which does not
manufacture products directly, this approach
did not seem to fit at first. However, we're very
glad we made the decision. This solution is
highly relevant from an environmental point of
view because it displays multiple criteria
covering the entire product life cycle. This
solution meets a definite need among
consumers, who wish to have clear information
on the environmental impact of the products
they buy. It meets one of the commitments
made by the Grenelle de I'Environnement?,
which is to steer consumers toward products
with a lower impact on the environment.

We have also teamed up with Orange on other
projects such as eco-friendly store renovations
or making the public aware of usage
precautions associated with electromagnetic
waves. We hope they will be carried out with
the same energy.”

France: ecological product labeling

As part of the partnership signed in March 2008,
Orange and WWF-France have started a system
for assessing products in terms of environmental
performance. Since October 2008, consumers
have been seeing ecological labels on some fixed
and mobile phones throughout the Orange
distribution channel. Each product is assessed
according to five key indicators representative of
their environmental impact throughout their life
cycle:

- CO, assessment

- Energy efficiency

- Preservation of natural resources

- Limiting hazardous substances

- Waste reduction

Each product’s environmental performance is
assessed compared to the performance of
products in its class; for example, one mobile
phone is compared to another mobile phone.
Product ecological profiles are available at
www.orange.fr and will soon be displayed at
stores.

This ecological display, which is a worldwide first in
the telecommunications sector, will be extended
progressively in 2009 to all the products marketed
by Orange in France.

INfo environnement

nom du produit

¢ bilan CO, : xx kg eq CO,

(fabrication, transport, utilisation)
» efficacité énergétique

* préservation des ressources
(sensibles, non renouvelables)

* limitation des substances
dangereuses

* réduction des déchets

..
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mieux pour I’'environnement

“B To find out more: see the press release at
www.orange.com.



http://www.orange.fr/
http://www.orange.com/fr_FR/presse/communiques/cp081002fr.html
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2009 roadmap

objectives deadline
environmental management
Continue SME* deployment in compliance with ISO 14001* throughout the 14 countries involved | 2009-2011
in the initiative (France, the United Kingdom, Poland, Spain, as well as Belgium, Romania,
Slovakia, Egypt, Jordan, Céte d’lvoire, Senegal, Madagascar, Cameroon, and Mauritius)
accounting for 83% of the Group’s 2008 revenue.
This is assessed using three indicators:
- Managing the main environmental impacts and risks in 65% of the entities involved 2009
- Making employees aware of the environmental impacts connected with their activities: organizing a | 2009
“green behaviour” campaign in 75% of the entities involved
- Evaluating the implementation and performance of the SME* during managerial reviews in 50% of | 2009
the entities involved
climate change
Global objective: Reduce our total greenhouse gas emissions by 20% between 2006 and 2020
Continue activities aimed at improving energy efficiency in buildings, in the network and in 2009-2020
transportation
- Continue deployment of the server virtualization program to save 20 GWh in 2009 2009
Continue upgrading the vehicle fleet to achieve an average emission level of 130 g/km in 2020 2006-2020
- Upgrade 4,000 vehicles in 2009 2009
Deploy solutions using renewable energy and increase their share of overall energy 2006-2020
consumption
- Acquire 50,000 metric tons of CO, equivalent in 2009 in renewable energies or green certificates 2009
paper consumption
Global objective: preserve forests and reduce amounts of waste connected with office paper use
Progressively reach electronic billing of over 40% at all European entities between by the end of 2012 2012
Develop the use of recycled or FSC certified paper (or equivalent labels) 2009
Reduce internal paper consumption by making employees aware of the need to save paper and by 2009

configuring printers for double-sided printing

waste management

Global objective: implement the action plans per country for waste management for the 4 major countries by
the end of 2009 and progressively in the others between now and 2011 in accordance with the following three

criteria:

Finalize inventories 2009-2011
Continue to structure waste treatment by signing contracts with local partners and formalizing the entire | 2009-2011
processes

Tracing waste sent to treatment channels by making a map outlining the entire process 2009-2011
Continue the collection and recycling of our business customers’ routers in France and develop this 2009-2011
internationally to reach 70% in 2009, 75% in 2010, and 80% in 2011

environmental performance of products and services

Develop eco-design procedures in partnership with our suppliers for all our products and services 2009-2010
Progressively generalize the life-cycle analysis procedures for products and services 2009-2010
solutions furthering sustainability

Develop external communications on the benefits of our solutions in terms of sustainability both in 2009
France as well as internationally

customer awareness

Provide eco-labelling for all the mobile handsets most often sold, for all of the European entities | 2010

- In France, generalize the eco-labelling for all products distributed 2009
Implement communications activities and devices to encourage our customers:

- To keep their mobile telephones longer 2009

- To recycle their mobile telephones






