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What is Vodafone?

L di bil t l i ti t• Leading mobile telecommunications operator

• Provides mobile voice and data communications services

• Approx 60,000 employees

• Approx 180 million proportionate customers• Approx 180 million proportionate customers

• One of the 30 largest companies in the world by market cap.



Where do we operate? 
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Corporate Responsibilities. Expectations of Companies

“Companies Held Completely Responsible for,”

Source: Globescan Monitor 2005Source: Globescan Monitor 2005



Stakeholder Engagement

Stakeholder Main methods of engagement on CR issues

NGO F t F ti I dt blNGOs Face to Face meetings, Issues roundtables, 
Partnerships

Consumers Focus groups, leaflets, special products, surveys

Investors Road show, responses to questions

Employees Surveys, Volunteering, Communications

Governments Face to face meetings, Roundtables

Suppliers Supplier performance management, face to face 
meetings and capacity buildingmeetings and capacity building

Local communities Consultation, providing information

Other methods:  Members of organisations (e.g. WBCSD), Industry Codes, Partnerships 



Investor Feedback





Consumers



Companies Leading in CR
UnpromptedUnprompted

Source: Globescan “European Strategic Stakeholder Research” for Vodafone

•Almost 30% are unable to name an ICT company leading in CR.

Source: Globescan European Strategic Stakeholder Research  for Vodafone



CR contributes substantially to media coverage

Superior financ ial performance

A  respons ible company

Marketing

O perational excellence 

Focused bus iness  s trategy/well-managed company

A uthority and leadership

A n indus try leader/authority

Building the bes t workforce

Scale and scope benefits  consumer/shareholder

C us tomer-focused

Number one for Innovation

Influence Index by Mention
20,00016,00012,0008,0004,0000-4,000

Richer communication

p /

Negative Pos itive Fac tual

Millward Brown July Sep 05 coverageMillward Brown, July-Sep 05 coverage
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CR Issues for Mobile Telecommunications Companies

Source: Globescan Nov 05Source: Globescan, Nov 05



Content Controls

Erotic Violence LocationErotic

Dating / Chatrooms Gambling SPAM

Content Controls are critical to maintain trust in 3G services



Mobile phones, masts and health



Environmental impact

Phone recycling Energy / Climate change
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Socio economic impact

• A developing country which has an average of 10 
more mobile phones per 100 population between 
1996 and 2003 had 0.59 percent higher GDP growth 
than an otherwise identical country

• Africa has been the fastest-growing mobile market in 
the world during the past 5 years 

I 19 Af i t i bil t f t• In 19 African countries mobiles now account for at 
least three quarters of all telephones

M bil h i i t t f j b h i• Mobile phones are proving important for job search in 
South Africa, with 24 percent of people saying they 
had made or received a call about an employment, 
business or training opportunity

“The Digital is a myth. Poor 
countries don’t need a PC in 
a every home. What they business or training opportunityneed is mobiles phones”

From “The Economist”, 
March 2005



Social products e.g. Special needs “Tue 12 Oct 2003. 
10.00 Sales 
meeting …”

Textphone and Relay

Blackberry IM
Vodafone 
Speaking 

Phone

Loopsets



Social Products e.g. Mobile Microfinance in Africa

‘ t d l ’• ‘stand alone’ money 
management platform

• Pay off loans (e.g. from 
micro finance institute)

• Withdraw cash fromWithdraw cash from 
airtime dealers and 
other ‘agents’

• Transfer funds to• Transfer funds to 
somebody else

• Deposit cash
• Pay for goods /services
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Embedding CR: Company’s Framework 



Corporate Responsibility (CR)

“For me corporate responsibility is not altruism. Nor is it just a form of 
risk management. CR is integral to the future success of business” 

“A brand is what a brand does”

“My policy is that if you are running a large company today, you have to 
be absolutely transparent”

Arun Sarin



Embedding CR: the process

• Listening to society
– Stakeholder engagementStakeholder engagement

– Issues Management

• Developing programmes to tackle issues• Developing programmes to tackle issues
– Targets and public commitments

Making changes to the way we operate Consistent standards– Making changes to the way we operate. Consistent standards

• Measuring progress
– Data collection, reporting systems

• Reporting back to society
– CR reporting



Embedding CR in the business

• Technology
– Network Rollout 

Energ efficienc– Energy efficiency
– Supply chain management

• Marketing
– Content Standards 
– Spam, premium services
– Responsible marketingp g
– Phone re-use and recycling

• Human Resources
H lth d S f t– Health and Safety 

– Equal opportunities, diversity

• Cross-functional committees
– Mobile phones, masts and health
– Privacy
– Content Standards



Example of integration of CR:
Supply Chain management

CR Supply Chain Strategy

• Overall: Public goal for 2005/06 to deliver CR supply

Supplier
qualification

• Overall: Public goal for 2005/06 to deliver CR supply 
chain training to 80% of purchasing managers in all 
operating companies

• Qualificationq
• CR is one of 6 required performance pillars (quality, 

commercial, technology, financial, operations)
• Qualification site assessments of new suppliers on a 

basis of risk and spend
• Include the Code of Ethical Purchasing in Global

Sourcing
strategy

Supplier
evalua-

Supplier
optimi

• Include the Code of Ethical Purchasing in Global 
Contracts

• Evaluation
• Ongoing bi-annual monitoring of 1st tier through score evalua-

tion    
optimi-

sation
g g g g

card (refer to example)
• Supplier awards based on score card results

• Optimisation
• Supplier improvement projects for poor performing 

suppliers
• Site assessments of existing suppliers on a basis of 

risk and performance
• Engage with Network Suppliers on energy efficiency

Financial 
stability

Technology
CSR

Portfolio Engage with Network Suppliers on energy efficiency 
and ensure environmental compliance

• Industry Engagement
• Active member of GeSI Supply Chain Group which is 

Commercial Delivery 
capability

Quality 
management

Portfolio

Commercial Operations Technology 
& Q lit developing a common ICT industry approach

Commercial Operations & Quality



Creating CR culture: Internal comms



Summary 

There are critical ingredients that are needed to make CR a tool for competitive advantage: 

• Top Management leadershipTop Management leadership

• Process to understand stakeholder's expectations

• Issues management and consistent operational standards to manage risksIssues management  and consistent operational standards to manage risks

• Clear issue owners (reporting to the line organisations)

• Create a culture to empower employees to take decisions and be accountable for p p y
CR issues (leadership, issue owners and staff)

• Materiality: Focus on the most important issues

• Look at opportunities: Social products, Cause related marketing


