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Deutsche Telekom AG ïGroup Corporate Responsibility.
ñLeading corporations to improve our communities: 
The future of Corporate Social Responsibilityò.
2010 Global Summit of Women 
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Deutsche Telekom at a glance.

Á Annual revenue ú67 billion

Á Employees 260,000

Á Percentage of female employees 32 %

ÁWomen managers (in Germany) 13 %

Á Number of countries worldwide with Telekom presence 50

ÁGlobal customers: cellular 150 million

ÁGlobal customers: fixed-line subscribers 42 million
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Our definition of Corporate Responsibility

Ecology

Social

commitment

Economy

Corporate responsibility

ÁResponsible conduct in terms 
of sustainability and efforts to 
achieve a lasting balance 
between the financial, social 
and ecological impacts of our 
activities

ÁActive promotion of 
sustainable development of 
the economy and society

ÁOrganizational anchoring of 
sustainable and responsible 
conduct by way of binding 
rules in the Group

Deutsche Telekom
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The value contribution of Corporate Responsibility.

Contribution to society 
(ñclose gapsò)

Increase in the share 
Value

Risk provision/
risk avoidance

Cost reduction and 
resource efficiency, 
Drivers of innovation

Risk provision/
risk avoidance

Solving burning issues,
Benefiting of skills of DT

Dialog with 
stakeholders

Improvement of reputation,
image and competitiviness

Win-win situation for company and society

CR of
Deutsche
Telekom

The strategic focus of Corporate Responsibility activities contribute to raise Image and 
Reputation, grant the company from the society its ñlicense to operateò and to successfully 

position Deutsche Telekom in relation to its competitors
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CR strategy and CR profile areas based on external and internal 
requirements.

Brand promise: 
Life is for sharing.

Brand value
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Low 
carbon 
society

Connect the 
unconnected

Connected 
life and work

Use of core competencies for the benefit of the company and society

Geared to real life:

Responsible business policy

Compliance with legislation

Fair employer

Demonstration of 
commitment to locations

Compliance with Articles of 
Incorporation

Competitors

Deutsche Telekom's vision:
A global leader in connected life 
and work

Corporate Value

Code of Conduct

CR aim:
Deutsche Telekom wants to 
become an international 

leader in the field of CR.

NGOôs, SRI, society etc  

Commitments:

Social Charta

Sustainability strategy of the 
European Commission 

United Nations ñMillennium 
Goalsò

OECD Guidelines

Global Compact
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Á How can we support people 
to improve the quality of their 
work and lives?

Contribution to
ñConnected life and workò

Á How can we enable people 
to participate in the 
information and knowledge 
society?

Á How can we enable 
ourselves and our customers 
to make a contribution to 
climate protection?

6

CR strategy: three focus areas with specific objectives.

Being a major driving 
force for sustainable 

life and work

Being leaders on the 
road to a 

low carbon society

Setting an example in the 
integration of people in 
the information society

Continuous, verifiable reporting on activities and progress

Contribution to
ñConnect the unconnectedò

Contribution to
ñLow carbon societyò
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Á80-90 % of the 3.6 million German companies are committed to 
social causes

ÁWith almost 260 community foundations, Germany is behind only the 
United States internationally

ÁDonations in Germany total around EUR 8.5 to 13 billion

ÁThe amount of voluntary hours spent on non-profit making activities 
is a good 10 % above the total number of hours worked in the public 
sector

ÁThe number of women actively involved (32 %) is significantly less 
than the number of men (39 %)

Social commitment in Germany

7

Taking responsibility: Implementing CR strategy in Germany.

Development: Empty coffers mean the state is 
withdrawing from increasing numbers of public, socially 
important spheres
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Example for ñConnect the unconnectedò:

ÁThe rate of poverty in Germany rose from 11.4 % in 2001 to 14.3 % 
in 2007.

Á16 % of children live in a household with less than 50 % of the 
equivalized income; as many as 35 % of children from single-parent 
families are affected by poverty

ÁThe risk of poverty for migrant households is increasing faster than 
average: In 1998 it was 22 %; by 2006 it had risen to 34 %

Á8 % of young people (15 to 17 year-olds) leave school without a 
school leaving certificate; two thirds of them are of foreign origin

ÁAt the same time, the percentage of German GDP spent on 
education is declining (from 6.9% in 1995 to 6.2 % in 2006); in an 
international comparison, it is below the OECD average

Young people in Germany: less education, more poverty

Poverty, inadequate education and increasing lack of prospects 
for many young people pose a substantial threat to Germany's 
future
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ñConnect the Unconnectedò:
Examples of citizenship activities relating young people. 

Youth counseling line:
Free helplines for 
children and young 
people and the parent 
line since 1991, under 
the motto ñBecause good 
advice should be freeò

Promoting media skills: 
website: Games, quiz, 
news about all the things 
children are interested in 
- including politics!

Watch your web 
Partners of the Internet 
campaign initiated by the 
German government to 
encourage to treat 
personal data respon-
sibly on the Internet

Kids portal

With Telekom@School, 
Deutsche Telekom 
provides all 34,000 
general education and 
vocational schools in 
Germany with Internet 
access

Telekom@schoolYouth helplines

Encouraging children and 
young people from 
difficult social back-
grounds to acquire and 
increase personal and 
social skills

Core target group: 
9 to 15 year-olds. 

Supporting 
up to 100 projects to 
promote skills all over 
Germany

ñYes, I canò 
initiative


