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Dear Reader,
In this report, we give an overview of Telenor Hungary’s 
sustainability efforts in 2015.

Being a global telecommunications operator, we at Te-
lenor are committed to developing services that make 
our customers’ lives easier and more convenient. Our 
technologies and services, particularly mobile internet, 
not only provide unlimited communications capabilities 
but also offer tools to realize innovative ideas and acqui-
re new knowledge in order to improve life quality, reduce 
the digital divide and promote equal opportunities.

At the same time, reaching beyond our core business, 
we want to operate in a responsible way and help crea-
te a more sustainable corporate environment and a 
more sustainable society.

The opportunities provided by technology also set 
challenges for the players of our industry. The digital 
space is a new environment including not only benefits 
but also some threats. As a result, Telenor Hunga-
ry makes continuous efforts to protect children using 
digital technology. We not only block inappropriate 
content and provide information to parents, but also 
delegate volunteer staff to educate as many children 
as possible on safe internet and application use (based 
on learning resources developed by experts).

To maintain a supply chain that creates real value ba-
sed on fair competition, we demand compliance with 
our governance principles and expect transparent, et-
hical and corruption-free conduct not only from our 
employees but also from our suppliers.

Our sustainability efforts are focused on safe internet 
and responsible business conduct. In addition, we give 
priority to environmental protection, responsible emp-
loyment and we support our NGO partners in imple-
menting projects in line with Telenor’s sustainability 
strategy. I hereby thank all colleagues, corporate and 
NGO partners for their contribution to our sustainabi-
lity performance and wish them success in their future 
endeavours.

	 Mike Michel 
	 Acting Chief Executive Officer

1. �CEO statement
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2. About the report



1  Global Reporting Initiative
2  �The primary survey involving both internal and external stakeholders was based on an online questionnaire including a 

quantitative part assessing the importance of the given aspect and a qualitative part inviting respondents’ opinion about Telenor’s 
sustainability reporting system. Please note that we had a much higher number of internal respondents than external ones, yet 
the answers of both groups were considered with an equal weight due to the methodology of selecting material aspects.

3  �Material aspects cannot be assigned to any specific organizational unit. These material aspects are relevant for all organizational 
units.

2.1 This report
This report gives an overview of Telenor’s economic, 
social and environmental performance in calendar 
year 2015 in line with the GRI G41 guidelines. Accor-
ding to our self-classification, we have reached “Core” 
compliance level with the guidelines. This report has 
been audited for compliance with GRI G4 guidelines 
by independent third party auditor Mária Csutora, uni-
versity professor. Our report covers only Telenor’s own 
activities. It does not include the performance of points 
of sale operated by our partners and Telenor Common 
Operation Zrt. (TnCO) established in Q4 2013. In line 
with the non-financial report prepared for Telenor 
Group every year, our environmental data include the 
consumption and emissions of TnCO’s office building, 
as their office building is also rented out by Telenor.

To read about the sustainability performance of our 
parent company, Telenor Group (formally Telenor ASA) 
please click here. The figures related to major indica-
tors published in the chapters of our report are also 
included in chapter 3 titled Our sustainability perfor-
mance in figures. The correspondence of figures inclu-
ded in our report to GRI G4 indicators can be checked 
in the chapter titled ‘GRI Content Index’. The acronyms 
used in the report are explained in the chapter titled 
‘Acronyms’. Driven by the desire to protect the environ-
ment, we have published this report exclusively in an 
online format on our website.

2.2 Defining report content
The methodology used in preparing our sustainability 
report for 2015 significantly relied on experience from 
previous years and the guidance and feedback recei-
ved during the audits of past reports. As a result, to en-
sure improved transparency and focus, our report for 
2015 gives a more detailed account of fewer aspects 
and includes more references to information available 
on our website.

Identifying the relevant aspects, our corporate res-
ponsibility experts reduced the scope of GRI G4 aspe-
cts compared to previous years and identified material 
aspects based on the findings of the material aspects 
survey conducted in 20152. Please see the list of ma-
terial aspects covered by the survey in the following 
table that indicates whether the given aspects are re-
levant within or outside the boundaries of the organi-
zation and identifies the related core compliance indi-
cator as well as the chapter discussing it in the report.

 
Material aspects survey results

MATERIAL ASPECT
THE ASPECT IS RELEVANT THE ASPECT IS 

OUTLINED IN DETAIL 
IN THE FOLLOWING 

CHAPTER 

INDICATOR
Within the 

organization3
Outside the 

organization

Economic performance X   4.5 Economic results G4-EC1

Energy consumption X Customers 11.2 �Energy usage and CO2 
emissions G4-EN5

Compliance with environmental 
regulations X

Local residents, 
ecosystem

11.1 �Environmental 
management G4-EN29

Anti-corruption X
Customers, supp-
liers

6.3 �Practices to combat cor-
ruption and promote ethi-
cal business conduct

G4-SO5

Legal compliance in social mat-
ters X Customers 6.2 Legal compliance G4-SO8

Customer health and safety Customers, local 
residents 7.4 Safety of service G4-PR2

Customer privacy X Customers 7.3 Privacy G4-PR8

Legal compliance related to pro-
ducts and services X Customers 3. �Our sustainability perfor-

mance in figures G4-PR9

The role of ICT in the life of 
young generations X

Young internet 
users 9. Community engagement

Number of students 
attending a session 
on responsible in-

ternet use

We wanted to improve our data collection methodology. Early this year, we collected data as part 
of the data collection effort for the non-financial report to our parent company which helped us 

reduce the overall length of the exercise.

If you have any question or comment related to our sustainability report 
please feel free to contact us at fenntarthatosag@telenor.hu.

5About the report
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3. Our sustainability performance in figures



4  megajoule
5  forint
6  number
7  million forint

To improve the transparency of our sustainability report, we grouped together the indicators of aspects identified as material aspects in the material 
aspects survey (at least one indicator per aspect). The table always indicates which indicator of the GRI G4 standard it is about and gives the chapter 
that discusses the given aspect and any major change of indices in detail.

2011 2012 2013 2014 2015 CHANGE 
(2014=100%) 

G4-EN5 - 10.2 ENERGY USAGE AND CO2 EMISSIONS

Intensity of energy use in the network 
(2015) (MJ4 /customer) 59 55 52 59 65 +10,6%

G4-EN29 - 10.1 ENVIRONMENTAL MANAGEMENT

Sanctions and fines for the breach of environmental law and regulations

Amount of fines (HUF5) 0 0 0 0 0

Number of sanctions6  0 0 0 0 0

G4-EC1 – 4.5 ECONOMIC RESULTS

Direct economic value produced (HUF million7)

Revenues Net value of sales and revenues from financial investment and selling physical 
assets. 159 087

Distributed economic value (HUF million)

Operating expenses Payments to suppliers, non-strategic investment, royalty and fees paid to 
intermediaries 45 657

Value of employees’ wages 
and non-wage benefits Other employee-related payments (ongoing payments, non-future obligations) 8 964

Payments to investors Any payment made to the organization’s capital investors. 60 000

Payments to the state 
budget Gross taxes 20 578

Community investments Voluntary contribution to and capital investment in the broader community 
(including donations) 78

Environmental protection Economic Indicators

7Our sustainability performance in figures



8  �Under this point, we considered cases in which Telenor was found guilty in violating the law and was fined at least HUF 1 mil-
lion by the authorities. Relevant legal regulations include primarily Act C of 2003 on electronic communications and Decree 
No. 2/2015 (III. 30.) by the National Media and Infocommunications Authority (NMHH) on the detailed rules of electronic 
communications subscriber agreements

9  Relevant legal regulation: primarily Act LXXXVIII of 2012 on the market supervision of products
10  Relevant legal regulation: primarily Act CLV of 1997 on consumer protection

Social Indicators

G4-SO5 - 6.3 PRACTICES TO COMBAT CORRUPTION AND PROMOTE ETHICAL BUSINESS CONDUCT

Number of corruption cases and actions in 2015 0

G4-SO8 – 6.2 LEGAL COMPLIANCE

Monetary value of significant fines and total number of non-monetary sanctions for non-compliance with laws 
and regulations8 

Monetary value of fines (HUF) 250 000 000

Number of non-monetary sanctions 0

 G4-PR9 – 7.4 SAFETY10 

Degree of non-compliance with product- and service-related legal regulations and other requirements and the 
monetary value of associated fines

Monetary value of fines (HUF) 0

9.- SOCIAL RESPONSIBILITY

Number of students attending a session on responsible internet use in 2015 840

G4-PR2 - 7.4 SAFETY

Number of actions when legal regulations or voluntary standards on the health and safety impact of products 
and services were violated in a breakdown by outcome9: 

Number of legal actions 0

2011 2012 2013 2014 2015 CHANGE
(2014=100%)

G4-PR8 – 7.3 PRIVACY

Privacy complaints

Number of privacy complaints 
received 65 35 55 169 113 -33%

Number of substantiated complaints 33 11 32 128 83 -35%

Number of substantiated complaints 
reported by third parties 29 11 25 60 47 -22%

Number of substantiated complaints 
received from regulatory authorities 1 1 1 1 1 0%

Number of data leakage incidents 3 5 4 1 14 1300%

Number of data theft incidents 3 1 0 1 3 200%

Number of data loss incidents 1 0 0 0 0 0%

8Our sustainability performance in figures



Company information4.



11  �Norway-based Telenor Group is one of the world’s largest mobile operators and a leading global provider of telecommunica-
tions, data and media communications services. In 2015, it had mobile operations in 13 countries in the Nordics, Central and 
Eastern Europe and Asia, as well as an interest in VimpelCom Ltd., operating in 14 markets with almost 200 million mobile 
subscriptions, 38,000 employees and an annual sales revenue of NOK 128 billion.

12  As of 31 December 2015
13  As of 31 December 2015

4.1 Telenor Hungary
Telenor Hungary (hereinafter “Telenor”), member of the 
global Telenor Group11, is Hungary’s second largest mo-
bile operator playing a leading role in providing mobile 
voice and broadband services in the local market. The 
company based in Törökbálint entered the Hungarian 
market under the name Pannon GSM in 1994.

2015 saw a change in the company’s ownership struc-
ture. Telenor Hungary continues to be 100% owned by 
Norway’s Telenor Group but Telenor Mobile Communi-
cations AS became its single shareholder on 31 Decem-
ber 2015. Another major change at the organization in 
2015 was the expansion of Telenor’s self-owned shop 
network to 30 shops by the end of the reporting period.

4.2 Governing bodies
The major governing body of Telenor is the general 
shareholders’ meeting whose rights are exercised by 
its single shareholder. Operative management is over-
seen by a five-member Board of Directors. Members of 
the Board of Directors are employed by Telenor Group. 
The Board of Directors is supervised by a Supervisory 
Board elected by the shareholders. One member of the 
Supervisory Board is delegated by employees, which 
means employees participate in supervising the com-
pany’s activities through this delegate.

Members of the Board of Directors12:

•	 Kjell Morten Johnsen,
•	 Ronny Bakke Nævdal,
•	 Katja Christina Nordgaard,
•	 Knut Giske,
•	 Nils Katla

Members of the Supervisory Board13:

•	 Roland Szalai,
•	 Asbjørn Michelet Bakke,
•	 Gunn Ringøen

The work organization and daily business of Telenor Hun-
gary are managed by the CEO in line with the resolutions 
of the shareholders’ general meeting and the Board of 
Directors. The CEO is employed by Telenor Group and 
is not a member of the Board of Directors. This position 
was filled by Christopher Laska in the reporting period.

Chief Human 
Resources Officer

Chief Technical 
Officer

Chief Digital Services 
Officer

Chief Commercial OfficerChief Financial OfficerChief Corporate Develop-
ment Officer

Chief Executive Officer

Telenor’s Leadership Team
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4.3 Our services
We believe that mobile communications can be 
both a catalyst of economic growth and a key cont-
ributor to social development. With our products 
and services, we want to help our customers keep 
in touch with each other and we also want to contri-
bute to sustainable growth.

Our company provides mobile voice and data services. 
Earlier, voice and SMS services accounted for the vast 
majority of our “mobile services”. Accelerated techno-
logy growth, the emergence of smart devices and the 
fast-paced expansion of internet penetration have 
changed consumer needs and created new challen-
ges for us. With the demand for anytime access rising, 
mobile data services have gained more ground in our 
services portfolio. In response to changing needs, we 
have made mobile internet available on various mobile 
devices and have been improving our infrastructure in 
an ongoing manner.

In addition to concentrated network development 
efforts to improve the quality of our data services, we 
keep expanding the range of content available in our 
online music (Deezer) and film streaming (MyTV) ser-
vices as well as their usage scenarios. With the launch 
of Telenor MyCard and Telenor MyWallet, we also offer 
financial solutions to our customers.

Having recognized the need to adopt a new approa-
ch to be able to satisfy today’s consumer needs and 
having considered customer requirements, demand 
and feedback, Telenor was the first operator in Hunga-
ry to enable its customers to create their own tariffs in 
an autonomous, flexible and personalized manner in 
2015. In addition, Telenor has been the first operator 
in Hungary to offer its customers an opportunity to rep-
lace their existing handsets before the expiry of their 
loyalty period. Under the Anytime Upgrade program-
me, the company trades in its customers’ old handsets 
to further reduce the price of their new mobile phones.

4.4 Our customers
Telecommunications and infocommunications have 
grown to become an integral part of people’s private 
and working lives. With mobile growth, an accelerated 
pace of life and changing business models, we have to 
satisfy the increasingly diverse needs of several cus-
tomer segments in an impeccable quality. This is the 
only way to create value for our customers.

Our consumer base includes adult mobile internet 
users with a smartphone open to new mobile solutions, 
young people attracted to innovation and senior users 
with a preference for traditional mobile phone solu-
tions. Telenor works hard to better understand the ne-
eds of its target segments and provide them with the 
highest quality service. With innovation being so cri-
tical in telecommunications, Telenor has also added 
several innovative solutions to its services portfolio. In 
addition to mobile voice and mobile internet services, 
we also offer financial and digital services to our cus-
tomers. As a result of these new services, our customer 

base now includes users keen to find digital entertain-
ment solutions and mobile wallet users regularly using 
their mobile phones for payment.

Our business customers have even more diverse ne-
eds. The type of services they need and their budget 
available depend on their core business, industry-spe-
cific requirements and size. Serving our enterprise cus-
tomers demands flexibility, creativity and, last but not 
least, high-quality telecommunications services based 
on a thorough understanding of customer needs. The 
challenges faced when serving SME customers include 
their demand for close cost control and optimised ser-
vice plans.

11Company information



4.5 Economic results
Our company had 3,416,000 subscriptions at the end 
of 2015 combined with a per capita usage of 196 mi-
nutes per month. The number of our mobile internet 
customers reached 1,362,000, which is 15% higher 
than the year before.

14  �To review our economic performance in a breakdown by the International Financial Reporting Standards (IFRS) please visit 
our website.

DIRECT ECONOMIC VALUE GENERATED AND DISTRIBUTED (2015)14

Direct economic value produced (HUF million)

Revenues Net value of sales and revenues from financial investment and selling physical 
assets. 159 087

Distributed economic value (HUF million)

Operating expenses Payments to suppliers, non-strategic investment, royalty and fees paid to 
intermediaries 45 657

Value of employees’ wages 
and non-wage benefits Other employee-related payments (ongoing payments, non-future obligations) 8 964

Payments to investors Any payment made to the organization’s capital investors 60 000

Payments to the state 
budget Gross taxes 20 578

Community investments Voluntary contribution to and capital investment in the broader community 
(including donations) 78

12Company information

https://www.telenor.hu/fenntarthatosag/gazdasag/ceginformaciok/gazdasagi-eredmenyeink


Based on Telenor’s annual report15, the company had 
total liabilities of HUF 228,843 million including equ-
ity and provisions of HUF 86,757 million and liabilities, 
accruals and deferred income of HUF 142,086 million.

The company received no financial support either from 
the government16 or any political organisation and it 
provided no financial support to any political organisa-
tion in the reporting period.

 
Capital Expenditure in Infrastructure (2015)

15  As of 31 December 2015
16  Tax benefits do not qualify as financial support from the government.

BRIEF DESCRIPTION OF 
CAPITAL EXPENDITURE 
AND SERVICE 
DEVELOPMENT 
INITIATIVES

FINANCIAL VALUE OF CAPITAL EXPENDITURE/DEVELOPMENT 
(HUF MILLION)

SOCIAL IMPACT OF DEVELOPMENT

2013 2014 2015
Ratio of investment 
compared to total 

investment (2015)

Voice 563 436 461 5%
Improvement of the quality of mobile telecommunications servi-
ces including voice services to Hungarian consumers and busines-
ses

Data 5 301 8 323 6387 68%
3G and 4G projects to promote digital literacy and expand/impro-
ve the supply of mobile data services to Hungarian consumers and 
businesses “Internet for All”

Other network 504 478 2497 27% Network infrastructure modernization because of ageing and en-
vironmental reasons (to reduce ecological footprint)

Total 6 368 9 237 9345

4.6 Membership in 
organisations
Our company is a member of the following trade and 
representative organisations and it supports the fol-
lowing initiatives:

Membership in trade organisations

•	 GSM Association
•	 Communications Reconciliation Council (HÉT)
•	 Scientific Association of Infocommunications (HTE)
•	 ICT Association of Hungary (IVSZ)
•	 Hungarian Mobile Wallet Association
•	 NMHH Technical Support System
•	 Self-regulatory Advertising Board

Membership in representative organisations:
• American Chamber of Commerce (AmCham)
• Hungarian Business Leaders Forum (HBLF)
• KÖVET Association for Sustainable Economies
• Hungarian Donors Forum (MAF)
• Business Council for Sustainable Development in 
Hungary (BCSDH)

Endorsed initiatives
• �Nonprofit Information and Education Centre (NIOK) – 

ADHAT donation line
• �Transparency International Hungary – Corporate 

Supporters’ Forum

As a member of trade organisations, Telenor has 
been involved in developing the legal and regulato-
ry framework of communications and commented on 
new and amended legal regulations on behalf of the 
industry.

13Company information



Our strategy5.



17  Employee Engagement Survey
18  HSSE - Health, Safety, Security, Environment

5.1 Corporate strategy
Our corporate strategy is centred around our commit-
ment to meet changing and increasing customer needs 
at a high quality which requires the continuous devel-
opment of our products and services. Our ICT solutions 
enable customers to keep in touch and use innovative 
applications in all areas of life. We want to provide them 
with the broadest range of products and the highest 
quality services to deliver a no-compromise mobile ex-
perience. To achieve this, we strive to develop the most 
state-of-the-art 4G network and reasonably priced, 
reliable and outstanding services.

5.2 Our stakeholders
In our daily business, we are in contact with a large 
number of stakeholder groups whose members have an 
impact on the company’s operation and/or are affec-
ted by the company’s activities. Our sustainable and 
responsible corporate governance principles as well 
as our business interests require continuous dialogue 
with all stakeholder groups to facilitate long-term and 
mutually beneficial cooperation. Understanding diffe-
rent needs and expectations will help us better serve 
our customers, maintain a fruitful cooperation with our 
partners and deliver a stable business performance.

STAKEHOLDER 
GROUP IMPORTANCE OF DIALOGUE FORM OF DIALOGUE FREQUENCY

Internal stakeholders

Employees Our business success is based on the devoted 
and conscientious work of our employees.

Employee Engagement Survey (EES17) once a year

MyVoice – a representative body of employees for dis-
cussing work-related issues

quarterly or in an ad 
hoc manner, on an 
as-needed basis

Management Our successful and sustainable operation as a company depends on our managers’ 
well-informed decisions. HSSE18  Committee quarterly

Telenor ASA 
(Owner)

Our performance has an impact on our shareholders who set economic, social and 
environmental expectations for us.

Reports 
Regular data supply 
Workshops, conferences

ongoing

External stakeholders

Customers We want to use customer feedback to meet changing customer needs at all times. Customer satisfaction survey ongoing

Suppliers
The quality of our products and services also depends on our suppliers’ performance. 
We expect our suppliers to identify with our corporate values, understand our opera-
ting principles and abide by our policies.

Supplier audits 
Risk assessment processes 
Supplier courses

once a year

NGOs NGO experts help us make the most of our positive impact on the society. Membership in organisations 
NGO partnership ongoing

Public sector
Telenor has contributed to shaping the industry environment by commenting on se-
veral industry-specific legal regulations and being actively involved in consultation 
through representative bodies.

Consulting on regulatory issues 
Membership in trade and representative organisations 
Participation in forum activities

ongoing

Children
We make a special effort to facilitate safe and responsible internet use by the youn-
gest generations. To achieve this, we need to develop a thorough understanding of 
their needs and feedback.

Education on safe and responsible internet use by 
children 
Corporate volunteers’ programme at schools

several times a year

Local communities Our business activities impact the lives of local communities directly. As a result, we 
make continuous effort to maintain a dialogue with them. Community forums occasionally

Media Media channels provide the most efficient way to contact our customers and other 
stakeholders.

Press releases 
Press conferences 
Expert media briefings 
Regular information supply to the media

ongoing

Competitors
In line with our principles of ethical conduct and the pertinent legal regulations, and 
having efficient financial management in mind, we respect the principles of fair com-
petition.

Membership in organisations 
Conferences ongoing

15Our strategy



5.3 Corporate responsibility strategy
Being a leading player of the Hungarian telecommuni-
cations industry and the Hungarian economy in gene-
ral, our company has a major economic, social and en-
vironmental impact on its stakeholders. In line with our 
commitment to sustainable and responsible business, 
we do our best to identify and minimize our harmful 
impact and strengthen our positive impact to maximi-
se benefits for our stakeholders. Telenor has identified 
three key pillars for its CR strategy.

Economic responsibility

Being a business entity, it is our primary responsibility 
to operate profitably and reach our business goals so 
that our products and services can create long-term 
value for our stakeholders. To achieve this, we create 
a customer-centric approach throughout the organi-
zation, tailor development efforts to customer requi-
rements, and pursue transparent and ethical business 
to boost efficient competition, create value for all and 
promote this approach in the business community.

Corporate responsibility

Rather than just being an economic actor, our company is 
deeply embedded in society, and it has an impact on and is 
responsible for its members. To demonstrate our social res-
ponsibility, we apply responsible employment practices, use 
our technology for social causes and make our products and 
services available to all in a safe and accessible way.

Our company’s success depends on its employees. As 
a result, we give high priority to the establishment of a 
safe, comfortable and efficient working environment. 
We also make a special effort to create suitable conditi-
ons for employing people with a reduced ability to work.

We do our best to leverage ICT solutions to create ma-
ximum value for society. As part of this commitment, we 
have launched an education programme in coopera-
tion with our partners.

Protecting children is an integral part of our CR stra-
tegy. There are important education and safety issues 
related to the use of internet and smart devices by 
younger generations. In line with this commitment, we 
have launched a programme to educate children on 
responsible and safe internet and mobile phone use.

To implement our sustainable social projects as effec-
tively as possible, we are committed to long-term 
cooperation with NGOs.

Environmental responsibility

Our key environmental goals are outlined in the En-
vironmental Policy adopted in 2013. We want to ful�-
ly comply with environmental regulations, minimize 
the environmental impact of our activities and conti-
nuously improve our environmental performance. Most 
of our environmental impact comes from energy con-
sumption and CO2 emissions related to network opera-
tion, travel and facility management. We keep seeking 
development opportunities in these fields.

In addition to minimising our own environmental im-
pact, we also actively contribute to reducing the en-
vironmental impact of our customers. To further this 
goal, we provide products and services enabling our 
customers to better manage their resources and redu-
ce their own harmful emissions.

ECONOMIC RES-
PONSIBILITY

CORPORATE 
RESPONSIBILITY

ENVIRONMENTAL 
RESPONSIBILITY

16Our strategy
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6. Responsible corporate governance



19  �For the legal compliance indicators covered in this chapter, we considered only those cases where a regulatory authority pas-
sed a resolution in calendar year 2015, and we always considered resolutions of first instance. When referring to legal regu-
lations, we listed only laws – lower level regulations (typically government decrees or ministerial decrees) were not identified.

20  �Relevant legal regulations include primarily Act C of 2003 on electronic communications and Decree No. 2/2015 (III. 30.) by the 
National Media and Infocommunications Authority (NMHH) on the detailed rules of electronic communications subscriber agreements. 
Under this point, we considered cases in which Telenor was found guilty in violating the law and was fined at least HUF 1 
million by the authorities.

6.1 Our ethical principles
Maintaining ethical corporate conduct and fighting 
against corruption are not only our legal and moral ob-
ligation but also an essential precondition to creating 
and fostering healthy and innovative competition ge-
nerating real value for our customers.

Setting a model for our operation, Telenor’s Code of 
Conduct sets high standards of ethical business con-
duct for the company that need to be observed by all 
employees of Telenor Group. Employees and other 
parties acting on behalf of Telenor are also required to 
comply with the standards of our Code of Conduct.

The Ethics & Sustainability Committee of the Telenor 
ASA Board of Directors oversees that the organisation’s 
leadership is creating an ethical atmosphere, while it 
is the responsibility of unit-level local management as 
well as the ethical and compliance function to imple-
ment the Code of Conduct. 

For more information about Telenor’s Code of Conduct 
and its ethical and compliance function, please visit 
our website.

6.2 Legal compliance19

We strive to fully comply with legal regulations in our 
daily business. Our competitive behaviour is driven by 
our desire to comply with the provisions of effective 
legal regulations, and particularly Act LVII of 1996 on 
the prohibition of unfair and restrictive market practi-
ces.

TOTAL NUMBER OF LEGAL ACTIONS FOR 
ANTI-COMPETITIVE BEHAVIOUR, AND 
NON-COMPLIANCE WITH ANTI-TRUST 

AND MONOPOLY PROVISIONS AND THEIR 
OUTCOMES

Number of legal actions 1

Outcome of actions in progress

The competition authority is currently investigating a 
partnership between Magyar Telekom and Telenor re-
lated to the networks and frequencies required for pro-
viding their broadband services. The investigation in 
itself, however, does not mean that a violation of com-
petition regulations has been committed

In 2015, Telenor was fined HUF 250 million by the Na-
tional Media and Infocommunications Authority for an 
unlawful unilateral contract amendment completed 
on 25 July 2014. The decision is now final, the fine has 
been paid by Telenor, but the company requested a ju-
dicial review which is currently underway.

To read more about legal cases related to marke-
ting communications and information please read 
subchapter 7.1. Responsible marketing.

MONETARY VALUE OF SIGNIFICANT FINES AND 
TOTAL NUMBER OF NON-MONETARY SANCTI-
ONS FOR NON-COMPLIANCE WITH LAWS AND 

REGULATIONS20 

Monetary value of fines (HUF) 250,000,000

Number of non-monetary sanctions 0
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6.3 Practices to combat corruption 
and promote ethical business conduct
Telenor did not have any corruption case in 2015.

Telenor is firmly opposed to all forms of corruption. In 
our daily business, we consider the fight against cor-
ruption not only a statutory and moral obligation, but 
also a way to ensure healthy and efficient long-term 
competition and future success. Telenor has zero to-
lerance for corruption and is committed to doing busi-
ness in accordance with the highest ethical standards.

Our Anti-corruption Handbook provides guidance to 
detect and prevent corruption. It aims to give Telenor 
employees a practical tool to help them comply with 
Telenor’s values and formal anti-corruption rules.

Managing the risk of corruption

In line with our principles of ethical and transparent 
operation, we make continuous effort to assess and re-
duce the risk of corruption. In 2015, the Legal Depart-
ment completed a questionnaire-based corruption risk 
assessment at medium and senior management and 
expert levels and shared the results with staff at work-
shops. Based on the detected risks, we placed special 
emphasis on improving stakeholders’ corruption risk 
awareness in 2015.

In the reporting period, Telenor took the following 
measures.

•	 It added a warning clause to prevent corruption to 
its tender documentation.

•	 It called colleagues’ attention to anti-corruption ru-
les and the required anti-corruption measures in its 
newsletters and the e-learning course of Telenor’s 
Code of Conduct (whose completion is mandatory 
for all Telenor employees).

•	 The managers and experts of the functions most ex-
posed to the risk of corruption were offered seven 
workshops this year to discuss dilemmas and practi-
cal examples in an interactive setting.

•	 An anti-corruption e-learning course and a perso-
nal compliance session was added to the onboar-
ding process of new employees.

•	 A compulsory anti-corruption e-learning course 
has been developed for Telenor staff that has been 
completed by 99% of employees already.

•	 We introduced ad hoc inspections in tendering and 
procurement processes to prevent and eliminate 
the risk of corruption.

Reporting and investigating violations

The Group Manual Ethics & Compliance contains clear 
investigation procedures and an outline of disciplinary 
procedures, the parties responsible for appropriate ac-
tion and it provides guidance on the equal treatment 
of compliance incidents within Telenor Group. Emp-
loyees who become aware of any kind of infringement 
are encouraged to report this to their leader or the Lo-
cal or Group Ethics & Compliance Officer. Telenor runs 
a compliance hotline for this purpose where incidents 
can be reported in the official local language by pho-
ne, e-mail or postal service 24 hours a day, every day 

of the year. Telenor does not allow reprisals of any kind 
against those who in good faith report an infringement 
or suspicion of an infringement, and it manages reports 
confidentially. Misconduct that may result in discipli-
nary action includes failure to promptly report a known 
or suspected breach.
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6.4 Telenor’s contribution to transparent business

Telenor Ethical Company Award

Telenor has been partnering with Transparency Inter-
national Hungary (hereinafter “TI”) since 2012. We 
joined forces to fight corruption posing a threat to 
Hungary’s competitiveness and promote transparent 
business practices. 

As part of our partnership, we presented the Telenor Et-
hical Company Award for the fourth time in 2015. The 
award was established to recognize corporate prog-
rammes aiming to promote ethical business conduct.

In the enterprise category, the award has been gran-
ted to Grundfos Magyarország Gyártó Kft. whose Code 
of Conduct includes a large number of corruption case 
studies, while in the SME category the award went to 
Biofilter Környezetvédelmi Zrt. that enforces ethical 
guidelines not only among its own employees but also 
among its 4,600 partners providing a model and edu-
cation for the entire industry. 

For more details about our partnership with TI, please 
visit our website.

“In the Pursuit of Facts”

To raise young people’s awareness of the importance 
of corruption-free and transparent business, Telen-
or and DUE student journalist association established 
ethical student journalist award “In the Pursuit of Fa-
cts” in 2013. The award is granted to applicants for fa-
ct-based stories on any topic of their choice.

In 2015, the ethics award went to Bernadett Virágh 
who wrote an article on the marketing of fake higher 
education degrees and diplomas. Those finishing on 
the second and third places wrote about prejudice 
against the Roma among teenagers and gave a deta-
iled insight into how tough it is to be a woman in India.
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6.5 Sustainable 
supply chain
When managing a sustainable supply chain, Telenor 
not only takes special care to select is suppliers in a 
responsible manner but it also audits and improves the 
ethical compliance of its contracted suppliers.

Continuing the practice of previous years, Telenor does 
its best to select partners that accept Telenor’s va-
lues, ethical and anti-corruption principles and make 
a contractual commitment to comply with Telenor’s 
Supplier Conduct Principles (sign the Agreement on 
Responsible Business Conduct, hereinafter referred to 
as “Agreement”). Telenor assessed the compliance of 
internal policies, procedures and training courses with 
the principles of ethical conduct at about 20 suppliers 
in 201521.

We had 445 active partners registered in the reporting 
period (that also signed the above agreement).

Of our contract partners in 2015, 65 suppliers (15% of 
those signing the Agreement) completed our self-as-
sessment questionnaire. Based on their answers, 20 
partners were selected for a personal consultation on 
how to improve their compliance with the expectations 
set out in our Supplier Conduct Principles.

In addition to the self-assessment and in line with 
our consulting-based approach, comprehensive and 
targeted inspections were conducted at another 20 
contractual partners based on a preliminary risk as-
sessment.

While in 2014, 74 suppliers were audited (question-
naire-based self-assessment and inspections) and 75 
corrective actions were proposed, in 2015 we directly 
audited 85 suppliers in detail and made 58 con-
sultative recommendations. That is, we proposed 
fewer corrective actions in 2015.

In the reporting period, we did not terminate any cont-
ract due to negative impact assessment results.

We raise our partners’ compliance awareness at perso-
nal awareness sessions. Interactive workshops aiming 
to improve supplier awareness were held three times 
during the year – for different groups of suppliers. 
These sessions were about the contents of Telen-
or’s Supplier Conduct Principles and auditing prac-
tices. The results of these awareness sessions were 
immediately apparent in a more direct contact with 
suppliers and trust-based attitude during the au-
dits. For 2015, we set the goal to improve our supp-
liers’ knowledge and processes through broadly avai-
lable training programmes. Leveraging the experience 
gained from these programmes, we will focus even 
more on improving suppliers’ awareness and know-
ledge in 2016.

Telenor’s SCS22 function played an active role in the ac-
tivities of the Supply Chain Working Group of the Busi-
ness Council for Sustainable Development in Hungary 
also in 2015.

21  All service providing partners are considered to be our suppliers. In 2015, we had 566 suppliers.
22  Supply Chain Sustainability

TYPES OF IMPACT 
ASSESSMENT

NUMBER OF SUPPLIERS 
SUBJECT TO IMPACT 

ASSESSMENT

NUMBER OF SUPPLIERS 
WITH MAJOR EXISTING AND 

POTENTIAL RISKS IDENTIFIED

NUMBER OF SUPPLIERS 
MAKING PROGRESS IN THE 

PERIOD UNDER SURVEY

NUMBER OF CONTRACTS 
TERMINATED

Environmental 85 0 0 0

Employment 85 4 14 0

Human rights 85 0 0 0

Social impact 85 0 1 0
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7. Customers



23  �For the legal compliance indicators covered in this chapter, we considered only those cases where a regulatory authority 
passed a resolution in calendar year 2015, and we always considered resolutions of first instance. When referring to legal 
regulations, we listed only laws – lower level regulations (typically government decrees or ministerial decrees) were not 
identified.

24  �National Media and Infocommunications Authority
25  �This section includes cases when Telenor was condemned by the consumer protection authority for failing to provide ap-

propriate information in response to a specific customer complaint.
26  �Source: TNS, Global Brand Tracker Base: population aged 14 to 65 

Question: How would you rate your overall satisfaction with Telenor? Please rate your satisfaction on a scale of 1 to 10 
where 1 means “very dissatisfied” and 10 means “fully satisfied”. You can give your opinion by selecting any number bet-
ween 1 and 10. Top3 values: 8 to 10 on a scale of 10.

7.1 Responsible marketing23

Telenor’s marketing activities are regulated primarily by Act CLV of 1997 on Consumer Pro-
tection, Act XLVIII of 2008 on the Basic Terms and Limitations of Commercial Advertising 
Activities, Act XLVII of 2008 on Unfair Commercial Practices, Act C of 2003 on electronic 
communications and Act LVII of 1996 on the prohibition of unfair and restrictive market 
practices. Our marketing communication activities are overseen by the National Media and 
Infocommunications Authority (NMHH24), the National Consumer Protection Authority, and 
the National Competition Authority (GVH). These authorities request data from us both on a 
scheduled and on an ad hoc basis in response to consumer reports and as part of their own 
statutory obligations.

The authorities did not condemn Telenor in any case related to marketing communications in 
2015.

Telenor was condemned for the lack of proper information supply about products and servi-
ces in some cases by NMHH in the reporting period25. These cases were due to employee mis-
takes related to inaccurate data supply about products and services in the course of sales, 
late response to complaint letters and failure to appropriately investigate complaints.

7.2 Customer satisfaction
Telenor wants to keep its customers satisfied with the quality of its products and services at 
all times. For this reason, Telenor has been monitoring customer satisfaction for several years 
with customers’ involvement, regular customer contact, analysing the feedback received and 
integrating it into future development goals.

Consumer satisfaction survey26

Based on a customer survey conducted in 2015, customers are satisfied with Telenor’s servi-
ces. Telenor maintained its customer satisfaction level above 85% also during the reporting 
period.
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27  Interactive Voice Response

Satisfaction with phone-based customer service

In order to obtain clear and measureable feedback about its performance and service qu-
ality, our customer service has been running continuous IVR-based27 customer satisfaction 
surveys during the year. Based on the results, we can proudly say that Telenor maintained the 
excellent quality of its customer service and the high level of satisfaction and loyalty of its 
customers also in 2015. The results were steadily high throughout the year, only the summer 

period saw slightly lower scores from customers due to a sudden increase 
in workload and the resulting slower customer service caused by servi-
ce-related changes.
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 �1. How would you rate your satisfaction with the customer service operator responding to your call? Please rate your satisfaction on a scale of 1 to 6 where 6 
means “very satisfied” and 1 “very dissatisfied”.

 �2. What about your overall satisfaction with the customer service in general including availability, the menu system and any other aspects? Please rate your sa-
tisfaction on a scale of 1 to 6 where 6 means “very satisfied” and 1 “very dissatisfied”.
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28  World Health Organization
29  Act CLV of 1997 on consumer protection
30  Act LXXXVIII of 2012 on the market supervision of products
31  �This section includes cases when Telenor was found guilty of not providing an appropriate user manual to the products it sold 

and was fined by the authority at least HUF 1,000,000. Telenor did not have such a case in 2015.

7.3 Privacy
To manage data security risks in a structured and effi-
cient manner, Telenor keeps working to protect not 
only customer data but also its own sensitive corporate 
data against potential attacks and abuse.

Telenor manages data in compliance with effective 
legal regulations, and in particular Act CXII of 2011 on 
the right of personal data protection and freedom of 
information (hereinafter Infotv.) and the Communica-
tions Act. In line with its statutory obligations, Telenor 
outlines the rules for managing its subscribers’ perso-
nal data in its General Terms and Conditions and its in-
ternal Privacy Policy.

The number of privacy violations declined over 2014 
due to Telenor’s continuous efforts to improve privacy. 
As a result of privacy training courses and workshops, 
colleagues and Telenor partners responsible for data 
management pay a lot more attention to privacy. In 
addition, 2015 saw the establishment of a more secu-
re data channel. These actions are expected to further 
reduce the number of privacy complaints in the future.

7.4 Safety of service
Every piece of equipment connected to the electricity 
network generates an electric field. Radio and televisi-
on antennas as well as mobile phone antennas gene-
rate a radio-frequency electromagnetic field.

Before the establishment of a new base station, Telen-
or discusses the potential impact of the base station’s 
operation with stakeholders and responds to their 
questions to dispel any concern. Base stations and to-
wers are always constructed in close compliance with 
health limits on workers and local residents alike, as 
well as WHO28 guidelines.

2015 didn’t have any court ruling finding Telenor guilty 
of violating legal regulations on29 the careful mana-
gement and use of its products and services30 or their 
health and safety impact.

Degree of non-compliance with product- and servi-
ce-related legal regulations and other requirements 
and the monetary value of associated fines:

Monetary value of fines (HUF) 0

Number of actions when legal regulations or voluntary 
standards on the health and safety impact of products 
and services were violated in a breakdown by outcome:

Number of legal actions 0

 

7.5 People with disabilities
To enable all customers to equally enjoy the opportu-
nities provided by Telenor services, we pay special at-
tention to serving the needs of people with disabilities.

To further this end, Telenor hired a specialist NGO 
(Motiváció Foundation) to help it make all shops 
fully accessible in 2015. As a next step, Telenor will 
use research results in its decision making processes 
to make the products and services sold in its retail net-
work accessible to people with disabilities.

PRIVACY COMPLAINTS 2010 2011 2012 2013 2014 2015 CHANGE 
OVER 2014

Number of privacy complaints 
received 46 65 35 55 169 113 -33%

Number of substantiated 
complaints 18 33 11 32 128 83 -35%

Number of substantiated 
complaints reported by third 
parties

18 29 11 25 60 47 -22%

Number of substantiated 
complaints received from 
regulatory authorities

2 1 1 1 1 1 0%

Number of data leakage 
incidents 0 3 5 4 1 14 1300%

Number of data theft incidents 0 3 1 0 1 3 200%

Number of data loss incidents 0 1 0 0 0 0 0%
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8. Infocommunications technology for the benefit of the society



8.1 ICT in education

Hipersuli Education Programme

In May 2015, Telenor Hungary launched its spe-
cial corporate responsibility initiative, the Hipersuli 
Education Programme in 15 classes of 5 schools. 
Telenor’s core business provides an opportunity to use 
digital technology in education. This initiative makes 
use of this idea. The project aims to deliver innovative 

and effective methods to promote the broad adoption 
of digital education and support students in learning 
and teachers in teaching through the use of mobile 
devices and Hipernet. It uses information technology 
to facilitate children’s education and skills develop-
ment. The programme has been supported also by the 
State Secretariat for Public Education and the Hunga-
rian Institute for Educational Research and Develop-
ment (OFI). Microsoft Hungary has contributed teacher 
training and Office 365 basic packages to Hipersuli’s 
success. Other programme participants include Dig-
ital Opportunity Foundation, which organizes Complex 

Instruction Programme training courses for interested 
schools and Digital Identity Agency Kft., which con-
ducts project-related research and prepares reports 
summarizing research findings. 

The Hipersuli programme has been joined by 360 stu-
dents and 31 teachers of one school in Budapest and 
four schools outside Budapest. Telenor supplied them 
with tablet computers, mobile internet, Wi-Fi routers, 
provided training for teachers, educated students on 
safe internet use and delegated school coordinators to 
give technical and education support to all participants.

“The Hipersuli programme aims to help children use 
mobile internet and mobile devices in a safe and effi-
cient way for learning, gain a broader view of the world 
and become security-conscious internet users”, said 
Christopher Laska, CEO of Telenor Hungary, at the me-
dia event held to announce the launch of Hipersuli 
programme on 5 May 2015.

The programme involved all age groups including the 
lower and higher grades of primary school and secon-
dary school with all students being given an opportu-
nity to try digital learning. In spring 2015, Hipersuli 
was joined by children in the first, second, fourth, fifth, 
sixth and ninth grades.

As part of the project, children are allowed to take tab-
lets home in two schools, while in the other schools 
they can use them only for classroom activities. In 
classes including Hungarian language and literature, 
maths, visual culture, foreign languages and science, 
teachers use websites and online apps introduced to 
them at teacher training sessions. Since autumn 2015, 
they can also access a continuously expanding range 
of digitized and digital teaching resources available on 
the National Public Education Portal.

An impact study on the initiative is under preparation 
with the involvement of participating students, tea-
chers and parents. The results will be made publicly 
available at the website www.hipersuli.hu.

Christopher Laska at the media event announcing the launch of Hipersuli programme An enthusiastic young participant of Hipersuli Programme
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Schools involved in Hipersuli education programme:

•	 Áldás Street Primary School, Budapest
•	 Eötvös József Primary School, Ercsi	
•	 Németh László Primary and Secondary School, Hód-

mezővásárhely		
•	 Bálint Márton Primary and Secondary School, Tö-

rökbálint
•	 St. Emeric Catholic Primary School, Zsombó	

School subjects taught using a tablet under the prog-
ramme:

•	 Hungarian language and literature, history, visual 
culture 

•	 maths, chemistry, physics, IT
•	 science, geography
•	 English, French, German

The model project of Hipersuli Education Programme 
was launched in spring 2015 and will be completed 
in summer 2016. Telenor will summarize the results of 
the model project and use them for the further devel-
opment of the Hipersuli programme. 

At the website www.hipersuli.hu, you can read more 
about our research results and Hipersuli-related 
events.

BUDAPEST

TÖRÖKBÁLINT

ERCSI

ZSOMBÓ

HÓDMEZŐVÁSÁRHELY

4 SCHOOLS
OUTSIDE BUDAPEST

+ 1SCHOOL
IN BUDAPEST

31 TEACHERS360 STUDENTS

GEOGRAPHY

HUNGARIAN LANGUAGE AND LITERATURE

PHYSICS

SCIENCE

ENGLISH, FRENCH, GERMAN

VISUAL CULTURE 

HISTORYMATHS

CHEMISTRY

IT

HIPERSULI
EDUCATION PROGRAMME
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KórházSuli

In addition to the classroom initiative, the Hipersu-
li programme keeps seeking new ways to use digital 
education solutions to enhance the efficiency and ex-
pand the opportunities of education. Telenor signed a 
one-year sponsorship agreement with the organizers 
of KórházSuli programme at the end of 2015.

KórházSuli is a voluntary initiative to facilitate the edu-
cation of children in long-term hospital care with tech-
nology solutions and personalized learning content. 
As part of this program, hospital teachers use tablets 
and mobile internet at the bedside of young patients. 
This way, children can learn from resources tailored to 
their needs on a special interface developed for the 
KórházSuli programme. KórházSuli’s digital learning 
materials are created by fellow students and reviewed 
by teachers. The further development of the program-
me was preceded by thorough testing. The partnership 
with Hipersuli has led to a breakthrough enabling the 
broader adoption of the hospital school programme.

For more information about KórházSuli please visit the 
programme’s website.

8.2 Safe and responsible 
internet use by children
Being a telecommunications company, it is both our 
duty and responsibility to reduce online threats to 
users of our products and services, children in parti-
cular. Therefore, we are committed to providing ma-
ximum support to children, their parents and tea-
chers enabling them to enjoy the benefits of our 
technology in a safe and responsible way. 

We have launched several initiatives to promote safe 
internet use by children:

•	 Our internet network has been blocking websites with 
child sexual abuse content based on a blacklist pro-
vided by the National Police Headquarters (ORFK) 
and Interpol.

•	 We provide a free service enabling customers to ban 
access to premium rate content and limit access to 
websites included in the operator’s white list of safe, 
non-adult content on their children’s mobile sub-
scription.

•	 Our website includes a direct link to NMHH’s inter-
face for reporting online harassment, paedophile, 
racist or extremely violent content.

•	 We also made the Norton Family free child protec-
tion filtering software available on our website as 
recommended by the Internet Roundtable for Child 
Protection in 2014.
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32  United Nations International Children’s Emergency Fund

8.3 Supporting NGO activities 
Another way to use technology to serve the public 
good is to directly support NGO activities with our de-
vices and services.

Our proprietary smartphone-based donation app 
ADDODA connects potential donors and charity orga-
nizations. We also run several donation lines and help-
lines using our services to help those in need. Telenor 
supports the fund-raising activities of 50 to 60 NGOs 
through the 13600 “ADHAT” donation line operated 
together with other telecommunications companies 
and the Nonprofit Information and Education Centre 
(NIOK) Foundation. Services of special social impor-
tance include the free 24x7 counselling hotline of Blue 
Line Child Crisis Foundation (116-111), the Missing 
Children’s Hotline (116-000), the counselling hotline 
of DélUtán Foundation (13777), and the counselling 
hotline of the National Association of Hungarian Child 
and Youth Counselling Services (13700) (all numbers 
are toll-free for calls from within Hungary).

In 2013, UNICEF’s National Committee in Hungary and 
Telenor Hungary signed a partnership agreement. As 
part of this partnership, we supported UNICEF32 in la-
unching the Ébresztő-óra programme to raise aware-
ness of children’s rights. Until 2015, the initiative had 
reached more than 8,500 children who were educated 
on their rights at playful, interactive sessions. Telenor 
also made a commitment to promote smartphone app 
HelpApp aiming to provide help and practical advice to 
children who have been subject to abuse or harassment. 

For more information on our activities promoting safe 
internet use by children and our partnership with UNI-
CEF, please see our previous reports or visit our website.

In 2013, Telenor signed a strategic partnership agree-
ment with the Hungarian Red Cross focusing on coope-
ration in disaster management related communica-
tions. For more information on the two organizations’ 
joint efforts please visit our website.

In October 2015, Telenor made the mobile fleet of 
Bátor Tábor Foundation available to all. The users of 
this tariff can make free calls between them and Te-
lenor donates HUF 900 to Bátor Tábor Foundation per 
month after every user. For more information about 
the activities of Bátor Tábor Foundation please visit its 
website.

In 2013, Vigyél Haza Alapítvány (Take Me Home 
Foundation) and Telenor announced a smartpho-
ne app for responsible dog ownership that helps lost 
or stray dogs find their way home or be adopted. As a 
result of this partnership, free microchip readers were 
installed in several dog-friendly restaurants in Buda-
pest in 2015. Once the microchip is read, the restau-
rant contacts young volunteer vets of the Foundation 
who verify the dog owner’s data in an online database 
and contact him/her immediately to help the stray pet 
get back home as soon as possible. For more informa-
tion about the app please visit our website. You can 
download the app through this link.

8.4 Supporting law 
enforcement
Telenor’s 7-strong Law Enforcement Group has been 
responding to data requests from authorities on a 
round-the-clock basis for several years. The number 
of such requests is about 40,000 per year. For more 
details about our company’s activities supporting law 
enforcement agencies please visit our website.
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9. Community engagement



Being a responsible company, we are committed to participating in the life of the society we are part of also 
beyond our market activities. For several years, Telenor has been organising events enabling its employees to 
join forces and take action for the benefit of the society, social groups in need or their environment. Our volun-
teer programmes generate a community experience shaping employees’ attitude and increasing their commit-
ment to the company and to one another.

Education on safe and responsible 
internet use

We made our TudatosNet e-learning material avai-
lable to all on the website www.hipersuli.hu in autumn 
2015. It includes chapters to educate young people 
on responsible internet use. In the last quarter of the 
year, 142 Telenor volunteers educated 840 students 
of 28 classes in 10 schools on safe internet use. As 
part of Telenor’s volunteer day of 8 October, we held 
three-hour sessions at the four schools involved in our 
Hipersuli Programme. Under a campaign launched in 
December, volunteering employees delivered pre-
sentations on this subject at the schools of their own 
children.

Cake fair

In December 2015, we organized our traditional 
Christmas cake fair for the fifth time. We had 50 volun-
teering employees baking and selling cakes and hund-
reds of staff contributing to our donation to Gyermek-
kor Foundation.

The HUF 400,000 raised by the cake fair was doubled 
by Telenor. As a result, the Foundation received HUF 
800,000. This amount was used to support the activi-
ties of Madarász Street Children’s Hospital, Budapest.
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10.1 Employment data
Our company’s employment policy was presented in 
detail in our sustainability report for 2010 to 2012. 
This report includes only 2015 data and the analysis 
of changes, if any. 

Employee headcount and age composition

Our company had 1,059 employees on average in 
2015. By the end of the year, our headcount grew to 
1,138 people. We have an about equal number of 
male and female employees, mostly in the 30 to 50 
age range.

A major HR event of 2015 was the insourcing of 21 
shops formerly operated by partners. As a result, the 
number of our self-owned shops increased to 30, while 
the number of Telenor employees working in the retail 
network exceeded 300. With this expansion, we took 
another step in the direction of consultative sales that 
will require much training and development next year.

99% of Telenor Hungary’s employees are of Hungari-
an nationality. The ratio of foreign employees is hig-
her in senior management (CEO, CxOs and directors). 
In 2015, 26% of Telenor employees in senior ma-
nagement positions were non-Hungarians. The se-
ven-strong Leadership Team, Telenor’s top governing 
body, had four non-Hungarian members.

Employee categories by age group  
(2015)

Employees older than 50

Employees between 30 and 50

Employees younger than 30

Senior manager

Manager

Staff

Distribution of employees 
in employee categories (2015)

82,43%

15,2%

2,37%

Average headcount (number of employees)  
(2011-2015)
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Non-Hungarian senior manager
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26%

74%

Ratio of Hungarian and non-Hungarian 
senior managers (2015)
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33  �Overall turnover is calculated dividing the number of employees leaving the company during the year by the average he-
adcount. With the headcount increasing significantly during the year, turnover was much lower compared to the year-end 
headcount. (Average headcount was 1,059 people, while year-end headcount was 1,138 people).

34  Within the specific employee group.
35  Within the specific employee group.

Staff turnover

Voluntary staff turnover has been around 8% for se-
veral years which is a healthy level for a company with 
commercial and customer service activities. In 2015, 
turnover was 7.4% which is also in line with this trend.

Overall staff turnover (including both voluntary and 
non-voluntary turnover) was 16%33 which is also a 
healthy level. This good result is partly due to the fact 
that Telenor has stable results and a clear vision in the 
Hungarian telecommunications industry.

YOUNGER 
THAN 30

BETWEEN 
30 AND 50

OLDER 
THAN 50 MEN WOMEN

No. of new employees 133 161 3 128 169

Ratio of new employees34 58% 20% 15% 26% 30%

No. of employees leaving the 
organization 35 129 5 82 87

Ratio of employees leaving the 
organization35 15% 16% 24% 17% 15%

Ratio of employees leaving the organisation 

Ratio of new employees

Men Women

30%

25%

20%

15%

10%

5%

0%

Staff turnover by gender (2015)
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Benefits

For more information about Telenor’s system and composition of benefits please read our sustainability report 
for the years 2010 to 2012.

TELENOR 
CONTRIBUTION

EMPLOYEE 
SELF-RELIANCE TOTAL

Mobile phone (HUF) 40 000 0 40 000

Employee tariff plan 96 000 0 96 000

Mobile internet (HUF) 97 000 0 97 000

SZÉP card (HUF) 165 000 0 165 000

Health insurance and health fund (HUF) 120 000 120 000 240 000

Sports card (HUF) 33 000 33 000 66 000

Voluntary pension fund (HUF) 120 000 120 000 240 000

Employee share programme (HUF) 60 000 240 000 300 000

Life and accident insurance (HUF) 39 600 0 39 600

Eyeglasses contribution (HUF) 18 000 0 18 000

Total 788 600 513 000 1 301 600
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10.2 Equal opportunities
Providing equal terms of employment and career op-
portunities, and supporting an appropriate work-life 
balance are key components of Telenor’s employment 
policy. We believe that our work-life balance practi-
ces and firm action against all kinds of discrimination 
improve our employees’ engagement and help Telenor 
perform better as a company.

Ratio of women in senior management

In 2015, only one in 5 of our senior managers were 
women. The company wants to change this to reflect 
the presence and importance of women at Telenor also 
at the senior management level. We have set up a de-
dicated project to realize this goal by 2020.

Equal wages to men and women

Telenor is committed to providing equal opportunities 
to its employees also in terms of compensation. This 
is proved by the fact that the wage level of women is 
nearly the same as that of men (92% to 98%) at all 
employee levels and in all groups.

Incidents of discrimination

Telenor is committed to establishing working conditi-
ons in line with the requirements of fair employment 
and does its best to enforce ethical conduct at the 
workplace. In line with this, Telenor objects to all kinds 
of discrimination and ensures equal opportunities in 
employment.

In 2015, we had 3 cases of suspected discrimination 
but ethical and compliance inspections confirmed this 
suspicion only in 1 case. We think that the number of 
reported incidents of discrimination increased because 
employees had more confidence in Telenor’s ethical and 
compliance function and were more active in reporting 
potential discrimination affecting them or others.

Supporting talented Roma youth

Telenor joined the equal opportunities initiative of the 
Hungarian Business Leaders Forum (HBLF) and IBM 
Hungary supporting the higher education studies of 
talented Roma youth in 2008. For more information 
about the ROMASTER programme and students sup-
ported by Telenor please visit our website or ROMAS-
TER’s website.

PERCENTAGE OF WOMEN’S BASE SALARY AND 
BENEFITS COMPARED TO THOSE OF MEN BY 
EMPLOYEE CATEGORY (%)

Senior managers 92%

Middle managers 95%

Staff 98%

NO. OF CASES OF 
DISCRIMINATION AND 
MEASURES TAKEN 

2014 2015

Total number of cases of discrimination 1 3

Number of cases investigated by the 
organisation 1 2

Number of cases with an action in 
progress 0 0

Number of cases with an action and 
follow-up completed 1 1

Number of cases with a closed status 1 3

Women

Men

Gender distribution of employees in the 
different employment categories (2015)

Senior manager Manager Staff
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36  Child Care Allowance (Gyermekgondozási segély)
37  Child Care Fee (Gyermekgondozási díj)
38  �The retention rate of the current year was calculated by dividing the number of employees who returned to work in the pre-

vious year and were still working for the company 12 months later, that is, in the current year by the number of those who 
returned to work in the previous year.

39  �The number of work-related accidents during the year divided by the number of days worked (excluding travel accidents)
40  �We comply with legal regulations on documenting accidents and preparing accident statistics: Act XCIII of 1993 on Health 

and Safety, and MüM Decree no. 5/1993 (XII. 26.) of the Ministry of Labour on the execution of specific provisions of Act XCIII 
of 1993 on Health and Safety. We have no internal policy available on this subject. 

Returning to work

Supporting the return to work of employees with young 
children is a priority in Telenor’s corporate policy. While 
employees are on parental leave, our company signs a 
fixed-term employment contract with their substitutes, 
which means that the employees can return to work 
from their parental leave (GYES36 or GYED37).

In addition, part-time employment and teleworking/
working from home options help parents with young 
children return to work earlier and better align their 
work with family priorities. These options are an integ-
ral part of our corporate culture and are highly popular 
with Telenor employees. 

In 2015, Telenor was able to offer an appropriate po-
sition to 42% of young mothers returning to work from 
parental leave. As a result of challenging tasks and fle-
xible work arrangements, all of them were still being 
employed by Telenor at the end of 2015, one year af-
ter their return date.

Employee diversity

In addition to setting up a dedicated working group (Gen-
der Diversity) in 2015 to increase the ratio of women in 
Telenor’s senior management, we also hired a specialist 
NGO to help us efficiently integrate people with a redu-
ced ability to work into the organization. In the repor-
ting period, we started to work together with Salva Vita 
foundation to employ more people with a reduced ability 
to work and sensitize our employees to this issue.

RETURNING TO WORK FROM PARENTAL LEAVE
2014 2015

MEN WOMEN TOTAL MEN WOMEN TOTAL

Number of employees using parental leave 0 118 118 0 90 90

Number of employees going on parental leave in current year 0 31 31 0 28 28

Number of employees returning from parental leave 0 26 26 0 21 21

Number of employees still employed by Telenor 
12 months after their return from parental leave 0 11 11 - - -

Ratio of those returning to work (number of employees returning to work from parental 
leave/number of employees using parental leave) (%) 0% 22% 22% - 23% 23%

Retention rate: number of employees still employed 12 months after their return from 
parental leave/number of employees returning to work from parental leave (%)38 0% 86% 86% - 42% 42%

ABSENTEE RATES ÖSSZESEN FÉRFIAK NŐK

No. of fatalities 0 0 0

Workplace injury rate39 0,00085% 0 0,0016%

Occupational diseases rate 0% 0% 0%

Lost day rates because of workplace injuries or occupational 
diseases 0,054% 0,0% 0,10%

Absentee rate 2,78% 1,23% 4,2%

Number of working days 236153 112802 123351

Illness-related absence (days) 6441 1385 5056

Injury-related absence (days)40 128 0 128

10.3 Healthy working environment and work safety

Occupational Health 
and Safety Management System

For more information about Telenor Hungary’s Oc-
cupational Health and Safety Management System, 
as well as related goals and activities please visit our 
website and read our sustainability report on the years 
2013 and 2014. This report includes only data for and 
programmes implemented in 2015. 

2015 saw 2 work-related accidents. The injured emp-
loyees went on a sick leave in both cases.
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Following the practice of previous years, colleagues also had an opportunity to request 
free anti-flu vaccination which was used by more than 120 people in 2015. If required 
(e.g. due to trips to foreign countries), other vaccines are also provided to staff.

There is a half-automatic defibrillator available 
at the Telenor House. We held training courses 
on using the instrument and resuscitation skills 
attended by 30 colleagues during the year.

We organised several blood donation 
events at the Telenor House in 2015. 
We had more than 120 employees 
donating blood and helping save the 
lives of several hundred people.

RESUSCITATION
SKILLS 

DONATING
BLOOD 

VACCINATION 

300+30 120120

SAVED LIVES

ANTI-FLU 
TRIPS TO FOREIGN COUNTRIES

Health consciousness played an impor-
tant role in our activities in 2015. In line 
with this, we paid special attention to 
awareness raising and prevention during 
the year. We organized several free prog-
rammes for employees to preserve and 
improve their health. 
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41 �The number of colleagues participating in the TDP process was compared to average headcount. We considered only tho-
se colleagues whose TDP process has already been completed. Those whose TDP was still in progress were not considered.

10.4 Growth opportunities 
at Telenor
As part of its Norwegian company culture, Telenor 
does its best to offer its employees opportunities for 
continuous skills development. At our company, all 
employees are responsible for their own career de-
velopment supported by the company through the 
performance management process, as well as various 
training, development and talent management prog-
rammes. To read more about this subject, please visit 
our website or read our previous reports. This chapter 
covers our activities/training courses in 2015 only.

Training

Beside the above training courses, another popular 
form of education is the Telenor Intelligence Agency 
(TIA). Volunteers joining this initiative can share any 
work- or non-work-related knowledge they have (from 
graphology to paragliding) with others through pre-
sentations or practical workshops. The success of the 
programme is demonstrated by the fact that more than 
500 employees registered for the various courses of 
the programme during the reporting period.

Performance evaluation

Performance evaluation is managed through the Te-
lenor Development and Performance (TDP) process. 
Performance evaluation is a mandatory exercise for 
every internal employee of Telenor Group.

NAMES OF TRAINING AND 
DEVELOPMENT PROGRAMMES DESCRIPTION AND GOALS NUMBER OF 

PARTICIPANTS
DURATION 
(HOURS)

Social Fitness Help participants efficiently manage work-related emotions 137 12

Waves of change Provide new knowledge about change management 9 8

Energiamenedzsment Improve stress management and energy management 22 4

Carrier coaching Support career planning and career management 50 6

Presentation Improve presentation skills 42 3

Storytelling Improve storytelling and presentation skills 16 8

Impact Improve management skills, introduce Telenor’s corporate culture 28 32

Stepping-up - First time leader Support the successful career start of newly appointed managers 11 16

Top Talent Care Develop, motivate and energize top talents 16 8

Accelerate Leader Develop successors to senior management positions 1 32

Accelerate Expert Develop our experts recognized also at a Group level 4 32

Telenor Academies Develop competence fields of strategic importance 10 16

THE RATIO OF EMPLOYEES PARTICIPATING IN 
THE TDP PROCESS IN 201541

Women 93,3%

Men 89,1%

Staff 92,2%

Middle managers 95,0%

Senior managers 35,8%

All employees 91,3%
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10.5 Employee engagement
Companies with a high ratio of engaged employees 
tend to perform better in business. We want to make 
Telenor a company where employees enjoy working 
and are motivated to reach our common goals. This is 
why we measure employee engagement every year.

The Employee Engagement Survey (EES) aims to mea-
sure employee engagement and satisfaction. The results 
of this survey provide valuable feedback for manage-
ment in setting future development directions. Since 
the detailed description of the EES process is found in 
our previous sustainability reports and on our website, 
the following section focuses on EES results in 2015.

EES index results

The high participation ratio (96%) of the survey in 2015 
guarantees reliable and credible results. Based on the 
analysis of answers, there was a significant reduction 
compared to previous years. In response, workshops 
have been organized to better understand results and 
identify development actions.

The areas of improvement specified include custom-
er centricity, cooperation, change management and 
change-related communication.

2011 2012 2013 2014 2015

EES-INDEX 81% 82% 76% 79% 67%

PARTICIPATION RATE 96% 95% 98,5% 99,1% 96%
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11. Environment



42  International Organization for Standardization

11.1 Environmental management
Respect for the environment is an important core va-
lue for Telenor Hungary. Our key objective is to mini-
mize the impact of our business on the environment 
and comply with all environment-related legal and 
other regulations. In addition to improving our own 
environmental performance, we also want to make 
people more environmentally conscious through using 
our products and services. In light of this, our environ-
mental strategy is centred around energy efficiency, 
renewable energy resources, employee engagement 
and harnessing the opportunities of mobile communi-
cations. Telenor provides environmental education to 
its employees on a regular basis encouraging them to 
prevent environmental damage.

To implement our environmental strategy as effectively as 
possible, we also have an environmental policy matching 
our environmental strategy which expresses our commit-
ment to the environment and environmental goals.

In order to improve our environmental performance in 
an ongoing manner, we have been running an ISO42 
14001 Environmental Management System (EMS) 
since 2010. As part of this system, we are setting new 
targets every year in line with the following five key ob-
jectives: compliance with environmental law, reducing 
energy consumption, running a sustainable supply 

chain, using environmentally friendly technologies, ra-
ising colleagues’ environmental awareness.

Our goal related to the Environmental Management 
System was to improve our colleagues’ environmen-
tal awareness through several activities in 2015. To 
further this goal, we trained 16 employees to beco-
me internal environmental auditors who can promote 
compliance with the ISO standard and better enforce 
environmental principles in their daily work.

To read more about our environmental policy and 
Environmental Management System please visit our 
website. 

Environmental spending

In 2015, our environmental activities incurred the fol-
lowing expenses.

Telenor was not fined or sanctioned for the breach of en-
vironmental law and regulations in the reporting period.

11.2 Energy usage and CO2 emissions
In 2015, 283,644 GJ of energy was used to operate 
our mobile network and office building as well as for 
road and air travel and transport. This is about 5% hig-
her than in 2014 which was mostly due to the higher 
energy use of our network accounting for nearly 79% 
of our total energy consumption.

CO2 emissions change in line with energy consumption. 
Network-related emissions increased by 8.64%, while 
travel and transport-related greenhouse gas emissi-
ons declined by 8.65% in 2015 over the year before.

ENVIRONMENTAL EXPENSES 2013 2014 2015

Environmental management costs (HUF) 5 689 600 4 490 000 5 345 000

Total eco-tax paid (HUF) 44 000 000 35 539 392 22 001 553

Total (HUF) 49 689 600 40 029 392 27 346 553
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43 �The energy intensity of network operation is calculated by dividing the total energy consumption of network operation 
(electricity + green energy + Diesel-generated energy) by the number of customers as at the end of 2015. Calculating 
energy intensity, indirect energy consumption (outside the organization) was not considered.

44  Hazardous emissions from colleagues’ private cars is based on an expert estimate.
45  �Calculations are based on the assumption that a traditional car has CO2 emissions of 34g/km and 113g/km higher than a 

hybrid car and an electric car, respectively.
46  Our report for 2014 includes 3.4t in this line due to an error.

Network

The energy intensity of network operation was43 65MJ/
customer in 2015, which is 10.6% higher than in 
2014. The main reason behind this increase was hig-
her energy demand stemming from network develop-
ment during the year. At the same time, network-re-
lated hazardous emissions also increased.

Building management

The headquarters of Telenor Hungary, the Telenor 
House in Törökbálint, is one of Hungary’s most state-
of-the-art and most environmentally friendly office 
buildings. When designing the Telenor House, we wan-

ted it to be as environmentally conscious and innova-
tive as possible. For more information about energy 
equipment, geothermal heat pumps, solar cells and 
intelligent building controls used at the Telenor House 
please visit our website.

The reporting period saw no material change in the 
building’s energy consumption. The slight change vi-
sible was due to changes in weather.

Heat pumps produced 7,335.72 GJ of heating/coo-
ling energy, while the solar system produced 268 GJ of 
energy in the reporting period.

Travel

Travel-related energy consumption was significantly 
down by 6% in 2015. This was partly due to less tra-
vel by colleagues involved in joint projects with other 

Telenor business units, and partly to a group of colle-
agues moving to an office building closer to Budapest 
which reduced the use44 of private cars.

Reduced CO2 emissions from electric and hybrid cars 
compared to that of traditional cars45:

Travel-related environmental impact 
(t of CO2)(2011-2015)
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Total 37,87 t 44,20 t

Annual CO2 emissions of company cars 1 294,21 t 1 276,86 t

As a proportion of the annual CO2 emissions of company cars 2,93% 3,46%

Annual CO2 emissions of road transport 2163,73 t 2060,26 t

As a proportion of the annual CO2 emissions of road transport 1,75% 2,15%
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47  kilogram
48  cubic meter

11.3 Other activities with an impact on the environment

Water consumption

 
Waste management

The volume of electronic and telecommunications wa-
ste was up in 2015 because a large number of out-
dated and defective antennas were disposed of as a 
result of an inspection.

The number of lead batteries declined due to a lar-
ge-scale battery swap programme launched in 2011 
that got to full swing in 2012 (when nearly 200 tons of 
batteries were removed and disposed of). Since then, 
we have scrapped less and less batteries every year.

For more information on efforts to reduce our environ-
mental impact (paper consumption, noise control, ra-
diation, etc.) please visit our website.

TOTAL WASTE QUANTITY 2011 2012 2013 2014 2015 CHANGE 
(2014=100%)

Paper waste (kg47) 
(packaging & confidential documents) 121 614 48 070 70 872 28 400 47 982 69%

Plastic packaging waste (kg) 97 1 320 0 4 466 3 850 -14%

Glass packaging waste (kg) 2 375 680 0 0 0 0%

Communal waste (kg) 68 610 68 530 58 608 156 111 162 453 4%

Waste water (m3)48 16 103 17 956 19 290 19 656 18 327 -7%

Electronic and telecommunications waste (kg) 0 19 514 16 683 14 560 23 620 62%

Lead batteries (kg) 70 797 196 036 126 290 118 684 89 516 -25%
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Total water consumption (m3)(2011-2015)
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12. GRI content index



FEJEZET OLDALSZÁM 
(LINK)

STRATEGY AND ANALYSIS

G4-1 CEO statement 1. CEO statement 3

ORGANISATIOAL PROFILE

G4-3 Name of the organisation 4.1 Telenor Hungary 10

G4-4 Brands, products, services 4.3 Services 11

G4-5 Location of organization’s headquarters 4.1 Telenor Hungary 10

G4-6 Countries where the organization operates 4.1 Telenor Hungary 10

G4-7 Nature of ownership and legal form 4.1 Telenor Hungary 10

G4-8 Markets served 4.4 Customers 11

G4-9 Scale of organization
4.1 Telenor Hungary
4.5 Economic results
10.1 Employment data

10
12
34

G4-10 Composition of employee base 10.1 Employment data
10.2 Equal opportunities

34
37

G4-11 Percentage of employees covered by collective bargaining agreements Our company has no collective bargaining agreement.

G4-12 The organization’s supply chain
6.5 Sustainable supply chain 21

Microsite

G4-13 Significant changes during the reporting period 4.1 Telenor Hungary 10

G4-14 How the precautionary principle is used within the organization
10.3 Healthy working environment and work safety 38-39

Microsite

G4-15 Endorsed initiatives 4.6 Membership in organisations 13

G4-16 Membership in organisations 4.6 Membership in organisations 13

IDENTIFIED MATERIAL ASPECTS AND BOUNDARIES

G4-17 Entities included in the organization’s consolidated financial statements 
or in other equivalent documentation 2.1 This report 5

General standard disclosures
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FEJEZET OLDALSZÁM 
(LINK)

G4-18 Defining report content 2.2 Defining report content 5

G4-19 Material aspects 2.2 Defining report content 5

G4-20 The boundaries of material aspects within the organization 2.2 Defining report content 5

G4-21 The boundaries of material aspects outside the organization 2.2 Defining report content 5

G4-22 The effect of any restatements of information provided in previous re-
ports and the reasons for such restatement 11.2 Energy usage and CO2 emissions 43

G4-23 Major changes compared to the previous reporting period in terms of 
report content and boundaries 2.2 Defining report content 5

STAKEOLDER ENGAGEMENT

G4-24 Stakeholder groups engaged by the organization 5.2 Our stakeholders 15

G4-25 Principles defining the relationship with stakeholder groups 5.2 Our stakeholders 15

G4-26 Stakeholder management system 5.2 Our stakeholders 15

G4-27 Dialogues with stakeholder groups 5.2 Our stakeholders 15

REPORT PROFILE

G4-28 Reporting period 2.2 This report 5

G4-29 Date of publishing latest report Microsite

G4-30 Frequency of reporting 2.2. Defining report content 5

G4-31 Contact person 2.2. Defining report content 5

G4-32 Compliance level 2.2 This report 5

G4-33 The organization’s policy and current practice with regard to seeking 
external assurance for the report 2.2 This report 5

GOVERNANCE

G4-34 Governing bodies of the organization 4.2 Governing bodies 10

ETHICS AND INTEGRITY

G4-56 Values, principles, standards and expected conduct of organization
1. CEO statement
5.1 Corporate strategy
6.1 Our ethical principles

3
15
18
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CATEGORY: ECONOMIC

ECONOMIC PERFORMANCE

G4-DMA General information about management approach 5.3 Corporate responsibility strategy 16

G4-EC1 Direct economic value generated and distributed 4.5 Economic results 12

G4-EC4 Financial assistance received from government 4.5 Economic results 13
The report does not 
include the value of 
tax benefits.

The information is 
currently unavailable.

MARKET PRESENCE

G4-DMA General information about management approach 10.1 Employment data 34

G4-EC6 Proportion of senior management hired 10.1 Employment data 34

INDIRECT ECONOMIC IMPACT

G4-DMA General information about management approach 5.3 Corporate responsibility strategy 16

G4-EC7 Development and impact of infrastructure 
investments and services supported 4.5 Economic results 13

G4-EC8 Material indirect economic impacts including their magnitude
1. CEO statement
4.5 Economic results
5.3 Corporate responsibility strategy

3
13
16

CATEGORY: ENVIRONMENT

ENERGY

G4-DMA General information about management approach 11.1 Environmental management 43

G4-EN5 Energy intensity 11.2 Energy usage and CO2 emissions 44

G4-EN6 Reduction of energy consumption 11.2 Energy usage and CO2 emissions 44

WATER

G4-DMA General information about management approach 11.1 Environmental management 43

G4-EN8 Water consumption 11.3 Other activities with an impact on the environment 45

SPECIFIC STANDARD DISCLOSURES
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EMISSIONS

G4-DMA General information about management approach 11.1 Environmental management 43

G4-EN18 Greenhouse gas (GHG) emissions intensity 11.2 Energy usage and CO2 emissions 44

EFFLUENTS AND WASTE

G4-DMA General information about management approach 11.1 Environmental management 43

G4-EN23 Total weight of waste by type and disposal method 11.3 Other activities with an impact on the environment 45

COMPLIANCE

G4-DMA General information about management approach 11.1 Environmental management 43

G4-EN29 Monetary value of significant fines and total number of non-monetary 
sanctions for non-compliance with environmental laws and regulations 11.1 Environmental management 43

TRANSPORT

G4-DMA General information about management approach 11.1 Environmental management 43

G4-EN30
Significant environmental impact of transporting products and other goods 
and materials for the organization’s operations, and transporting members 
of the workforce

11.2 Energy usage and CO2 emissions 44

OVERALL DATA

G4-DMA General information about management approach 11.1 Environmental management 43

G4-EN31 Total environmental protection expenditures and investments by type 11.1 Environmental management 43

SUPPLIER ENVIRONMENTAL ASSESSMENT

G4-DMA General information about management approach 6.5 Sustainable supply chain 21

G4-EN33 Significant actual and potential negative environmental impacts in the 
supply chain and actions taken 6.5 Sustainable supply chain 21

CATEGORY: SOCIAL

SUB-CATEGORY: LABOR PRACTICES AND DECENT WORK

EMPLOYMENT

G4-DMA General information about management approach

10.1 Employment data
10.2 Equal opportunities

34
37

Microsite
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G4-LA1 Total number and rates of new employee hires and employee turnover by 
age group, gender and region 10.1 Employment data 35

G4-LA2 Benefits provided to full-time employees that are not provided to tem-
porary or part-time employees, by significant locations of operation 10.1 Employment data 36

G4-LA3 Return to work and retention rates after parental leave, by gender 10.2 Equal opportunities 38

MANAGER-STAFF RELATIONSHIP

G4-DMA General information about management approach 5.2 Our stakeholders 15

G4-LA4 Minimum period of notice for major changes in organization and whether 
or not such period of notice is indicated in the collective agreement.

Az adatközlésben 
nem szerepel meg-
határozott minimális 
értesítési idő.

A jelentős szervezeti 
változások kapcsán a 
vállalat konkrét érte-
sítési időt nem hatá-
roz meg.

OCCUPATIONAL HEALTH AND SAFETY

G4-DMA General information about management approach
10.3 Healthy working environment and work safety 38

Microsite

G4-LA6
Type of injury and rates of injury, occupational diseases, lost days, and 
absenteeism, and total number of work-related fatalities, by region and 
by gender.

10.3 Healthy working environment and work safety 38
The disclosure doesn’t 
include data in a bre-
akdown by region.

Currently, we have 
no records including 
data in a breakdown 
by region.

TRAINING AND EDUCATION

G4-DMA General information about management approach
10.4 Growth opportunities at Telenor 40

Microsite

G4-LA10
Programs for skills management and lifelong learning that support the 
continued employability of employees and assist them in managing 
career endings

10.4 Growth opportunities at Telenor 40

G4-LA11 Percentage of employees receiving regular performance and career de-
velopment reviews, by gender and by employee category 10.4 Growth opportunities at Telenor 40

DIVERSITY AND OPPORTUNITIES

G4-DMA General information about management approach
10.2 Equal opportunities 38

Microsite
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G4-LA12
Composition of governance bodies and breakdown of employees per 
employee category according to gender, age group, minority group 
membership, and other indicators of diversity

10.2 Equal opportunities 34

Disclosure doesn’t 
include classification 
in a breakdown by 
minority groups.

The company has no 
records about the 
minority-affiliation of 
employees.

EQUAL WAGES TO MALE AND FEMALE EMPLOYEES

G4-DMA General information about management approach 10.2 Equal opportunities 37

G4-LA13 Comparison of the wages and non-wage benefits provided to male and 
female employees. 10.2 Equal opportunities 37

SUPPLIER ASSESSMENT FOR LABOR PRACTICES

G4-DMA General information about management approach 6.5 Sustainable supply chain 21

G4-LA15 Significant actual and potential negative impacts for labour practices in 
the supply chain and actions taken. 6.5 Sustainable supply chain 21

SUB-CATEGORY: HUMAN RIGHTS

DISCRIMINATION

G4-DMA General information about management approach
10.2 Equal opportunities 37

Microsite

G4-HR3 No. of discrimination incidents and actions taken in response to such 
incidents. 10.2 Equal opportunities 37

SUPPLIER HUMAN RIGHTS ASSESSMENT

G4-DMA General information about management approach 6.5 Sustainable supply chain 21

G4-HR11 Significant actual and potential negative human rights impacts in the 
supply chain and actions taken. 6.5 Sustainable supply chain 21

SUB-CATEGORY: SOCIAL

LOCAL COMMUNE

G4-DMA General information about management approach
5.3 Corporate responsibility strategy
7.4. Safety of service
11.1 Environmental management

16
25
43

G4-SO2 Areas of business that have or may have a material impact on the local 
community.

7.4 Safety of service
11.1 Environmental management
11.2 Energy usage and CO2 emissions

25
43
43
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ANTI-CORRUPTION EFFORTS

G4-DMA General information about management approach 6.3 �Practices to combat corruption and promote 
ethical business conduct 19

G4-SO3 Total number and percentage of operations assessed for risks related to 
corruption and the significant risks identified.

6.3 �Practices to combat corruption and promote 
ethical business conduct 19

G4-SO4 Communication and training on anti-corruption policies and procedures. 6.3 �Practices to combat corruption and promote 
ethical business conduct 19

G4-SO5 Confirmed incidents of corruption and actions taken. 6.3 �Practices to combat corruption and promote 
ethical business conduct 19

PUBLIC POLICY

G4-DMA General information about management approach 4.5. Ecoomic results 13

G4-SO6 Total value of political contributions by country and recipient/beneficiary 4.5 Economic results 13

ANTI-COMPETITIVE BEHAVIOUR

G4-DMA General information about management approach
6.2 Promote legal compliance
6.3 �Practices to combat corruption and promote 

ethical business conduct

18
19 

G4-SO7 Total number of legal actions for anti-competitive behaviour, anti-trust, 
and monopoly practices and their outcomes. 6.2 Promote legal compliance 18

COMPLIANCE

G4-DMA General information about management approach 6.2 Promote legal compliance 18

G4-SO8 Monetary value of significant fines and total number of non-monetary 
sanctions for non-compliance with laws and regulations. 6.2 Promote legal compliance 18

SUPPLIER ASSESSMENT FOR IMPACTS ON SOCIETY

G4-DMA General information about management approach 6.5 Sustainable supply chain 21

G4-SO10 Significant actual and potential negative impacts on society in the 
supply chain and actions taken. 6.5 Sustainable supply chain 21

SUB-CATEGORY: PRODUCT LIABILITY

CUSTOMER HEALTH AND SAFETY

G4-DMA General information about management approach 7.4 Safety of service 25

G4-PR2
Total number of incidents of non-compliance with regulations and vo-
luntary codes concerning the health and safety impacts of products and 
services during their life cycle, by type of outcomes.

7.4 Safety of service 25
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PRODUCT AND SERVICE LABELING

G4-DMA General information about management approach 7.1 Responsible marketing 23

G4-PR4
Total number of incidents of non-compliance with regulations and vo-
luntary codes concerning product and service information and labeling, 
by type of outcomes

7.1 Responsible marketing 23

The exact number of 
cases where Telenor 
was condemned is 
currently unavailable.

G4-PR5 Results of customer satisfaction surveys 7.2 Customer satisfaction 23

MARKETING COMMUNICATION

G4-DMA General information about management approach 7.1 Responsible marketing 23

G4-PR7
Total number of incidents of non-compliance with regulations and vo-
luntary codes concerning marketing communications, including adverti-
sing, promotion, and sponsorship, by type of outcomes

7.1 Responsible marketing 23

CUSTOMER PRIVACY

G4-DMA General information about management approach 7.3 Privacy 25

G4-PR8 Total number of substantiated complaints regarding breaches of cus-
tomer privacy and losses of customer data. 7.3 Privacy 25

COMPLIANCE

G4-DMA General information about management approach 7.4 Safety of service 25

G4-PR9
Monetary value of significant fines and number of non-monetary sancti-
ons for non-compliance with laws and regulations concerning the provi-
sion and use of products and services.

7.4 Safety of service 25

THE RLE OF INFOCOMMUNICATION OF YOUNG GENERATIONS

DMA General information about management approach 8.2 ICT in education
9. Community engagement

27
32

indikátor Number of students attending a session on safe internet use. 9. Community engagement 32
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AmCham	 American Chamber of Commerce

BCSDH	� Business Council for Sustainable Development in Hungary

CO2	 carbon-dioxide

DUE	� Student Journalists’ Association (Diák- és Ifjúsági Újságírók 
Országos Egyesülete)

EES	 Employee Engagement Survey

EMS	 Environmental Management System

GJ	 gigajoule

GRI	 Global Reporting Initiative

GYED	 Child Care Benefit (Gyermekgondozási díj)

GYES	 Child Care Fee (Syermekgondozási segély)

HBLF	 Hungarian Business Leaders Forum

HÉT	� Communications Reconciliation Council (Hírközlési Érdeke-
gyeztető Tanács)

HSSE	 Health, Safety, Security, Environment

HTE	� Science Association for Communications and IT (Hírközlési 
és Informatikai Tudományos Egyesület)

HUF	 forint

IFRS	 International Financial Reporting Standards)

ISO	 International Organization for Standardization

IVR	 Interactive Voice Response

IVSZ	� ICT Association of Hungary (Informatikai, Távközlési és 
Elektronikai Vállalkozások Szövetsége)

kg	 kilogram

KÖVET	 KÖVET Association for Sustainable Economies

m	 million

m3	 cubic meter

MAF	 Hungarian Donors Forum (Magyar Adományozói Fórum)

MJ	 megajoule

NIOK	� Nonprofit Information and Education Centre (Nonprofit 
Információs és Oktató Központ Alapítvány Fejlődésért)

NMHH	� National Media and Infocommunications Authority (Nem-
zeti Média- és Hírközlési Hatóság)

ORFK	� National Police Headquarters (Országos Rendőr-főkapi-
tányság)

SCS	 Supply Chain Sustainability

SZÉP	 Széchenyi Recreation Card (Széchenyi Pihenő kártya)

t	 ton

TDP	 Telenor Development and Performance

TI	 Transparency International

TnCO	 Telenor Common Operation Zrt.

UNICEF	 United Nations International Children’s Emergency Fund

WHO	 World Health Organization
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Upon the request of Telenor Hungary (hereinafter re-
ferred to as Telenor), I have evaluated Telenor’s susta-
inability report for the year 2015 (hereinafter referred 
to as Report) in compliance with the requirements of 
GRI Guidelines and the document “GRI, The external 
assurance of sustainability reporting”.  This Letter of 
Verification has been issued for the public version of 
the sustainability report. The evaluation and recom-
mendations for the reporting process have been sum-
marized for Telenor in the document “Recommenda-
tions for improving sustainability reporting”.

Subject, criteria and 
methods of evaluation 
The Report covers Telenor’s own activities. It does not 
include the performance of points of sale operated by 
its partners and that of Telenor Common Operation Zrt. 
(TnCO) established in Q4 2013. The reported environ-
mental data, however, include the energy consump-
tion and emissions of TnCO’s office building leased out 
by Telenor in line with the practice used in Telenor’s 
annual non-financial reporting for the Telenor Group. 
In its self-classification, Telenor specified “Core” comp-
liance level with GRI G4 Guidelines.

Telenor’s Report for the year 2015 has been evaluated 
based on the following criteria: 

•	 Compliance with GRI Guidelines in terms of quality 
and content; 

•	 Material aspects and stakeholder involvement;

•	 Use of GRI G4 Indicators;

•	 Fulfilment of the requirements of the stipulated 
“Core” compliance level.

The evaluation was conducted based on the instructi-
ons of the provided documents, “GRI Guidelines” and 
“GRI, The external assurance of sustainability report-
ing”.

Verification results, 
recommendations for 
improvement
Major findings of the evaluation:

The Report provides balanced and factual information 
about the company’s sustainability activities. A key 
strength of the Report for 2015 is that the findings of 
the previous year’s audit were considered upon its de-
velopment, with special respect to focus on material 
aspects. 

Nevertheless, the company should more closely align 
the goal of sustainability reporting to its strategy. 

The process of involving stakeholders in the material 
aspects survey should also be improved. 

Findings
In general, the Report tries provides a comprehensive 
and balanced overview of Telenor’s sustainability ac-
tivities in the year 2015. When evaluating the report, 
we found no reason to assume non-compliance with 
GRI Guidelines or non-fulfilment of the requirements 
of the stipulated GRI G4 “Core” compliance level.

Verifier’s independence 
Neither the expert, nor the company represented by 
her has any business interest with Telenor that would 
affect the independence of the sustainability report’s 
verification process or its results. 

Budapest, 28 July 2016

Csutora Mária 
University Professor 
Head of Research for Sustainability Indicators

Independent Letter of Verification
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