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Key facts and figures on your mobile phone:
francetelecom.mobi

This is a Flash Code.
By scanning this 2D bar code with the camera 
on your mobile phone, you will have access to
information or multimedia content in a flash! (Function
available with Orange on certain mobile devices.) 
To find out more visit
www.francetelecom.com/flashcode.
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Attributable to France Telecom SA shareholders

Reserves Net income Conversion Total Minority Total

reserves interests shareholders’

equity

Gains and losses booked directly against equity Other

reserves

Assets available Financial hedging Deferred tax

for sale instruments

123 (200) 68 (8,316) 5,709 1,933 24,860 3,578 28,438
292 292 (18) 274

(5) (5) (5)
102 102 2 104

(36) (36) (36)
(5) 102 (36) 292 353 (16) 337

4,139 4,139 629 4,768
(5) 102 (36) 4,139 292 4,492 613 5,105

5,709 (5,709)
63 63

31 31 3 34
0 (159) (159)

31 31 1,136 1,167

59 59 221 280
(2,602) (2,602) (590) (3,192)

(135) (5) (140) 42 (98)
118 (98) 32 (5,223) 4,139 2,220 26,794 4,844 31,638
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NR – Quadri + Pantone 151 – FR 210/297

2006, an Orange year
Serving close to 160 million customers around the world, the France
Telecom Group is one of the leading telecommunications operators.
In 2006 the France Telecom Group announced its intention to align 
its activities and make Orange its single commercial brand for Internet,
television, mobile and all other digital services for individuals,
professionals and businesses. Since then, the Orange brand has
continued to expand across the Group’s main markets, and 
it now serves 100 million customers around the world.
With a new organization, which is based on both close ties to our markets
and a global vision of our activities – fixed-line, Internet, mobile and
content –, the Group is now an integrated international operator.
2006 was also the year when the Group’s strategic program proved 
its worth. Making France Telecom the benchmark service provider
wherever it is present, making life easier for its customers and offering
them a new experience in telecoms by combining innovation and quality,
audacity and performance: the Group has achieved progress on all 
of its objectives.
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an international group

The Group’s innovation is managed by an original
global network – the Orange Labs – launched 
at the beginning of 2007.
The Orange Labs label groups together 15 research
laboratories in seven countries (France, China,
Japan, South Korea, the US, the UK and Poland,
with a project announced for Egypt in 2007), 
and two centers where potential innovations are
tested out with customers. They are responsible 
for releasing new products and services 
on the market at the best time.

The Group is a leading player for innovation
and convergence around the world. 
At December 31, 2006, the Group was:
• the third biggest mobile operator in Europe, 

with 97.6 million customers;
• the leading ADSL broadband operator, with 

9.7 million customers;
• the third largest for wireless broadband in Europe, 

with 5.8 million customers;
• the European market leader on voice-over-IP, 

with more than 2.5 million customers;
• top provider in Europe and second worldwide 

for ADSL television, with 590,000 customers;
• the first historical operator to deploy FTTH 

(Fiber to the Home) in Europe, with operations
announced for France and Slovakia.

The France Telecom Group is one of the world’s
leading telecommunications operators:

•serving close to 160 million customers on five continents;

• just over 191,000 employees around the world.

2006 ANNUAL REPORT 2
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3 THE GROUP’S VALUES

The actions of the Group and its employees are guided by five values – refreshing,

dynamic, friendly, straightforward and honest – supported by a further three

values embodying the Group’s reputation: trusted, innovative and responsible.

refreshing
dynamic

friendly
straightforward

honest

innovative

trusted
responsible

the Group’s values
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As the Chairman, what event would you say had 
the biggest impact for the France Telecom Group 
over 2006?

After the Group’s NExT strategic plan was announced 
in June 2005, 2006 represented a year of transformation,
with our mobile, Internet, digital television and more
generally digital services on our main markets passing under
the Orange banner as of June 1. Taking Orange beyond 
the mobile universe in this way represents more than 
a simple brand change. It reflects a vision that we have been
the first to implement, namely a vision for the convergence
and abundance of services, as embodied by Orange today.
Orange is also extending its promise on a regional level,
demonstrating its global potential. Everywhere we are
grouping our activities together under its banner, the Orange

brand has enabled us to win new customers: the UK, France, Spain, as well as Senegal 
or Mali… the list goes on.

What factors are behind the telecoms sector’s current transformation?

The telecoms sector is seeing a number of far-reaching changes, driven by the extremely rapid
distribution of fixed and wireless broadband. This is shaking up traditional economic models,
shifting the borders between telecoms, IT and media, and changing the distribution of value
within these markets. We were the first to express our vision of this future for telecoms with 
our NExT strategy and our convergence promise for customers: accessing our world of services
without worrying about their network or means of access, with fluidity and simplicity. At the start
of 2006, I stepped up the pace of the Group’s transformation with one obsession: the satisfaction
of our customers. This means thinking about innovation in terms of simplicity and strengthening
the structures serving them.

interview
with Didier Lombard
Chairman and Chief Executive Officer

2006 ANNUAL REPORT 4
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The Group’s organization has been adapted, the management committee strengthened 
and a new approach adopted for managing innovation that has never been seen before 
in the telecoms world.

You seem to mention innovation a lot. How is this essential?

It represents the sinews of war! The pace with which customers are taking technologies on board
is increasing astonishingly. At the same time, the Group and its Orange brand have a specific
responsibility: ensuring that these new uses and these new services are not restricted 
to a technophile elite. To achieve this, the customer is being put at the heart of our approach 
to innovation. This global approach is grouped together under the Orange Labs label. In this way,
the multidisciplinary teams in our 15 R&D laboratories in Europe, North America and Asia are
working with our two exploration and production centers for new products and services.
Everything is working on a project basis, bringing together the marketing, R&D and network skills
required. Inventing the products and services of tomorrow, and releasing them at the right time 
in the countries where we are present, our ambition is to set the standard.
Serving our customers, we are not claiming that we will be able to do everything ourselves. 
For this, partnerships are often needed, with recognized players, such as Microsoft very recently.

Do you believe that you are a genuine leader on innovation?

Yes, as we can see. For instance, while many are talking about convergence, the Group is already
offering it to its customers on both retail and business markets.
Unik, the fixed and mobile telephone that switches from the Livebox to the mobile network
without any interruption to calls, represents a world first. More than the technology, it is 
the simplicity of being able to communicate wherever you may be at the best possible rate that 
is behind its success. Tens of thousands of customers had already signed up for unik within 
a few weeks of its launch. This genuine convergence product is also of interest to professionals,
with a dedicated offering that has been released.

5 INTERVIEW WITH DIDIER LOMBARD
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Convergence for businesses is also becoming possible thanks to Business Everywhere, a slightly
magical solution that connects up to the best available network, wherever you may be with 
your computer. Imagine the time savings for a sales rep or a technician who would be able to access
their networking tools, their contacts, their files, their company directory… all remotely under 
the same conditions as if they were in the office! Lastly, with over 4 million units sold in Europe, 
the Livebox has been a resounding success: the only truly international “box”! This gateway 
for access to digital services at home represents the telephone socket of the future.

The Group has also surprised us with a number of successful content and service
initiatives around the world. Are you changing businesses?

More specifically, thanks to our know-how on fixed and mobile broadband access, 
we are offering our customers an increasingly wide range of services and entertainment. 
For this, we are developing partnerships with the media industry. Being able to distribute a piece 
of work on a wide range of media, from mobile and the Internet through to television and VoD, 
is revolutionary. The creation of Studio 37, our co-production subsidiary in the cinema sector, 
is fully in line with this partnering strategy. Having said that, entertainment is not the only sector
concerned by this revolution. Indeed, various fields such as healthcare and education are just
starting to discover the possibilities open to them in the digital world. In this way, we have just 
set up a Health division, which will be coordinating our actions in this field around the world. 
Once again, we will be working alongside leading players for the benefit of both patients and
professionals.

Can your shareholders have confidence in the transformation that is underway?

2006 was an exciting year! With all of the Group’s staff, we have delivered on our promises 
for 2006. With 7.15 billion euros in organic cash flow, we have even come in slightly ahead 
of our main target. This cash flow is enabling us to reduce our debt, reward our shareholders 
with competitive returns in relation to our peers and, lastly, carry out targeted external growth
operations.

2006 ANNUAL REPORT 6
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Our businesses are maintaining their leading positions through innovation on mature markets,
while capitalizing on high-growth regions such as Eastern Europe, the Middle East and Africa.
Our effective control over spending also represents one of the keys to our success, set against 
a backdrop of moderate global growth. The dividend put forward for approval at the general
meeting is up 20% this year (after virtually doubling last year). This reflects our confidence 
in relation to our shareholders, confidence in our leadership, confidence in our pioneering vision
and confidence in the potential of our Orange brand serving our 160 million customers around 
the world.

What are your objectives for 2007?

The priority objective for 2007 is to generate 6.8 billion euros in organic cash flow, the same level
as in 2006, in light of the sale of PagesJaunes. This level of cash flow means that we will be able 
to continue paying off our debt, keep our dividend per share at the same level paid out for 2006,
and also invest for the future on growing activities, such as our new services, as well as 
on emerging markets. Today, we have taken very significant steps forwards compared with 
our rivals. Indeed, more than 23% of our revenues on mature markets in 2006 were generated 
by new services and broadband access. In 2002, they represented only 10% of our business. 
Our revenues in high-potential countries – accounting for around 12% of the Group’s total – will
continue to see strong growth. We have been the first to achieve this balance on our activities 
and this convergence strategy on new services. And I intend to maintain this lead over 2007.

7 INTERVIEW WITH DIDIER LOMBARD
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highlights of 2006

acquisitions and disposals
Orange Business Services strengthens its
range of solutions. Thanks to the acquisition
of three IT services and consulting firms 
– Diwan, Neocles Corporate and Silicomp – 
the Group is further strengthening its range 
of dedicated convergent communication
services and solutions for large businesses.

Sale of PagesJaunes Group. In October 2006,
France Telecom sold off its 54% stake 
in PagesJaunes Group for 3.3 billion euros.

launches
Orange: one single brand for a new world of services. In 2006, Orange became the single brand for mobile,
television, Internet and digital services on the Group’s main markets. More than a simple change of brand, 
this embodies the Group’s integrated operator strategy and its promise for simplicity and convergence 
for customers.

Technocentre, driving innovation. In 2006, the Group launched the world’s first telecoms Technocentre. A genuine driving
force for innovation, it groups together over 1,000 marketing experts, researchers and engineers, making it possible 
to design, develop and release new services in record time. Based in France, it is part of the global Orange Labs network.

Testing out very high speed broadband services. In the summer of 2006, the Group began testing a very high speed
broadband service – Fiber to the Home (FTTH) – in certain parts of Paris and five districts in the Hauts-de-Seine region. 
A truly leading-edge technology, fiber optics make it possible to watch high-definition television, play online with quicker
response times, download 20 photos with a resolution of 4 million pixels in around 20 seconds thanks to very high speed
Internet (100 Mbps), or even do all this at the same time! Over the first half of 2007, the pre-deployment phase for the “fiber”
service was ramped up to cover new districts in Paris, the Paris region and the cities of Poitiers, Marseille, Lille, Toulouse
and Lyon, building up to the nationwide deployment as of 2009.

Dedicated subsidiary for investing in film rights. To offer its customers the best of cinema, the Group has set up 
Studio 37, an investment subsidiary specializing in the co-production of cinematographic works. The aim is to select 
and help fund 10 to 15 French and European projects each year.

Unik, Orange’s fixed and mobile phone. Only one phone at home or when on the move, only one number, 
only one address book… Orange’s unik service, rolled out from October 2006 onwards in France, Spain, 
the Netherlands and the UK, is also available for businesses. Thanks to the Livebox, it offers total continuity 
of service between the fixed and mobile networks.

partnership
Partnership with Microsoft. Thanks to a strategic agreement
sealed with Microsoft, the Windows Live Messenger instant
messaging service (new name for MSN), used by more 
than 240 million people around the world, is now available 
on Orange mobiles.

responsibility
International social agreement. By signing an agreement 
on fundamental human rights with Union Network International
(UNI), the Group is committed to upholding individual freedoms
and fundamental human rights in its labor relations. 
This agreement is in line with the Group’s social responsibility
practices wherever it is present.
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9 KEY FIGURES

key figures
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Consolidated revenues
in billion euros,
historical basis

In 2006, revenues were up 1.2% like-for-like
(7.5% on an historical basis).
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7.15

Organic cash flow
in billion euros

Target for 2006 adjusted to factor 
in PagesJaunes Group through to the date
of its sale.

Breakdown of revenues*
by business in 2006

53%

26%

12%

9%

● STN voice and access**
● Mobile voice and access**
● Data and new services
● Internet access**

● STN voice and access**
● Mobile voice and access**
● Data and new services
● Internet access**

* excluding sales of equipment and Orange Business Services.
** including wholesale.

Breakdown of revenue* on mature markets
on an historical basis

35%

2002 2006

55%

5%
5%

49%

28%

14%

9%

● STN voice and access**
● Mobile voice and access**
● Data and new services
● Internet access**

Breakdown of revenues* on emerging markets
on an historical basis

72%

2002 2006

25%

3%

78%

10%1%
11%
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Consolidated gross operating margin*
in billion euros
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8.8

10.5

7.0

Operating income*
in billion euros
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3.0

5.7

4.1

Net income attributable
to equity shareholders*

in billion euros

20
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06

5.1

6.0
6.7

Capital expenditure on tangible and
intangible assets excluding licences*

in billion euros

20
05

20
04

20
06

2.78
2.48

2.27

Net debt to gross operating
margin ratio

In 2006, the gross operating margin 
was down 2.6% like-for-like (up 3.3% 
on an historical basis).

The ratio of CAPEX to revenues
represents 13%, in line with 
the target announced.

20
05

20
04

20
06

49.8 47.8

42.0

Net financial debt*
in billion euros

Net financial debt fell by 
5.8 billion euros over the year.

The target net debt to gross operating
margin ratio of under 2 by the end of 2008
has been confirmed.

Proposed dividend:

€1.20
The dividend submitted for
approval by shareholders at the
general meeting on May 21,
2007 is up 20% on the previous
year.

* on an historical basis.
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218,523
206,485 203,008

191,036

Change in the workforce

11 KEY FIGURES

Personal communication services (PCS)
Home communication services (HCS)
Enterprise communication services (ECS)

International

France

ECSHCSPCS

32,803

38,814

10,531

Breakdown of the workforce
by sector in 2006

6,619

94,671

7,598

in thousands 2006 2005 2004

France 23,268 22,430 21,241
Europe* 59,592 51,155 35,103
World** 14,774 10,730 6,972

Total 97,634 84,315 63,316

in thousands 2006 2005 2004

France 6,884 5,914 5,038
Europe* 5,298 5,693 5,983
World** 100 63 54

Total 12,282 11,670 11,075

in thousands 2006 2005 2004

France 33,873 33,727 33,784
Europe* 13,504 14,020 15,050
World** 1,304 906 867

Total 48,681 48,653 49,701

Number of customers for controlled companies at December 31, 2006:

Mobile:

97.6 million
2006 was marked by a very strong growth in the mobile customer base, with the
development of wireless broadband uses picking up pace. In this way, the number
of customers was up to 5.8 million, compared with 1.6 million one year previously.

Internet:

12.3 million
The Group is the leading Internet operator in France and the leading ADSL operator
in Europe, with 9.7 million customers, representing an increase of 30% over one
year. The corresponding ADSL multiservice have also seen strong growth, with 
4.1 million Liveboxes sold in Europe and 590,000 customers for ADSL digital TV.

Fixed-line:

48.7 million
The strong growth achieved on ADSL broadband and voice-over-IP services, which
now have some 2.5 million customers in Europe, has to a great extent made up 
for the downturn on traditional telephone services in France, Poland and Spain.

Total:

Close to 160 million
customers around the world

* excluding France. ** excluding Europe.
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contrasting environment
Valued at 966 billion euros, the global telecommunications
services market was up 5.2% in 2006 (5.6% in 2005). 
In 2006, Europe continued to outpace North America, with
3.7% growth compared with 2.4%. Accounting for close to
60% of the increase in revenues on the market, emerging
countries have seen the most sustained growth, notably 
in Africa and the Middle East (+22%), where the Group is
most present: Senegal, Mali, Ivory Coast, Cameroon,
Botswana, Egypt, Jordan, etc.

Europe: success of broadband Internet
In Europe, the sector’s dynamic development is being 
driven by mobile and broadband Internet, with traditional
fixed-line services continuing to trend down under the com-
bined impact of the reduction in the number of traditional
accesses (STN), traffic (rise of voice-over-IP) and rates.
Within a European environment characterized by growing
competitive pressure and major regulatory constraints, the
Group has successfully anticipated the transformation 
of the telecoms market and its technological shifts in order
to launch its transformation into an integrated operator. 
In this way, it has confirmed its leading position in Europe.

first results for the Group strategy
In 2006, the sector was marked by the rapid development
of services associated with the general deployment of fixed
and wireless broadband access, with the broadband sub-
scriber base up +50% in Europe, and by the success 
of the first retail convergence solutions, following that of the
convergent services rolled out for businesses.
Within this context, thanks to its fixed/mobile interoperabil-
ity and its multinetwork and multiservice platforms, the
France Telecom Group has strengthened its catalog of new
multiplay services, with 590,000 ADSL digital TV customers
and 4.1 million Liveboxes in Europe. The Group has also
ramped up its convergence offerings, notably with unik
(retail, business) and Orange Messenger, which enables
Orange customers to access their instant messaging from
their mobile.

2006 ANNUAL REPORT 12

the Group
in its markets
A telecoms market driven by broadband and convergence, both
sources of innovation for communications services, and by growth 
in emerging-market countries.
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13 THE GROUP IN ITS MARKETS

landmarks

The France Telecom Group:

• Number 1 ADSL operator in Europe.

• Number 2 ADSL digital TV operator worldwide.

• Number 3 mobile operator in Europe.
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Telecoms services markets value
and growth by region in 2006

in billion euros

22.2%

World: 966 billion euros, +5.2%
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2.4%
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13.3%
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0.9

0.6
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Fixed, mobile and Internet
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European Union: 267 billion euros, +2.3%

44

European telecoms services markets
value and growth in 2006

in billion euros

4.6%

7.8%

source: Idate. source: Idate. sources: Ovum, EMC, UIT.
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the Group management committee

Georges Penalver Gervais Pellissier
Strategic marketing, Home services Finance, Spain

Louis-Pierre Wenès Barbara Dalibard
NExT transformation, France Business services
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15 THE GROUP MANAGEMENT COMMITTEE

e

Didier Lombard Olivier Barberot Jean-Yves Larrouturou
Chairman – Chief Executive Officer Human resources, Poland General secretary

Jean-Philippe Vanot Sanjiv Ahuja
Networks, operators and information systems Personal services, UK and EME/AMEA*

* Europe, Middle East/Africa, Middle East, Asia.
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organization serving
the strategy
In 2006, the Group made its transformation a reality by rolling out 
a new organization, based on two principles: putting the customer 
at the heart of everyone’s priorities and increasing the Group’s
efficiency by adopting a matrix structure.

stronger international organization

operational divisions

France

UK

Spain

Poland

Europe, Middle East 
and Caribbean

Africa, Middle East and Asia

Business services

business sectors

personal

home

content

health (early 2007)

transversal functions

general secretary

strategic marketing

finance

networks, operators 
and information systems

human resources

Group transformation 
and sourcing

communication and brand
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14,774
23,268

59,592

100

6,884

5,298

1,304

33,873

13,504

FixedInternetMobile

Total: 97,634 Total: 12,282 Total: 48,681

operational divisions
The management of the Group’s operational activities is now
organized by region. These regions are made up of either
individual countries (France, UK, Spain, Poland) or groups
of countries (e.g. Africa, Middle East and Asia), or even
worldwide for business customers. They are intended to
coordinate all activities working as closely as possible to our
customers, adapting the global strategy to fit local market
requirements.

sectors
The Group’s innovation and strategy are characterized 
by the convergence of fixed, mobile and Internet services
and the distribution of content across all accesses. The per-
sonal, home, content and health (created early 2007)
sectors are driving the Group’s global strategy in terms 
of customer offerings. They are providing strategic market-
ing with their expertise in order to define products and serv-
ices, while coordinating the operational divisions in line with
a consistent and global approach. Thanks to this global
approach, they are facilitating exchanges and promoting
exemplarity between the various countries, serving cus-
tomers on all of the Group’s markets and anticipating
changes and developments in their sectors.

Group functions
They are responsible for defining a global Group-wide policy
and overseeing it for each field: networks, operators and
information systems, human resources, communication,
etc. More specifically, they determine common operating
guidelines, pool resources and expertise within the Group,
and centralize its strategic functions (finance, marketing,
procurement, etc.). This organization is promoting both syn-
ergies and lower costs.

17 ORGANIZATION SERVING THE STRATEGY

Health: a new sector
Created at the start of 2007, the health sector will
support the Group’s strategy in terms of new uses,
making peoples’day-to-day lives easier. It is working
to develop solutions for medical services and
services for the elderly and disabled.

● France ● Europe excluding France ● World excluding Europe

Breakdown of the Group’s customer base by business
at the end of 2006 (in thousands)
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personal
In 2006, the mobile world opened up to new horizons, with enhanced, simplified 
and integrated services: mobile is also moving into the broadband age.

The Personal sector covers the Group’s mobile
service activities around the world.
On mobile services, revenues totaled 27.7 billion
euros, up 5.2% like-for-like. Business is being
driven by high-potential markets, while in certain
mature countries, it is being affected by the call
termination rate cuts decided on by the regulators.
The number of customers is growing strongly,
with a further 13.3 million customers brought on
board (+15.8%)*, representing a total of 97.6 mil-
lion at December 31, 2006. The wireless broad-
band customer base (Edge and UMTS) has
more than tripled, growing to 5.8 million.
The strategy on wholesale offerings for virtual
operators has paved the way for significant
growth in the MVNO customer base in Europe,
up from 250,000 to 1 million customers in just
one year.

demand more from your mobile
One of the world’s leading mobile telephony
players, the Group is able to offer its customers
a range of services designed to meet the expec-
tations of each one of them, thanks to a wide
variety of packaged services and offers, including
an exclusive range of handsets, all characterized
by simplicity and personalization.

broadband is also mobile
Wireless broadband, made possible thanks to
Edge and UMTS standard networks, is becom-
ing an increasingly integral part of customers’
day-to-day lives, opening up a new world of
services, such as gaming, music, video or even
business services.
As of 2006, the Group has been exclusively
offering high-definition image quality for mobile
television with Orange TV. With five times quicker
data transmission speeds, very high speed
broadband is making it possible to imagine even
more mobile-related applications.

Unik: the quintessential convergence
product.
A single phone for fixed and mobile, with
a single number, and a single phonebook,
at home or when on the move, with 
the best network and the best rate: 
with unik connected up to a Livebox,
technology moves into the background 
to make communication simple for
customers.

* on an historical basis.

0703129 FTelecomExe RA GB.qxp  5/06/07  8:41  Page 20



21 PERSONAL

landmarks

• 97.6 million mobile customers
around the world.

• 27.7 billion euros in revenues.

• Orange voted “best mobile
operator” at the World
Communication Awards.

20
05

20
04

20
06

63.3

84.3

97.6

Mobile customers
around the world*

in millions

20
05

20
06

1.6

5.8

Wireless broadband
customers arount the world*

in millions

An essential companion… Checking
your electronic address book,
sending messages in a flash, taking
photos or shooting videos, listening
to music just like with an MP3 player,
relaxing with games, downloading
ringtones, watching TV programs,
accessing a huge range of sites 
and online services… The mobile 
has become the essential accessory
for our day-to-day lives, while GPS
or mobile telephone-based payment
services are already opening up 
new horizons. Without any doubt,
the mobile now represents a genuine
extension of the individual.

Group’s customer base

* on an historical basis.
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Broadband growth, convergence with the mobile world, boom in digital services…
with the home gateway – Livebox – the “network at home” is becoming a reality.

home

The Home sector defines and oversees the
Group’s fixed and Internet strategy in each coun-
try, covering all products and services for the
home, from landlines to the Internet, from
Liveboxes to digital television, and from broad-
band access to services.
On home services, revenues represented nearly
22.5 billion euros over 2006, down 0.2% on an
historical basis and 1.9% like-for-like. The down-
turn on traditional telephony services in France,
Poland and Spain has to a great extent been
made up for by the strong development of ADSL
broadband services, notably in France. The uses
associated with ADSL broadband are also devel-
oping strongly, notably driven by the European
success of Livebox.

the broadband revolution
With close to 10 million customers, the Group 
– European leader on ADSL – is opening up the
home to its domestic gateway, the Livebox, and
all the multiplay services, broadband Internet,
Internet telephony and digital TV. Indeed, the
Livebox represents an essential driver for 
the deployment of home communication serv-

ices in a wide range of sectors, from home
automations to security and access to infotain-
ment content.
The very strong growth seen in voice-over-IP traf-
fic reflects the world’s change over to abundance
in terms of telecommunications. This is the age
of “communicating without counting”.
Lastly, the Group is gearing up for the broadband
of tomorrow, announcing its pre-deployment
plan for fiber-optic to the home (FFTH) in Decem-
ber 2006. Commercial services are already avail-
able in certain districts of Paris, Parisian suburbs
and large cities.

quality of service
To make their broadband experience as simple
as possible, the Group is accompanying its cus-
tomers from their acquisition, through its instal-
lation services, to their actual use of the new
services thanks to the quality of its after-sales
service.

convergence
In 2006, Orange was the first operator to offer
genuine integrated European-wide solutions. 
In this way, the unik telephone, which combines
voice-over-IP on the Livebox with mobile serv-
ices, has been launched in France and the
Netherlands, and will be released in Spain and
the UK over 2007.
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landmarks

• 22.5 billion euros in revenues 
on home communication services.

• European ADSL broadband leader,
with 9.7 million customers.

• European voice-over-IP leader, with
more than 2.5 million customers
(virtually tripled in just one year).

• Europe’s leading multiplay box
network, with 4.1 million Liveboxes
(more than doubled in just one year).

Cornerstone for the intelligent home
The Livebox enables broadband connections between most 
of the multimedia equipment in the home (fixed-line telephone
or mobile, camera, television, stereo
system, etc.) so that customers can
surf on the Internet, watch digital
television, enjoy unlimited calls,
play in a network or access new
practical, simple and secure
services at home (Livezoom,
Livetélésurveillance, Livemusic,
Liveradio, etc.).

the new Orange world
With the Orange brand gradually ramped up to
cover the Group’s markets, notably in Europe
and Africa, this has embodied the integration 
of the fixed, mobile, television and Internet worlds
within the same promise for the customer.

20
05

20
04

20
06

4.8

7.4

9.7

ADSL customers in Europe*
in millions

20
05

20
04

20
06

11.1
11.7

12.3

Internet customers around the world*
in millions

* on an historical basis.

Group customer base
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To provide its customers with the best of digital, the Group is offering an increasingly
developed and innovative range of content services. A new world of leisure 
and services for everyone, everywhere.

To support this strategy, Orange is setting up 
and developing partnerships with a wide range 
of both national and international right holders.
For instance, high-definition television services
on ADSL are being offered with TPS in France,
in addition to the high-definition services
launched to accompany the French Open and
the Football World Cup. On mobile services,
Disney Channel has announced a dedicated
channel for Orange mobiles in Europe.
The development of special interest subscription
packages (young people, music), in addition to
one-off payments, is boosting the market for
content on demand. The Group is also present
on the secure content distribution sector through
its subsidiary Viaccess.
From 2007 onwards, the Group will be support-
ing cinematographic creation through a dedi-
cated investment subsidiary – Studio 37 – which
will be co-producing films and buying catalogs
of rights.

The Content sector is working to develop the
content offering on all the fixed-line, mobile and
Internet networks around the world. In this way,
it is managing the partnership and/or right acqui-
sition policy for the entire Group.
In line with its strategy, the Group is switching
over from an access provider approach to a
service provider focus, offering its customers
infotainment content services on all of its net-
works. This offering is organized around four
areas: sport, cinema and TV series, music and
gaming.
To offer rich and diversified content, the Group 
is implementing an active strategy to seal part-
nerships and agreements – exclusive or other –
with the media, information and entertainment
industries.
With content sales representing around 400 mil-
lion euros in revenues, the Group met the target
that it had set itself for 2007 in 2006.

diversified and attractive content
The market for online content distribution on
fixed, mobile or Internet networks is seeing very
strong growth, and the Group is playing a major
role in its development through its Content
Everywhere strategy: my favorite content, where,
when and how I want.

content
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Even more! In 2006, Orange’s content
services were further strengthened thanks
to a number of new agreements sealed 
on music (Sony BMG, Universal Music),
cinema (Twentieth Century Fox, Buena
Vista International Television), television
(Arte, France Télévisions), gaming
(exclusive Europe-wide GOA license 
for the online game “Warhammer”), 
or sport (mobile rights for the Turin
Olympic Games and French football’s 
Ligue 1, 2007 Rugby World Cup).

landmarks

• Number 1 in Europe for ADSL television, 
with 590,000 customers.

• 52 channels available on Orange mobile 
in France.

• Video on demand: extensive catalog 
with over 2,300 films.

• Music catalog with 700,000 tracks in France.

• Records: 50,000 users registered for the virtual
“Route du Rhum” game on orange. fr; in just
one day, 4.2 million pages viewed on the portal
for the FIFA 2006 World Cup.

• The orange. fr portal is the leading online
news site in France.
(Source: Nielsen/NetRatings – Panel France-Home 
and/or workplace.)

A magical Christmas with Arthur and the Invisibles.
From November 16, 2006 to January 17, 2007, Orange was able 
to offer its customers in France exclusive Arthur and the Invisibles
content – interviews, making-of, trailers, games, video message
service, chat, etc. – on Internet, television and mobile services.

20
05

20
04

20
06

69
200

577

ADSL digital TV customers
in France*

in thousands

* on an historical basis.

Group customer base
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The Livebox has continued its strong development, with close to 3.5 million boxes sold or rent on the French market.

For the release of the film “Arthur and 
the Invisibles”, customers were able to
discover high-definition “mobi-shows”
on their Orange mobile.

The Orange Center at La Madeleine, Paris, prefiguring a new type of lifestyle
store combining customer-friendliness, service, sales and advice.
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France has the characteristics of a mature market, with
mobile service revenues up 1% like-for-like in 2006 to 
9.9 billion euros, and a contraction on home services kept
under control, down – 1% like-for-like to 17.7 billion euros.
In fact, these figures reflect the targeted responses adopted
by the Group in light of the transformations underway 
on mobile and home services.
The number of customers for mobile services is up 3.7% 
to 23.3 million and, excluding the impact of call termination
rate cuts (estimated at 405 million euros over the year), rev-
enues are up 5.4% to 9.9 billion euros. The percentage 
of package-based customers is developing well, represent-
ing 63.1% at December 31, 2006. Similarly, growth in the
number of wireless broadband customers is contributing 
to the sustained growth seen on data services (+10.8%).
On the residential services sector, the reduction in prices for
traditional communications and the impact of the devel-
opment of voice-over-IP on volumes have to a great extent
been offset by the strong growth achieved on ADSL broad-
band services. Indeed, the number of ADSL accesses is up
32.8%, while the corresponding services are developing,

with the number of customers more than doubling on voice-
over-IP (2.1 million at December 31, 2006) and ADSL digital
TV (577,000 customers at the end of 2006).

Orange expands its world
Since June 1, Orange has been the brand for mobile, Internet,
television and convergent services in France (with France
Telecom remaining the traditional fixed-line telephone
brand). This change has been accompanied by a new Open
tagline, reflecting the opening up to the world and others.
At the end of December, Orange had a higher level of brand
awareness than 80% of Internet service providers, while its
spontaneous recognition as a multiplay operator (telephony,
Internet and television) came out at 43%. Lastly, Orange still
represents the preferred mobile brand in France relative to
purchasing intentions and first choices.

29 FRANCE

Under the Orange banner, France is on the path 
to convergence and broadband. To offer the best 
of telecoms, the Group is drawing on the depth 
and simplicity of its offerings, as well as proximity with
its customers thanks to its nationwide presence.

in France
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Out of all the Internet service provider portals in France, 
the Group is leading the way in terms of “audience” figures,
with 13.8 million users in December 2006 for Orange por-
tals. For instance, orange. fr represents the most consulted
site in France for news, which is enabling it to strongly
develop its advertising business.

the broadband revolution
2006 saw the revolution continue on broadband uses,
including very strong growth in voice-over-IP, with France
leading the way in relation to other European markets.
Within this context, the Group has enhanced its range 
of traditional voice services, with the “Atout” and “Optimales”
offerings.
On the broadband Internet network, Orange is significantly
strengthening its voice-over-IP services, with unlimited calls
to all landlines in France. The dynamic development of its
services and the surge in interest for “full IP” have enabled 
it to become the leading operator in France for voice-over-IP.
Orange is also maintaining its position as the number-one
operator for broadband Internet (ADSL), with a 49.3%
market share.

Following a test phase in 2006, the Group announced the
pre-deployment of “fiber” in December, presenting its com-
mercial services for certain Paris districts, suburbs and large
towns and cities in France. The FTTH, or Fiber to the Home,
technology is being offered with speeds of up to 100 Mbps,

with a series of options available for customers. Orange
aims to have 150,000 to 200,000 customers connected up
by the end of 2008 out of a connectable base of over one
million. Combined investments over the period from 2007
to 2008 will total 270 million euros, in line with the Group’s
strategy on its CAPEX/revenue ratio.

close to 3.5 million Liveboxes
Livebox has continued to be a success on the French mar-
ket, with nearly 3.5 million units sold, coming in way ahead
of its closest rivals. Thanks to this domestic gateway, cus-
tomers are able to access broadband multiplay services:
Internet, voice-over-IP, ADSL TV and domestic services
(Liveservices). In 2006, Orange notably launched a range 
of “broadband Internet, television, unlimited telephony”
services, with customers able to enjoy the maximum 
speed authorized on their line at a flat rate (1 MégaMax, 
8 MégaMax and 18 MégaMax). Each package now includes
free digital TV, when this option is available in the region 
in question.
600,000 customers have already signed up for the Orange
TV service (three times more than at the end of 2005), posi-
tioning Orange as the leading fee-based ADSL TV operator
in France, as well as in Europe. Thanks to Orange TV, cus-
tomers are able to access packages with up to 55 chan-
nels, as well as video on demand services and a number 
of highly appreciated options, such as live control, digital
recording or high-definition.

THE WORLD IS OPEN 30

0703129 FTelecomExe RA GB.qxp  5/06/07  8:41  Page 30



Aldjia Benabderrahmane (Paris, France Operations) is a manager
working in direct marketing campaigns

“We have to be able to tailor our offers 
and selling style accordingly”

“There are lots of opportunities in a large group like ours. It’s a way 
to remain motivated and avoid getting stuck in a rut. I started out
managing a corporate customer portfolio. I then moved on to 
a supervisory role in quality within the customer centre department. 
My job was to carry out internal audits, analyse surveys and claims
and implement corrective actions. Then I turned to marketing after 
a review of my skills. I’m now working on loyalty and customer
acquisition campaigns in direct marketing. It’s a real challenge to make
sales in such a competitive market, particulary where the general
public is concerned. They are very sensitive to offers and rates and 
we have to be able to tailor our offers and selling style accordingly.”

31 FRANCE

20
05

20
04 20

06

0.2
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Livebox units*
in millions
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2.1

Number of voice-over-IP customers*
in millions

20
05

20
04

20
06

21.2
22.4 23.3

Number of mobile customers*
in millions

* on an historical basis.

In France, for the Group
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a leader called Orange
In 2006, Orange confirmed its position as the favorite mobile
operator of French people, with 23.3 million customers. On
this market, the wireless broadband base (3.6 million cus-
tomers at the end of 2006) and multimedia uses (1.6 million
customers with a multimedia option, 25,000 customers for
mobile broadband television) are booming. This develop-
ment is being supported by the extension of wireless broad-
band coverage across the country. Indeed, 60% of the
French population now enjoys 3G coverage, while this rate
is up to 95% for extended 3G/Edge coverage. The launch 
of 3G + (HSDPA standard) in November 2006 is making it
possible to offer high-definition television on mobile handsets.

Orange World: the world in the palm of your hand
The Orange World mobile portal offers a wide range of high-
quality content, with over 50 live television channels, 700,000
music tracks, 3,000 videos, more than 200 games, French
football’s Ligue 1 Orange or even the Top 14 in video… At the
same time, Orange is developing exclusive partnerships mak-
ing it possible to offer its customers content ahead 
of anyone else. At the end of 2006, Orange had more than
four million active customers on the Orange World portal 
in France. In December 2006, these customers carried out 
6.2 million television/video connections.

ever more exclusives!
Orange is continuing to roll out its policy to enhance content
on broadband Internet, mobile and television, based on 
a range of new services. This is shown for instance by the
launch of a specific package of television channels for
Orange on Orange TV, the launch of high-definition tel-
evision on ADSL with Roland-Garros and TPS, the launch 
of Orange Music Cast or the inauguration of the first TV
catch-up service with the French series “Plus belle la vie”,
making it possible to watch TV shows, and in this case 
a series, again on demand, and of course, the record-
breaking audience figures seen for the sport channel 
on orange. fr during the Football World Cup!

Orange pioneering on convergence
Launched in October in France, unik offers a single fixed and
mobile telephone, with only one handset, only one number
and only one voicemail system. Unik automatically switches
over from a connection set up at home with the Livebox to 
a mobile connection when the caller moves outside. This has
been an immediate hit, with close to 65,000 handsets
already sold by the end of December 2006.
In November, the Group inaugurated its “my PC remotely”
service, enabling customers to access multimedia content
on their PCs by connecting up to the Orange World mobile
portal. In this way, they are able to listen to their music, view
their photos, access their emails and Office documents, and
even watch the videos stored on their computers.

simplifying the customer’s experience
In an increasingly rich and complex telecoms world, making
life easier for customers is becoming a key commercial chal-
lenge. In this way, retail customers now have a unified cus-
tomer service, which they can access by calling 3900 for
after-sales service and remote assistance for landlines, the
Internet, digital television and all broadband services. Another
example concerns the orange. fr portal, which offers one
dedicated point of contact for access to the brand’s Internet,
multimedia and mobile worlds.
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Orange, the supplier for 60% of virtual operator
customers in France, is participating in 
the development of services for new licensed players 
or virtual operators, following on from the launch 
of M6 Mobile by Orange in 2005.
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strengthening our presence in the field
In France, the Group’s strong regional ties represent both a
specific characteristic and a benefit for customers. Through
its network of 709 France Telecom-Orange stores, its 
169 Orange Mobistores and its 4,000 points of sale, its call
centers throughout the country and its intervention teams,
the Group aims to maintain these strong and close ties with
its customers.
The Group’s relations with institutional stakeholders are also
essential. These close ties with local authorities have already
made it possible to implement agreements for innovative
regions and business activity areas, in addition to develop-
ing various innovative products such as the Public Video
Point, a videophony solution enabling people in France to
complete administrative procedures remotely, or even home
support, with a range of services making it possible for the
elderly to keep in touch with their friends, family and med-
ical-social support networks thanks to a warning system,
meeting genuine needs among both local authorities and
citizens.

priorities for 2007
On the mobile services sector, the environment is still
marked by intense competition. Orange aims to continue
asserting its leadership thanks to new convergence offer-
ings and loyalty-building programs. In addition, the level of
equipment for wireless broadband is expected to continue
developing, while the group will continue rolling out its
MVNO hosting strategy.

On residential services, the effective management of cancel-
lation rates thanks to our quality of service as well as our
loyalty programs and the development of convergence, will
be combined with an increase in the penetration rate 
for broadband, driven by bare ADSL offers. At the same
time, the development of the Livebox and the associated
services will contribute to growth in both new uses and
revenues.

33 FRANCE

landmarks

• 23.3 million mobile customers.

• 25.5 million fixed-line customers.

• 6.9 million Internet customers.

• Activities: fixed, mobile, Internet, television
and digital services.

• Leading fixed and mobile operator.

• Leading ADSL broadband Internet
provider.

• Leading voice-over-IP operator.

• Leading ADSL TV operator.

• 709 France Telecom-Orange stores 
and 169 Orange “Mobistores”.
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Convergence and quality relations lie at the heart of the Orange store concept.

Orange is introducing simplicity into its
points of sale, where everything has been
thought out for customers to be able to
easily test out the services offered.

The Animals package offers a range of services based on user behavior.
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Mobile service revenues in the UK are up 0.4% like-for-like
to 5.9 billion euros, notably reflecting the growth achieved
in terms of the number of customers (+3.2%), driven by
prepaid offers and the strength of data services (+5.8%),
partially offset by the impact of the increasingly competitive
environment.
On home services, revenues have remained stable. The
number of broadband ADSL accesses is up 17.3%, repre-
senting some 1.1 million customers. By December 31,
2006, 16% of customer telephone lines had been unbundled,
compared with 1% one year earlier.

integration and convergence
Orange is now able to offer mobile, fixed-line and broad-
band Internet services to its customers throughout the UK,
after grouping its business, mobile and Internet activities 
in this country together under the Orange banner. On this
market that is undergoing major changes, the Group is pos-
itioning itself as a provider of integrated, innovative and 
convergent communication services.

As the first signs of this integration, Orange is launching the
first convergent products and services bringing the mobile
and Internet worlds together. For instance, with a minimum
mobile plan of 30 pounds a month, customers are able to
enjoy free Internet access at home. The “Free Starter” service
includes broadband Internet, the Orange Livebox and the
“Wireless & Talk” telephony over Internet service. This
groundbreaking service on the UK market has been 
a resounding success with both customers and new sub-
scribers. In addition, Orange has rolled out a range of broad-
band Internet packages on the UK market offering even
more services and greater flexibility for customers using the
Internet to surf the web or make phone calls, such as
“Broadband Starter”, with speeds of up to 2 Mbps, or even
“Broadband Unlimited”, offering up to 8 Mbps, including
national calls and calls to 100 international destinations.

35 UK

In 2006, Orange launched a new range of services 
in the UK. By opening up its world from just mobile
services to also include fixed-line and Internet solutions,
Orange is able to offer its customers a new experience
in telecoms, with ever more services, combining
convergence, quality and simplicity.

in the UK
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Lastly, to meet its customers’ needs even more effectively,
Orange has designed a number of new mobile telephone
plans, with “Animals”, offering a range of packages based 
on user behavior, and “Magic Numbers”, enabling cus-
tomers to enjoy one hour of calls to any Orange number 
of their choice while paying for only one minute.

ever more content!
The new Orange Internet site and the Orange World mobile
portal offer a wide range of innovative and fun content serv-
ices, tailored to the needs of each customer. Their quality
and diversity have increased the level of traffic, while
enabling the operator to strengthen its data service-related
revenues. This year, Orange was also the first UK operator
to put interactive adverts online on its mobile portal, open-
ing up a new high-potential revenue stream.
The Orange World portal also hosts Orange TV, the mobile
television service offering 30 channels such as ITN News,
Sky Channels and Channel 4. On music, Orange Music
Player offers a selection of more than 500,000 tracks for
downloading. In this way, customers are able to listen to,
buy or store music online, transfer singles on to their
mobiles, create and manage their playlists… A big hit with
young people!

mobile broadband coverage
To offer its customers an increasingly wide range of broad-
band Internet and multimedia services, Orange is focusing
on its deployment of unbundling, as well as its broadband
capacity and its mobile network coverage. While its GSM
network already covered 99% of the UK population, the
Group also launched the Edge standard on its network 
in 2006, making it even easier for customers to access 
the Internet or receive email when on the move. In addition,
the Group has sealed a network-sharing agreement with
Vodafone, which should enable it to further improve its costs
and competitiveness.

Orange-branded stores
Orange now has a network of 323 stores in leading loca-
tions around the UK. The Group has also strengthened its
city centre presence thanks to the acquisition of 47 stores 
at the end of 2006. Convergence and quality customer rela-
tions lie at the heart of the concept for these stores, which
have been redeveloped in line with the Orange colors.

challenges for 2007
In one of the toughest competitive environments, Orange 
is capitalizing on the extension of the brand and developing
its “Broadband Internet + mobile” customer base. Similarly,
the migration of telephone lines for Orange customers over
to unbundling will be stepped up. Lastly, the distribution pol-
icy will be optimized.
The development of broadband-mobile synergies and the
implementation of the network-sharing agreement with
Vodafone will make it possible to improve costs and com-
petitiveness on the mobile services market.
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landmarks

• 15.3 million mobile and 1.7 million
fixed-line customers.

• 323 Orange stores.

• 3rd biggest mobile operator in the UK,
with a 21.8% market share.

• In June, Internet activities went
Orange.

• In November, unique, the fixed 
and mobile telephone, launched 
in the UK.
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Hasan Cinar (London, UK Operations) 
is in charge of an Orange store

“For me, it is all the more important to keep
my teams strongly committed”

“My role is to keep listening to the needs of the various people who 
are in the shop – customers, of course, but also employees. For me, 
it is all the more important to keep my teams strongly committed that 
we are located in one of the most active shopping areas in the world!
That’s why every week, we organize a “in-store champions”: some
teams are built and must reach some objectives in different categories:
sales, supplies… And the winners receive a symbolic prize. Besides, 
I also think the best of our new online training tool: thanks to this
system, my employees can train whenever they want, and even 
at home. That’s another reason why I’m proud to work for Orange: 
it’s a company that cares about its employees, offers them training 
and evolution opportunities!”

* on an historical basis.

In the UK, for the Group
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Number of mobile customers*
in millions
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Conviviality, proximity, simplicity: the Orange stores enable easy and direct contact between customers and sales staff.

The year’s biggest media campaign has been
launched, focusing on openness and proxim-
ity.

On October 3, 2006, Spain said “hola!” to the Orange brand, which is
offering Spanish customers a new experience in telecoms.
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Mobile service revenues totaled 3.4 billion euros, up 4.1%
like-for-like, while the number of customers was up 7.9% 
to 11.1 million customers at December 31, 2006. Business
is down on traditional telephony and low-speed Internet
services. However, the number of ADSL accesses was up
13.7% to 640,000 at December 31, 2006, with the majority
of them now unbundled (55% at the end of 2006, compared
with 29% one year earlier).

successful integration
Following the acquisition of Amena in 2005, the Group’s var-
ious companies and businesses in Spain have been
merged, the information systems and networks unified, and
the teams consolidated within a new structure founded 
on one core culture. This particularly rapid change was
completed within six months.
Set against an extremely competitive environment, the
Group now has the capabilities and competitive strengths
needed to rise to the convergence challenge in Spain.

Orange brand launched
Unlike in France and the UK, where the Orange brand
already existed for mobile activities, the strategy adopted for
Spain has been to bring all the fixed-line, mobile, Internet
and television activities that had previously been distributed
as Amena, Wanadoo, Equant, Uni2 and France Telecom
under the Orange banner. This process was launched 
in October 2006.
A media campaign, the year’s biggest, was therefore 
launched focusing on openness and proximity. This was fol-
lowed by a customer information campaign, the redevel-
opment of the 4,000 points of sale and the various Internet
sites, in line with the Orange colors and values, and the
training of more than 15,000 people both in-house and
externally. Thanks to these efforts, Spanish customers now
have one dedicated portal (www.orange.es) and one single
contact number (1414).

39 SPAIN

In October 2006, it was Spain’s turn to go Orange…
with a major challenge to integrate the Group’s fixed-
line, mobile and Internet activities. This pioneering move
on the Spanish market has paved the way for a new
generation of telecoms services.

in Spain

0703129 FTelecomExe RA GB.qxp  5/06/07  8:42  Page 39



Three months on from its launch, the first results are highly
encouraging. The Orange brand has given fresh impetus to
sales activities. Its brand awareness has exceeded all
expectations, and the first brand preference measurements
are already very satisfactory.

Orange, innovating and pioneering
With Orange, the Group is delivering on its promise to open
up the telecoms world to a universe of increasingly devel-
oped, enhanced and user-friendly convergent communi-
cations services.
On the home services market, Orange inaugurated the 
market’s first ever quadruple play offering in October. For 
20 euros a month, this includes a broadband connection,
free calls to landlines, 1,000 minutes of calls each month 
to five Orange mobile numbers (and from these mobile num-
bers to the house) as well as an ADSL-based television
package.
On the personal services market, at the leading edge 
of innovation on mobile telephony, Orange represents the
first operator to be able to offer access to very high-speed
services (HSDPA standard), with mobile connection speeds
of up to 1.8 Mbps for over 40% of the Spanish population,
in the country’s 29 main towns and cities.
To meet growing expectations in terms of data services,
Orange has launched a diversified television service on the
Orange World mobile portal, with 28 channels already avail-
able by November. The mobile portal also includes a num-
ber of other features, from discussion forums to music
downloads, video on demand, gaming, sending and receiv-
ing email, and Internet access.

On convergence, the Spanish version of the new genera-
tion unik telephone, “unico de Orange”, was launched in
December. Initially rolled out as part of a very large-scale test
phase, unico will be released for the entire market over the
first half of 2007.
Lastly, the Group signed its first contracts with virtual oper-
ators in 2006: Carrefour (the country’s leading hypermarket
chain) and The Phone House (the number one distributor 
of telecoms services). Much more than simply reselling min-
utes, Orange’s policy aims to identify partners that will be
able to offer it genuine value added. Following the separa-
tion that is underway with the Basque virtual operator
Euskatel, Orange will now be offering its services directly on
this region.

broadband and unbundling
On the fixed-line network, Orange is pushing ahead with the
development of unbundling – with 55% of its ADSL cus-
tomer base unbundled at the end of 2006 – while facilitating
the migration of its customers over to broadband.
On the mobile network, Orange has ramped up its mobile
broadband coverage, with over 70% of the Spanish popula-
tion covered at the end of 2006. Moreover, the agreement
sealed with Vodafone Spain to share part of the country’s
largest mobile network infrastructure is going to enable the
networks to run even more effectively. In 2007, Orange will
continue with the deployment of its UMTS coverage,
extending it to cover 90% of the population.

outlook for 2007
In Spain, the priority for 2007 is to increase the overall 
market share, drawing on our quality of service to further
strengthen loyalty among our customers. Orange intends to
capitalize on its single brand, which customers are already
familiar with, and develop its convergence offering.
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Ana Argelich Hesse (Madrid, Spain Operations) 
is Customer Value Management

“It’s a real bonus to be part 
of a multinational group”

“We were the first to offer a dual play voice and Internet
offer, which quickly became very successful. We are
now working on larger service offers, covering Internet,
Voice-over-IP, mobile and ADSL-based TV. The market 
is very fast-moving and my role is to test out
requirements in order to target our offers. It’s a real
bonus to be part of a multinational group. I meet up 
with British, Dutch, French and Polish colleagues 
to share experiences, and that helps me to anticipate
market behavior and tests ideas. I find it a key
advantage.”

landmarks

• 11.1 million mobile customers.

• 640,000 ADSL customers.

• In October, Orange brand adopted 
for the Internet, mobile, fixed 
and ADSL-based TV.

• In December, unico, the fixed and
mobile telephone, launched in Spain.

* on an historical basis.

In Spain, for the Group
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Orange solutions are available in several thousand points of sale throughout Poland.

Orange is seen as an innovative brand on the Polish market, thanks notably to the
hundred or so special offers and products launched in 2006.
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With 2.6 million new mobile customers, Orange is now the
leading operator in Poland with a market share of 34.1% 
at December 31, 2006. On this personal communication
services sector, Poland has seen its revenues grow to 
1.9 billion euros, up 17.2% like-for-like. Driven by strong
growth in the number of customers, this notably reflects the
success of prepaid services, up by over 30%.
On the home sector, the downturn in revenues (3 billion
euros, – 6.1% like-for-like) reflects the continued replace-
ment of fixed-line services with mobiles, partially offset by
growth on data services. With a further 560,000 customers
brought on board in 2006, representing a total of 1.7 million
ADSL accesses, up by close to 50%, and 150,000 Livebox,
ADSL broadband has seen significant growth in its rev-
enues.

1st anniversary of Orange’s mobile launch
In September 2005, the Group’s mobile activities joined the
Orange brand. Indeed, the brand’s dynamic performance
and strong awareness have contributed to its current posi-
tion as the market leader, in terms of the number of cus-
tomers, the volume of traffic and the level of revenues. This
has notably enabled the Group to improve its penetration
on the segments for young customers and professionals,
who are reassured by its reputation for quality services and
reliability. Orange is also clearly seen as an innovative brand
on the Polish market, reflecting the hundred or so products
and offers launched this year.
In a market that is still dominated by pre-paid services,
Orange has strengthened its leadership thanks to starter
price offers and competitive rates. It has also ramped up its
innovative initiatives to establish itself thanks to a simple
pricing structure, rather than embarking on a price war.

43 POLAND

With TP Group, the Group is the telecoms market
leader in Poland where it is present on fixed-line,
Internet and mobile services. Subject to strong
regulatory pressure and an increasingly competitive
environment, TP Group has successfully managed 
to strengthen its market shares, becoming the mobile
leader in Poland under the Orange brand.

in Poland
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Moreover, while the launch of the 3rd generation (3G) net-
work in 2005 has already made it possible for Polish cus-
tomers to access a wide range of wireless broadband
services, Orange has now gone even further, inaugurating
the HSDPA technology in December 2006. Very high-speed
mobile data transfers are now a reality, with even quicker
Internet access. Broadband HSDPA services are expected to
be open to 30% of the Polish population by the end of 2007.

fixed-line and broadband Internet
On the fixed-line sector, TP Group has maintained its market
shares in terms of both traffic and lines. Thanks to an attrac-
tive and innovative pricing plan, the Group has provided
itself with a tool enabling it to increase not only customer
satisfaction and loyalty, but also revenues.

Furthermore, continued growth in broadband Internet serv-
ices represents one of the Group’s strategic objectives 
in Poland. ADSL customers now account for 17% of the
fixed customer base at TP Group, which has a 43.7% mar-
ket share. Over the second half of 2006, 80% of new cus-
tomers – and more than 50% of existing customers – opted
for the highest speed options (512 and 1,024 Kbps). This
migration over to the quickest speeds represents one of the
conditions required for new value-added services to take off,
such as videostrada tp or ADSL television (launched in six
large cities in 2006).

integration and convergence
The Group is developing convergence solutions, such as
the single fixed and mobile voicemailbox, launched in
March 2006. Livebox tp, available since 2006, is opening
up a whole world of new services that have never been seen
before in Poland, with Internet telephony, ADSL television,
video on demand, game downloads and voice-Internet-
television triple play. Soon, the Group’s customers will be
able to discover “unique”, the fixed and mobile convergent
telephone already successfully launched elsewhere in
Europe. In June 2006, the Group opened the first unified
portal on the Polish telecommunications market, notably
offering one dedicated point for access to the Group’s fixed,
mobile and Internet solutions and a wide range of other
services.

outlook for 2007
Within a highly competitive environment, Orange aims 
to maintain its position as the market leader on mobile 
by developing its content offering and its solutions for peo-
ple on the move, made possible through mobile broadband
technologies (UMTS and HSDPA), and by signing new
agreements with virtual operators.
On the home communication services sector, the market 
is tight. Indeed, the combined impact of strong local regul-
atory restrictions and pressure over prices are pushing the
TP Group to focus on integrated services in 2007, such as
the “unique” fixed and mobile telephone, with the devel-
opment of broadband representing a key priority.
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landmarks

• 10.1 million fixed-line and 12.5 million
mobile customers.

• First unified portal for fixed-line, mobile
and Internet offerings launched in June.

• Mobile market leader in Poland, 
with a 34.1% market share.
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Pawel Loj (Varsaw, Poland Operations) manages the sales outlets 
and franchised mobile

“Take-up of over 100% is possible, 
and that is what we are aiming for!”

“We celebrated our ten million customer last year. Operators in the mobile
market are currently slugging it out to attract customers. The Polish
telecommunications market is developing quickly, with new services
coming out all the time – music, mobile TV, videophoning and other
services. It’s exciting to work in a cutting edge business. You don’t stop
and there are always new challenges. At the start of 2006, there was 70%
take-up in Poland, but still leaves room for growth. Looking at the Swiss
and German markets, take-up of over 100% is possible, and that is what
we are aiming for!”

Poland testing 3000 +: a intelligent voice server.
The capabilities of the 3000 + may come as a surprise:
the machine can answer the phone, recognize natural
language, guide customers and even anticipate their
expectations!
The first results reveal a clear improvement in sales
compared with conventional interactive voice response
servers.

* on an historical basis.

In Poland, for the Group
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On most markets, the Orange scope is now being extended to include the Internet, content and services.

In Jordan, Jordan Telecom wins one new customer
every 30 seconds, giving the Group’s subsidiary
over two million customers… and counting.

In Senegal, Orange is becoming the single brand for all of the Group’s
services.
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international presence
The Group’s operations around the world cover certain
countries that are similar to its major mature markets
(Belgium, Switzerland) and others offering strong potential
for growth, notably on mobile and Internet services. From
an organizational perspective, the Group differentiates
between two regions.
The Europe, Middle East and Caribbean region is made
up of eight countries – the Netherlands, Belgium, Switzer-
land, Slovakia, Romania, Moldavia, Egypt and the Dominican
Republic – with some 26.3 million customers.
The Africa, Middle East and Asia region is made up of 
12 countries and territories – Senegal, Mali, Ivory Coast,
Cameroon, Equatorial Guinea, Botswana, Madagascar,
Mauritius, Jordan, Vietnam, New Caledonia and Vanuatu –
representing 10.5 million customers in total, with 9.5 million
on mobile.

booming markets
On the personal sector, the Group recorded 6.9 billion euros
in revenues over 2006, up 13.7% like-for-like. At Decem-
ber 31, 2006, it had 35.4 million customers, representing 
an increase of 29.7% like-for-like. Egypt, Jordan, Romania

and Senegal have all seen particularly strong growth in their
customer bases. The impact of the call termination rate cuts
adopted, notably in Switzerland and the Netherlands, has
been partially offset by an increase in the number of cus-
tomers.
On home communication services, revenues came to 1 bil-
lion euros in 2006, up 9.2% like-for-like. More specifically,
strong growth has been seen on emerging markets such as
Senegal and the Ivory Coast, as well as in the Netherlands
thanks to the development of unbundling and voice-over-IP.
In certain countries, the Group has recorded spectacular
increases, with mobile services picking up pace significantly.
The Group represents the leading mobile operator in
Senegal, Mali, Ivory Coast, Equatorial Guinea, Egypt (with
MobiNil), Madagascar, Slovakia, Romania and Moldavia
(with Voxtel). The Group is number two in Belgium (with
Mobistar), Switzerland, Cameroon, Botswana, Jordan
(MobileCom) and the Dominican Republic.

47 NEW HORIZONS

Around the world, the Group is rolling out its new services
and adapting them to local means of communication 
and consuming. New horizons leading growth.

new horizons
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In Jordan, the Group has 1.4 million mobile customers and
close to 650,000 fixed-line customers. In Senegal, the Group
has 2 million mobile customers and 30,000 Internet cus-
tomers. Several countries have seen their mobile customer
base double in one year, including Botswana (436,000 cus-
tomers), Madagascar (644,000 customers) and even Mali
(over one million customers).
In many of these countries, telecommunications are playing
a major role in the development of their economies, with
mobile and Internet services driving a genuine telecommu-
nications revolution. Looking beyond purely economic or com-
mercial issues, the launch of new forms of communication
represents a key factor for the development and equipment 
of these markets.

the Orange brand
A single portal and commercial brand, a common identity
and values… On most of these markets, Internet, content
and services have now gone Orange. This is already the
case for Senegal, Mali, Equatorial Guinea and the
Netherlands, with Moldavia to follow shortly. This change
reflects new benefits for customers, from innovations to
convergent solutions and new Orange-branded stores.

networks serving the customer
The Group’s success in the various countries in the Europe,
Caribbean, Africa, Middle East and Asia regions is also
founded on the quality of its networks.
In this way, to benefit from high-quality mobile, broadband
has been rolled out on most of the networks, with
GPRS/Edge launched in Senegal, Ivory Coast, Cameroon,
Egypt, Jordan, Moldavia and the Dominican Republic. Third-
generation mobile networks (3G or UMTS) have been
launched in the Netherlands, Slovakia and Romania, while in
Switzerland, the 3G technology is now available for prepaid
customers. In Belgium, Slovakia and Romania, 3G + (HSDPA
standard) is opening up quicker speeds on mobile.

outlook for 2007
The mobile sector is subject to growing regulatory pressures
in Europe, notably with the reduction seen in call termination
rates, while new competitors are appearing in Egypt,
Slovakia, Romania and the Dominican Republic. Neverthe-
less, this sector still offers major potential for growth.
On mature markets, the Group needs to continue strength-
ening its market shares, for example through retailer networks
and MVNOs, while maintaining a high level of profitability. The
Group is also looking for new sources of growth through
convergence, with “unique” in the Netherlands, ADSL 
in Belgium, and FTTH in Slovakia.
On emerging markets, the Group aims to maintain its lead-
ership on growth, profitability and market shares, looking 
to launch a pan-African marketing plan and reorganize its
current distribution channels.
In terms of fixed-line and Internet services, the Group is look-
ing more specifically to strengthen demand for Internet serv-
ices thanks to convergent solutions with mobile activities. At
the same time, it will continue rolling out fixed-line broadband
in Senegal and in a number of new countries, including Mali
and Cameroon, which will enable it to fully harness its poten-
tial. Lastly, each time it is in a position to challenge, the Group
will need to capitalize on adopting the single Orange brand.
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Vincent Kouadio (Africa, Middle-East and Asian
Operations, Ivory Coast) is head of the sales marketing
development department

“These campaigns have helped
us to become number one”

“When I became manager of the San Pedro agency 
in our country’s second largest port city, there was 
a clear goal: to become the leader. I started out by 
very closely studying our local market, both corporate
customers and the general public, in order 
to understand the characteristics and requirements 
of these markets. I then started to run targeted
campaigns to gain market share and won the contract
to work with the port of San Pedro, after offering 
to reduce its telecom costs by 25%. It has now become
a very strategic customer. This tipped the balance 
in our favour in the corporate market. At the same time,
I launched a major public action plan to improve the
way customers were dealt with in our agencies, to train
sales people… All these campaigns have helped us 
to become number one – by a long way! I am in a new
job now, but I still use the same method: research 
the market, target the offer and get stuck in!”

landmarks

• 35 million mobile customers.

• Orange named “best mobile operator 
for business clients” in Switzerland for 
the 4th year running (Bilanz magazine).

• Orange named “operator of the year” 
for 2006 in Romania (Mobile
Communications magazine).

• Number 1 on mobile in Senegal, 
Mali, Ivory Coast, Equatorial Guinea,
Madagascar, Egypt (with MobiNil),
Slovakia, Romania and Moldavia 
(with Voxtel).

0703129 FTelecomExe RA GB.qxp  5/06/07  9:33  Page 49



Revenues on Business services totaled 7.7 billion euros 
in 2006, down 4.9% like-for-like, notably due to the 14%
downturn (like-for-like) in global revenues on fixed-line
telephony and traditional data services.
At the same time, business on advanced corporate network
services is up 10.9% like-for-like, reflecting the sustained
development of IP network services. The number of IP-VPN
accesses around the world is up 39.1% over one year to
256,000 at December 31, 2006. Similarly, the Business
Everywhere mobility services have seen a 19% increase in
France, with 486,000 users at the end of 2006. Revenues
on facilities management and integration services are up
11.1% like-for-like, driven by the development of customer
support activities and service platforms linked to the man-
agement of business data networks.
Revenues on ICT* services are up 11.8% like-for-like, with
this growth coming in slightly higher than for the market in
general.

Orange Business Services, a global partner
Since June 2006, the Group has been offering dedicated
communication services and solutions for businesses under
the Orange Business Services brand in 146 countries.
These were previously marketed under various brands,
including France Telecom, Equant and Orange, etc.
For its customers, Orange Business Services is able to
define, deploy and operate networks that are capable of
transporting voice or data services for fixed or mobile needs.
With its global reach, its extensive portfolio of services, its
capacity for innovation, its technical expertise and its qual-
ity of service, it represents an ideal partner for businesses
looking for lasting worldwide support.
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Strengthening business performance and making work easier for their employees:
that is what Orange aims to achieve on the business services sector. Orange
Business Services offers a global range of integrated services for businesses.

business services

* Information and Communication Technologies.
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Business Everywhere serving 
professionals.
Launched in 2005, the Business Everywhere
mobility solutions have been a resounding success
with businesses of all sizes, representing 
658,000 users around the world at the end of 2006.
Business Everywhere makes it possible for staff
who are on the move to enjoy easy remote access
to their working environment from all access
networks (3G +, 3G, Edge, WI-FI, ADSL, GPRS,
STN), with the same comfort and security as if they
were in the office. Business Everywhere is available
in eight countries across Europe: France, the UK,
Spain, Poland, Belgium, Switzerland, Slovakia 
and Romania.

landmarks

• Presence in 146 countries.

• 3,750 multinational business clients.

• 8 million mobile users.

• World’s number 1 IP-VPN 
access provider, with nearly
260,000 customers.

• Europe’s number 1 for business
communication services.
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408

486

Business Everywhere customers
in France*

in thoussands
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184

256

IP-VPN customers
around the world*

in thousands
* on an historical basis.

Group customer base
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IP transformation and convergence
Capitalizing on its networks, Orange Business Services is
opening up new opportunities for businesses to develop
thanks to its convergent solutions. Increasingly easy to use,
they are enabling customers’ staff to do their jobs more 
efficiently and effectively. As the first convergent solutions
integrating fixed and mobile voice services, Business Talk
classic and Business Talk premium are able to offer users a
single telephone number and a single voicemail system.
Calls can be routed from one business site to another, in line
with various criteria defined beforehand.
In 2006, Orange Business Services launched a new range of
turnkey solutions for businesses to manage their telephony
needs. In this way, the Business Talk IP Centrex service
makes it possible for the company’s IP* telephones to be
connected up to its local IT network and telephony services
to be centralized on a specific website. Designed specifi-
cally for small and medium-sized businesses, the “my busi-
ness telephony” range means that all the operational
aspects of their private telephone systems can be delegated
to Orange Business Services, from advice through to user
support.

security focus
To guarantee a consistent and lasting level of security for
information systems, without the disadvantages of monitor-
ing and management, to offer proactive protection against
network vulnerabilities and detect attacks in real time,
Orange is able to offer a range of integrated solutions,
whatever the size of the business. In addition, Orange offers 
24-7 monitoring and responses, from one of its five global
operational security centers.

working more efficiently and effectively
Orange Business Services offers a range of collaboration
solutions designed to make working as a team easier and
improve the efficiency and effectiveness of project groups.
With Business Together, the Group is the first operator to
offer all the tools needed for teamwork in a unified way:
telephony, audio and videoconferencing, document sharing,
instant messaging, contactability and presence man-
agement… This service can be accessed in total security
from a PC, an IP telephone or a mobile.

THE WORLD IS OPEN 52

* IP: Internet Protocol – its role involves the transmission of data over the
Internet.

0703129 FTelecomExe RA GB.qxp  5/06/07  9:33  Page 52



53 BUSINESS SERVICES

Orange Business Services winning awards in 2006.
•Best global operator and “best mobile operator” 

at the World Communication Awards.
• “Best global data VPN* operator” according 

to Telemark.
• “Carrier Ethernet Best in Business” award for 2006.

* virtual private network.

innovating with Machine to Machine
To meet businesses’ needs for competitiveness and innova-
tion, Orange is offering a range of integrated Business
Machine to Machine solutions. Supplies for ATMs, preven-
tion of environmental risks, checks on industrial equip-
ment… a wide range of fields are covered! In 2006, for
instance, Orange launched a turnkey M2M solution for man-
aging vehicle fleets (Fleet Performance), enabling vehicles 
to be tracked in real time throughout Europe.

outsourcing, a source of value
Helping businesses to simplify their processes and enable
them to run more fluidly, as well as to innovate, improve
their performances and optimize their costs: that is the aim
for the outsourced communication services offered by
Orange Business Services. Representing a genuine one-
stop provider for setting up and managing complex and
strategic communications services, Orange is able to take
charge of all or part of a business’ IT and telecoms infra-
structure, whether for voice services, data, communicat-
ing applications, itinerant solutions, security or server
management.

complete range of services
In 2006, the Group carried out several operations in line with
its strategy to strengthen its portfolio in a number of key
areas. With the acquisition of Diwan in July, the Group has
further strengthened its offering for network integration serv-
ices. These capabilities on security, collaborative tools and
call centers in France all represent further strategic assets for
Orange Business Services. In October, the Group acquired 
a majority stake in Neocles Corporate, in this way becoming
a significant player for the integration of information and 
communication technologies on the business market.
Customers from Orange Business Services are now able 
to enjoy a complete range of services combining advice, inte-
gration and facilities management in order to optimize secure
access to their information system, whatever the means 
or place of access.
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Listening to the market, identifying requirements, then creating and releasing 
quality solutions at the right time… Strategic marketing is devising original structures 
for managing innovation in order to effectively serve customers.

marketing 
and innovation

customer focus
“Getting to know customers better in order to
meet their needs even more effectively”: that
could be the motto for the strategic marketing
team, putting the customer at the heart of prod-
uct designs. Leading the way on the design,
development and preparations for the release of
the Group’s new products, strategic marketing
has an advanced vision of the market. It factors
in both potential technological shifts and
changes in requirements, supported by the
Orange Labs. Launched at the start of 2007, this
represents the Group’s powerful global research
and development network, with the Exploration
centre, which tests out potential innovations with
customers, and the Technocentre, which is
responsible for industrializing the launch of new
products and services while strengthening the
Group’s proactive approach on its markets.

improving time-to-market, with the best
product at the right time
To lead the way on its market, the Group is driv-
ing down the lead-times between designing and
releasing new solutions.

This approach is based on an in-depth transfor-
mation of mindsets and working methods in
order to be able to rapidly deploy any innovation
on several markets. In this way, three different
profiles are combined within the Technocentre 
“3 partner” teams (“3P”, see “Within Orange Labs:
the Technocentre”, page 58), streamlining deci-
sion-making processes and reducing the num-
ber of hierarchical levels. This is also backed 
by a very strong commitment among project
leaders, working to ensure, from one end of the
chain to the other, that quality of service is main-
tained and that the product is adapted to each
country’s specific features.

strategic partnerships
In order to offer the best of innovation and
release new products and services on the market
even more quickly, the Group is rolling out an
active partnering policy with industry leaders,
which is already bearing fruit. In this way, unik
has been made possible thanks to a partnership
with Ericsson, Business Together with Nortel,
and Orange Messenger by Windows Live with
Microsoft. For its part, R&D is forging just as
successful partnerships in Asia, with for example
Fujitsu, Hitachi and Huawei.
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research and development
Strategic marketing efforts are founded on the
strength of the R&D system. With over 3,700
researchers, scientists and engineers, it sees
around 500 inventions patented each year, with
over 8,300 patents filed.
The Group is committed to providing its cus-
tomers with the best of technology as soon as 
it becomes available, while factoring in the next
technological generations. Thanks to its ability 
to anticipate developments and trends, R&D is
able to detect major technological shifts and
changes well in advance, as well as new uses.
In this way, it has been behind a number of major
breakthroughs on services, such as Machine 
to Machine, with mobile networks used for
communication between machines, as well as
on networks and access. Indeed, R&D is already
working on the future generation of mobile net-
works for even more speed, services and con-
tent.

opening up to the world
More than ever multinational and multicultural,
the Group’s R&D has 15 laboratories in seven
countries: China, South Korea, the US, France,
Japan, Poland and the UK. Its immersion at the
heart of these research hotspots is enabling the
Group to keep at the forefront of technological
advances and developments in uses around the
world.
Upstream, committed to maintaining its techno-
logical edge and building up an “ecosystem” 
of first-rate laboratories around it, the Group 
is taking part in various joint programs on a few
key areas, including network convergence, home
services and the future of mobiles. In Europe, the
Group is involved in ambitious projects within the
French agency for industrial innovation (the AII).
In France, it is actively taking part in seven
competitiveness programs, including five with 
a global focus: nanotechnologies, security, soft-
ware, images and multimedia.
R&D is also forging academic partnerships with
research laboratories (CNRS, INRIA, etc.) and
university labs around the world: MIT and
Stanford in the US, Tsinghua in Peking in China,
etc.

IPv6, the future of the Internet:
thanks to R&D’s work on
developing the new IPv6 protocol,
the Group is recognized as 
a global player in this highly
strategic area for the future of the
Internet.

A genuine in-house incubator, based 
on a similar approach as for start-ups, 
the Exploration centre is putting pioneering
products or services under the microscope,
thanks to advanced testing methods with
customers. In 2006, over 200 ideas for
innovative products or services were
reviewed, with 20 co-creation projects
carried out with 1,400 customers.
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within Orange Labs: 
the Technocentre

the “New Orange Way of Working”
At the heart of the Technocentre, 35 “3 partner”
teams group together three specialists in marketing
(“I identify”), R&D (“I invent”), and information systems
and networks (“I deploy”) at one dedicated site focus-
ing on one project. The aim: to produce genuinely
innovative services that are easy to use and released
on the market within the best possible timeframes
and at the best cost, while guaranteeing their final
quality.

unik, embodying the Technocentre’s
convergence
Carried out in just six months, the European launch 
of the unik telephone represents a major marketing
and technical achievement: a world first for interrup-
tion-free network convergence, with a retail version
and then a business service, rolled out virtually simulta-
neously across four countries! By making it possible
to develop multi-country convergence solutions with
quick turnaround times, the Technocentre is actively
contributing to the Group’s ambition to become the
benchmark operator wherever it is present.

solutions launched in record time
Following on from unik, several key services have
been launched with just a few months between their
development and their release on the market.
Business Together, Business Everywhere Pro, high-
definition voice, Mobile and Connected, the inte-
grated portal, and Orange Messenger by Windows
Live are just a few examples illustrating the proactiv-
ity and responsiveness of our cross-business teams. 
In addition, all of these services will benefit from
moves to ramp up the various programs concerning
fiber, with FTTH (Fiber to the Home), one of the
Technocentre’s pioneering “3P” projects.

Orange collections
In services, as in life, we can see various trends.
Trends for uses, trends for communication or trends
for consumption, with Orange surprising its cus-
tomers three times a year by unveiling what the 
“telecoms fashions” will be over the next few
months. This represents an opportunity to take stock
of the Group’s new offerings, as well as to discover
uses or services that are still relatively unknown. In
this way, the Technocentre has produced more than
two thirds of the solutions for the latest collections.

Unique in the telecoms world, less than a year after it was launched, 
the Technocentre has become the driving force for the Group’s
convergence offerings. A center for innovation, grouping together
marketing experts, researchers and engineers to develop the services 
of tomorrow…
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landmarks

Review of the unik telephone’s global launch:

• October 2006: unik in France;

• October 2006: unique in the Netherlands;

• November 2006: unik for Business by Orange Business Services;

• November 2006: unique in the UK;

• December 2006: unico in Spain;

• 2007: unique in Poland.
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network serving customers
Bringing networks and information systems
together means enabling customers to access
the Group’s integrated services in total simplic-
ity, while guaranteeing the same quality of serv-
ice, all at the best cost. This represents a real
challenge in light of new requirements! It is there-
fore up to the Group to facilitate uses and enable
permanent access to communication or enter-
tainment services, whatever the network used. 
In practice, integration involves bringing the intel-
ligence of mobile networks and fixed-line net-
works – now supporting broadband – together
for them to offer identical access to services and
for the circulation of information to be as fluid as
possible from one to the other.

adapted organization
Looking beyond the purely technical aspects 
of this adaptation, the organization has been
rethought for integration. To start off, one dedi-
cated structure – the Domestic Network Factory
– is responsible for all design, construction and
operation aspects for domestic information sys-
tems and networks in each country. More
responsive, this is also making it possible to pool
resources and processes.
In this way, one dedicated team is now able to
cover a GSM mobile station or a fixed-line broad-
band connection.
In addition, the creation of service-management
centers is contributing to the more effective man-
agement of quality of service on an end-to-end
basis and from the customer’s perspective. With
a global vision for services, these units are coor-
dinating the reestablishment of technical ele-
ments throughout the chain, working closely with
the customer centers.
Lastly, thanks to centers of excellence, the ded-
icated Group-level equipment and the services
designed in line with the Technocentre are being
rolled out on a rapid, consistent and industrial
basis everywhere.

To bring convergence to life, the integration of networks and information 
systems represents an essential condition, opening up a new world of services 
for customers.

networks, operators
and information systems
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Very-high-speed broadband pilot for the deployment of fiber.
In connection with a pilot initiative, the Group has set up 
very-high-speed broadband (Fiber to the Home, FTTH)
connections for several hundred customers in Paris and 
five towns in the Hauts-de-Seine region. This pilot covers
very- high-speed broadband Internet, digital television,
unlimited telephony, home installation for equipment and
commissioning. Offering a symmetrical speed – for both
uploads and downloads – of 100 Mbps, this very-high-speed
broadband service is one of the world’s quickest! This pilot
reflects a change in multimedia uses, evolving towards more
simultaneous and instantaneous services, combined with
high-definition image and audio quality. The Group is offering
its customers the possibility to test out new uses, including
access to interactive TV programs, videoconferencing, new
content sharing systems and new gaming experiences.
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“500 to 800 million euros: that is the amount of cost savings
to be achieved by the end of 2008 thanks to the integration
and optimization of networks and information systems.”

convergence stakes
To launch integrated services, the Group has first
built up links between its fixed, mobile and Internet
offerings, before enabling them to communicate
with one another thanks to the web, offering 
triple play services and then various products
such as unik, Business Everywhere or Orange
Messenger by Windows Live. For networks and
information systems, the challenge is to enable
and accelerate the launch of innovative conver-
gence solutions, while guaranteeing the best
possible quality of service. We will be able to rise
to this challenge by implementing quality pro-
grams throughout the network chain and con-
stantly adapting our equipment and service
platforms.

concrete achievements
• a voice-over-IP platform in Poland
To adapt to Polish regulations, the Group has
moved a voice-over-IP platform into the offices
of TPSA. This technical challenge has been met
without any interruption in service for the 6,500
Polish customers. Indeed, the service platforms
deployed and operated in France are providing
the various countries – Spain, the Netherlands
and the UK – with a turnkey voice-over-IP service.

• a convergent technical infrastructure for
unik
Today, we are gearing up for the services of
tomorrow. In this way, unik’s technical infrastruc-
ture was put in place over 2006, pooling the
know-how and expertise of the mobile, fixed-
line, handset, network and information system

0703129 FTelecomExe RA GB.qxp  5/06/07  9:40  Page 62



63 NETWORKS, OPERATORS AND INFORMATION SYSTEMS

teams. Working closely with marketing and R&D,
all of these capabilities have made it possible to
release a product that truly embodies the
Group’s convergence strategy.

• anticipating technical changes
Bringing all of the operational players in the vari-
ous countries together, the Group procurement
teams and its networks, operators and informa-
tion system experts have selected new equipment
preparing for the higher speeds that will be avail-
able on 3G services, with the broadband and
very-high-speed broadband of tomorrow.

working together:
an international team.
With 6,700 people in 31 countries, 
the Group networks, operators and
information systems section is responsible
for defining the general strategy (technical
architectures, technological choices, traffic
development, etc.) and overseeing its
implementation in the various countries. 
It provides subsidiaries with technical
support, in addition to designing and
building technical elements common 
to several countries on service platforms
and the development of information
systems. It also manages efforts to design,
build and operate transnational networks,
while marketing network products for
French and international third-party
operators.
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Board of Directors
The Board of Directors rules on all decisions relating to the
Group’s main strategic, economic, employment, financial 
or technological policies and oversees their implementation
by management. In 2006, it met 11 times, and launched 
a further review looking into its operations, as well as those
of its various committees.
The Board of Directors is supported by the Audit Committee
(met 13 times in 2006), the Compensation, Appointments
and Governance Committee (met seven times in 2006) and
the Strategy Committee (met five times in 2006).

executive management committee
In January 2006, a strengthened executive management
committee, made up of nine members, including the
Chairman-Chief Executive Officer, was put in place with
clearly identified responsibilities. The executive manage-
ment committee is notably responsible for implementing 
the Group’s transformation programs and strategy, and
overseeing efforts to monitor its operational and financial
performance levels. It represents the management decision-
making body for the France Telecom Group (see its struc-
ture on pages 14-15).

continuous improvement
In addition, the various specialized in-house committees,
such as the Investment Committee, the Internal Audit and
Risk Committee, the Cash Management and Financing
Committee, the Financial Information Committee, the Tax
Committee and the Commitments Committee, are respon-

sible for controlling and applying the Group’s directives, aim-
ing primarily to meet the global economic objectives. They
also manage risks relating to financial commitments, limit-
ing the Group’s overall exposure.

internal control
In 2006, France Telecom continued rolling out the Group-
wide program to strengthen internal control for the produc-
tion of accounting and financial data, which was launched in
2003. This has involved improving all the financial internal
control processes, notably with a view to complying with 
the French financial security law and the US Sarbanes-Oxley
law – since the Group is listed on the New York Stock
Exchange. The findings from the evaluation carried out as
part of the annual close of accounts for 2006 are mentioned
in an annual report that has been filed with the American
stock market authorities.
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corporate governance
For good corporate governance, the Group focuses on the responsibility and
integrity of its executives and Directors, the independence of its Board members,
the transparency of its information and its respect for shareholders’ rights.
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security
The rapid development of technologies is putting information
systems at the heart of strategic issues and significantly
impacting information security. The Group must be able to
effectively manage new risks, since it is handling not only its
own information, but also that of its customers. In 2006,
France Telecom rolled out a governance system for global
security (physical, logical, human) and transversal security
(covering all of the Group’s subsidiaries and countries), in line
with the acceleration of its transformation. This process will
continue over 2007 with the deployment of the Group’s secu-
rity policy across its various companies and business lines.

insurance
In 2006, the Insurance Division continued implementing the
Group’s insurance programs on new subsidiaries, notably
Orange Spain, optimizing its conditions in terms of both 
prices and coverage. This work, supplemented with audits
of our sites based on partnerships with various insurance
companies, intended to build up a clearer picture of the
Group’s risks, has made it possible to generate further sav-
ings by renewing the main insurance policies and bringing
new insurers on board for key programs.

67 CORPORATE GOVERNANCE

The aggregate gross amount (excluding employer
social security payments) of all remuneration, 
benefits and attendance fees paid over the year 
by France Telecom and the companies it controls 
to the 25 members of France Telecom’s executive
management committee and Board of Directors
totaled 8,078,292 euros in 2006.

Board of Directors
at December 31, 2006

7 members appointed at the general meeting:
• Didier Lombard, Chairman-Chief Executive Officer;
• Bernard Dufau, Director at Dassault Systèmes and KESA

Electricals;
• Arnaud Lagardère, Manager and Partner in Lagardère

SCA;
• Henri Martre, Director at Renault SA, Sogepa and On-X,

Vice-Chairman of the Supervisory Board at KLM;
• Stéphane Richard, Chief Executive Officer of Veolia

Transport, Director at Nexity, APRR and UGC SA;
• Marcel Roulet, honorary Chairman of France Telecom,

Director at Thomson, Thales, HSBC France;
• Jean Simonin, mayor and Vice-President of a French

district community.

Executive management committee: 
see its structure on pages 14-15.

3 Directors representing the French State:
• Jacques de Larosière, adviser to the Chairman 

of BNP Paribas;
• Jean-Pierre Jouyet, Head of the French inspectorate 

of public finances;
• Henri Serres, Director General for information systems 

and communication in the French Ministry for Defense.
In 2007, the French state appointed a fourth Director 
to represent it: Bruno Bezard, Head of the French State
holdings agency.

3 Directors representing staff:
• Hélène Adam, international network technician within 

the switching department, networks, operators and
information systems division;

• René Bernardi, chairman of the association @toukolo,
focused on managing vacations for children of France
Telecom staff;

• Jean-Michel Gaveau, contract manager and network
designer within the Rouen intervention unit.

1 Director representing employee shareholders:
• Stéphane Tierce, prepaid product and service manager

(Mobicarte) within the French Operations Division.
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anticipating and supporting
The Group’s transformation projects are being supported by
a policy to promote mobility and improve the management
of professions and skills worldwide. This approach is based
on a professions repository that has been extended to the
whole Group. It represents a common language to describe
reference positions requiring the same skills around the
world. For all of its employees to be able to anticipate
changes and take professional opportunities, the Group has
improved visibility over the prospects for staff, based on pro-
fessional pathways, professionalization programs, etc.

training and sharing
Through training, the Group is doing its utmost to enable
staff to develop their know-how, skills and qualifications
throughout their career. That is the objective behind the 
17 business schools set-up covering all fields, such as the
management school focused on strengthening leadership
capabilities among managers or even the dedicated univer-
sity for the Group’s decision-makers.
To support the Group’s increasingly international structure,
efforts over 2007 will focus on sharing expertise and training,
while developing global cooperation between the various
teams.

deploying the Orange culture
For the integrated operator strategy to succeed, we notably
need a common culture and set of references. The People
and Culture program, rolled out in several countries across
Europe, has made it possible to foster the Orange brand’s
philosophy and values in-house (see page 3).
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human resources
Anticipating the Group’s needs, constantly adapting its skills, developing each
person’s professional value to accompany the transformation: these are the goals
for the Act: program (Anticipation and Competencies for the Transformation).
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Global agreement on fundamental social rights.
The commitments made in line with the global
agreement on fundamental social rights, signed 
at the end of December with Union Network
International, illustrates the importance of social
responsibility for the company, as well as the
application of dynamic employment policies within
the Group and the implementation of ethical
guidelines governing its relations with suppliers.

Act: in examples…
• In Poland, the number of staff in touch with

customers has increased by 18.9%, thanks 
to training and the transfer of over 2,000 people
from technical and support functions.

• In France, more than 12,000 people are being
accompanied by the 11 development centers,
which are responsible for advising and guiding
employees to build and achieve their professional
project, both within and outside of the company.

• In Spain, human resources have played a key role
in the Group’s transformation process: merger 
and integration of teams, harmonization of working
conditions, efforts to raise awareness on the 
new Orange culture and philosophy.

• In the UK, training programs have helped further
improve skills, opening up more career
opportunities and encouraging managers 
to drive the Group’s transformation forwards.

• In the Africa, Middle East and Asia region,
the Talent Sharing program has enabled the top
talents to work in another country, promoting 
the sharing of best practices.

“+12%: that represents the increase 
in the number of training hours
provided for staff by the Group over
2006. In 2007, it is targeting a further
increase of +25%.”
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driving economic development
Offering secure and effective digital solutions that can easily
be connected up to one another and used simultaneously.
Facilitating access to information to encourage economic
development in the various regions. Harnessing technology
to serve people by adapting services to their different needs.
That is what the Group’s economic mission is focused 
on achieving, based on a dynamic innovation strategy and 
a stringent quality of service policy: evaluating the global
performance levels of providers, analyzing the impact 
of products and services offered, setting up partnership
approaches for “responsible growth”.

accompanying the company’s development
Alongside its various partners, such as local public and pri-
vate bodies, research and industrial organizations, associ-
ations and NGOs, the Group and its staff are committed 
to helping strengthen social ties and improve education 
and health practices, making people’s lives easier or even
enabling the elderly or disabled to be more independent.

Furthermore, the Orange Foundation is working on a range
of corporate and community philanthropy programs: helping
people with autism or visual or hearing impairments, combat-
ing illiteracy, promoting the education of girls in developing
countries, supporting vocal music.

protecting the environment
By using communications solutions as an alternative to trav-
eling, replacing the need for printed documents or even 
as a tool for monitoring natural environments, we are help-
ing protect our environment. Energy consumption levels
linked to telecoms network operations are also being
reduced, with the deployment of solar stations to power
communications equipment in certain areas, contributing 
to the protection of the environment. In addition, used
products are being recycled and reclaimed, with these
efforts managed through the appropriate channels and 
in line with a risk map drawn up beforehand.
Factoring in environmental issues also means raising aware-
ness among the Group’s internal and external stakeholders,
based for instance on local consultation processes for the
landscape integration of networks. This is often combined
with initiatives to promote the effective use of communica-
tions solutions.

THE WORLD IS PRECIOUS 70

contribution to 
sustainable development
The Group’s commitment to corporate social responsibility aims to promote respect
for a healthy balance between economic competitiveness, social development 
and protection for the environment. This approach is based on ethics and values
that are shared by all staff, a governance system supporting performance
and an innovation strategy that, wherever the Group operates, must create value 
for its stakeholders.
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Creating, building 
and developing ties
with the Orange
Foundation.
For twenty years now,
alongside various
charities and
associations, the Group
has been committed 
to enabling communication where it was previously 
or no longer possible. In this way, the Orange Foundation
groups together all the corporate philanthropy actions carried
out in all of the countries in which the Group is present,
covering the following fields: health, education and culture.
To find out more, visit www.orange.com/foundation.

Within the Group, corporate social responsibility 
is covered by a dedicated policy, making it possible
to implement programs in line with specific local
requirements and contexts. This policy is renewed
through ongoing dialog with stakeholders, reflecting
the contribution made to sustainable development.
Each year, it is presented in a report that may 
be downloaded from www.francetelecom.com.
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stock market and shareholders
Following a difficult start to the year, marked by doubts linked to the far-reaching
changes being seen within the telecoms sector, business picked up again over 
the second part of 2006. As of June, the mobile, Internet and digital TV worlds 
were brought together under the Orange brand, heralding the first benefits 
of the convergent and abundant service strategy announced one year earlier.

France Telecom
Stoxx Telecom

CAC 40

25

20

15
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec.

Changes in the share price over 2006.

Share data.
Listing markets: Eurolist – Euronext; New York Stock Exchange.
ISIN: FR0000133308.
Par value: 4 euros.
Indexes: CAC 40, Euronext 100, FTSEurofirst 100, FTSEurofirst 80, IT. CAC, S&P 100.
Eligible for the deferred settlement service and share-based savings schemes.
Stock code: FTSE.
Number of shares at December 31, 2006: 2,606,673,130.
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delivering on commitments
Looking beyond its strategic commitments, the Group has
kept its operational promises and improved its financial
profile, even coming in ahead of one of its main objectives,
generating 7.15 billion euros in organic cash flow.
In 2006, the Group also continued rolling out its integration
strategy, notably selling off its 54%-stake in PagesJaunes
and making various targeted acquisitions, with a majority
interest in Jordan Telecom in June, then the Diwan Group,
Neocles Corporate and the Silicomp Group in Q4.

strategy confirmed
The publication of the results for 2006 represented an
opportunity to confirm the strategy and clarify the outlook
for 2007: continuing to optimize costs and generating 
6.8 billion euros in organic cash flow, which will enable the
Group to clear its debt, invest in its future, and, naturally,
reward its shareholders. The Board of Directors has con-
firmed that it will be submitting a proposal for a dividend 
of 1.20 euro per share for 2006, up 20% on 2005, and 
has indicated that this level of dividend will be maintained 
for 2007.

73 STOCK MARKET AND SHAREHOLDERS

Shareholding structure
at December 31, 2006

3.64%
18.16%

14.25%

63.95%

● State
● ERAP
● Public
● Employees (1)

(1) only concerns shares held by current and former 
staff on a registered basis or in connection with 
a company-savings scheme, as well as shares 
purchased in connection with state offers reserved 
for staff, which may not be sold on again until 
January 20, 2007 or November 7, 2008.
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shareholders: innovative services for reporting,
informing, explaining
Attentive to the quality of its relations with individual
shareholders, the Group has continued to roll out its inno-
vative policy serving these investors. Following the launch
of idClub, the SMS and email-based information service,
and Inter@ction, the consultative shareholders’ circle, in 2005,
2006 saw the rapid development of these two services. Also
in 2006, the Group launched the dedicated shareholder
webzine: available directly on the Group’s site or on sub-
scription by email, it offers the best of the Group’s news 
and information in a multimedia version for France Telecom
shareholders and all individual investors who may be inter-
ested in the Group.
In 2006, the Group also focused on building close ties,
organizing a dozen or so meetings in the main towns and
cities around France, enabling shareholders to discover 
or find out more about the company’s strategy and financial
results. These meetings also represented an opportunity 
to illustrate the Group’s promise for innovation, presenting
demonstrations of its latest products and services.

investors: dialog, transparency and information
In 2006, the Group continued working to improve the qual-
ity of information intended for the financial community, with
conference calls arranged for the publication of each set 
of results, as well as for specific announcements (launch 
of the new Orange, fall collection, etc.). These have been
supplemented with individual interviews with financial ana-
lysts and institutional investors. Indeed, the Group organ-
ized close to 300 “one-on-one” meetings and met nearly
1,000 investors over the year. Various road shows were also

organized over the year in Europe and the US (27 days 
in all), and the Group has participated in a number of confer-
ences set up by leading financial institutions.
In December, an investors’ day made it possible to present
the Group’s strategy to the entire financial community 
and reassure the markets over the objectives announced for
2006, with a detailed look at the operational implementation
of this strategy in each country and on each subject: 
cost reduction, development of FTTH, content, new serv-
ices, etc.
The Group has also organized various meetings focusing 
on specific subjects for financial analysts and investors
following the expansion of the Orange brand to cover the
Internet and digital TV worlds last June, and the fall collec-
tion of new offerings. These meetings all represent oppor-
tunities for institutional investors to talk with division
managers and look at certain more operational aspects 
of the business, rather than purely financial matters.

THE WORLD IS PRECIOUS 74

0703129 FTelecomExe RA GB.qxp  5/06/07  9:41  Page 74



75 STOCK MARKET AND SHAREHOLDERS

For further information.
• Keep up to date with the Group’s news online at

www.francetelecom.com/en/financials/investors.

• Register for the idClub service to receive email or
SMS updates on key events for the Group (results,
general meeting, meetings with shareholders, etc.)
at www.francetelecom.com/actionnaires/idClub
(available in French only).

• Subscribe for the shareholders’ webzine 
to receive the best information on the Group 
in multimedia format at 
www.francetelecom.com/actionnaires/webzine
(available in French only).

Getting involved.
At the end of 2005, the France Telecom Group 
set up a consultative shareholders’ circle. The only
consultative circle coming together around a blog,
Inter@ction represents a place for work, dialog 
and ongoing exchanges. An innovative way for 
the Group to meet its shareholders’ expectations
even more effectively.
In 2006, the annual report was drawn up with the help
of a working group specifically made up of members
of the Inter@action circle, with this group’s work
taking place over several months. Following a critical
review of the previous year’s report, its members 
set out their feedback and expectations, as well as
a certain number of recommendations relative 
to the organization of content and the presentation 
of the business and its key figures.

To take part in Inter@ction, visit
www.francetelecom.com/actionnaires/interaction
(available in French only).

Contact us.
From France call 1010 or 0 800 05 10 10, free from 
a France Telecom fixed-line, from 9 am to 7 pm
Monday to Friday.
From outside France call +33 1 60 95 87 24.
Send an email to:
conseiller.actionnaire@orange-ftgroup.com.
Write to: France Telecom – Shareholder Relations, 
BP 1010, 75721 Paris Cedex 15, France.
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consolidated financial
statements

Year ended December 31 (amounts in millions of euros, except share data) 2006 2005

Revenues 51,702 48,082
External purchases (22,809) (19,923)
Other operating income 473 410
Other operating expense (2,235) (2,152)
Labour expenses (wages and employee benefit expenses) (8,592) (8,464)
Gross operating margin 18,539 17,953

– employee profit-sharing (346) (349)
– share-based compensation (30) (158)

Depreciation and amortization (7,824) (7,024)
Impairment of goodwill (2,800) (11)
Impairment of non-current assets (105) (568)
Gains (losses) on disposals of asset 97 1,089
Restructuring costs (567) (454)
Share of profits (losses) of associates 24 20
Operating income 6,988 10,498
Interest expense (3,155) (3,058)
Foreign exchange gains (losses) 26 (147)
Discounting expense (122) (162)
Finance costs, net (3,251) (3,367)
Income tax (2,180) (1,419)
Consolidated net income after tax of continuing operations 1,557 5,712
Consolidated net income after tax of discontinued operations 3,211 648
Consolidated net income after tax 4,768 6,360
Net income attributable to equity holders of France Telecom SA 4,139 5,709
Minority interests 629 651

Earnings per share (in euros)
Net income of continuing operations attributable to equity holders of France Telecom SA

– basic 0.40 2.07
– diluted 0.39 2.00

Net income of discontinued operations attributable to equity holders of France Telecom SA
– basic 1.19 0.21
– diluted 1.17 0.20

Net income attributable to equity holders of France Telecom SA
– basic 1.59 2.28
– diluted 1.57 2.20

The notes represent an integral part of the consolidated financial statements.
They may be downloaded from the Internet site at www.francetelecom.com and are available from the company on request.

consolidated statement of income 
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The notes represent an integral part of the consolidated financial statements.
They may be downloaded from the Internet site at www.francetelecom.com and are available from the company on request.

Year ended December 31 (amounts in millions of euros) 2006 2005

Assets
Goodwill, net 31,517 33,726
Other intangible assets, net 18,713 18,865
Property, plant and equipment, net 28,222 28,570
Interest in associates 360 321
Assets available for sale 338 263
Other non-current financial assets derivatives and derivates 987 1,506
Deferred tax assets 8,250 11,020
Total non-current assets 88,387 94,271
Inventories, net 844 854
Trade receivables, net 6,756 7,121
Other current assets 1,788 1,917
Current tax assets 247 313
Prepaid expenses 580 572
Other current financial assets and derivates 599 205
Cash and cash equivalents 3,970 4,097
Total current assets 14,784 15,079
Total assets 103,171 109,350

Equity and liabilities
Share capital 10,427 10,412
Additional paid-in capital 15,179 15,131
Retained earnings (deficit) (5,171) (8,325)
Net income for the year 4,139 5,709
Translation adjustment 2,220 1,933
Equity attributable to equity holders of France Telecom SA 26,794 24,860
Minority interests 4,844 3,578
Total equity 31,638 28,438
Exchangeable or convertible bonds (non current) 30,829 34,218
Other non-current financial debt and derivatives 7,234 8,418
Non-current employee benefits 534 679
Other non-current provisions 2,206 2,645
Other non-current liabilities 1,494 1,231
Deferred tax liabilities 1,749 3,720
Total non-current liabilities 44,046 50,911
Exhhangeable or convertible bonds, and other current financial debt and derivatives 8,057 9,193
Accrued interest payable 1,240 1,396
Current employee benefits 1,606 1,763
Current provisions 1,816 1,847
Trade payables 9,015 9,518
Other current liabilities 2,110 2,192
Current tax payables 466 337
Deferred income 3,177 3,755
Total current liabilities 27,487 30,001
Total equity and liabilities 103,171 109,350

consolidated balance sheet
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Year ended December 31 (amounts in millions of euros) 2006 2005

Operating activities
Net income attributable to equity holders of France Telecom SA 4,139 5,709
Adjustments to reconcile net income (loss) to funds generated from operations

Depreciation and amortization 7,833 7,034
Impairment of non-current assets 105 568
Impairment of goodwill 2,800 11
Gain on disposals of assets (3,079) (1,475)
Change in other provisions (847) (1,265)
Share of profits (losses) of associates (24) (20)
Income tax 2,302 1,568
Interest income and expense 3,004 3,080
Minority interests 629 651
Foreign exchange gains and losses, net (796) 1,059
Derivatives 1,038 (797)
Share-based compensation 34 139

Change in net inventories, trade receivables and trade payables
Decrease (increase) in inventories (net) 1 (143)
Decrease (increase) in trade accounts receivable 82 (212)
Increase (decrease) in trade accounts payable (318) 714

Changes in other working capital
Decrease (increase) in other receivables 15 676
Increase (decrease) in accrued expenses and other payables 235 (462)

Dividends and interest income received 164 284
Interest paid and interest rates effects on derivatives, net (2,848) (3,358)
Income tax paid (606) (811)

Net cash provided by operations activities 13,863 13,374

consolidated statement of cash flows 
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Year ended December 31 (amounts in millions of euros) 2006 2005

Investing activities
Purchases/sales of property, plant and equipment and intangible assets

Purchases of property, plant and equipment and intangible assets (7,039) (6,142)
Increase (decrease) in amounts due to fixed asset suppliers 228 34
Proceeds from sales of property, plant and equipment and intangible assets 105 215

Cash paid for investment securities, net of cash acquired
Wanadoo (cash portion of exchange offer and tender offer followed by
compulsory purchase procedure) – –
Equant CVRs – –
Orange (tender offer followed by compulsory purchase procedure) – –
Equant – (590)
Orange Romania – (404)
Amena (113) (6,038)
Orange Slovensko – (502)
Other investment securities (142) (69)

Proceeds from sales of investment securities, net of cash transferred
PagesJaunes 2,697 440
Orange Denmark – –
STM – –
Tower Participations – 400
Cable activities – 311
Mobilcom – 265
Other proceeds from sales 112 179
Investments in associates – –
Decreases (increase) in marketable securities and other long-term assets (539) 224

Net cash used in investing activities (4,691) (11,677)

Financing activities
Issuances

Bonds convertible, exchangeable or redeemable into shares 928 2,485
Long-term debt 585 1,647

Redemptions and repayments
Bonds convertible, exchangeable or redeemable into shares (3,895) (4,736)
Long-term debt (1,997) (2,281)
Equity portion of hybrid debt (42) (21)
In-substance defeasance deposit – 574
Tele Invest I debt – –
Tele Invest II debt – (351)
Increase (decrease) in bank overdrafts and short-term borrowings (1,117) (134)
Decrease (increase) in deposits and other debt-linked financial assets (including cash collateral) 192 493
Exchange rates effects on derivatives, net (724) 77
Buybacks performed by subsidiaries on their own shares (10) –
Capital increase 54 2,997
Minority shareholders’ contributions (50) 16
Dividends paid to minority shareholders (593) (442)
Dividends paid (2,602) (1,184)

Net cash used in financing activities (9,271) (860)

Net change in cash and cash equivalents (99) 837
Effect of exchange rates changes on cash and cash equivalents (28) 107
Cash and cash equivalents at beginning of year 4,097 3,153
Cash and cash equivalents at end of year 3,970 4,097

For further information, see note 31.
The notes represent an integral part of the consolidated financial statements.
They may be downloaded from the Internet site at www.francetelecom.com and are available from the company on request.
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Share Additional

capital paid-in capital

Year ended December 31 (amounts in millions of euros) Number of shares 

issued

Balance at January 1, 2006 2,603,059,797 10,412 15,131

Unrealized foreign exchange rate gains (losses)
Gains (losses) on financial assets available for sale
Gains (losses) on cash flow hedges taken to equity
Deferred tax on items recognized directly in equity

Total income and expense recognized directly in equity (A)
Net income for the year (B)
Total recognized income and expense for the year (A + B) 

Appropriation of 2005 net income
Capital increase (stock options exercised) 3,613,333 15 48
Equity share options issued: stock options 
Impact of sale of PagesJaunes Groupe
Impact of purchase of minority interest and merger of Spanish entities
Impact of purchase of minority interest and change in consolidation
method of Jordan entities 
Dividends 
Other movements 

Balance at December 31, 2006 2,606,673,130 10,427 15,179

The notes represent an integral part of the consolidated financial statements.
They may be downloaded from the Internet site at www.francetelecom.com and are available from the company on request.

consolidated statement of changes in shareholders’equity
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76 consolidated financial statements

Attributable to France Telecom SA shareholders

Reserves Net income Conversion Total Minority Total

reserves interests shareholders’

equity

Gains and losses booked directly against equity Other

reserves

Assets available Financial hedging Deferred tax

for sale instruments

123 (200) 68 (8,316) 5,709 1,933 24,860 3,578 28,438
292 292 (18) 274

(5) (5) (5)
102 102 2 104

(36) (36) (36)
(5) 102 (36) 292 353 (16) 337

4,139 4,139 629 4,768
(5) 102 (36) 4,139 292 4,492 613 5,105

5,709 (5,709)
63 63

31 31 3 34
0 (159) (159)

31 31 1,136 1,167

59 59 221 280
(2,602) (2,602) (590) (3,192)

(135) (5) (140) 42 (98)
118 (98) 32 (5,223) 4,139 2,220 26,794 4,844 31,638
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France Telecom Group
6, place d’Alleray
75505 Paris Cedex 15 – France
Tel.: 33 (0)1 44 44 22 22

Key facts and figures on your mobile phone:
francetelecom.mobi

This is a Flash Code.
By scanning this 2D bar code with the camera 
on your mobile phone, you will have access to
information or multimedia content in a flash! (Function
available with Orange on certain mobile devices.) 
To find out more visit
www.francetelecom.com/flashcode.
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