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About this report.

Reporting period.

The 2005 Human Resources and Sustainability Report is
a continuation of the previous year’s report. It covers the
reporting period from September 2004 to September 2005.

Topics and objectives.

The content and weighting of the report are based on inter-
national standards, such as the guidelines of the Global
Reporting Initiative (GRI index, www.globalreporting.org)
and the criteria of the ratings agencies. Additionally, we have
also addressed a number of stakeholders’ suggestions de-
rived from surveys. Challenges, value drivers and business
cases for Deutsche Telekom that were detailed in the 2004
Annual Report are not dealt with again in this report.

Accuracy and reliability.

This report will endeavor to provide a transparent and com-
prehensive overview of our activities and plans in the areas
of human resources and sustainability. Details of selected
areas, such as the environmental data from some of our
Group shareholdings, are still outstanding, partly because
suitable recording systems are still being prepared. How-
ever, we are continuously working to expand and complete
the logging of environmentally relevant data throughout the
entire Group. All the data supplied, be it economic, social
or ecological, has been correctly reported.

Sustainability online.

More in-depth information about the challenges posed by
sustainability can be found on the new online platform
www.telekom.de/nachhaltigkeit. Links to this platform and
other Internet sources are indicated throughout the report
with the I symbol. All links are posted in a separate
list on the online platform taking Internet users and readers
of the report to the information they require.

Forward-looking statements and measures.

This Human Resources and Sustainability Report contains forward-looking state-
ments that reflect the current views of the Deutsche Telekom management with
respect to future events. The words “anticipate”, “believe”, “estimate”, “expect”,
“intend”, “may”, “plan”, “should” and similar expressions are intended to
identify forward-looking statements. Forward-looking statements are based on
current plans, estimates, and projections, and therefore you should not place too
much reliance on them. Such statements are subject to risks and uncertainties,
most

of which are difficult to predict and are generally beyond Deutsche Telekom's
control. If these or other risks and uncertainties materialize, or if the assump-
tions underlying any of these statements prove incorrect, Deutsche Telekom’s actual
results may be materially different from those expressed or implied by such state-
ments. Deutsche Telekom does not intend or assume any obligation to update
these forward-looking statements.

Cover picture.

Deutsche Telekom launched the “Bonner Chancen”
(opportunities for Bonn) competition together with the city
of Bonn and other partners for the first time in 2004. The
citizens of Bonn were called upon to propose neglected
playgrounds, make suggestions as to how they should be
redeveloped and sponsor the project in question.

Bonner Chancen is intended to be a sustainable measure
- once completed, sponsors agree to support and take on
responsibility for their project in the long term.

Bonner Chancen is a sign of Deutsche Telekom’s commit-
ment to making a contribution to the sustainability of our
society in accordance with its guiding principles. Deutsche
Telekom, T-Com and T-Mobile provided around € 100,000
for the redevelopment of the playgrounds.

In addition, employees from the various individual depart-
ments were involved personally, volunteering to design the
playgrounds.

The photo was taken at the Am Hofgarten playground in
Bonn.

Climate neutrality.

Deutsche Telekom produced and delivered this Human
Resources and Sustainability Report in a climate-neutral
way as part of the "Hessian Climate Partner" initiative. The
greenhouse gas emissions of 110 tons of CO2 equivalents
generated were offset by corresponding climate protection

measures. [T

This Human Resources and Sustainability Report contains a number of
non-GAAP figures, such as EBITDA and EBITDA adjusted for special factors,
free cash flow before dividend payment, and sustainability indicators. These
non-GAAP figures should not be viewed as a substitute for Deutsche Telekom's
GAAP figures. Our non-GAAP measures may not be comparable to non-
GAAP measures used by other companies. To interpret the non-GAAP
measures, please refer to the chapter “Reconciliation to pro forma figures”
in the 2004 Annual Report, which is also posted on Deutsche Telekom’s
Investor relations link under www.telekom.de.
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Dear readers,

Those who wish to make the best use of their opportunities can't afford to remain passive and see
what the future brings. They must act. That's why at Deutsche Telekom we're helping to shape the
future.

In our entrepreneurial and social actions, we never lose sight of the future. The telecommunications
sector is among the most dynamic of all sectors, and it is virtually unparalleled in influencing trends
and developments in all areas of social and economic life. The Internet, the best example of such

influence, has ushered in completely new forms of communication and profoundly changed a wide

array of processes - in the home and in the workplace, in education and health care, in public admin-

istration and finance. As one of the sector's innovation leaders, we know we have a special responsi-
bility not only for our own company, but also for our society as a whole - and we act accordingly. The
future of telecommunications isn't just going to happen - we're helping to shape it.

In applying our company strategy, we strive for innovation, quality and efficiency. The standard by
which we measure our efforts is the judgment of our customers. We have further optimized our Group
structure by setting up the three strategic business areas Broadband / Fixed Network, Mobile Commu-
nications and Business Customers, and we have been systematically orienting it to defined customer
segments and growth markets. This realignment has strengthened our long-term competitiveness in
the highly competitive telecommunications market. Our customers' real communications needs, in
both fixed-network and mobile communications, remain the key basis for all of our innovation.



Foreword

Our quality satisfies us only when it satisfies our customers. Rigorous customer orientation makes
our entrepreneurial activities highly sustainable, while also providing the decisive basis for market
success.

As a leading telecommunications company, we take a high-profile role in our society. We are clearly
focused on our customers' needs, in order to be able to offer them the best possible services. As a
major employer, and as a partner in many projects for the benefit of our society, we remain closely
focused on people. A good corporate citizen, Deutsche Telekom also contributes actively to the
positive development of our society and environment. We are committed to the principles of sustain-
ability, and we see this commitment as central to our efforts to enhance our Group's competitive-
ness and to train and motivate our workforce. This commitment is also the key to our involvement
in many different segments of our society. Sustainability isn't just going to happen either - we're
helping to shape it.

Global telecommunications networks are key channels for globalization. These channels take our
sustainability commitment far beyond the boundaries of our home market. We practice and promote
sustainability in all countries in which we are active through subsidiaries and affiliates. In addition,
we support a large number of national and international initiatives and projects intended to promote
sustainable economic action. For us, the Global Compact's ten principles are a binding framework of
values, a framework that defines our management decisions.

The men and women who work for Deutsche Telekom are the key to our sustainability policy. They live
by the principles of sustainability every day. And they do so not only within our Group, in their contacts
with customers and colleagues - they do so outside the Group as well, taking active roles in an enor-
mous number of different public and social projects and positions. We take great pride in the ways
our employees act as "sustainability ambassadors" throughout our society and fill the values we have
established within the company with life. We express our thanks and our personal respect to all those
who are actively committed to helping others, to enhancing our social coexistence and to protecting
our environment. They all enrich our society and are helping to give us a brighter future.

Kai-Uwe Ricke Dr. Heinz Klinkhammer
Chairman of the Board of Management Board Member Responsible for Human Resources
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Deutsche Telekom.
Putting customers first.

» Broadband/Fixed Network: charting the course for the

broadband market

* Mobile Communications: growth through greater

convenience and speed

* Business Customers: solutions from a single source

Competent customer care
in a T-Punkt store

Broadband networks bring an entirely new dimension to the
way information technology and telecommunications are
used. Fast Internet access and, soon, broadband mobile
connections open the way to a wide array of multimedia
services, such as online provision of digital TV and film
content. Broadband communications will provide fresh im-
petus to the telecommunications sector and will lead to

a wide variety of new applications, in all customer segments.

Deutsche Telekom: new Group structure for further-
improved customer care. Deutsche Telekom is one of the
leading providers in the international telecommunications
market. Over the past few years, our cutting-edge innovation,
especially in the area of broadband communications, has
given the market key impetus again and again. In early 2005,
we restructured our Group in line with the three growth
markets Broadband/Fixed Network, Mobile Communications

and Business Customers, with the aim of further improving
customer care and continuing on our course for sustainable,
profitable growth. The strategic business area of Broadband/
Fixed Network is being managed by T-Com and T-Online Inter-
national AG. The forthcoming merger between Deutsche
Telekom and T-Online will make both entities even more
competitive. Responsibility for our mobile communications
operations lies with T-Mobile, while our business customers
are served by T-Systems. In all our business units, we have
taken a clear stand in support of sustainability principles.
Economic, social and ecological criteria all enter into our
business actions.

In fiscal year 2004, we generated revenue of € 57.9 billion,
for anincrease of 3.7 percent over 2003. Our net income, at
€ 4.6 billion, was significantly higher than the previous year's
figure, € 1.3 billion. In the same fiscal year, we reduced our
net liabilities by € 11.4 billion, to € 35.2 billion. Our revenue
in the first half of 2005, at € 29.1 billion, was 3 percent
higher than the comparable figure for the first six months of
2004. The Group's net income as of June 30, 2005 amoun-
ted to € 1.953 billion, up from € 1.209 billion for the compa-
rable period in the previous year. As of June 30, 2005, the
Deutsche Telekom Group employed a total of 244,277 men
and women.

Broadband/Fixed Network: tapping growth oppor-
tunities with T-DSL. We have continued our broadband
campaign by systematically developing new customer seg-
ments for broadband communications and by progressing
with network upgrades for fast Internet services. As of June
30, 2005, a total of 6.7 million customers in Germany had
T-DSL accesses for broadband Internet communications.
T-Online is building its broadband business by offering spe-
cially tailored rates - for example, attractive flat rates - and
by expanding its range of online services. And the growth in
our broadband business has not been limited to Germany.
In 2004, T-Com-led affiliated companies in Hungary, Croatia
and Slovakia increased their total number of DSL accesses
in service by 140 percent, to 265,000.



We continue to focus on broadband innovation in the Broad-
band/Fixed Network business area. Our fastest T-DSL access
for the mass market now has a transmission rate of six
megabits per second (Mbit/s). In two cities, we are offering
pilot customers transmission rates of up to 25 Mbit/s. And
along with the technical upgrades, T-Online is expanding its
range of multimedia services tailored especially for the new
access speeds.

Mobile Communications: continuing growth and new
business areas. All of the Deutsche Telekom Group's im-
portant mobile communications activities are now managed
under the "T-Mobile" brand. T-Mobile has national companies
in key European markets and in the U.S., and it is among the
leading mobile communications providers in these markets.
As of June 30, 2005, the international T-Mobile Group was
serving 80.9 million customers, an increase of 7.4 million
over the first half of 2004. T-Mobile USA continues to drive
growth for our entire Group.

The attractive "Relax" rates, which are offered in a number
of different countries, have been playing an important role
in T-Mobile's continuing success. As of mid-2005, a total of
3.9 million T-Mobile customers had opted for one of these
rates, which come with included minutes and without any
basic charge.

With its "web’n’'walk" service, T-Mobile has become the first
mobile services provider to offer its customers real mobile
Internet access. "web’n’'walk" gives mobile subscribers
access to the full free Internet, rather than to a limited range
of pay content in cell-phone portals. What is more, T-Mobile
offers business customers individual solutions for professional
mobile communications: the "Office in your Pocket."

Business Customers: customized solutions for demand-
ing users. T- Systems is the Group unit that serves business
customers. T-Systems Enterprise Services implements IT and
telecommunications solutions for some 60 multinational cor-
porations and large public-sector institutions. T-Systems Busi-
ness Services provides such solutions for the 160,000 large
and medium-sized companies that are customers of the
Deutsche Telekom Group. By serving our professional custo-
mers with a separate, dedicated business unit, we expect to
be able to expand our operations in this highly promising
market segment.

Portrait of Deutsche Telekom

T-Systems offers its customers the entire range of IT and
telecommunications products and services. Business custo-
mers receive all services from one source, and solutions
are tailored to their specific requirements. The aims with
such solutions are to give customers greater entrepreneurial
flexibility, to lower their costs and to increase their options for
developing their operations - in short, to help customers en-
hance their own competitive positions.




"Our communication has to be clear,
if we want to be understood. That also
~applies to our dealings with customers.”

Ulrike Fey, who works in customer and complaints management at T-Com,

has been involved in emergency response for many years.
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Vision, strategies, areas of action.

For a profound sense of responsibility

in our development.

* Entrepreneurial responsibility: for people, for the Group,
for the environment
e T-Spirit: the basis of our joint cultural evolution

* \alue drivers: tapping our real and highest potential

Deutsche Telekom brings a strong sense of responsibility to
its development into the revenue leader among Europe's
integrated telecommunications companies. We transform the
various interests of our stakeholders into company values.
That promotes and protects our company's profitable growth
- on a basis that combines our vision with clear goals, with
guidelines for sustainable business and with defined areas

of action and value drivers.

The strategic guidelines

Our basic aim: For the people

To do business successfully and efficiently
both in the short term and the long term whilst
increasing our credibility in the eyes of our
customers, investors, financial markets and
other stakeholders by demonstrating honesty
and integrity

To systematically anticipate the social conse-
quences of our activities and incorporate these
into our decision-making

To put into practice internationally recognized
human rights, working standards and environ-
mental protection throughout the company, as
required by the U.N.'s Global Compact

To respect the diversity of people and cultures
and to actively encourage their exchange

For the
people

For the future:

To increase the development of sustainable
services and set an example through our
application

To actively help shape the continued devel-
opment of the working world and a society of
knowledge both internally and externally
whilst contributing to the overcoming of the
digital divide

Our basic aim

For the

environment

For the environment

To increase the efficiency of the ecological
resources within society and contribute to the
protection of the global climate

To systematically reduce our own environmental
impacts

Entrepreneurial responsibility: openness to a wide
range of different interests. As an international provider
of ICT products and services, Deutsche Telekom moves
openly and clearly through a complex web of relationships
and requirements - requirements toward customers, toward
society as a whole and, in our role as employers, toward our
workforce. These requirements create multiple layers of re-
sponsibility for the Group, and we seek to fulfill our responsi-
bility as transparently, committedly and consistently as pos-
sible. This is the only way we can increase the Group's share-
holder value in a lasting way and drive our growth efficiently
and profitably. To achieve this aim in all of our Group units
and business areas, we have introduced needed cultural
changes in line with "T-Spirit", our common vision and cor-
porate values: superior value, passion for our customers,
innovation, respect, integrity and top excellence. I

Group strategies: guidelines for consistent implemen-
tation. Our corporate vision and values also give guidance
for the Group's strategic planning:

* The Group's "Excellence Program" strategy, with which we
focus clearly on our customers' requirements, thereby safe-
guarding profitable growth

¢ The human resources strategy, via which we fulfill our
responsibility toward our employees (see also p. 12:
Human resources strategy, p. 14: Human resources
management, and Chapter 2: Focusing on people)

* The sustainability strategy, which specifies our responsi-
bility toward society and the environment as Deutsche
Telekom's contribution "for a better future” [T

The Group's overall strategy interlocks with its human
resources strategy and sustainability strategy (for further
information regarding the way in which the strategies are
linked: see the 2004 Human Resources and Sustainability
Report, p. 11).



Excellence Program: top performance as a Group-wide
standard. The Group's Excellence Program is designed to
promote the company's profitable growth. "Excellence"
means that we want to be better than our competitors, espe-
cially in the areas that really matter to our customers. Putting
customers first is the necessary basis, and a yardstick, for
sustainable growth.

The program's core elements include:

¢ The growth initiatives of the three business areas, Broad-
band /Fixed Network, Mobile Communications and Busi-
ness Customers

¢ Group-wide campaigns that tap the real potential of the
Group's resources

¢ Alasting change in the company's culture, as a basis for
excellence from the customer's perspective

Sustainability strategy: for a better future. Deutsche
Telekom's aim is "to become a sustainable company in a sus-
tainable society." We are pursuing this basic aim via a "sustain-
ability triangle" incorporating future, people, and environ-
ment (see the Figure on p. 8). Our current sustainability
strategy is being reworked this year as planned. On our
"roadmap to sustainability," we specify milestones that will
show how we are meeting the requirements arising for the
Group and its sustainability commitment.

Deutsche Telekom's value drivers: for sustainable,
profitable growth. A vision and common values as a basis,
and strategic guidelines for orientation: Deutsche Telekom's
acceptance and management of its responsibility serves the
overall purpose of increasing the company's shareholder
value in a lasting way. Specifically, this involves making prog-
ress on "business cases for sustainability." All milestones and
measures that we currently classify as significant to Deut-
sche Telekom's future viability can help increase the com-
pany's shareholder value, since they support our Group's
value drivers.

Sustainability as a management task

Examples of such value drivers include:

e Shareholder value

e Customer trust

 Customer satisfaction

* Attractiveness to customers

e "License to operate"

* |nnovation

¢ Customer-centered product development

¢ Enhancement of the company's competitiveness
* Brand value

 Evolution in the company's corporate culture
¢ Corporate value

 Greater process efficiency

e Cost reductions

e Risk profile

¢ Good use of employees' skills

* Employee motivation

Business cases for sustainability: making the best use
of value drivers. Value drivers appear in an entire range of
challenges - in business cases that are universally valid, in
terms of entrepreneurial responsibility, in business cases
that apply to the ICT sector as a whole and in business
cases that apply specifically to Deutsche Telekom. The list
that follows on page 10 presents examples of significant
challenges, organized in accordance with the various chap-
ters of this report.
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Roadmap for the company's evolution to sustainability - examples of key milestones

Sustainability as a management task

* Long-term economic success (return on investment,
profitability, share price, dividend, etc.)

* Good corporate governance

 Open dialog with stakeholders

* Responsibility for the entire production process (supply
chain management)

e Fair treatment of customers, competitors, suppliers

Focusing on people

* Greater identification, among employees, with our
common values

* Job creation and protection

* Responsible management of job cuts

* Promotion of diversity (avoidance of discrimination on
the basis of sex, ethnicity, etc.)

 Enhancement of the work and life balance

e Age structure of our workforce (demographic aspects
in HR management)

* Dealing with demographic changes in society

Preserving the environment

* Protection of natural resources

¢ Research into and minimization of the impacts of
electromagnetic fields

 Reduction of energy consumption

* Reduction of greenhouse gas emissions; climate
protection

* Reduction of waste

Looking to the future

* Data security

* Data protection / respect for privacy

* Provision of innovative, user-friendly services

 Systematic enshrinement of entrepreneurial responsibility
throughout the entire value chain

¢ Access to information (provision of the ICT infrastructure),
reduction of the digital divide

* Precautionary approach: research into and minimization
of the negative impacts of new technologies

Principles,
strategies

Embodiment,
implementation

Implementation,
results

Stakeholder
dialog,
external reporting

2003 and earlier

2004




Sustainability as a management task

Sustainability roadmap.
A schedule for the company's lasting change.

© Management tool: fostering Milestones: defining goals and describing pathways.
In future, the roadmap will show not only the main sustain-
ability goals and desired results, it will also specify the
concrete steps we plan to take to reach those goals and
results. We want this Group roadmap to mandate a com-
mitment to all stakeholders and to create transparency

for them.

commitment and transparency
 Sustainability: accepting the challenge

In its progress toward the principles of sustainability,
Deutsche Telekom is using a roadmap - a schedule for
enhancement of the Group's sustainability strategy. This
plan, presented here in simplified form, shows where the
Group currently stands in this regard, and it highlights
the key orientations for the sustainability strategy in the
coming years.

The roadmap includes important past milestones, up to
the present. It also shows the areas in which we need to
improve and the direction our future sustainability activi-
ties will take.

2005 2006-2008
Diversity strategy Group-wide environmental Code of Conduct on good Review and refinement of the Group sustainability strategy,
adopted policy and goals for 2005-2007 corporate governance is intro- with a focus on:

Annual social performance
reports, prepared by all
Group units, review com-
pliance with the Social
Charter for the first time

Three fuel-cell vehicles
commissioned on a trial
basis

Second integrated HR
and Sustainability Report
published

approved

Climate-protection principles
approved

Environmental and sustain-
ability programs introduced in
all Eastern European majority
shareholdings

Market launch of the Combi-
Card for Teens in the context of
the debt problem among young
customers

Major congress with children
held on future innovation in ICT

duced

First Group-wide employee
survey carried out

Social aspects integrated within
the new marketing strategy

Soot filters introduced as stan-
dard equipment for new diesel
vehicles

Online bills for 3 million custo-
mers allow enormous paper and
cost savings

Human resources and sustain-
ability reporting via print and
Internet media

- Corporate social responsibility
- Business case

- Stakeholder dialog

- Internationalization

Group-wide embodiment of the sustainability strategy, via
concrete goals for all relevant challenges and areas of action

Continuous monitoring of progress toward sustainability goals
and of the Group's sustainability performance, via suitable
indicators

Intensified stakeholder dialog - for example, via workshops
on specific topics

Systematic inclusion of all international Group units in
sustainability reporting
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Group HR strategy.
An integral part of overall Group strategy.

* PEPP: flexible, strategic HR management in place

* Group HR strategy: five core issues of human resources

228,912

Affiliates
6085

December 31, 1994

The close linkage of the Group HR strategy with the overall
Group strategy as part of the Group-wide, integrated planning
and management process facilitates management and efficient
assignment of the company's highly motivated and well-qualified

workforce. [T

PEPP: new approaches in staff migration and recruit-
ment management. Our Group-wide, potential-based, effect-
ive planning system - called PEPP - is a key element of
strategic HR management. [lTITTA While it takes account
of relevant quantitative figures, such as workforce size and
personnel cost, this new methodical approach to human re-
sources planning also reflects key qualitative aspects. For
example, its "qualification clusters" make it possible to flexibly
optimize the workforce and requirements analysis relevant to
the Group's internal staff migration measures and recruitment
management.

Headcount development in the Deutsche Telekom Group

244277
Staff leavi Acquisitions
aff leaving 2001
Deutsche Telekom
AG
116,992 Affiliates
56,194

Transfer from Deutsche Telekom AG
to affiliates 28,605

June 30, 2005

Human Resources: motivating employees, enhancing
efficiency, cutting costs. The HR area has defined five
core issues to support our Group's aim of becoming "the
leading integrated services company in the telecommuni-
cations and IT industry":

¢ Managing diversity & leadership
¢ Personnel cost management

* Total compensation

¢ Managing skills & competencies
e Efficiency & quality

Managing diversity & leadership. Within the Group, we
have initiated numerous targeted measures designed to
promote the company's development into a services corpor-
ation with a clear focus on the customer, including the
management program "Five days with the customer." Our
diversity strategy is part of the company's cultural evolution.
Its aim - in line with our Group's focus - is to enhance the
quality of life and work for all employees and to promote in-
dividual and cultural diversity (see also p. 23/24, Diversity
and equal opportunities).

Personnel cost management. In 2005, a transition year,
Deutsche Telekom is reviewing and optimizing processes
changed in recent years. As a result, we are complying with
job-retention obligations under collective bargaining agree-
ments while also reducing our personnel-cost ratio (see also
p. 20, Safeguarding employment, and p. 21, Performance

and remuneration). [T

Total compensation. Deutsche Telekom has modified its
pay-and-benefits concept in line with market standards and
with the aim of enhancing its competitiveness. In all of the
Group's areas, an optimized target system is used to en-
hance staff motivation and management (see also p. 21,
Performance and remuneration).

Managing skills & competencies. Efforts in human
resources development concentrate on training employees
in keeping with the Group's strategy and on developing
attractive career options. They are specifically targeted at
three groups: managers, specialists and young employees
(see also p. 22, HR development management).

Efficiency & quality. The focus in this area is on efficient
use of IT-based solutions for HR management, with the
aim of enhancing process quality. Internal HR products and
services, and the relevant provision processes, are continu-
ally reviewed for quality and adjusted as necessary, using
key performance indicators (KPI) that apply throughout the
Group (see also p. 14, Management). [T



Corporate governance.

Sustainability as a management task

Firmly based on the Group's Code of Conduct.

Code of Conduct: the company's own
commitment to good corporate
governance

The central guideline: common basis
for action

Top excellence: zero tolerance for
misconduct

As an international corporation, Deutsche Telekom places
great value on sustainable corporate governance. For this
reason, we adopted the principles of the German Corporate
Governance Code years ago and recognized relevant inter-
national guidelines such as those of the OECD. For the same
reason, we are currently preparing the introduction of an
effective and comprehensive internal management system:
a Code of Conduct by which the Group reaffirms its commit-
ment to ethically and legally responsible corporate

governance. [T

Code of Conduct: implementing Group-wide guidelines.
The applicable legal framework, along with our "T-Spirit"
corporate vision and values, provides the basis for all our
company decisions and for our daily actions. This is the
source of our company culture, a culture which combines
voluntary commitments with responsible company manage-
ment. Our Code of Conduct, to be implemented in 2005, will
establish a policy throughout the Group that will provide reli-
able orientation for all of the company's employees and build
confidence and trust placed in the Group. The aims are to
enshrine essential, binding ethical and legal norms and to
minimize risks and potential dangers for our company.

Clear responsibilities: central management and con-
crete measures. In introducing the Code of Conduct, we
want to uphold clear, universally applicable standards for
our actions, and we want standards to be applied as carefully
within the company as they are in its external dealings.

In addition to giving us a common basis for action, this effort
should also have a positive impact on our Group's external
image. As soon as the Code of Conduct is in place, all
employees will be regularly informed by their superiors
regarding this agreement and any changes. In addition, the
Group will establish a central office to manage reported vio-
lations of the Code of Conduct and to receive any relevant
questions and suggestions. Apart from our Code of Conduct,
we already align our entrepreneurial actions with the ten
principles embodied in the United Nations' Global Compact.
And with our Social Charter, which is binding throughout
the Group, we ensure compliance with internationally
accepted minimum social standards throughout our entire

value chain. T

Systematic measures: preventing conflicts of interest.
Deutsche Telekom expects its employees to keep their own
interests separate from those of the company. We have al-
ready taken comprehensive measures designed especially
to prevent corruption. In keeping with our corporate value
of "top excellence," we will not tolerate any misconduct.
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Management.
Efficient systems for guiding the company.

* HR management: comprehensive use of strategically

effective tools

* Risk management: a central component of Group

management

e Supplier management: trust and commitment ensure

SUCCEeSS

Deutsche Telekom has introduced effective management
systems that support its strategic and operational orientation.
They protect the Group against business risks and enhance
its efficiency.

Integrated environmental protection: environmental
management systems at T-Mobile and T-Systems. The
environmental management systems of T-Systems Inter-
national and T-Mobile Deutschland are certified in accordance
with the DIN ISO 14001 standard. Many of T-Mobile Inter-
national's affiliates have also earned this certification. DIN ISO
14001 is a globally accepted and applied standard for envi-
ronmental management systems. In 1998, T-Mobile Deutsch-
land introduced an environmental management system that
fulfills the requirements of an international standard. In
keeping with these requirements, the company expects all
of its suppliers to use recyclable materials and to avoid use of
pollutants. In addition to ensuring that its suppliers comply with
obligations to accept returned products and packaging, the
company queries its suppliers regarding their own efforts in
environmental management. [T

Quality and environmental management at T-Com:
voluntary assessment and certified systems. Many areas
of the T-Com business unit carry out annual self-assessments
pursuant to criteria of the European Foundation of Quality
Management (EFQM). In addition, the company has intro-
duced and established certified quality management systems.
Many of these systems have now been in place for years. The
great majority of employees at T-Com's German locations
work in areas certified pursuant to DIN ISO 9001:2000 and/
or DINISO 14001 or under a management system assessed
in accordance with the EFQM criteria. [T

HR management: achieving know-how synergy. The
human resources area practices efficient management (more
information in Chapter 2). It applies the motto "the right people

in the right place" to all of its strategic decisions. Its key
principles for its overall recruiting processes include con-
centrating know-how and giving preference to internal
applicants. Throughout the Group, employees and recruiting
teams alike now also profit from the Group's optimized job
exchange, accessible on the Internet as well as the company's
intranet. This job exchange helps to make applicant manage-
ment user-friendly, flexible and individualized, since it trans-
parently outlines the entire placement process, from job
announcement to applicant selection. Via a direct link to the
job exchange, Vivento stays abreast of all job announcements.

T-Systems has established an "Employment Center" to sup-
port its recruiting. Since January 1, 2005, this center has
been sited within the HR department of the business custom-
ers area. Bringing together all of the business area's re-
cruiting activities, it highlights the way in which both the
entire Group and its various business areas are striving to
enhance their efficiency and transparency.

Electronic personnel file. At the beginning of this year,
T-Com and GHS (Group Headquarters and Shared Services)
introduced the "electronic personnel file". By converting
paper documents to digital form, T-Com and GHS are signifi-
cantly reducing their archiving costs, while enhancing effi-
ciency and quality in human resources management and
helping to increase the Group's shareholder value.

Risk management: responsible management of both
opportunities and risks. Deutsche Telekom views risk man-
agement as both a challenge and a responsibility. Making
the best possible use of opportunities, without losing sight
of the relevant risks, is one of the Group's widely established
and proven risk policy principles. Risks are accepted only
when they are offset by suitable added value (for compre-
hensive information on risk management: 2004 financial
report, p. 82-89).

Supplier management: trusting and checking. One of
the keys to our company's success consists of suppliers that
provide us with innovative, competitive solutions and products.
We strive to achieve partnership in our business relation-
ships with suppliers - partnership based on honesty, trust
and commitment. m In keeping with its corporate social
responsibility (CSR), Deutsche Telekom is well aware of
its responsibility to ensure that social standards, human
rights and environmental standards are respected through-
out its entire value chain. With this stance, we strengthen
our position as a socially responsible company.



Stakeholder dialog.

Sustainability as a management task

An efficient exchange with lasting impact.

Deutsche Telekom views its open dialog with its stakeholders
as an integral component of proper, goal-oriented sustain-

“For companies, sustainability pays off three-
fold: in the financial market, in the labor mar-
ket, and in the client market. These days, much
of what companies do is because their clients -
as stakeholders - expect it, rather than because
the law requires it. Nevertheless, the core
question remains: What does a sustainability
strategy actually contribute to shareholder
value? Deutsche Telekom needs to show the
results of its sustainability endeavors in terms
of value added.

I would also like to see greater transparency
in the areas where Deutsche Telekom is active.
Rather than confining itself to good news, it
should also report the bad news. It needs some
kind of roadmap showing where the company
is now, and what it hopes to achieve over the
next few years. Innovation is another crucial
issue, of course. Here, we expect to see clear
statements on what specifically is being done,
how it is related to sustainability, and what we
can expect in the future.”

Reto Ringger
CEO of Sustainability Group Holding AG (SAM)
(Deutsche Telekom Sustainability Day 2005)

ability management. The Group communicates with its stake-
holders on many different levels, and it incorporates the result-
ing findings in its company strategy and value creation. We
plan to intensify our stakeholder dialog and further enhance
the way in which this process is organized.

Dialog: recognizing external and internal requirements
and acting accordingly. We communicate openly and
frankly, and we take criticism and suggestions seriously.
With this policy, we gain the opportunity to recognize new
requirements at an early stage. At the same time, it gives us
a competitive advantage and enhances satisfaction on the
part of our stakeholders. Our Group's annual Sustainability
Day, with guests from within the company and outside of it,
also gives us valuable feedback. Other valuable sources of
insights include rating-agency assessments and employee
surveys. Last year, we held a number of workshops with stake-
holders, including a workshop on demographic issues in
cooperation with the German "Foundation for the rights of
future generations". Finally, opinions expressed by custo-
mers, suppliers, investors, (non-) governmental organiza-
tions and the media also assist us in reviewing our
entrepreneurial actions.

Participation through dialog. The "TelekomForum" plays
an important role in facilitating dialog. [T This body,
which includes representatives of Deutsche Telekom's largest
business customers, provides constructive input enabling us
to improve our products and services.

Sustainable: integration of stakeholder interests in our
management and reporting. We attach great importance
to the opinions and reactions of our internal and external
stakeholders. Our company views the need to integrate
requirements - including criticism - as a golden oppor-
tunity. The exchange with stakeholders serves as an
"early warning system." By taking account of them in our
business activities, we are more effective in fulfilling our
social responsibility.

Stakeholders and external experts have also given us feed-
back regarding our Human Resources and Sustainability
Report, and we have acted on this feedback by further
condensing the print version of the report and supplement-
ing it with a comprehensive, continually updated Web site.




She was never interested in conforming to stereotypes. As a
child, Ulrike Fey "was much happier knocking around outside
with the boys than playing with dolls inside," she explains.
After attending a vocational school for home economics and
care-giving, and then practice-teaching in kindergarten, she
decided against a career as a kindergarten teacher - she
realized she really wanted to go into technical drafting. And
at a time when women in organizations such as volunteer fire
departments or the German Technical Support Service for
disaster relief and technical assistance were a rare sight and
might even be ridiculed, she joined her workplace's emergency

"For me, it's important to be able to help
quickly and effectively in emergencies."

response organization. Her workplace at the time was the
Gieflen telecommunications office of Deutsche Bundespost,
the former German PTT. "At that time, the volunteer fire
department in my home town was basically reserved for
men," she reports. "So on impulse | instead joined my com-
pany's own emergency response group. Today I'm the only
woman working in such a group in my region."

Deutsche Telekom's emergency response organization, of
which Ulrike Fey has now been a member for about 15 years,
is required by law to serve companies in the postal and tele-
communications sector. One of its main tasks is to keep the
network infrastructure working following natural disasters -
for instance, to keep phone service up. One example: in major
storms, Deutsche Telekom's emergency response group may
fell trees that threaten to fall on telephone exchanges.

Excellent preparation is the key to successful emergency
response. Ulrike Fey and 19 other members of the emer-
gency response group in Giefien take part in multi-day training
workshops and complete five practical courses per year.
Sometimes, they train jointly with units at Deutsche Telekom's
Fulda and Kassel locations. Team members practice such
skills as fire-fighting, rescue and emergency medical assis-
tance. They also train in proper use of special equipment,
such as chainsaws, and in responding to special types of
hazards, such as releases of hazardous substances.

"Such exercises are extremely important," emphasizes Ulrike
Fey. "In emergencies team members need to work fast and
still know exactly what they are doing. We want to be very
well-prepared for all aspects of our work. All team members
have to be able to respond to situations immediately, and
they all have to be able to work together." The training pays
off in real emergencies: in the past, for example, the Giefien
emergency response team has effectively supported firemen
in pumping out flooded cellars - as well as in actually fighting
fires. At major sporting events, such as the "Challenge" run in
Frankfurt am Main, the team serves and assists participants.
Ulrike Fey: "l really enjoy being there for others - both in my
career and in my private life."

Commitments to other people also take up a good deal of her
free time. Ulrike Fey chairs the sports club in her home
town, Lich-Eberstadt. She plans and organizes competitions
and training, and she representhe club's interests. She also
coaches two different groups - one for children and one for
senior citizens. In years past, she also ran marathons, provid-
ing further proof (if any were needed) that she has the ne-



cessary stamina for her crowded schedule. "l started running
marathons virtually from scratch," she reports, "and the run-
ning seemed to come quite easily after a few weeks of training.'
One of her most gratifying successes came in the Stockholm
city marathon.

Today, she's concentrating on shorter races. She still has
plenty of energy, however: as a back-office agent in T-Com's
Consumer Branch Office in Gielen, she handles customer
complaints, both written and phoned-in. Her tasks include
explaining invoices, changing orders and following up with
colleagues. "l like to get under the surface, and I'd rather
work a little longer to get something finished than put it off,"
Ulrike Fey emphasizes. She also enjoys the challenge of
dealing with unhappy or even hostile
customers. "I'm open for any and every
concern. On the phone, | try to be as
relaxed and friendly with customers as |
possibly can. Often, I'm able to turn their
mood around. And | feel bad every time
we lose a customer.”

———c

B

In spite of her commitment, Fey, married
with two grown sons, still has time for her
hobbies of gardening, her dog and travel.
Sweden is currently one of the Feys' favo-
rite travel destinations. And they don't go
there only in the summer. In her winter
mode, Ulrike Fey likes to take adventurous
dog-sled tours through seemingly endless snow landscapes.
Ulrike Fey: "When I'm out in the winter like that, | build new
strength for my life - for my family and my job, for the emer-
gency response team and for my sports club."
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"Passing on proven values and developing new
1deas 1s part of my role both in a professional
capacity and in my work for the carnival.”

Erich Host, who works in wholesale product management at the T-Com headquarters, has founded

e
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a children’s group for the Prince's Guard, an important element of Cologne's carnival.
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Safeguarding employment.
Accepting social responsibility.

* Legal amendments and Vivento: Ongoing human resources  The amendmenttothe DT Working Hours Ordinance of April 1,
2004 helped to counter-finance the shorter working week
and was applied to the 47,000 or so active civil servants at
Deutsche Telekom AG. The new human resources tools
facilitate the harmonization of pay-and-benefits conditions
and provide more flexible staff assignment opportunities

to safeguard employment.

campaign
* Employment alliance: 9,800 jobs protected

* Placement: “putting the right people in the right place”

The workforce restructuring is part of the Group's strategy to

consolidate our competitiveness in rapidly changing markets.

We are well aware of our social responsibilities to employees
and act accordingly.

Vivento, status June 30, 2005 !
Staff transferred to Vivento: 33,000

Business Lines Left Vivento 2

Training — 550 ‘

Still at Vivento ——— 2800

Temporary ———
assignments, projects

Employed at Vivento: 16,500 °

1 Figures rounded, including Vivento Management.
2 Of whom approximately 8,600 employees have left Deutsche Telekom AG since 2002.
3 Including approximately 750 full-time employees at Vivento Management.

Employment alliance: measures continued. Deutsche
Telekom's employment alliance, resolved in March 2004
(see also Human Resources and Sustainability Report
2004, p. 28), has helped to safeguard jobs for some 9,800
Deutsche Telekom employees. At the same time, other
measures such as the reduction in weekly working hours
from 38 to 34 hours with partial wage compensation have
helped to cut personnel cost by around € 300 million
compared with the previous year. Deutsche Telekom AG has
ruled out compulsory layoffs until the end of 2008.

Staff Legal Provisions Act: provisions for civil servants
amended. The amended law, which entered into force on
November 13, 2004, includes the elimination of the special
allowance, the so-called year-end bonus, for civil servants.

Vivento: pioneering business models. Vivento, our in-
house service provider for the management of staff sur-
pluses and placements, continues to boast a successful
track record. [T Vivento Customer Services is represent-
ed at 18 sites and currently employs arund 2,750 people. Of
these, around 550 are loan and temporary staff. Meanwhile,
at Vivento Technical Services, the permanent workforce has
grown to around 1,200, with a further 600 or so loan and
temporary staff. Almost 16,500 of the 33,000 Vivento work-
force (including regular employees) have been able to leave
Vivento since its creation in 2002. At the end of June 2005 the
rate of staff in training or employment was around 82 percent.
Current employment initiatives from Vivento include projects
such as Vivento Digital Services (scanning and archiving
services), “accumio” (receivables management), the “Teachers”
project (civil servants switching to teaching professions) and
“Security” (reception services, property protection).

Save for Growth: aimed at optimum staff deployment.
As part of the growth and efficiency program “Save for
Growth,” T-Mobile is likewise making great headway with
the efficient use of personnel. [T In March 2005,
T-Mobile Deutschland reached an agreement with the
employee representatives whereby a total of 550 jobs would
be shed over the next two years. The parties also agreed to
achieve these staff cuts without compulsory layoffs. As well
as a severance pay scheme, the measures adopted also
include a placement project, whereby employees willing to
assume new duties within T-Mobile or the Group are assured
of targeted information, support and assignment.

Throughout the Deutsche Telekom Group, priority is given to
in-house applicants when it comes to filling vacancies. The
improved in-house online job exchange is just part of this
placement strategy and effective HR management process.



Focusing on people

Performance and remuneration.

Competitive and fair.

* Collective agreements: Moderate settle-
ments and the onset of harmonization
* Store-based retailing: Higher shares of
variable compensation

* Managers: Transparent remuneration
and performance incentives

Deutsche Telekom both encourages and rewards performance.
We are keen to ensure that the compensation we offer is
competitive and fair. Harmonization of the remuneration sys-
tem and fringe benefits is another key objective.

T-Systems: collective agreements harmonized. The
“one company” approach adopted by T-Systems reflects the
importance of harmonizing the Group’s collective agreements.
The creation of uniform framework conditions was pivotal to
the integration of T-Systems International and its subsidiaries
and the creation of two industry-oriented business units. This
was achieved on January 1, 2005 with a revised collective
agreement for T-Systems International.

Store-based retailing: taking its lead from its direct
competitors. The spin-off of store-based retailing into a
separate company called T-Punkt Vertriebsgesellschaft is an
important step toward achieving fair, competitive employment
and remuneration conditions. The pay scales collectively
agreed on July 1, 2004 put us on a par with our peers. The
share of variable compensation was increased to act as an
incentive and reflect the principle of performance-based pay.

The modest pay increases agreed by our subsidiaries - e.g.
at DeTeFleet Services and DeTeCard Services in early 2005
- aid harmonization and contribute to the Group objective of
sustainable, profitable growth.

Mid-Term Incentive Plan: transparent incentives for
outstanding managers. We are also keen to harmonize
the remuneration of management-level employees through-
out the Group in the most transparent manner possible -
this is one of the aims behind the “STEP up” project. We are
hoping that STEP up (further details on p. 22) will create
fresh performance incentives, and this has also prompted

us to relaunch the Mid-Term Incentive Plan (MTIP), a tool for
ensuring fair, performance-based compensation for senior
management throughout the entire Deutsche Telekom
Group. The MTIP will remain in use as an incentive mecha-
nism until 2008, except in our Hungarian subsidiary Magyar
Telekom, which has adopted its own, comparable incentive
plan.

Ideas management: greater efficiency with a simplified
online platform. We offer our employees attractive monetary
incentives to contribute their own ideas for enhancing the
Group’s efficiency. At the same time, the ideas management
scheme underwent further improvement in 2005. A greatly
simplified online platform now means that participants are
linked directly to the Group-wide workflow system for ideas
management. We are expecting this to generate a further
increase in the number and quality of suggestions submitted.

Deutsche Telekom Pension Fund: additional provision
for old age. The company pension scheme is also used as
an incentive and compensation element throughout the
Deutsche Telekom Group. By the end of 2004, some 35,000
employees were enjoying the benefits of an in-house pension
fund.

Ideas management

2003°  2004°  June30,

2005

Proposals processed 9,557 7,640 3,572

rewarded 2,597 2,267 1,050

rejected 6,960 5373 2,522

Bonuses paid ! 4123 2.918 1.337

Savings ' 127.000 87.000 54.000
'in € million

2 figures as per December 31




HR development management.
En route to top excellence.

We rely on the managers and staff of Deutsche Telekom to

translate our vision of a leading service company into reality.

They are supported in this by a long-term HR development

management system and a range of business-focused train-

ing courses.

“By publishing its Human Resources and Sus-
tainability Report, Deutsche Telekom is in good
company. Just over half of all companies on the
Fortune 500 List now produce something
similar. Financial considerations are the main
motivating factor, alongside ethical motives,
an emphasis on innovations, and employee
motivation - all of which can be summed up
under the general heading of “quality of life.”

Being such a large and important company,
Deutsche Telekom has a responsibility to tire-
lessly campaign for sustainability as one of its
exemplary proponents. However, it also needs
to take along hard look at some of the flip sides,
such as the cost of mobile phones for children,
and see if it can actually live up to its own goals.
It should also continue to motivate and mobi-
lize employees with this key issue, which still
has a long way to go before it is at the fore-
front of everyone’s minds.

Markus Schichter,

Director-General of the German broadcasting company ZDF
(Deutsche Telekom Sustainability Day 2005)

Management development and “Leading in Change™:
practicing, demanding and rewarding excellence. Top
excellence throughout the Group is our primary objective,
and nowhere is this more relevant than in the leadership

team. As “leaders of change”, managers play a vital role
in mediating the new corporate culture to all Group units.
The STEP up project (Systematic & Transparent Executive
Development Program) aims to ensure the transparency
of managers’ performance and potential throughout the
Group, as well as ensuring that vacancies are filled from with-
in our own ranks, and that managers develop their maxi-
mum potential, with a particular emphasis on “on-the-job”
development. STEP up demands outstanding performance,
creates additional development opportunities, and establishes
uniform management development practices throughout the
Group.

Managers at T-Systems are likewise instrumental as “leaders
of change.” M As the driving and formative forces be-
hind the change process to introduce the new structure
comprising two T-Systems Business Lines, the 5,000 or so
managers share their knowledge with their employees and
help to transform the corporate culture in a lasting way. “Lead-
ing in Change” workshops are designed to help managers
mediate change processes more effectively.

Business-oriented training: in the interests of em-
ployees and the Group. Deutsche Telekom strives for finan-
cial success and efficiency by having "the right people in the
right place.” Employees with a high level of technical and
social skills are highly valued by the Group. Our in-house train-
ing unit, Telekom Training, offers a range of training and
development courses for managers and staff, not only for the
in-house market but also for external customers as well.
Additionally, “training on the job” draws on the business-
oriented initiatives of Deutsche Telekom’s business units,
such as the “knowledge game” at T-Com to improve the quali-
ty of advice given to customers in the call centers, or the “IT
University” m training program for members of the sales
force at T-Systems Business Services.

Training: fit for the future. Our company has traditionally
been one of the largest companies offering vocational train-
ing in Germany. On September 1, 2005, some 4,000 young
people joined the Group to embark upon training courses in
ten different vocations, including the new retail sales assist-
ant course (see also table on p. C3). As part of the employ-
ment alliance, from 2005 onwards the best trainees finishing
their courses will be offered a permanent position. Deutsche
Telekom also offers a part-time training scheme for young
single mothers at its Eschborn site. We also support the
employment of interns, and have drawn up a Group-wide
Deutsche Telekom internship policy setting out the conditions

of employment. [T



Focusing on people

Diversity and equal opportunities.
The engine of sustainable development.

Diversity policy: strategy for a better qual-
ity of life and work

Business case diversity: exploiting diver-
sity at the client end

Mentoring, networks, integration: encour-
aging employees to maximize their
potential

Age management: focus on demographic
change

Diversity is a key to Deutsche Telekom's sustainable success.
With our long-term approach to diversity management, we
recognize the opportunities that diversity affords: for cus-
tomers, for employees, and for the company as a whole.

Diversity policy: in the interests of customers, employ-
ees and the Group. Asinternational players, we unite a
variety of corporate cultures under one roof and are active in
various different business segments. Our diversity manage-
ment is specifically designed to capitalize on this diversity.
Our mandate is: “We encourage and demand personal and
cultural diversity for a superior quality of life and work in a
world of internationalization and globalization.” Our ultimate
aim here is to maximize our corporate success. Diversity en-
compasses four separate levels:

¢ Conscious acknowledgement of diversity as the basis for
tapping into new potential

* Active appreciation of diverse personalities as the pre-
requisite for boosting innovation, quality and efficiency

* The involvement of various different stakeholders so as to
accommodate the diverse interests of customers and em-
ployees

¢ The holistic, strategic management of diversity in order to
make the best possible use of resources and create sus-
tainable values

Business case: diversity as a business-relevant poten-
tial. We have already carried out a host of external measures
to provide various customer groups with targeted access to
information and communication technologies and ensure
optimum customer service. Examples of customer-related
diversity activities include

* Training courses for selected target groups

* ATurkish-language call center

 The HITS initiative, a program whereby trainees instruct
disabled customers (cf. Human Resources and Sustain-
ability Report 2004, p. 64f)

 Our DEAF hotline especially for deaf customers

* Target group marketing such as “Women online” (F@N),
which has attracted more than 160,000 participants

since 1998 [T

Mentoring, networks, integration: Encouraging em-
ployees to maximize their potential. We have drafted a
range of sustainable development measures designed to
promote equal opportunities and increase the number of
women in management positions at Deutsche Telekom.

Initial success at management level: the proportion of
women in senior management at Deutsche Telekom AG
has risen from 8 percent (1996) to almost 12 percent at
present. We want to replicate this trend throughout all levels.
Our long-term development programs, including “Mentoring
for Female Managers” at Group level, and "Cross-Mentoring"
between companies, are one tool for achieving this and
came about as a successful outcome of the “Forum for
Women in Industry” (see also p. 25).

Women at Deutsche Telekom

in percent

2005 [

Overall percentage 32,9 32,3
Percentage in senior management 10,2 11,3
Percentage in middle management 17,3 19,2

* Figures as of June 30.
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The measures adopted by T-Systems are representative of
the range of diversity activities throughout the business units:

 The unit-wide mentoring program “Women in T-Systems”
(“FiT")

e equality@future.ffm: a regional project involving women
from industry, academia, politics and administration

* The project “European Women’s Management Internation-
al Network,” which provides an international forum in
which to discuss current management issues and future
trends

Keen to get young women interested in IT and TC jobs as
early as possible, Deutsche Telekom once again partici-
pated in the nationwide Girls’ Day for the fifth year running
in 2005. One of the long-term aims of this event is to increase
the proportion of women in future-oriented professions.
Girls’ Day 2005 welcomed more than 4,100 girlsto 110
Deutsche Telekom sites, who had seized the opportunity to
take a closer look at these promising professions. [T

Integration of the disabled: employment quota exceed-
ed. Last year we significantly exceeded the 5 percent em-
ployment quota for disabled people prescribed by law: In
total, Deutsche Telekom AG employs some 7,500 disabled
staff (see also p. 53), accounting for 7.2 percent of the work-
force. By centralizing the in-house application process for
public funding, Deutsche Telekom has managed to signifi-
cantly improve the quality of its applications and optimize

its internal processes.

Average age of employees in the Deutsche Telekom Group

in percent
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Age management: accommodating demographic
change. The effects of demographic change will eventually
make themselves felt throughout the Group in Germany. As
such, one of the greatest challenges faced by the company
over the coming years will be to meet the growing market
pressure for change with a constantly ageing workforce. At
Deutsche Telekom, demand for employees is unlikely to
grow, and the number of external recruitments will remain
moderate. Deutsche Telekom has recently launched the
“Age Management” (AM) project to actively tackle this devel-
opment. In the crucial first stage of this pioneering scheme,
we will be highlighting the long-term consequences of this
almost invisible transformation of the age structure to all em-
ployees, particularly managers. The second stage will be to
adopt tailored new forms of skills development for the life-
long learning of employees, so as to safeguard the crucial
culture of innovation within the company. Various other mea-
sures - including some relating to preventive healthcare -
will also be initiated to ensure a holistic approach to AM.



Work and family.

Focusing on people

Prospects for employees and the Group.

Work/life balance: new work forms and
worktime models

Child and nursing care: fostering loyalty
among qualified employees

Networks: getting external partners on
board

Worktime models: flexible in the face of
demographic change

It pays to be family-friendly: for Deutsche Telekom, for em-
ployees and their families, and for society as a whole. As part
of our diversity strategy, the Group consciously adopts new
approaches enabling it to adapt to changes in society and
the working environment and to demographic change.

Work/life balance: assistance with child and nursing
care. Against the background of a changing work and life
environment, Deutsche Telekom provides support at various
different levels to help its employees maintain their individual
work/life balance - examples include flexible worktime
models and other forms of assistance. For example, the "Job
and Family” platform on the company intranet is an in-house
forum for families to exchange information. We have also
stepped up our involvement in the “Local Family Allliances”
initiative [[TTA and participated in the Prognos study on
“Work/Life Balance," published this year.

Our flexible working hours and other support services are
designed to help employees to achieve a healthy balance
between work and family, both with regard to childcare and
for employees who combine work with caring for other rela-
tives. As a company, Deutsche Telekom itself also benefits,
by helping to ensure that highly qualified employees remain
loyal to the company throughout the care phase and beyond.
For example, establishing our own childcare facilities for
young working parents has already paid off. The business
units have initiated a number of related measures - for example,
T-Mobile in Bonn and T-Online in Darmstadt have set up
their own day care centers. In 2005 we will be adding

two further day care centers at our Bonn and Darmstadt sites
with the highest headcount. Additionally, from 2006 on-
wards, every Group unit will pay five Euros per employee into
a family fund each year. The money raised will be used
to fund family-related projects throughout Germany, pre-
dominantly in cooperation with the “Local Family Alliances”
initiative.

At a more general level, the Group plans to make wider use

of the options afforded by partnerships between administra-
tion, associations and companies to achieve greater compat-
ibility between family and work. The “Local Family Alliances”
will be particularly instrumental in implementing these part-
nerships.

These alliances are designed to help companies such as
Deutsche Telekom to establish family-friendly measures by
forging cooperations and proposing solutions. The initiative
also supports the establishment of emergency care net-
works for children and other relatives, to give another ex-
ample.

Network for women and working mothers: Forum for
Women in Industry. Initiatives such as the “Forum for
Women in Industry” help women to forge their own net-
works, in order to advance their professional development
in their own interest and that of the Group. Today, the Forum
represents female and male Equal Opportunities and
Diversity officers from 20 major companies. Only recently,
Deutsche Telekom received an award for its commitment as
amember of the network, in recognition of its contribution
to the competition “The family as success factor.”

Worktime models: Schemes for older employees. Flexi-
ble worktime models are a way for employees and the com-
pany to help actively shape demographic change. Within the
context of the employment alliance, Deutsche Telekom pro-
motes pioneering examples of flexible and competitive em-
ployee assignment. We have also implemented two special
tools: the “AgeManagement” project, and special worktime
models, such as the “58 option” for older employees at
Vivento. The latter is designed to ease employees gradually
into retirement - as is the collective agreement on part-time
work for employees approaching retirement age, which is
being renegotiated with the employee representatives this
year.
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Health and safety at work.
Promoting health rather than treating illness.

* In-house health management: “Fit for life - Fit for work”

* Occupational health and safety: protecting health in

day-to-day working life

Prevention is better than cure. Deutsche Telekom has a long-
term occupational health management system, aimed at
establishing structures and processes to encourage health-
conscious work, management and organization and inspire
employees to look after their own health.

In-house health management. The “Fit for life - Fit for work”
campaign was devised by the Deutsche Telekom health and
advice center (GBZ) as a way of raising health awareness
among employees and managers over the next two years
and further improving the health rate. As part of the central
works agreement on company health management, the Group
will be adopting a series of health-promoting measures during
the course of 2005. This includes monthly health themes, as
well as a cross-Group health promotion prize launched by
GBZ. Health management also aims to address factors in the

Health rate at Deutsche Telekom AG

in percent

Health rate

2003 2004 June 30, 2005

93.8 93.8 93.2

Accident development at Deutsche Telekom AG

Number

3000

2500

2000

1500

1000

500

Total accidents

2,971
2,187 2 525+

e 1,283 1,297

2002 2003 2004

mm Of which accidents with obligatory notification
(more than three working days lost)
* Of which two fatal accidents on the journey to work

employee’s work and home environment which may also
have a positive influence on the health rate, including self-
motivation and management conduct, working conditions
and job security, work pressures and individual health con-
duct.

Initiatives by the business units: on-site implementation
and local themes. Local “health work groups” are responsible
for translating the GBZ’s monthly health themes into practice
in the organizational units. T-Mobile boasts an integrative
and inter-disciplinary health center, ComVita, which com-
bines the four interlinked areas of physio, fitness, relaxation
and play. Most business areas also have their own running
clubs.

Active health protection also includes providing adequate
recreational facilities. All Group employees within Germany
have the opportunity of booking inexpensive holidays with
the Post Postbank Telekom recreation scheme.

Occupational health and safety: for a safe, ergonomic
working environment. Occupational health and safety is
aimed at preventive healthcare. The regional health and
safety service covers more than 100 locations in the national
Group units, offering advice on:

» Occupational health and safety issues and the efficient
organization of work safety measures
* The development and introduction of new work methods

As well as auditing workplaces, it also offers work safety train-
ing courses for particularly high-risk workplaces, such as
radio towers and aerial installations. In 2004, around 1,900
employees participated in the annual safety drills. The in-house
occupational health and safety service also trained some
20,000 employees in safety-conscious practices and advised
22,500 employees and managers on technical work safety,
work system design and ergonomics, with a particular em-
phasis on screen and call center workstations.



Living partnership.

In constructive dialog.

e Group Works Council: instrumental to
the reorientation

* Executive staff representation commit-
tees: getting executive employees in-
volved

* European Works Council: the first joint
activities

Deutsche Telekom’s restructuring into a customer-centered
service company is in full swing - in Germany, Europe and
worldwide. Our excellent relations with the employee repre-
sentatives ensure that the reorientation enjoys broad-based
support.

Group Works Council accompanies the strategic re-
orientation. The Group Works Council plays a pivotal role in
the restructuring of the Group units within Germany, as high-
lighted by the formation of the new business unit T-Systems
Business Services in 2005. Thanks to its constructive attitude,
the Group Works Council helped to bring negotiations on
the central reconciliation of interests, redundancy plan and
ancillary measures to a successful conclusion.

The Central Works Council receives support on economic
and organizational matters from the Economic Committee,
which was set up two years ago. The strategic and organiza-
tional reorientation of the Group means that the composition
of the Group Works Council is set to change in the fall of 2005.

Executive staff representation committees: presenters
and multipliers of the restructuring process. The Group’s
senior executives are also involved in this “social dialog” via
the company executives' committees and the Corporate
Group Executive Staff Representation Committee. As in the
Group Works Council, the committee’s efforts have tended
to focus primarily on the strategic reorientation of the Group.

Focusing on people

This entails a number of organizational changes and person-
al consequences for the senior executives. The Corporate
Group Executives' Committee was intensively involved in the
conception and implementation of Group restructuring.

For the first time at Group level, the resultant consequences
forthe 400 or so senior executives affected by the restructur-
ing were agreed and set out in a guideline document.

European Works Council: first activities completed
successfully. The European Works Council established on
June 15,2004 is designed to complement employee repre-
sentation, primarily on behalf of the Group’s international
shareholdings. The importance of international dialog for the
future sustainable development of our company is reflected
in the T-Mobile Group’s efficiency program "Save for Growth".
The European Works Council was involved in the necessary
consultation process. In this way, implementation of the pro-
gram was formulated in dialog with the T-Mobile management.
The same also applies to T-Systems, whose economic situa-
tion and strategic & operational orientation were likewise dis-
cussed in the European Works Council.

Social Charter: observing and harmonizing internation-
al standards. The Social Charter created the basis for a
harmonization of social standards internationally and through-
out the Group, but also makes allowance for regional pecu-
liarities. The first Social Performance Report in the fall of
2004 documented the charter’s successful introduction:
apart from one foreign shareholding which had yet to im-
plement the relevant national Health & Safety Act in full, the
charter has been observed throughout the Group.




Erich Host is a carnival "fool" - with conviction. To put it more
precisely: he is what people in his home city of Cologne call a
"Jeck": a person who loves carnival. For nearly 20 years, Erich
Host has been a member of Cologne's "Prinzen-Garde," the
Prince's Guard, part of the official retinue for the three jovial
figures around which Cologne's carnival celebration is built. If
you are not from the Rhineland, the following explanation can
serve as a (very) basic introduction: The appearance of the
triumvirate consisting of the Prince, Peasant and Virgin repre-
sents the climax of Cologne's carnival sessions. A website that
explains German customs to foreigners provides the following
information: "The members of the triumvirate, the so-called

"Celebrating traditions doesn't mean
living in a rut.”

"Dreigestirn" wear showy uniforms. The three are all men who
take unpaid vacation from November 11 to Ash Wednesday in
order to be able to fulfill all of their obligations."

As a volunteer "Jeck," Erich Host does not celebrate carnival
quite that intensively. Nonetheless, he knows that carnival
separates even Rhinelanders into two camps: one group dives
into the craziness, while the other flees from all the organized
celebration. Erich Host doesn't have any problem with the
polarization: "l love carnival with every ounce of my being -
simply because Cologne's carnival allows everyone to cele-
brate as he or she pleases." He especially loves the highly
traditional carnival sessions, with their uniformed officials and
rituals that satirize the Establishment, past and present. For
Host, carnival is a living custom, even if carnival session speak-
ers no longer satirize the Establishment quite as bitingly as
they did in the "good old days."

And the tradition thrives - especially with young carnivalists.
Host is particularly devoted to them, and for them he is even
willing to break with tradition here and there if need be. "In the
old days, children were permitted to accompany the grand
entrance into the meeting hall, but they weren't allowed to go
up on stage," he recalls. Things will be different in the next
carnival season: with the backing of the new president of the
Prince's Guard, Erich Host has founded the guard's first chil-
dren's dance troupe, and a total of 23 "Panz" - the Rhine-
landers' word for children - will present their own dance pro-
duction at next year's carnival sessions.

The troupe's boys and girls, ranging in age from three to 13,
have been training with a dance teacher - who was hired
especially for this purpose - in the venerable Prinzen-Garde-
Turm, the Prince's Guard tower in Cologne. Erich Host views
his work with the children as more than simply an effort to
keep the supply of carnivalists coming. "Children who get into
the act early, and who grow up knowing the special rules for
carnival sessions, learn a great deal about working together in
groups," he explains. One of the lessons the children learn is
not to think they are better than others "simply because they're
wearing a uniform."

But Erich Host doesn't draw just from carnival in teaching
values to children. He also feels this responsibility as a member
of his church community. It so happens that Erich Host com-
bines three "c's" - Cologne, carnival and church - for his own
very personal approach to life. When asked why his church
work is so important to him, he smiles:



Focusing on people

"My wife would say: so that | can move up a cloud." And apart
from his "heavenly career"? "My faith is a very important source
of strength for me." And thus a Rhinelander's jolliness, com-
bined with meditation on religious values, provides the per-
fect balance to his work. "Naturally enough, my daily work
also profits, since you always need balance, something that
can help you sort things out and recover your energy," Erich
Host states with conviction.

He has been with Deutsche Telekom for nearly 25 years.

In the product management department of the Wholesale
sales organization at the company's Bonn headquarters,
Host now manages business with  pmg T _

sponsible for wholesale products T B

in the area of the subscriber line N JE .

and line sharing," 42-year-old Host [ -m——

explains. Erich Host's work with the

younger generation also extends to

his own professional life. As a mem- ¥ "

ber of the chamber of commerce's

examinations committee, he is in-

finishing their training course.

Often enough, he encounters industry representatives who

are quick to criticize the work ethics of today's youth. That's

the point at which his Rhinelander's joviality fails him: "That

kind of thing really makes me mad. If you don't give young

people opportunities and support, you're going to be short

on managers - and customers - tomorrow." For Erich Host,

helping the next generation means more than just a little

other network operators. "We're re-
" ¥
volved in the examinations of young r K
[T systems business administrators ,.-"'; 1"’
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volunteer work - it's a passion.
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Jeannine Pilloud, a manager in the Manufact Industry Line at T-Systems Switzer
as a coach at the Meilen swimming club.
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Energy management and climate protection.
Efficient control for the sustainable use of

resources.

* Climate protection: our concept for active environmental
protection

* Energy supply: the new route to lower CO2 emissions

* Lobbying: encouraging social dialog

For many years, Deutsche Telekom has been setting stand-

ards in climate protection. In the future, the Group’s commit-

ment to the efficient, sustainable use of all resources will be
based on three core elements: the climate protection con-
cept, an in-Group provider of energy services, and the en-
couragement of social dialog and concrete initiatives.

Climate protection principles: minimizing CO2 emis-
sions. The paramount objective of our climate protection
concept is to systematically and verifiably ensure that the
Group’s CO2 emissions are reduced to a bare minimum.
These CO2 cuts will be carried out responsibly, with an em-
phasis on ecological expediency and financial viability, and
in line with our climate protection principles:

* We recognize the climate change caused by man, sup-
port the Kyoto Protocol, and will continue to pursue a
proactive approach to climate protection.

 \We focus our attention on optimizing existing technology,
and formulating emission-reducing requirements for new
systems and technologies.

¢ We recognize the need for and benefits of renewable
energies, encourage their more widespread use within the
Group, and optimize the required framework conditions.

* By actively communicating our services and activities on
the topic of climate protection and emissions, we help to

raise awareness among our customers and employees.

Deutsche Telekom‘s energy consumption compared to CO2trends in Germany

Based on 1995, COz emissions in millions of tonnes (t), energy consumption in GWh

1995 2002 2003 2004
Total energy consumption* 4,232 3,149 3,884 3,718
100 % 74 % 92 % 88%

CO2 emissions™ 2.15 0.96 1.22 1.76
100 % 45% 57 % 82%

* from 2003, extended basis for data and CO2 equivalent

This list is an extract from Deutsche Telekom’s climate pro-
tection principles, full details of which are available on the

Internet. [T

“Power & Air Solutions”: greater efficiency, fewer CO2
emissions. All business units within the company strive to
implement the targets of the Group-wide climate protection
policy by suitable means (for further information, see p. 51 f.).
They are supported in their endeavors by Power and Air
Condition Solution Management GmbH & Co. KG (PASM).
This Deutsche Telekom subsidiary, founded in August 2004,
is responsible for electricity and air-conditioning supplies to
the Group’s technical units. Under this new business model,
energy supply is part of the business mandate of an earnings-
oriented business unit, allowing us to tap into new savings
potential, both in terms of energy consumption and cost,
and with regard to CO2 emissions. We are also known for
our exemplary achievements in the use of regenerative ener-
gies, both within Germany and abroad. For example, T-Mobile
Netherlands already meets 90 percent of its requirements
from regenerative sources. [[TTH

Lobbying: promoting initiatives and accepting social
responsibility. At a global level, Deutsche Telekom appeals
to customers and society as a whole, and actively campaigns
for resource efficiency, a debate on climate protection and
areduction in CO2 emissions. Our Group supports a range
of climate protection initiatives, and cooperates with both
government and non-government organizations. Our long-
standing campaign for the implementation of the Kyoto
Protocol is one such example. This year’s Sustainability Day
and the publication of this report were designed to be com-
pletely climate-neutral. The company purchased an emissions
reduction certificate to compensate for the CO2 pollution
caused, and supported other climate protection initiatives in

this way. [FTTA

Our vision of a sustainable company in a sustainable society
is also realized via the development of standards for climate-
neutral products and the expansion of digital content distri-
bution.



Preserving the environment

Mobility and facility management.
The optimum combination of climate
protection and cost reduction.

Vehicle Fleet and Facility Management has one paramount

objective: to optimize resource use. By operating the Deutsche
Telekom vehicle fleet and property portfolio as efficiently as

possible, we are making an important contribution towards
climate protection, while at the same time cutting costs.

Vehicle fleet: consolidation of CO2 emissions.
DeTeFleetServices GmbH, Deutsche Telekom’s provider of
mobility services, operates one of the largest fleets in Ger-
many, with some 41,000 vehicles. During the current report-
ing period, the Group recorded an operational increase in
the mileage driven, which in turn led to a slight increase in
fleet consumption levels. The use of new, more effective ve-
hicles, coupled with route optimization by DeTeFleetServices
and eco-driving courses by T-Com, nevertheless helped to
consolidate pollutant emissions from the vehicle fleet. En-
vironmental compatibility and cost-effectiveness are considered
equally high priorities when selecting new vehicles for purchase.
Thanks to this policy, there are already some 400 natural gas-
powered vehicles in use at T-Com alone.

Fine dust: Euro4 vehicles and soot particle filters for
better air quality. The use of alternative fuels and the latest
drive systems are instrumental in helping to minimize pollut-
ant emissions. DeTeFleetServices stipulates that all new
vehicles must comply with the current Euro4 standard as a
minimum requirement. Since 2004, we have introduced the
use of diesel soot particle filters. As of 2005, the particle filter
is now a standard requirement in all vehicle procurement speci-
fications. Our sustainable fleet management policy also in-
cludes the more widespread use of natural gas-powered vehicles
and participation in pilot projects to test pioneering alternati-
ve drive systems, such as fuel cell technology. m

Facility management: greater efficiency plus alternative
energies. Part of our electricity demand is met by cogenera-
tion plants. The first plants based on pioneering fuel cell
technology supply our network infrastructures, so that we
can be confident of using electricity that has been generated
in a resource-conserving manner. The efficient use of energy
is considered equally important as resource-conscious energy
procurement and electricity generation. In early 2004, our
facility management arm DeTelmmobilien started work on
the energetic optimization of around 2,800 buildings. This
program will cut operating costs by more than three million
€ and reduce energy consumption by 30.5 Gigawatt hours
(GWh), equivalent to the annual energy consumption of
7,300 four-person households, by the end of 2005. [T

Various independent studies have ruled out the possibility
of our staff being subjected to fine dust contamination as a
result of the toner used in fax machines and laser printers.




The efficient management of resources and waste disposal
is of paramount concern to Deutsche Telekom. The Group’s
sustainable product policy spans every stage of the process,
from procurement to recycling. We can now conclude that
our considerable potential for waste reduction has been
almost completely exhausted.

“The Human Resources and Sustainability
Report proves that, unlike some of its peers,
Deutsche Telekom has recognized the finan-
cial opportunities afforded by sustainable cor-
porate management. [ am particularly interest-
ed and encouraged by the company’s decision
to base competence and responsibility for the
corporate sustainability strategy in the Human
Resources board department, rather than in,
say, Public Relations or Marketing. I feel that
this enhances its enforceability within the
Group, and makes it more likely that sustain-
ability will be effectively integrated into the
overall business policy as a cross-sectional task.

I'would urge Deutsche Telekom to use its leading
position in the sustainability reporting arena
to support international initiatives aimed at
standardizing the features of sustainable cor-
porate management, and to set a good example
to other German companies.”

Prof. Dr. Edda Miiller,

Chairwoman of the German Federation of Consumer
Organizations e.V. (BVZV)

(Deutsche Telekom Sustainability Day 2004)

Resource management and product responsibility.
Reuse over recycling.

Waste management: return and recycling of products.
The Deutsche Telekom Group has a comprehensive manage-
ment system in place for its waste disposal. To an increasing
extent, our purchase orders now include return options, so
that we can insist upon the eventual return of products to our
suppliers and improve our recycling levels still further. In 2004,
our recycling rate was 88 percent for the Group as a whole,
and 92 percent in the case of T-Com. We are anticipating
a further rise in the return of used handsets to T-Mobile
Deutschland. The company will continue to honor the voluntary
return system for mobile phones introduced in 2003, in
addition to the local authority collection points set up by the
government. Internally, we are great believers in the principle
of reuse over recycling. We have also introduced a “used
equipment” project, whereby all materials which are surplus
to requirements but still operational are submitted to targeted
(re-)marketing. The extended service life improves the eco-
balance of these products.

We had already pre-empted a number of the current statutory
requirements, such as the European Directive on the Disposal
of Waste Electrical and Electronic Equipment (WEEE), obli-
gating all manufacturers to accept the return of waste equip-
ment. [T Collection is made via public waste collection
agencies on behalf of our business units T-Com and T-Mobile.
Special prepaid recycling envelopes are available in T-Punkt
stores and sales partner establishments for returning mobile
phones. T-Mobile makes a donation to German Environmental
Aid (DUH) for every device that is returned.

Product responsibility: ensuring safe materials and
opportunities for dematerialization. Our purchasing
policy strives to preclude the use of any materials which are
currently banned or likely to be banned in the future. Our
sustainable approach to product responsibility also includes
exploring the opportunities for dematerialization and mini-
mizing potential current and future rebound effects.
Examples include substituting information and communi-
cations services for the transportation of goods and passen-
gers, as well as the provision of content in digital format.



Electromagnetic fields.

Preserving the environment

Investments in research and social dialog.

The mobile communications and information market is a
highly significant growth area for Deutsche Telekom, and we
play a decisive role in its continuing development. At the same
time, we are ever conscious of our responsibilities to mankind
and the environment, and invest heavily in research and
development. We seek open and constructive dialog, par-
ticularly regarding the general public’s concerns over the
potential impacts of electromagnetic fields (EMF) on health.

Our basic principles: inform, participate, promote. We
were the first company to set voluntary, uniform international
standards on the handling of electromagnetic fields with our
2004 EMF policy, and have consistently enforced these stan-
dards ever since. T-Mobile’s EMF policy highlights its commit-
ment to information, transparency and participation. As part
of this commitment, T-Mobile subsidizes scientific research
into the effects of electromagnetic fields on health, and is a gen-
erous supporter of independent research activities. m

Standards and measures: limits guarantee safety. The
effect of radio waves on the human body has been the sub-
ject of extensive national and international research. In prac-
tice, we generally fall well within the ICNIRP (International
Commission on Non-lonizing Radiation Protection) limits
recommended by the World Health Organization (WHO) for
transmitter masts and mobile phones. [T The SAR
levels of all mobile phones sold by T-Mobile comply with the
limits set out in international guidelines, and generally fall
well below them. SAR, or “specific absorption rate,” indi-
cates the amount of electromagnetic energy absorbed by

the human body when using a mobile phone. The scientific
consensus is that there are no health risks below these
limits. All expert committees worldwide have arrived at the
same conclusion when assessing the risk of electromagnetic
fields from mobile communications. The most recent evalu-
ation was undertaken in early 2005 by the British National
Radiological Protection Board. [T

Dialog with society: encouraging frank debate. When it
comes to EMFs, our main priority is to openly and actively
address all concerns. Deutsche Telekom supports various
research projects and discussion forums and does not shy
away from criticism. For example, Deutsche Telekom subsi-
dized the “risk debate” project by the Jilich Research Center,
which staged expert discussions between specialists from
various disciplines. [T We will ensure that any outstand-
ing points are aired in the on-going expert debate, and will
continue to address society’s reservations and concerns and
incorporate them into our future actions.




Jeannine Pilloud won eleven championship titles in swimming.
"Even as a small girl, | loved the water." As a competitive swim-
mer, Pilloud, a native of Switzerland, quickly learned that top
achievement comes about only through determination and in-
tensive training. It's no surprise, then, that in her work Jeannine
Pilloud has been expanding her boundaries and helping others
to expand their own.

"Personal gain that cannot be expressed in
euros and cents."

Now 41 years old, she can already look back on an impressive
career. In the beginning, she faced a special challenge: The
architect's office in which she had her first job was unable to
stay afloat when the construction sector took a major down-
turn. Instead of waiting for the construction industry to re-
cover, Pilloud chose a different track. She took a job with IBM
Switzerland and, within two years, was head of its training
programs. She then had a series of positions with leading
IT and eCommerce firms. For the past two years, Pilloud, a
mother of two, has been with T-Systems International in Zu-
rich. There, as manager in the International Manufacturing
Segment Industry Line, she is responsible for strategy and
the operative implementation of T-Systems' international
activities. She is also involved in service and support for
T-Systems' top 60 customers.

In her "first" volunteer position, she promotes networking
among managers - in addition to her regular daily work.
Since 2001, she has been a member of the executive board
of Schweizerische Management Gesellschaft, which functions
as an educational network for top managers from companies
of all sizes. She came into contact with that company at a
gala event at which she was presented a Leadership Award.
That award, for the concept for the LeShop.ch online shop-
ping portal, came while Jeannine Pilloud was still Chief Infor-
mation Officer (CIO) for a subsidiary of REWE Schweiz AG.
"After the award, Schweizerische Management Gesellschaft
asked me to accept a position on their executive board," she
recounts. Now, Jeannine Pilloud organizes company visits
and prepares an annual fall meeting with leading political
and industry representatives. For Pilloud, the network is
more than just a forum for informal exchange between
managers: "Continuing education, using specific best-
practice examples, is just as important as cultivation of
contacts." As a result, the network also makes an important
contribution to the country's economic development.

But that's only one side of Jeannine Pilloud's volunteer commit-
ments. To find out where she gets her strength and seemingly
inexhaustible energy, it's best to visit her at the Meilen swim-
ming pool. There, she helps children and young people dis-
cover the joys of swimming and of real self-confidence. And
she uses a very special training method: total immersion.
Total immersion is based on human beings' inborn instincts
for water. Her pupils learn to "swim like fish" by completely



accepting water as their element and by learning the neces-
sary movements step by step. Her special method focuses
more on technique than on strength; each movement is
practiced separately. The aim is to move through the water
with as little resistance as possible - the way fish do. Early
success in such swimming lessons brings its own special
rewards. "Young people make very rapid progress with this
unconventional method, and that really boosts their self-
confidence," Jeannine Pilloud reports. In addition to her
work as a swimming teacher, she is a member of the board
of the Meilen swim club. In that function, she supports
preparations for competitions and holds a special annual
clinic for swimmers. During her years of competitive swim-
ming, she benefited greatly from the work of committed
volunteer coaches. Jeannine Pilloud: "Now

| can give some of that back and help others

to expand their own personal boundaries."

Maybe total immersion is the master key to
her success: total immersion in life and in her
tasks. "My volunteer work is free time well

spent, and an ideal balance to my work," she
notes. As she emphasizes, she also profits
from it in ways that cannot be measured in
euros and cents. The most important thing,
she shares, "is to do things with passion, in
your work and in your life in general."

Preserving the environment




"In my job, I deal with thousands of
questions. In my church community, —
~Tdeal with thousands of human needs."
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Innovation and responsibility.
Serving and benefiting customers.

innovation

level

* |nnovation strategy: "inherent security" as a new field of

* Research and development: stable at the previous year's

* Youth and consumer protection: a further increase in security

Innovative, customer-centered products and services contrib-
ute more to Deutsche Telekom's successful, sustainable
development than any other factor. And comprehensive
protection for young people and consumers, and for data,
are central to the Group's responsible, customer-oriented
actions.

Innovation strategy: long-term, sustainable focus. The
success of our innovation strategy is based on a clear
emphasis given to our customers' current and future require-
ments. The four strategic fields of innovation pre-
viously identified by Deutsche Telekom were complemented
by a fifth field that emerged in 2005: "inherent security." Our
innovation strategy is now focused on

¢ Intuitive operation: services and functions should be
easy for all customers to use.

Intelligent access: customers automatically receive the
best available service and network access.

Integrated communications: objects in our environment
network autonomously, thereby relieving people of many
different tasks.

Inherent security: we take additional measures to protect
ICT systems against unauthorized access, in keeping with
high standards of data protection and security. Examples
of such measures include access control, identity manage-
ment and transaction management.

Infrastructure development: further upgrades and expan-
sions of our high-performance networks provide the tech-
nological basis for meeting customer needs in terms of
bandwidth, mobility and security.

In keeping with our desire for continuing, sustainable de-
velopment of our product portfolio, we promote coopera-
tion between science and industry - for example via the
activities of Deutsche Telekom Laboratories.

Research and development (R&D): continuous invest-
ment. In 2004, our total R&D investments in innovation
fields about equaled the previous year's level (€ 900 million).
Throughout the Group, the number of employees who develop
and implement new products and services increased in 2004
to about 6,800, up from 6,400 a year earlier. A total of 374
patent applications were submitted in the year under review.
By the end of 2004, the Group's total number of industrial
property rights had grown by more than 700, to a total of
nearly 6,000 (see the tables on p. 57).

Protection for youth, consumers and data: enhanced
security. As part of our focus on customers, we look for
ways of helping young people - and adults - to learn to use
mobile communications services responsibly. To this end,
we have already developed special technical options and
special rates for young people.

T-Mobile is also expressly committed to youth protection.
The Deutsche Telekom subsidiary signed the “Code of con-
duct of mobile operators in Germany for the protection of
minors from unsuitable mobile content” together with other
mobile communications companies in September 2005.

We are also giving priority to protection against problematic
Internet content. We are co-founders of an association that
promotes voluntary self-control for multimedia service provid-
ers. T-Online's Internet content is classified in accordance
with the ICRA standard.

Furthermore, our Group works to protect the license rights
and intellectual property of third parties. This is of central
importance when we provide content ourselves.



Helping people get ready for the future.
Working actively for growth, education and

progress.

Customer-centered development of information and tele-
communications technology drives sustainable growth.
Deutsche Telekom promotes free access to state-of-the-art
information technology and society's evolution into a know-
ledge society - in Germany, Europe and worldwide.

Broadband communications: "lighthouse technology"
for the knowledge society. Nearly 7 million people in
Germany now access the Internet via broadband services
such as T-DSL. We are working intensively to expand DSL
availability. In our efforts to bring broadband services to the
largest possible number of people, we are testing new tech-
nologies such as WiMAX, a technology for wireless broad-
band communications. The Next Generation Network (NGN),
which is now just entering service with our Slovak Telekom
subsidiary, will bring about another leap in IT quality. The
NGN merges voice and data communications on the basis
of the Internet protocol, thereby paving the way for new ser-
vices.

"Lighthouse initiatives": access to modern information
technologies. We want to give customers the new power of
broadband technology, and we want to do so across the board
- in regions with good current coverage and in regions with
little service, in Germany and Europe, in both industrialized
and developing countries, and for all generations and seg-
ments of the population. This is the motivation behind our
"lighthouse initiatives," including

e T@School (in cooperation with the Federal Ministry of
Education and Research): innovative Internet services and
concepts for their use at schools. Since fall 2004, European-
wide virtual school and learning partnerships have also
been in place.

50plus: training courses provided to over 28,000 middle-
aged and elderly people in 2004 alone.

uni@home: offering product packages and communications
solutions for students - an effort in which we are
cooperating with 165 higher education institutions

in 2005.

eSlovakia: a program for equipping nearly all Slovakian
schools with PCs and Internet access.

ETNO and GeSl: a focus on sustainability. Deutsche
Telekom's efforts to promote sustainability in the entire ICT
sector are an important element of our sustainability strate-
gy. At the same time, they are a way for our Group to develop
an economically attractive environment. We support the
United Nations' "Millennium Development Goals."

We are also committed to the ten principles of the UN's
"Global Compact" initiative and believe they should be the
standard for global business.

In the framework of the Global e-Sustainability Initiative (GeSl),
we are embracing global sustainability guidelines for the
ICT sector that also extend to the supply chain.

This initiative, which was founded in 2001, is aimed at pro-
moting development of sustainable technologies for the tele-
communications industry.

At the European level, we are members of the Executive Board
of the European Telecommunications Network Operators’
Association (ETNO) and of the Association's Sustainability
Working Group. ETNO has become an important
point of contact for the EU Commission and for other EU
decision-making bodies on the issue of sustainability in our
industry.
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Products for tomorrow.
Excellence for customers.

* Promises to our customers: Group-wide quality campaign

* Product innovation: better quality of life, better customer

care

With its products and services for the "society of tomorrow,"
Deutsche Telekom contributes actively to social change and
sustainable innovation. Customer-centered services and
future-tailored products, efficiency and quality are already
giving the Group business advantages. They are the key to
a successful sustainability business case.

Excellence: our way to become the integrated tele-
communications company with the strongest growth.
Deutsche Telekom's stated goal is to be better than its com-
petitors in all matters of importance to customers. The com-
pany's path to this goal leads through the Excellence Program
(see p. 8 ff.), which was launched in 2005. One of this pro-
gram's key emphases is to enhance customer satisfaction.
We plan to accomplish just that, in all of our business areas,
by stressing "excellence from the customer's perspective" -
meaning product and services quality that is optimally
geared to each customer, along with specially tailored quali-
ty in customer care.

Promises to our customers: Group-wide quality cam-
paign. In 2005, Deutsche Telekom launched a Group-wide
quality campaign, another key step in its efforts to improve
services for its customers. With a total of nine promises, we
have made firm quality commitments to our customers - an
unprecedented move for the Deutsche Telekom Group, one
tantamount to a cultural change in customer relationships.
We expect these commitments to strengthen our competitive
position and to promote long-term loyalty on the part of our
customers - loyalty to optimal services, processes and pro-
ducts.

Product innovation: striving for results that customers
can experience. For the benefit of our customers, and in
keeping with the principle of sustainable business, we work
constantly to improve our existing products and develop
even better ones for the future. This approach, which
is aligned to our innovation strategy (see p. 40), is exempli-
fied by our efforts in the following areas:

¢ Energy-efficient products. Efficient products help to opti-
mize use of resources. Efficiency can be enhanced by
improving product design (such as optimized batteries for
mobile phones), substituting digital solutions for physical
products (such as using digital documents rather than
paper ones) or by enabling customers to access digital
content online (to eliminate physical transports of CDs,
for example).

Products to replace physical mobility. Such products
can help reduce traffic and thus contribute to a cut in CO2
emissions, which means proactive climate protection. Ser-
vices such as el.earning, conferencing by video or tele-
phone, and telework also fall into this category - and provide
additional benefits as well: they facilitate communication
in contexts in which it would otherwise be restricted.
People with reduced mobility - shut-in by illness or age,
for example - can use the Internet, e-mail and convenient
broadband solutions, such as wireless networks (WLAN)
at hospitals, to stay in contact with other people and
access useful information.

Products designed to enhance efficiency. By combining
such products and services in line with their specific needs,
customers are able to cut costs, improve quality and
access new and better types of services. This category of
products and services includes industry and organization-
al solutions such as eHealth for the health-care sector,
eGovernment for public administrations and online and
telephone banking.



Focusing on customers: simple and secure use, clear
structures. In its three strategic business areas, Deutsche
Telekom has initiated numerous initiatives designed to make
it easier and easier for customers to use the Group's products
and services. These initiatives include the new, easy-to-under-
stand rates that T-Mobile and T-Com have introduced for the
areas of mobile communications and broadband / fixed net-
work. They also include the free virus and spam protection
that T-Online introduced in early 2005 for all e-mail accounts.
This protection is convenient and has further enhanced
security. Yet another element of our Group's focus on custom-
ers is provision of state-of-the-art, single-source services

in forms tailored to specific customer segments. From the
customer's perspective, this element exemplifies our special
strength as an integrated telecommunications company
especially well.

Sustainability Compass and external expertise: tools
for optimal resources policies. Deutsche Telekom has
been using the "Sustainability Compass" (SC) to assess the
sustainability contributions of its products and services, and
to do so precisely and very early in lifetime cycles. Recently,
in cooperation with the Freiburg-based Institute for Applied
Ecology, we critically reviewed the latest SC, which dates
from early 2005. In areas such as research into the impacts
of climate change, CO2 emissions and climate protection,
we cooperate with renowned external institutes - including
the Potsdam Institute for Climate Impact Research - in order
to optimize our products and assess the consequences of

our actions. [T

Outlook: broadband services, seamless mobile communi-
cations and a converged voice/data network. Telecommu-
nication is becoming a truly routine part of everyday life, for

both business customers and consumers. As progress con-
tinues, we want applications to offer customers ever-greater

benefits and usefulness. We are hard at work toward this aim,
as the following emerging new types of services demonstrate:

Looking to the future

* Next Generation Network, a combined voice/data
network that uses the Internet protocol (IP). Voice over IP,
or Internet telephony, is already an established application
with the potential for enormous growth.

Seamless mobile communications: "web’n'walk" and
"Office in your Pocket" are mobile services for both busi-
ness customers and private consumers. They are in line
with the aim of "seamless mobility," referring to seamless
transitions between mobile networks.

Home innovations: broadband mobile and fixed-network
services are speeding convergence, in the consumer
segment, between entertainment and information media,
home systems and multimedia services. Users can now
access and manage all such services both at home and
on the move.

Making the future sustainable. The telecommunications
services and applications of the future have huge growth
potential: “integrated communication” will continue to gain
in importance. A growing number of products and services
are becoming “intelligent” thanks to integrated computing
functions and mobile communications technology. Customer
acceptance and trust are essential factors in the Group’s
ability to exploit the development potential of this technology
to the full, and our goal is to actively gain both. In the form of
an internal working group - supported by renowned scientists
- our Group has already discussed the fundamental economic,
social, ecological and legal impacts and planned possible
initial courses of action. We intend to pursue this process in
the future with the aim of devising technology, products and
services proactively.




Partner to society.
Fair, confident, committed.

Deutsche Telekom is well aware that corporate social respon-
sibility is an integral part of its business conduct. Integrating
social and ecological concerns in our business activities is a

“Anyone who claims to advocate sustainabili-
ty must also be in favor of intergenerational
justice. We are campaigning for this principle
to become recognized in the constitution. We
want less government debt, more sustainabi-
lity, more environmental protection and
more investment in education.

We hope that Deutsche Telekom is not just
paying lip service to social responsibility,
merely as a way of averting normative claims.
Like other corporations, Deutsche Telekom
needs to be aware that responsibility means
taking proactive action, rather than simply
refraining from doing certain things. How-
ever, the activities we have seen to date in
the name of ‘Corporate Social Responsibility’
give little indication that companies are ac-
tively pursuing nature conservation in the
sense of protecting basic material resources.”

Dr. Jorg Tremmel,

Scientific Director of the Foundation for the
Rights of Future Generations

(Deutsche Telekom Sustainability Day 2005)

sign of how seriously we take our responsibility. As a corporate
citizen, we also promote the development of a sustainable
society - at local, regional and global level. In this effort, we
have to take account of the broad range of our stakeholders'
interests (employees, customers, business partners, suppliers,
shareholders, and investors) and combine these with the
Group strategy for the benefit of all.

Political representation of interests, and regulatory
strategy: for balance, support and understanding.

In our political communication, we work to give Deutsche
Telekom a stronger voice in national and international
discussion of economic policy. We strive to promote
understanding and support for our entrepreneurial orien-
tation. Internally, the company's Government Relations and
Regulatory Strategy unit assists the Board of Management
and the company's strategic business units in fostering a
positive political climate for Deutsche Telekom - in its contacts
with political players and with associations at the national,
European and international levels. The relevant spectrum in
this area includes regulatory and competition-policy issues
in the telecommunications sector, the framework for inno-
vation and employment, financial and economic policy and
consumer protection.

By coordinating and bundling these interests, we present
a consistent political image of the Group, which in turn in-
creases the company’s credibility with politicians and socie-
ty as a whole. In a "Magna Charta," all of the Group's relevant
players have committed themselves to a culture of mutual
respect, internal openness, transparency and cooperation
as the basis for success-oriented, effective interest repre-
sentation. Cooperation based on trust and openness are
values we uphold both within the company and in our inter-
actions with contacts in the political sector, in society and
in relevant associations.



Suppliers: support for sustainability management.
The ideal of voluntary action, as opposed to reaction to
imposed standards and regulation, is one we also pursue in
our dealings with the Group's suppliers. Deutsche Telekom
is active in the Global eSustainability Initiative (GeSlI)

and in that initiative's Supply Chain Working Group (SCWG).
Examples of the SCWG's work include:

* Developing instruments and processes that promote and
enhance practical implementation of internationally
accepted workplace and environmental standards
throughout the entire ICT supply chain.

¢ Assisting suppliers in assessing their compliance with
the most important requirements and/or standards for
a sustainable supply chain.

¢ Putting GeSl information about suppliers to good use.
This information helps us, for example, to identify ways of
improving cooperation with our suppliers in the interest of
sustainability.

Legal disputes: representing our justified interests.
Deutsche Telekom is a party to a number of judicial and
extra-judicial proceedings involving government agencies,
competitors and other parties. Our Group will continue to
represent its interests resolutely in all of these court, con-
ciliatory and arbitration proceedings. (For details regarding
the various proceedings see Deutsche Telekom's Annual
Report for 2004, p. 86, Litigation). It is not yet possible to
predict the outcome of these proceedings.

Corporate volunteering: social sponsoring and em-
ployees active in volunteer work. Our employees play a
key role in determining how Deutsche Telekom is perceived
by the public. They link the Group with society, locally and
directly - and they do so worldwide, wherever our business
takes us. As a rule, we welcome our employees' personal
and volunteer commitments or political work. To prevent
conflicts of interest, however, we require a clear separation
between employees' political work or positions and their
work for the company. This policy is in the interest of both
our employees and Deutsche Telekom. Since we consider
our reputation to be an important value driver for our Group,
we plan to measure and outline it in future, using a suitable
index.

Social commitments have always played an especially
important role at Deutsche Telekom. Qur social
sponsoring focuses particularly on children and young
people. One example of our commitments in this area is our
support for the free and anonymous helpline for children
and young people in trouble. Over 400 Deutsche Telekom
employees give up their free time to volunteer as local coun-
selors for this helpline, which is organized by the German
"Parent Line" initiative.

Deutsche Telekom Foundation: encouraging young scientists.
The Deutsche Telekom Foundation carries out pro-
jects designed to enhance education for young people in
mathematics, science and technical subjects. This is in
keeping with the insight that education, research and tech-
nology are the indispensable basis for any forward-looking
development in Germany and Europe. The Foundation thus
promotes new learning approaches, including the necessary
continuing education for instructors. And its efforts extend
to the entire education sector, including kindergarten, schools
and universities. The Foundation supports new learning
approaches in its "Interactive School" project, for example.
At the same time, the Foundation is also working to smooth
transitions between the various educational levels. For
example, it has been supporting the spread of the "pupils'
university" scheme, a successful program which offers gifted
pupils the opportunity to take regular university courses in
mathematics, physics and chemistry.
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"We need to work actively to bring different
cultures together - also in our company.”

With her theology degree, it's no surprise that Andrea Baare

should promote intercultural exchanges. Her experience in

church community work enriches her work at T-Systems.

Many people suddenly change direction in their life. Andrea
Baare is one such person. In 1983, Baare, now with T-Systems,
graduated from a business school for foreign-language
correspondence located in Ménchengladbach, only to
begin studying Protestant theology in the same year. "This
decision was motivated in part by the advice of my parents
and my pastor at that time. They agreed it would be a perfect
way to combine my faith with my interest in working with
people," she explains.

The years that followed were "moving" - literally. In 1987, her
studies took her to the U.S. Then, having earned her Master

of Theology, she returned to Germany - and then returned
to the U.S., to California. Her emphasis was on intercultural
theology. She then moved to Durban, South Africa, for a
year. In 1995, finally, she returned to Germany. "Being able
to move in different cultures, and to promote understanding
between cultures, is a big part of my life," Andrea Baare
emphasizes.

And she devotes a great deal of her free time to this part of
her life - for example, in her work in the American Protestant
Church in Bonn. Bonn still has a large international church
community, in part as a legacy of its former role as Germany's
capital. "This Protestant community has a very vital inter-
cultural life," she reports. Although her theological studies
were "never aimed at the pulpit," she now finds herself deliv-
ering sermons at the congregation's Sunday services. She is
also a member of the church council, where "again and
again, we have to balance differing positions and aims in
trying to make the best possible decisions for the congre-
gation."

Her everyday work confronts her with a similar challenge.
Andrea Baare works for T-Systems as an office assistant.
In that capacity, Baare, 43, finds herself functioning as a
moderator for complex processes. She is also a member of
T-Systems' Diversity Team. The "diversity" referred to in the
team's name is the diversity of the company's people. "We
have to accept this diversity and embrace it constructively,
in the interest of the company's development," Baare ex-
plains. When a company permits and even encourages its
employees to integrate their various cultural identities and
their various strengths and perspectives, within their work
for the company, then "both profit - the company and its
employees."

Andrea Baare has still another private commitment in which
she seeks to tap human strengths and diversity in the interest
of a network of relationships: as an active member of the
European Fuller Alumni Network. The Fuller Network estab-
lishes contacts between universities, students, companies
and organizations. Every two years, Andrea Baare organizes
conferences with Fuller Theological Seminary professors in
Germany, the UK and Switzerland. "At these conferences,
Fuller Network members have the opportunity to meet
with scholars from European theological institutions," she
explains.



In recent years, coexistence of different religions and cultures
in the globalization age has become a more and more pressing
topic of discussion. From her work for the Deutsche Telekom
Group, Andrea Baare is well aware that this topic is becoming
increasingly important for companies as well: "Deutsche
Telekom works with subsidiaries in many different countries
and in a highly internationalized market. As a result, the
company has employees and customers from a wide range
of different cultures." She considers intercultural teams to be
a good way of guiding the resulting intercultural encounters
in positive directions. "This is an area in which diversity has
a direct effect on the company's success," she emphasizes.

Andrea Baare is convinced that the relationships between
companies and their employees are going to
change in the coming years: "A company needs
to offer its employees assistance even for life
situations that are not directly connected to the
employees' work for the company." Satisfied
employees do good work, while employees who
are struggling with personal crises often lack the
motivation they need for their work. Many com-
panies in the U.S. and the UK now have a work-
place chaplain, a sort of personal counselor.
Andrea Baare can see herself working in such a
capacity some day: "A company is a place where
people live and work together - and people who
live together well can work together well."

v




“We owe our success to a combination of
disciplined hard work and sheer enjoyment.
The same goes for my work at the office.”

Petra Budinger, marketing project manager at Vivento Customer Services,
also manages and trains the Times Out Jazzdance Company.
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Sustainability benchmarks.
Setting measurable yardsticks.

e Sustainability rankings: results lend impetus

* Opinions: stakeholder views on reporting

Deutsche Telekom works hard to ensure the transparency
of its sustainable development status, and discloses bench-
marking results. This in turn acts as an impetus for improve-
ment, and as a signal to step up its commitments in the field
of sustainability.

Sustainability rankings: drawing on the results. In the
period under review, Deutsche Telekom has been awarded
top rankings by the sustainability ratings agencies. Our key
achievements include a top ranking in the oekom research
screening, Munich, and a sixth-place ranking from Sustain-
able Asset Management (SAM), Zurich, qualifying us for
listing on the Dow Jones Sustainability World Index and the
Dow Jones Sustainability Stoxx. Deutsche Telekom was
ranked second by Sarasin Bank, which described us as
"above average." Our consistently good sustainability per-
formance, according to a commissioned study by EIRIS
(Ethical Investment Research), London, has secured our
relisting in the FTSE4Good Index (FTSE = Financial Times

Stock Exchange). [T

The ratings highlight three main areas for improvement:
strategic project planning, Deutsche Telekom’s competitive
conduct, and the consideration of sustainability as a
business case. In this respect as in every other, Deutsche
Telekom is determined to strive for excellence.

Ethical investment on the increase. A growing number
of investors are incorporating ethical responsibility into their
investment decisions. Deutsche Telekom accommodates
these stakeholder requirements and sees a growing need for
strategic measures - for example, with regard to corporate
governance and the introduction of international social
standards - in order to boost its successful financial develop-
ment.

Evaluation: learning from our critics and taking up their
suggestions. We value the comments made by our stake-
holders and implement the results as broadly as possible.
Last year, the Group commissioned a stakeholder survey on
human resources and sustainability reporting which pro-
duced the following results:

e 71.4 percent of respondents rated the report as credible
(50 percent) or very credible (21.4 percent).

e After reading the report, 83.8 percent felt that they now
understood Deutsche Telekom and its activities better
(77.4 percent) or much better (6.4 percent).

e 77.4 percent now have a considerably (6.4 percent) or
somewhat (71 percent) more positive image of Deutsche
Telekom.

27 percent of respondents called for objectives and measures
to be clearly set out in the environmental section of the report.
Other potential areas for improvement included external
attestation (50 percent), the representation of stakeholder
comments (40.6 percent) and the inclusion of weaknesses
(34.4 percent). The Group takes these requirements and
criticisms seriously, and will make every effort to incorporate
them into future decision-making.



Data and targets

Sustainability indicators and targets.
Measuring and improving sustainability.

Indicators: measuring suitable variables
Targets: the consistent pursuit of excel-
lence

The sustainability indicators are important tools for measuring
the progress of sustainable development at Deutsche
Telekom, and also aid the formulation of future Group-wide
targets.

Sustainability indicators: reviewing status, grading

performance. The indicators are a means of continuously
reviewing and grading our sustainability performance. They
also provide an insight into the implementation status of our
sustainability strategy and its subsequent development.

The indicators were introduced last year, and communicated
for the first time in the 2004 Human Resources and Sustain-
ability Report. This year, the emphasis was on preserving
data comparability and continuous applicability of the indi-
cators, as well as incorporating the first year’s experiences
along with stakeholder feedback and evaluations of the
report.

We have introduced an additional economic indicator
showing the extent to which the company’s shares are
supported by sustainable investment (see also p. 53).

Indicators of CO2 emissions have shown a significant in-
crease. Between 2003 and 2004, indirect CO2 emissions
from electricity generation, for which Deutsche Telekom
acknowledges shared responsibility, have increased in
numerical terms, due to inadequate information from the
electricity suppliers about the supplied energy mix. Several
key suppliers no longer provide a detailed breakdown of the
energy mix, particularly in the case of electricity from co-
generation plants. As a result, we are forced to base much of

our electricity supplies on the average German energy mix.
The effects of the decarbonization of electricity consumption
up to and including 2003, due to the contractual requirement
to procure electricity from cogeneration plants, cannot be
proven for 2004 to the same extent.

The previous year's vehicle fleet CO2 emissions were based
on an incomplete database. Data for the vehicles of all
national Group units and company cars has now been
included in this year’s figures.

Setting and achieving sustainability targets. Based on the
Group sustainability strategy, all Deutsche Telekom business
units have formulated their own action plans and subsequently
set a wide array of sustainability targets, although not yet sys-
tematically for each unit. Just a few topical examples of the
many targets available are outlined below. [T

T-Mobile: research cooperation and promotion. Our
Mobile Communications business area has met its target of
stepping up cooperation with universities, institutes and or-
ganizations. This was motivated by an awareness of the busi-
ness implications associated with improving our scientific
knowledge of environmental electromagnetic compatibility,
for example.

T-Mobile advances the research process and supports
numerous scientific projects and organizations with the aim
of obtaining more reliable findings. One such example is the
Research Association for Radio Applications in Germany.
T-Mobile also supports national research programs through
its various national companies, including the German
Government’s “German mobile communications research
program” (2001-2005) and the British research program
“Mobile Telecommunications and Health Research” (MTHR,
2002-2005). Other national network operators are also in-
volved in the two programs. [T

N
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T-Com: energy consumption cut more than planned.

One of T-Com’s main aims is to scale down its energy con-

sumption even further. In 2004, T-Com exceeded its target of

reducing energy consumption by 54 Gigawatt hours (GWh)

“The ICT industry could offer many important
solutions to today's major challenges. In reality,
however, it is not realizing its potential. We
must start to see intelligent solutions that
can provide welfare without destroying the
environment. These must be developed, not
only for ourselves, but for rapidly expanding
markets like China. WWF think it is time the in-
dustry came up with a proactive ICT strategy.

For Deutsche Telekom, this means three
things: Firstly, it should formulate a vision
for ICT in the period 2020 - 2050; and secondly,
it needs to quantify the environmental gains
in monetary terms. Thirdly, it should encourage
new links between the various departments
involved in sustainable innovations, to find
new solutions and speed up the process from
idea to implementation. Deutsche Telekom
should continue its current leadership of
compiling and communicating good examples,
but these need to be backed up with hard
numbers in the future. The market will not
take action unless the positive effects associated
with a given solution are known."

Dennis Pamlin
Global Policy Advisor, WWF Sweden
(Deutsche Telekom Sustainability Day 2005)

per annum by more than 11 percent, with actual savings
in excess of 60 GWh. The same goes for its plans to reduce
the use of hazardous substances in internal processes; the
actual reduction achieved was 18 percent, compared with a
target of 15 percent. These achievements were the result of
improved efficiency, coupled with a wide range of technical,
organizational and conduct-related measures at the T-Com
branch offices, which were supported by the regional
environmental officers.

Future targets set. The ongoing evolution of the sustain-
ability strategy up until spring 2006 also includes setting
binding, Group-wide sustainability targets and ensuring their
gradual implementation throughout the business units. The
pre-existing environmental targets will be incorporated into
this process.

Superordinate environmental targets
Deutsche Telekom Group

To develop and improve products and services which
relieve pressure on the environment

To minimize CO2 emissions emitted by the Group by

* continuing our efforts to reduce energy consumption
and boost energy efficiency

* promoting the use of renewable energies

* increasing the use of natural gas-powered vehicles
within the Group

To boost resource efficiency and encourage the more
widespread use of ecologically beneficial products in
internal processes

To raise awareness of resource-conserving and climate
friendly products and services among our employees
and customers




Data and targets

Sustainability indicators.

Economic indicators Ecological indicators

2004 2005 2004 2005
EBITDA (adjusted for € 18.6 bill. € 19.6 bill. Annual CO2 emissions 321 g/kWh 2 526 g/kWh
special factors) b relative to energy
Free cash flow € 8.7 bill. € 10.3 bill. consumption
(before dividend payment) " Annual Fleet Service 168 g/km 196 g/km
Net income " €1.9bill € 1.6 bill €Oz emissions relative
Net revenue '’ € 55.5 bill. €57.4bill, to mileage'
Percentage of shares held by Percentage of waste 86 % 88%
sustainable investment funds 0,67 % 1,03%“° recycled !

Social indicators Integrated indicators

2004 2005 2004 2005
Employee commitment 2 7,0 6 71 6 Number of services identified 39 58
Percentage of women in 8,6 % 9,2% with potential to contribute to
managerial positions 2 sustainability !
Percentage of female 33,8% 32,4%
employees 2 Number of measures 7 10
Percentage of disabled 6,3% 7,3% implemented to
persons : promote Global Compact !
Percentage of 25 100,0 % 100% ° Number of 2300° 3700
largest suppliers that telework jobs it
fulfill social criteria *° Internal online training programs !
Trainee ratio ' 7,2% 7,4% - registered users of Global
In-company further training 1,5% 1,9% Teach training platform 40974° 42 804
expenses relative to total - participants in online
personnel costs ! training programs
Percentage of part-time 12,4% 10,0% via the virtual classroom 35000 51500
employees 2 Participants in “x online”
Health rate ' 93,8%° 93,7 % schemes to overcome

the digital divide ' 47978 43106

Notes: figures are worldwide annual values for the Group - unless otherwise stated
1 ... forthe Group throughout Germany 7 Excluding travel expenses and working days lost
2 ...for Deutsche Telekom AG throughout Germany 8 Basis: information provided by suppliers
3 ... forfacilities managed by DeTelmmobilien 9 With a 50% share in overall purchasing volume
4 Figures as of June 30 of the relevant year 10 Alternating telework jobs, projection
5 European indices + funds [EU (available data for new 11 Explanatory notes - for details see 2004
EU members) and Switzerland, Norway] incl. Human Resources and Sustainability Report
institutional investment
6 Employee survey; average level of positive answers to 5
commitment questions; representation on a scale of 2to 10
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Selected environmental data of the
Deutsche Telekom Group.

Energy consumption of Deutsche Telekom Group

in 1,000 kWh
Region Power consumption Heating consumption

2003 2004 2003 2004
Germany 3,063,000 2,973,000 821,000 745,000
Great Britain 325,993 325,993 144,302 144,302
Croatia 93,416 92,343 31,191 35,078
Netherlands 7,100 24,000 2,985 2,670
Austria 7,264 6,902 n.a. n.a.
Slovakia 104,184 95,350 80,636 82,352
Czech Republic 60,366 88,932 4,584 11,432
Hungary 213,760 221,855 98,879 121,544
USA n.a. 560,785 n.a. n.a.
Total (rounded) 3,876,000 4,389,000 1,183,600 1,142,400

n.a.=notavailable  *estimate

Breakdown of energy consumption for heating of Deutsche Telekom Group

in 1,000 kWh
Region Natural gas consumption Fuel oil consumption Solid fuel consumption  District heating consumption
2004 2004 2004 2004
Germany 425,000 108,500 - 211,700
Great Britain 144,052 250 - -
Croatia 11,756 12,060 - 11,262
Netherlands 2,670 - =
Austria n.a. n.a. n.a. n.a.
Slovakia 48,773 1,034 1,698 30,848
Czech Republic 2853 - - 8,579
Hungary 81,728 16,185 - 23,631
USA n.a. n.a. n.a. n.a.

n.a. = not available

CO2 equivalents from energy consumption of Deutsche Telekom in Germany
in 1,000 tonnes (t)

2002 2003
Total energy volume 1,148 1,224
of which
from power consumption 894 1,008
from direct fossil fuel consumption 2542 2152

1DeTeImmobiIien figures 2Heating, standby power systems, liquid gas 3Heating

2004
1,763

1,578
185°

CO:2 equivalents from energy consumption of Deutsche Telekom in 2004 in Europe
in 1,000 tonnes (t)

Region Total energy consumption Power consumption
Germany 1,763 1,578
Whole of Europe 2,493 2,200
Europe excl. Germany 730 622

Heating consumption
185
292
107




Selected environmental data of the

Deutsche Telekom Group.

Fleet Services, consumption and mobility at Deutsche Telekom in Germany

Number of vehicles, liters (1) in million, kilometers (km) in million

Data and targets

2003 2004 June 30, 2005

Vehicles 38,209 40,342 41,438
Service vehicles 30,846 31,166 30,459
Company cars 7,363 9,176 10,979
Mileage 719.8 730.5 377.9
of which service vehicles 389.6 396.3 200.1

company cars 330,3 334.2 177.8
Consumption 47.8 56.2 29.7
of which service vehicles 27.8 29.6 15.2

company cars 20.0 26.6 145

Region Number of vehicles

Percentage Percentage
Gasoline engine  Diesel engine
Croatia 1,689 24 % 76 %
Austria 286 11 % 89 %
Slovakia 2,362 70 % 30 %
Czech Republic 591 79% 21 %
Hungary 3,961 46 % 54 %

n.a. = not available

Annual mileage in million kilometers (km)

Gasoline

344 0.5
10.3 n.a.
BIES 2.2
n.a. 0.8

76.0 3.0

Number of vehicles and mileage of Deutsche Telekom in Europe in 2004

Fuel consumption in million liters (I)

Diesel

2.0
n.a.
1.4
0.2
3.4

COz2 emissions of Deutsche Telekom's vehicle fleet in Germany

in 1,000 tonnes (t)

Calculation factor:
[ Service vehicles

1 | diesel = 2.62 kg CO2

s Company cars

*Service vehicles incl. pool vehicles

2003

. b

66.9**

2004

1 I gasoline = 2.32 kg CO2

**Company cars incl. service cars with private use permitted

39.4*

-

June 30, 2005
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Selected environmental data of the
Deutsche Telekom Group.

Waste volume of Deutsche Telekom Group in 2004

in tonnes (t)
Region Total waste Technical waste Hazardous waste
Group 176,493 19,040 2,438
Germany 58,322 12,291 1,245
Group excl. Germany 118,171 6,749 1,193
of which Great Britain n.a. n.a. n.a.
Croatia 3,753 2,170 119
Austria 168 12 1
Slovakia 4712 2,305 597
Czech Republic 591 29 3
Hungary 7,947 2,233 473
USA 101,000 n.a. n.a

n.a. = not available

Percentage of waste recycled at Deutsche Telekom AG

in tonnes (t)

Year Total waste Annual volume (recycled) Percentage recycled
2003 58,683 50,413 86 %
2004 58,322 51,569 88 %

Water consumption of Deutsche Telekom

o 3
in millions of m

2002 2003 2004
Germany* 1.96 3.50 3.90
Europe (without Germany, Netherlands, Austria) n.a. n.a. 1.91

*Consumption billed via DeTelmmobilien  n.a.= not available
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Innovation management at
Deutsche Telekom.
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*For detailed information see page 74 of the 2004 Annual Report




"When we do a good work with inner
conviction and enthusiasm, we can move
mountains."

Sometimes the truth lies between all the words. Petra Budinger
rarely takes a break. She rarely stops in her work, her life
and especially in her commitment to children with cancer.
But the question of why she does it all does give her pause.
And then she says: "Every time | visit the children's cancer
ward | feel really bad." In such moments, she doesn't feel any
pride in knowing that her gala benefit events help to cover
the cost of care for young cancer-patients. "I'm filled with
admiration for the nurses and care-givers who work here day
in and day out." As a child, she was once a cancer patient

herself; she had to be treated for a lung tumor. "At that time,
parents were not permitted to visit around the clock," she
remembers. Today, with her "The Soul of Dance," she is
collecting donations for projects that will include a facility
in which child patients and their parents can live together.

Perhaps early childhood memories are the force driving
Petra Budinger to volunteer all of her free time. The pro-
fessional manner in which she goes about her volunteer
work, on the other hand, may well have something to do with
her talent for organization. As project manager in Vivento
Customer Services' (VCS) area of marketing and event
management she knows what precise planning is all about.
She and her team organize trade fairs and road shows and
manage VCS' public presence. The gala benefits are more
than perfectly organized events, however. In "The Soul of
Dance," Petra Budinger taps a very personal passion: dance.
After taking ballet lessons from the time she was four, she
spent years in jazz and modern dance. "I'm still profiting
from the standards of perfection and discipline that | was
taught as a dancer," she explains. And thus "The Soul of
Dance" is an absolutely meticulous production, choreo-
graphed with great care.

By now, the press clippings about her benefit events fill
several big binders. "The Soul of Dance" has been a fixture
in the cultural events calendar in her home city of Diiren for
afull ten years. The productions have sold out a total of six
times, and they have collected a total of 166,000 euros. "The
Soul of Dance" is three hours of perfectly choreographed
movements in many different styles of dance, including
classical ballet, modern dance, show dance, musical and
break dance. A total of 130 dancers, including European
and world champions from some 20 different countries,
perform for free. All of the proceeds go to child patients.
At the children's clinic in Duren-Birkesdorf and in the
pediatric oncology division of the Cologne University Clinic,
"The Soul of Dance" supports home care for critically ill
patients as well as research to develop new types of therapy.
And often, the money is used to make a sick child's very
special wish come true.

Nearly a year passes between the first day of planning for
"The Soul of Dance" and the moment in which Petra Budinger
presents a check with all the donations. Except for the
necessary financial accounting, for which Petra Budinger
avails herself of expert assistance, the task of organizing the
gala benefit is a "one-woman" show: she handles all aspects
of the production, including selecting the dancers, designing



Data and targets

n'“

the program, booking venues, finding accommodations for
the performers, drumming up sponsors and communicating
with the press. Where does she get her energy? "l've been
working with one of the dancers since she was five. She's
now 16, and she performs in every gala benefit," Petra
Budinger explains. She emphasizes that one of her greatest
sources of strength is being able to see how much one can
accomplish when one is doing things with real conviction
and passion.

She's convinced that her enthusiasm also serves her well in
her job. Petra Budinger has been with Deutsche Telekom for
over 20 years - and she's still excited, she explains, about all
of the possibilities the company offers each and every one
of its employees. Every day, for exam- J
ple, her work gives her "a wealth of
impressions and experience in dealing
with people." That sounds like positive
energy - lots of positive energy. And
yet the story of her volunteer work
begins with a difficult experience,
the lesson that life can change com-
pletely overnight - and present com-
pletely new challenges.

In early 1995, Petra Budinger was
involved in a serious car accident.
While she was very fortunate in having
survived the crash, she experienced a great misfortune: her
own active dancing career was suddenly over. And then
came many long months in rehab. But instead of railing
against her fate, she conceived a special idea: "The Soul
of Dance." Today, "The Soul of Dance" is protected by patents
throughout Europe, Petra Budinger explains, and suddenly,
finally, she seems just a little proud.
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Selected Human Resources data of the
Deutsche Telekom Group

Telecommunications Sector Specific
Indicators according to GRI

Trainees and training occupations Telecommunications Sector Specific Indicators

(total of all three training years)

Ofwhich ~ October1,  Of which Investment
Occupations 2004 female 2005* female |01 Capital investment in telecommunication network infrastructure broken down by region. www.
102 Net costs for service providers under the Universal Service Obligation when extending
IT occupations service to geographic locations and low-income groups, which are not profitable. — www.
Systems electronics technician 2,971 144 3,014 151 Health and Safety
IT technician/applications development 277 36 276 32 103  Practices to ensure health and safety of field personnel involved in the installation,
IT technician/system integration 1,634 116 1,544 105 operation and maintenance of infrastructure. p. 26
Systems business administrator 2,105 672 2,046 611 104  Compliance with ICNIRP standards on exposure to radiofrequency emissions
6,987 968 6,880 899 from handsets. p.35
Industrial/technical occupations 105 Compliance with ICNIRP guidelines on exposure to radiofrequency emissions
Energy electronics technician and from base stations. p.35
gas/water fitter* 98 6 38 &) 106  Policies and practices with respect to SAR of handsets. pp. 10,35
Electronics technician for building Infrastructure
and infrastructure installations &il 2 76 5 |07  Policies and practices on the siting of masts and transmission sites including
149 8 114 8 stakeholder consultation, site sharing, and initiatives to reduce visual impacts. ~ p. 35*
Commercial occupations 108 Number and percentage of stand-alone sites, shared sites, and sites on existing
Office communications administrator + structures. WWW.
Office communications administrator Access to Telecommunication Products and Services
with supplementary qualification as PA1  Policies and practices to enable the deployment of and access to telecommuni-
foreign language correspondent (Eng.) 3,693 2,932 3,362 2,635 cations products and services in remote and low population density areas.  www.
Retail sales assistant - - 496 281 PA2  Policies and practices to overcome barriers for access to and use of telecommu-
Industrial business administrator 237 145 260 159 nication products and services including language, poverty, illiteracy,
Administrator for building and disabilities, and age. pp. 10, 23-24, 41-42
housing management 81 45 73 48 PA3  Policies and practices to ensure availability and reliability of telecommuni-
4,011 3,122 4,191 3,123 cations products and services. pp. 42-43*
Degree courses with integr. pract. phases PA4  Quantify the level of availability of telecommunications products and services
Incl. universities of applied science in Paderborn, in areas where the organization operates. WWW.
Leipzig, Bergisch Gladbach, Darmstadt 232 81 307 71 PA5  Number and types of telecommunication products and services provided to
low income sectors of the population. WWW.
Total number of trainees 11,379 4,179 11,492 4,101 PA6  Programs to provide and maintain telecommunication products and services
* Figures were projected for 2005 in emergency situations. WWW.

Access to Content

PA7  Policies and practices to manage human rights issues relating to access to
and use of telecommunications products and services. p. 40*
Customer Relations

PA8 Policies and practices to publicly communicate on EMF related

issues. pp. 10, 11, 35*
PA9  Total amount invested in programs and activities in EMF research. pp. 35, 51*
PA10 Initiatives to ensure clarity of charges and tariffs. p. 43*
PA11 Initiatives to inform customers about product features and applications

that will promote responsible use. p. 40*
Technology Applications
TA1  Examples of efficient telecommunication products and services. pp. 32, 42

TA2  Examples of telecommunication products, services and applications that

have the potential to replace physical objects. pp. 34, 42
TA3 Changes of customer use (transport/resources) of telecommunication
products and services. WWW.

TA4  Estimates of rebound effects (indirect consequences) of customer use of

products and services, and lessons learned. WWW.
TAS  Practices relating to intellectual property rights and open source

technologies. p. 40*

* No complete presentation as per GRI criteria or only examples



Index according to GRI (Global Reporting Initiative)

GRI Report content (core indicators)

1.1 Vision and strategy pp. 8-12
1.2 Statement by the CEO pp. 2-3
Organizational profile

2.1 Name of the company p. 4
2.2 Major products and services pp. 4-5
2.3 Operational structure pp. 4-5, AR C4
2.4 Major business areas pp. 4-5, AR C4
2.5  Countries in which the company has operations pp. 4-5, AR C6
2.6 Ownership structure AR p. 24
2.7  Markets served pp. 4-5, AR C6-C7*
2.8 Scale of the company pp. 4-5
2.9  List of stakeholders pp. 15,44, AR p. 215
2.10 Contact person for the report p. 60
2.11 Reporting period (67)
2.12 Date of most recent report Cc2
2.13 Boundaries of the report c2
2.14 Significant changes none
2.15  Joint ventures, subsidiaries AR C6
2.16 Restatements of information c2
2.17 Decisions not to apply GRI principles not applicable
2.18 Criteria/definitions for costs and benefits pp. 9, 20-22,40- 42
2.19 Changes in measurement methods pp. 51-52
2.20 Accuracy and completeness of the report Cc2
2.21 Independent assurance of the report partially through AR
2.22 Access to additional information entire document
Governance structure and management system

3.1 Governance structure, including responsibilities for sustainability ARp. 11*
3.2 Independence of the Supervisory Board AR pp. 1921
3.3  Expertise of the Executive Board in terms of sustainability issues pp. 811, 15*

3.4 Board-level processes for monitoring environmental,
economic and social risks and opportunities p. 44, AR pp. 13-14*

3.5 Linkage between executive compensation and

achievement of the company’s sustainability goals AR p.198
3.6 Organizational structure for sustainability issues HR&S 2004 p. 7
3.7 Corporate mission and values pp.8-9,p. 13
3.8 Shareholder recommendations to the Executive Board AR p. 19*
3.9 lIdentification of stakeholders pp. 15%, 44, AR p. 215
3.10 Consideration of stakeholder interests pp. 15, 35, 40
3.11  Stakeholder feedback pp. 14-15,23, 32, 34, 44, 52
3.12 Use of feedback from stakeholders pp. 15, 35, 50
3.13 Consideration of the precautionary principle pp. 10, 14, 15, 24, 25, 32, 43,51-52
3.14  Participation in external initiatives pp. 32,41, 45
3.15  Memberships in industry and business associations p.41*
3.16  Management of upstream and downstream impacts

(e.g. supply chain management ) pp. 14, 32, 34, 45,53
3.17 Management of indirect impacts pp. 14, 20
3.18  Changes involving locations of operations or activities no significant changes
3.19 Sustainability programs and procedures pp. 10-11, 15, 23-25, 51-52
3.20 Certification status pertaining to sustainability management systems p. 14
Economic performance indicators
EC1 Net revenue pp. 4-5, 53

EC2 Geographic breakdown of markets pp. 4-5, AR C6-C7*

EC3
EC4
ECS
EC6
EC7
EC8
EC9

Costs of all goods, materials and services purchased
Contracts paid in accordance with agreed terms
Employee compensation (wages, social benefits)
Distributions to providers of capital

Changes in retained earnings

Total sum of all tax payments by country

State subsidies/grants by country

EC10 Donations to community and civil associations

Environmental performance indicators

EN1
EN2
EN3
EN4
ENS
EN6
EN7
EN8
EN9

Total materials use other than water, by type
Utilization of waste materials

Direct energy use (broken down by primary source)
Indirect energy use

Water use

Land areas used in biodiversity-rich habitats

Major impacts on biodiversity

Greenhouse gas emissions

Use and emissions of ozone-depleting substances

EN10 NOx, SOx and other significant air emissions

EN11 Waste volume by type and method of disposal

EN12 Significant discharges to water by type

EN13 Significant spills of chemicals, oils, etc.

EN14 Environmental impact of products/services supplied

EN15 Recycling of products

EN16 Fines for non-compliance with legal regulations on the environment

Social performance indicators: Working conditions

LA1
LA2
LA3

LA4
LA5

LAG
LA7
LA8
LA9

Breakdown of workforce by region

Workforce fluctuation and job creation by region
Percentage of employees represented by trade unions
or covered by collective bargaining agreements
Consultation with employees in operational decisions
Pratices on recording and notification of occupational accidents
and diseases (ILO code)

Formal committees on health and safety issues
Injuries, absentee rates and work-related fatalities
Principles and policies on HIV/AIDS

Training hours by employee category

LA10 Principles and policies on equal opportunity

LA11 Composition of Senior Management (gender/culture)

Social performance indicators: Human rights

HR1
HR2
HR3
HR4
HR5
HR6
HR7

Principles and policies on monitoring human rights

Consideration pertaining to investments/procurement

Principles/policies in respect of the supply chain pp.

Principles and policies for preventing discrimination
Assurance of freedom of association within the company
Principles/measures related to the prevention of child labor

Principles/measures related to the prevention of forced labor

Social performance indicators: Society

SO1
S02

SO3 Principles/measures related to political lobbying and contributions

Policy on managing impacts on areas affected by activities

Principles/measures related to the prevention of corruption  pp.

C4

ARp. 71

not specified
p.21,AR p. 160
AR p. 23

AR C2

AR p. 158
WWW.

p. 45*

p. 34, AR C7 (no own production)

p. 56

pp. 32-33, 53, 54*
WWW.

p. 56

none

none

pp. 32, 51, 53-55*
p. 33

WWW.

pp. 34, 53, 56
none

none

pp. 33,35, 42,43
p. 34*
AR p. 189

ARp.78
pp. 12,20, 22*

p.27*
p. 27

pp. 26, 53*

p. 26

pp. 26, 53*

WWW,

pp. 22, 53*

pp. 23-25

p. 23, AR pp. 10-11

pp. 27,40, AR p. 81
pp. 13,14, AR p. 81
13, 14, 34, AR p. 81
AR p. 81

p. 27, AR p. 81

AR p. 81

AR p. 81

pp. 35, 43*
13,4445, AR p. 14*
p. 44

Social performance indicators: Responsibility for products and services

PR1

PR2  Principles/measures related to product information and labelling

PR3

Health and safety of customers

Principles/measures related to consumer privacy

p. 35
p. 40*
pp. 10, 43*

AR = Annual Report 2004
HR&S = Human Resources and Sustainability Report 2004
* No complete presentation as per GRI criteria or only examples



Selected Human Resources data of the
Deutsche Telekom Group.

Ch

Group employees (in Full Time Equivalents)

T-Com/BBFN

T-Online/BBFN

T-Mobile/Mobile Communications
T-Systems/Business Customers

Group Headquarters and Shared Services
Entire Deutsche Telekom Group

Employees according to region
Germany
Other countries

Employees outside Germany
EU countries (excl. Germany)
Rest of Europe

North America

Other countries

*As of December 31

2003

129,644
2615
43427
403833
32,000
248519

173278
75241

16,698
35336
21525

1682

2004

111,079
3004
47797
51,173
31592
244,645

170,837
73808

38789
9909
23788
1322

June 30,
2005

110,157
3,184
49466
51,768
29702
244277

169333
74,944

39208
9139
25,189
1,408

Employee structure of Deutsche Telekom AG (in Full Time Equivalents)

Deutsche Telekom AG
Civil servants

Non-civil servants
Full-time employees
Part-time employees
Men

Women

*As of December 31

2003

118,669
49,793
68,876

109,117

9,662
81,934
36,735

2004*

110,979
47,163
63,816

103,394

7,584
77,989
32,990

June 30,
2005

107,692
46,633
61,059

100,152

7,540
(M55
31,937
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