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As a major UK mobile 
network, we have an 
important opportunity to 
create a sustainable impact. 

Our technology can help to 
disrupt harmful social and 
environmental trends and 
influence more sustainable 
ones. We are able to connect 
the ideas of millions and 
inspire people to join forces to 
create a smarter, more digitally 
confident and inclusive UK. 
We can also develop products 
and services that encourage 

positive behaviour change – 
and with 25 million customers, 
our reach is significant. 

This is delivered through  
our sustainability programme 
Think Big and, in 2012, 
we launched the Think Big 
Blueprint. We set ourselves 
three bold and stretching goals 
and pledged to do our best to 
fulfil them by the end of 2015.

This report covers our activities 
for this period.

Creating sustainable impact 

From the start, we understood 
the importance of collaborating 
with partners, suppliers, 
agencies and peers, enabling 
us to scale our impact. We also 
set out to engage and inspire 
our 25 million customers, our 
7,500 employees and our local 
communities to work with us 
to create change together. 

Trust and confidence are 
critical to our sustainability 
ambitions and the success of 
our business. Throughout the 
plan we worked hard to:

• Set goals that would stretch 
our business plan and 
sustainability ambitions  
in unison

• Encourage customers to 
make sustainable choices

• Deliver industry-first 
environmental initiatives

• Address key social issues, 
particularly the needs  
of young people

• Work with multiple 
partners, including our 
peers and supply chain 

• Listen to customers, 
stakeholders and  
industry experts 

• Demonstrate the  
value and impact of 
sustainable business

Creating scale and impact

Think Big Blueprint: Progress report
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With the support of our 
chief executive, and the 
passion and commitment 
of our employees, we've 
changed the way we do 
things at ø – integrating 
sustainability into day to 
day business strategy.

Why? 

We are determined to support 
local communities; earn greater 
trust among customers and 
stakeholders; help to protect 
the world's fragile ecosystems; 
and add value to our business.

We believe we have a 
responsibility to do our best 
for people and the planet; 
we believe in the power of 
digital technology to support 
sustainability; and we know 
from experience that our 
sustainability programme 
promotes a more engaged, 
productive and happier 
workforce.

Our ambition was to be 
recognised for our commitment 
to sustainability leadership. 

How?

The biggest contribution  
our business can make to  
the world is as a catalyst  
of positive change.

At the same time, we must 
stick to our core values to  
be bold, open, trusted and  
clear – from the way we 
manage our environmental 
impacts and interact with 
the communities in which 
we operate, to data security, 
supply chain management  
and child protection. 

When?

From 2008, we started to work 
with our sustainability advisor, 
Forum for the Future, on 10 
'Star Projects' – including the 
first version of our ground-
breaking Eco rating  scheme, 
the launch of our youth 
programme, and a UK  
lower-carbon proposal for  
Tomorrow's Workspace.

From these steps, a bigger 
vision began to form and, by 
2012, we were ready to become 
truly bold with our first public 
sustainability plan, published 
with milestone targets and 
deadlines. The Think Big 
Blueprint aimed to accelerate 
our existing sustainability 
strategy and focused on: 

• Supporting the next 
generation

• Enriching people's lives

• Reducing the UK's 
environmental footprint

And we were ambitious, 
setting three overarching 
goals. By the end of 2015,  
we aimed to:

• Help 1 million young people 
develop skills for life and 
lead community projects 
across the UK

• Develop products and 
services to help 10 million 
people live in easier, more 
sustainable ways

• Deliver carbon benefits to 
customers that are 10 times 
the impact of our network

Towards sustainability leadership

http://www.o2.co.uk/thinkbig/planet/sustainable-products-and-services/eco-rating
http://www.o2.co.uk/assets2/pdf/O2_brochure_web_spreads.pdf
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Our Blueprint responded to 
the changing digital landscape, 
enabling more people to gain 
skills and experience to thrive, 
whilst cutting carbon, cost and 
waste to help people live more 
sustainably. It worked on the 
premise that small initiatives, 
when multiplied, make a 
bigger impact.

Step by step we made good 
progress, most especially 
with our youth support 
programme, our work to 
extend the life of mobile 
phones and our internal 
energy and carbon  
reduction targets.

Think Big

"In eight years we have seen  
O2 progress from a Beginner  
to a sustainability Leader. 

"We have no reason to doubt 
that O2 will continue to show 
the rest of the world what a 
responsible and ethical telecoms 
company can achieve in this 
digital age."

Jonathon Porritt, Founder /Director,  
Forum for the Future
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Ronan Dunne, ø’s Chief 
Executive, is known for 
his passion for sustainable 
business and a particular 
devotion to the needs and 
aspirations of young people, 
who he sees as the foundation 
of a prosperous future for us 
all in the digital age. 

Among a host of youth 
commitments, he is a Trustee  
of HRH Prince of Wales's  
Step up to Serve #iWill 
campaign and sits on the  
Tech Partnership Board. 

In terms of safeguarding the 
future, he believes that ø  
in the UK has the ability to  
be more than the sum of its 
parts – particularly through 
the power of partnership  
and collaboration. 

He says: "In my experience, 
businesses that 'do good'  
as part of their business 
strategy also 'do better'. 

"We are delighted to have 
met or exceeded two of our 
very stretching goals and to 
have made great headway on 
the third; and to have been 
recognised by Forum for the 
Future as leaders in the field 
of sustainable business. 

"We intend to stick to our big 
ambitions. The launch of our 
new sustainability strategy will 
ensure that we stay on course."

You can read Ronan's personal 
view on the close-out of our 
first Blueprint plan here.

Being more than the sum of our parts

http://news.o2.co.uk/2016/06/08/think-big-blueprint-journey-far
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We launched our Think Big Blueprint with the caveat that 
it was deliberately bold and stretching. Despite pushing 
the boundaries, the results are extremely positive. 

Our goals

Think Big for people

We met our goal to help  
1 million young people  
gain skills for life.

1m
Think Big for customers

We exceeded our goal to 
deploy our products and 
services to help more than  
10 million people live in easier, 
more sustainable ways.

12m
The goal to deliver carbon 
benefits of 10 times the 
impact of our network proved 
too ambitious within our 
timeframe but we have made 
significant progress towards 
this goal, delivering carbon 
benefits of well over 7 times 
the impact of our network.  
We will continue to drive 
carbon benefits as a part  
of our new strategy.

x7
Think Big for planet
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An expert view

National Youth Agency said: 
“Think Big is a great example 
of how businesses can use 
their knowledge, passion 
and brand to benefit young 
people. O2 Think Big puts 
young people at the forefront; 
they apply for opportunities  
or funding, choose the 
support they want, and  
make the decisions. 

“This responsibility is part of 
its success, genuinely helping 
young people to do something 
positive in their community, 
develop their skills and start 
their careers, whilst making 
use of O2’s digital expertise 
and passion to help. 

“We know from working 
directly with the young people 
who benefit from Think Big 
that it makes a significant 
difference, especially to those 
young people who have faced 
challenges in their life.”

Forum for the Future 
commented: "We think  
O2 is to be congratulated on 
its achievements within such  
a short time span... and 
are happy to see its impact 
goes far further than its own 
business. Projects like Eco 
rating, GoThinkBig, Think 
Big Youth, O2 Recycle and 
Charger out of the Box have 
stirred consumers and other 
industry players into action. 
The truly ambitious carbon goal 
has raised the bar, inspiring 
more large firms to set their 
own targets."It is worth 
mentioning, too, that our 
customer carbon savings, 
according to Forum, are "to 
the best of our knowledge... 
among the greatest achieved 
in the world."
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We are still on the journey,  
but we are proud of our efforts 
to re-shape our culture and 
build sustainability into the 
company's DNA.

All employee job descriptions 
now include a sustainability 
element, and every employee 
is encouraged to set an annual 
Think Big objective, which is 
included in our performance 
system and discussed regularly 
as part of performance reviews. 

The launch of our sustainability 
volunteering portal, MyThinkBig, 
enables employees to find 
practical ways to share their 
time and talents to support our 
Think Big goals, tracking their 
contribution and connection 

with colleagues through Think 
Big events, all whilst supporting 
our strategy every day.

Some 40% of our people 
regularly volunteer to Think 
Big every year – undertaking 
team challenges, work skills 
sessions, digital training, 
fundraising, community 
outreach and environmental 
initiatives. Independent 
sustainability charity Global 
Action Plan helped us estimate 
what that means for our 
business. For every £1 we 
invested in engaging our 
people in Think Big, they gave 
back £1.40 to the business  
– £3.8 million by early 2013.  
For more details, the report 
can be found here.

Reporting accurately

Our stakeholders want a 
transparent picture that clearly 
explains our achievements 
and holds us to account. For 
this reason, we worked with 
independent experts at Forum 
for the Future, Carbon Trust, 
and the University of Durham 
to help us evaluate our 
impacts and share the results. 

The three Blueprint goals  
have always been amongst the 
most impactful and interesting 
elements of our strategy to our 
stakeholders. For this reason, 
when it comes to our goals, the 
numbers and claims contained 
in this report have also been 
verified internally and assured 
by a third party, ERM CVS. 
You can see their Assurance 
Statement on page 50.

"As a team we've increased 
awareness of individual 
responsibility around our 
commitment to sustainability  
by cascading an annual  
Think Big objective to all 
employees. This is achieved 
by our people participating a 
recognised Think Big activity 
throughout the year.

I am confident that we will 
continue to deliver the next phase 
of the blueprint, what makes  
O2 special is our people and  
our culture and Think Big  
has become part of who we  
are and what makes O2 brilliant ”

Ann Pickering, 
Human Resources Director

Inside O2

https://www.globalactionplan.org.uk/starting-at-square-one
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We set an ambitious goal to 
help 1 million young people 
gain skills for life and lead 
community projects across  
the UK by the end of 2015.

At O2, we believe in young 
people; in campaigning for 
them, giving them a platform 
and a voice. So we're delighted 
to have exceeded our target  
to help 1 million young people 
by more than 44,000.
Together, our programmes 
and partnerships have helped 
1,044,024 under-25s build 
digital skills and self-esteem, 
take steps towards the world 
of work, set up community 
projects, commit to social 
action and even establish  
their own enterprises.

We responded to key concerns 
from our customers, including 
63% who believe it's a priority 
to help young people develop 
digital skills and 79% who 
consider improving young 
people’s employability skills  
as important.

The focus of our work, initially 
spearheaded by our Think Big 
youth programme (which 
provides ideation sessions, 
project funding, training and  
an employee mentoring scheme) 
evolved and expanded over the 
course of the plan.

In 2012, we responded to 
the youth unemployment 
crisis and, with Bauer Media, 
launched GoThinkBig, an 
online platform with tips, tools, 
advice and work experience 
opportunities to help young 
people get a foot on the career 
ladder. We collaborated with 
over 40 like-minded businesses 
who joined us in opening their 
doors to help young people get 
valuable hands-on experience 
of the world of work. 

The following year we 
launched our Think Big 
School programme, which 
has supported over 8,000 
secondary school students to 
learn the basics of coding and 
digital making. We challenged 
them to turn their creative 
ideas into digital products  
or services using app-making 
tutorials, with our employees 
acting as coaches and mentors. 

Think Big for young people

Achieved
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Our original Think Big Youth 
programme engaged over 
106,000 young people in 
community projects, both 
leaders and their teams.  
We've invested nearly  
£3 million to help young 
people develop, run, manage 
and deliver high impact 
community projects and 
provided project leaders with 
over 36,000 hours of training. 
One Think Big project leader, 
Chloe Hine, was mentored 
by the ø Wifi team, and has 
since progressed with her 
anti-bullying project to launch 
a national charity -  
Beat The Bullies.

For more great examples,  
click here.

By putting money and trust  
in young people’s hands, 
we’ve helped them to become 
agents of change in their 
communities, driving positive 
solutions to some of society’s 
most challenging issues.  
As a result, 83% of Think Big 
project leaders developed 
new skills and 61% of those 
involved in a project reported 
an increase in confidence. 

"Think Big Youth has given 
young people a platform to act 
out their aspirations. Too often 
young people's ideas are neglected 
and they struggle to find a voice. 
Think Big understands young 
people and how to reach them."

The Kinetic Foundation, a Think Big project

Think Big Youth

Please note: in order to report the number of young people who have benefited from our Think Big for Youth programmes accurately,  
we have included project leaders (young people who receive grants from Think Big Youth) and also the teams of young volunteers who  
work with them to plan and deliver the projects in communities across the UK, but not the wider ripple effect.

https://www.youtube.com/watch?v=uObT1lGAe5g
http://www.o2thinkbig.co.uk/be-inspired


GoThinkBig

Research in 2012 found that 
young people aged 16-25 
were disproportionately 
affected by the economic 
downturn and were struggling 
to take their first steps on the 
career ladder. 

We wanted to help young 
people showcase their talents, 
regardless of background  
or postcode, so we joined 
forces with Bauer Media to 
launch GoThinkBig, forging  
an ambitious three year 
partnership to help address 
record levels of youth 
unemployment across the UK. 

Since launch, GoThinkBig.co.uk 
has provided a wealth of 
information, advice and 
inspiration to thousands of 
young people. We have broken 
down barriers and empowered 
talented young people to get 
a foot on the career ladder, 
giving them access to high 
quality careers advice, 
opportunities to apply for work 
experience and entry-level jobs. 

We have also built support 
from an impressive roster of 
like-minded companies, who 
are as determined as we are 
to do something positive to 
improve youth employability. 
We invited other businesses 
to sign our GoThinkBig talent 
manifesto, committing to 
advertise work skills and 
early career opportunities 
through GoThinkBig, creating 
a coalition of employability 
support for young people. 

By December 2015, 45 
organisations had joined the 
scheme, and in partnership 
with ø, provided 31,557 
work experience days, insight 
sessions, jobs, internships and 
apprenticeships. You can view 
an award-winning example 
featuring music legend Nile 
Rogers and over 70 aspiring 
young musicians, vocalists, 
producers, directors, runners 
and managers here.

In total, over 900,000 young 
people who visited GoThinkBig 
gained new skills and improved 
approaches to job seeking via 
the advice, tools and content on 
the website run mostly by first-
jobbers and its online support. 

Since 2013, we have 
collaborated with music  
artists and film producers  
to help young people access 
once-in-a-lifetime work 
experience opportunities. 
Follow the links to find out 
more about our work with 
Rizzle Kicks, Nile Rodgers  
and Rudimental, and the BFI.

Think Big Blueprint I 10

Please note: in order to report the number of young people who have benefited from our Think Big for Youth programmes accurately, 
we have calculated the number of unique visitors who benefitted from gothinkbig.co.uk resources, which includes the number of work 
placement opportunities taken up. We do not include the much larger number of website visits.
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Think Big School

In 2014, the Think Big Hub opened in London, and has engaged 
and supported nearly 3,000 young people. This connected 
space gives young people a place to work, hold meetings and 
events, and get access to training and support to launch their 
careers or start a venture. The Hub also offers a range of online 
and virtual training courses to make similar support available to 
young people across the UK.

The Think Big Hub

“Think Big School was an 
amazing experience for me and 
has opened my eyes to a career 
in coding.”

13 year old student from Ponteland  
High School, Newcastle

We rolled out Think Big School nationally in 2013 and 2014. 
ø employees have since taught over 8,000 secondary school 
students the building blocks of the web. 

However, improvements in the school Computing Curriculum 
changed the demand for our programme. So we've trained  
our people in a shorter more flexible digital skills model called 
simply 'Think'. We've also uploaded a series of master classes  
on YouTube, covering everything from coding and video  
editing to website design.

Think Big Hub

Think Big Hub opened in 
London, and has engaged  
and supported nearly  
3,000 young people.

3000

https://www.youtube.com/watch?v=gtNdI738cFM
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Partnerships for young people

Building on a long term 
association with England 
Rugby, we worked with 
rugby charities including Bath 
Rugby Foundation, Saracens 
Sports Foundation and School 
of Hard Knocks, to engage 
over 200 unemployed 
young people, including a 
small group from Feltham 
Young Offenders Prison, to 
develop leadership and team 
work skills and improve their 
employability through the 
ø Touch Tour. These young 
people were mentored and 
supported by rugby legends 
Jonny Wilkinson, CBE and 
Jason Robinson, OBE.

In partnership with DigitalMe 
and the Tech Partnership,  
we also launched the  
Open Badge Academy,  
a platform enabling young 
people to gain employer-
endorsed recognition for  
their skills and achievements, 
and become more visible  
to tech sector employers.

“Whether you are young, old,  
male or female, the skills and 
values you can learn through  
rugby and the O2 Touch Tour  
are hugely beneficial”

Jonny Wilkinson,  
on the ø Touch Tour

https://www.openbadgeacademy.com/
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By the end of 2015, we aimed 
to ensure that our products 
and services helped 10 million 
people live in easier and more 
sustainable ways.

We influenced nearly  
12 million customers to 
change their behaviour, save 
money and reduce their day  
to day use of natural resources. 

We pioneered products and 
services that offer incentives 
for customers to rate, reduce 
and recycle and to choose 
different ways to live and 
work. We developed technical 
solutions that allowed 
consumers to make better 
decisions and live more 
sustainably through the way 
they travel, the way they work, 
and the energy they use. 

For example, we selected 
projects that would: encourage 
sustainable choices; extend 
the life of mobile handsets; 
and mitigate against the UK's 
electronic waste mountain – 
not least the approximate  
100 million chargers  
(30 tonnes of waste) that lie 
around Britain redundant. 

These initiatives worked 
across the lifecycle of the 
phones we sell: 

• At purchase: clear ethical 
and environmental 
information (Eco rating)

• At point of sale: the option 
to choose less at purchase 
(Charger out of the Box)
During use: the choice to 
retain the device for longer 
and obtain a Sim only deal 

• End of life: a recycling 
scheme that offers next-day 
payment for unwanted 
devices, thus boosting 
return, re-use and 
refurbishment rates  
(O2 Recycle)

Think Big for customers

We believe these innovations 
have changed the way people 
do business in our sector and 
reduced our collective impact.

Achieved
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Eco rating

Charger out of the box

Unveiled as a world-first 
in 2010, Eco rating gives 
customers the know-how 
to assess the ethical and 
environmental credentials  
of 13 manufacturers'  
handsets at point of sale. 

Thanks to our initial work 
with Forum for the Future 
and since with Vodafone, 
Orange and the International 
Telecommunications Union, 
the scheme reached 20 
countries by the Blueprint's 
deadline and is now more 
collaborative, independent 
and rigorous. 

Through our sales channels, 
around 90% of our portfolio 
of handsets, tablets, and 
dongles have been assessed 
on their sustainability 
performance so far, giving 
consumers informed choices 
based on comparable data. 

We urge more networks and 
manufacturers to adopt the 
latest "open source" version 
and, with Forum and our 
peers, continue to press for  
a global industry standard. 

Despite initial consumer 
concern, we encouraged 
nearly 1 million people to 
choose charger-free handsets. 
Research showed that with 
standard USB chargers 
now available, 70% of our 
customers already had a 
suitable charger for their 
new devices. 

Success has been in large  
part thanks to the nine 
handset manufacturers – led by 
HTC – who were bold enough 
to take this step with us, in 
turn reducing their related 
packaging by around 24%. 
With 86% of customers now 
choosing to go charger-free, 
happily it's removed nearly a 
million unnecessary chargers 
from the UK market. 
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Sim only

Beginning as one of the first mobile only companies to provide 
a Sim only option on the market, our Pay Monthly and Pre-Pay 
contracts continue to encourage sustainable behaviours. Of those 
opting for Sim only plans, nearly 1.3 million have done so with 
a device that is more than 2 years old, helping to extend the life  
of their devices.

Since launch in 2010 ø Recycle has paid out £125 million to 
customers and delivered profits of more than £3 million, which 
we've re-invested in our Think Big Youth programme.
 
In August 2012, we also launched ø Recycle for Business. Since 
then, we have received nearly 100,000 devices from businesses, 
and paid back nearly £1.3 million to our business customers.  
We are continuing our work to integrate this further into our 
business offers. 

Exceeding our expectations, ø Recycle has diverted a total  
of 1.5 million devices from landfill and extended the life  
of unwanted handsets during our Blueprint.

O2 Recycle
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Machine to Machine connectivity

Machine-to-machine (M2M) 
connectivity for logistics 
customers, combined with 
our corporate offer ø Drive, 
helped an estimated 400,000 
consumers to drive more 
safely and fuel-efficiently 
during the Blueprint.

Our partnerships with utility 
companies also gave nearly  
5 million people the 
technology to reduce their 
consumption, helping to  
save money while reducing 
carbon emissions.

ø Priority is our exclusive 
offers service which aims to 
reward our customers for their 
loyalty to ø. We have sought 
to incorporate sustainable 
offers into the programme and, 
whilst there have been offers 
that have not had sustainability 
at the core, our customers have 
taken up 1 million offers 
with sustainability benefits, 
varying from discounted public 
transport to organic produce and 
bike repairs to health sessions.

Priority
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Our goal was to deliver carbon 
benefits to our customers that 
are 10 times the impact of our 
network by the end of 2015.

Although we are yet to reach 
this goal, our products and 
services have provided our 
customers with carbon savings 
equivalent to over 7 times 
our network impact, and we 
will continue to deliver on these.

Like many sustainability 
leaders, we've found that 
capturing customer carbon 
reductions presents real 
challenges, among them: 
finding viable, new markets 
for products and services 
that have the power to spur 
consumer behaviour change 
on a meaningful scale.

But when it comes to consumer 
choice, timing is all. New 
ideas do not necessarily gain 
traction immediately and – as 
the market continues to evolve 
rapidly – so, too, did some 
elements of our business plan. 

Some of these changes 
influenced our results. 
A slower-than-expected 
consumer move towards 
'digital living', enabled by 
services like as e-health, 
e-finance and smart metering, 
were significant factors in  
our miss of the target. 

We remain convinced that 
digital adoption of these kinds 
of products and services will 
accelerate, driving significant 
opportunities to influence 
positive behaviour change. 

With its capabilities to reduce 
energy, fuel, transportation, 
waste and paper, we believe 
that smart technology can 
support people to live within 
the natural limits of our planet. 
We remain committed to our 
10x goal and we remain more 
convinced than ever that our 
sector and our business have  
a key role to play in delivering 
a low-carbon economy.

“O2 has been very effective  
when it comes to measuring  
and reducing carbon emissions  
from direct operations...  
The business has strong internal 
governance and a knowledgeable,  
experienced team.”

Carbon Trust 

As a testament to our 
commitment to reduce 
environmental impact, in 2015 
we were awarded our fourth 
consecutive Carbon Trust 
Standard for reducing the 
impact of our own operations 
year on year. We also became 
the first mobile telecoms 
company to be awarded the 
triple standard for carbon, 
waste, and water.

Think Big for planet

Significant 
Progress

http://news.o2.co.uk/2014/11/14/o2-achieves-global-industry-first-with-triple-carbon-trust-certification/


Think Big Blueprint  I 18

Our work with logistics partners, as well as on our smart driving 
solution ø Drive, provided consumers with fleet management 
and intelligent telematics to improve driving behaviour and 
reduce carbon emissions. Through the Blueprint, this has saved 
over 700,000 tonnes of Cø (equivalent).

Transport connectivity 

Smart meter connectivity

Similarly to our transport connections, work with utility 
companies to provide the connectivity for smart metering  
in both domestic and commercial premises has saved nearly  
1.1 million tonnes of Cø (equivalent).

Device lifecycles

In order to establish the benefits of our work to minimise the 
impact of mobile phone life cycles, we commissioned a study  
in partnership with Green Alliance to look deeper into two  
of our propositions; Sim only and ø Recycle. 

The full report, which can be found here, argues for the 
importance of a life-cycle approach to the provision of mobile 
telecommunications devices, and offers recommendations for  
the industry.

“Across Europe and the US, 
slowing sales of new mobile 
phones are being matched by 
rapid growth in demand for 
reused and repaired devices. 
Companies that change their 
business model to support 
consumer preferences for longer 
life phones stand to benefit.  

Our analysis shows that  
O2 Recycle is supporting this 
new consumer demand, and 
cutting carbon effectively, while 
Sim-Only customers have device 
emissions which are nearly half 
that of customers on contracts.”

Green Alliance

http://www.green-alliance.org.uk/end_of_the_upgrade
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Smart meters

Our £1.5 billion Department 
of Energy and Climate Change 
award to provide connectivity 
across Britain's Central and 
Southern regions in support  
of the UK Government's 
Smart Meter Implementation 
Programme (SMIP) was 
expected to offer some 
immediate savings. SMIP  
aspires to equip every UK 
home with a smart meter  
by 2021. 

We believe our sustainability 
credentials played a large part 
in being awarded this work.

Although the impact of this 
scheme has fallen outside  
of the reporting time for the 
Blueprint, we expect that, 
once nationally installed, SMIP 
hubs will save consumers an 
estimated £5.7 billion and 
circa 2.3 million tonnes of 
Cøe a year, the equivalent  
of removing nearly 500,000 
cars from the road – and 
almost 10 times our annual 
network emissions. 

Public policy

Our experience highlights the 
role of public policy to promote 
different consumer behaviour 
and support platforms and 
programmes that can deliver 
widespread change.

The UK's commitment to a 
national smart meter roll out 
demonstrates the positive 
impact that government policy 
can have on UK carbon targets. 
We would urge local and global 
policymakers to help influence 
lasting, positive change.

We, too, have a vital role in 
helping consumers become 
more confident in digital 
products. Looking ahead, 
we'll continue to push the 
agenda for digital confidence 
and to tackle issues of data 
management and privacy 
that worry stakeholders and 
threaten to impact on the 
adoption of digital products 
and services. 
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Blueprint commitments 

1. Use our location-based offers service Priority Moments to 
connect volunteers to local community initiatives and social 
action programmes.

 We tested Priority Moments as a way of connecting people 
to charitable causes for example. But it transpired that it was 
not the most effective vehicle for connecting customers to 
local volunteering opportunities. 

2. Have backed 5,000 young people to lead community  
projects across the UK.

 
 Since 2012, we have given grants of up to £300 to a total  
of more than 5,700 young people. In addition, we have  
given 474 young project leaders up to £2,500 to help boost 
their initiatives and the depth of our social impact.

Of the 40 commitments set in 2012, 26 were achieved  
and significant progress made on a further four. Of the  
10 not met, many were due to unexpected consumer 
trends and our strategic response – most notably the 
closure of O2 Health.

Achieved: 26 Significantly progressed: 4 Not met: 10

“I’m sure you hear it all the time 
– but what O2 is doing to inspire,  
motivate and engage young 
people is really special. It has 
definitely changed my life  
and I am eternally grateful for 
all the work off the Think Big 
team. Quite simply, without  
O2’s support, I would not be 
where I am today.”

Hayden Taylor,  
Think Big Project Leader
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3. Have improved the lives of over 600,000 young people 
through the development of local community initiatives, 
inspired and led by young people.

 Though we have not reached this target, we know that 
more than 100,000 young people have benefitted from 
involvement in Think Big youth projects, and over half a 
million people in the wider community have been positively 
impacted by Think Big projects. 

 Since the start of the Blueprint, we've expanded our youth 
support programmes – mainly in response to the youth 
unemployment crisis at the time, to help scale our reach and 
impact. While continuing to invest in youth social action 
through projects like the Step up to Serve #iwill campaign, 
we've added digital and work skills schemes – for example  
Think Big Schools. 

4. Have delivered 2 million extra secondary school lessons 
through ø Learn.

 ø Learn continues to attract young people to free UK 
curriculum video lessons and to engage teachers and, since 
2012, we have delivered more than 700,000 lessons. 

 A focus on programmes with more impact, in particular 
those concentrating on enterprise, digital and employability 
skills meant we were unable to reach this target. 

http://news.o2.co.uk/?press-release=o2-backs-step-up-to-serve-campaign-to-encourage-social-action-through-volunteering
https://www.youtube.com/watch?v=g6_71MWNdZA
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“GoThinkBig is an innovative social action project that will offer 
incredibly valuable opportunit ies to Britain’s aspiring young people 
who want to get on and into work.”

Prime Minister,  
The Rt Hon David Cameron MP, 2012 

5. Have supported 4,000 young people to gain work skills/
experience to help them get a job or start an enterprise,  
and through apprenticeships, support young people into 
work through training on the job.

 GoThinkBig, our youth employment platform, has played 
a pivotal role in delivering inspiration, advice, support and 
practical work skills opportunities to help more young people 
get a foot on the career ladder. This service has delivered 
nearly 32,000 work experience opportunities, internships  
and apprenticeships and entry-level jobs since launch. 

 Over 1,250 opportunities were provided by ø alone in 2015, 
thanks to initiatives like our 'Top 100 Leaders Challenge', 
which invited our senior business leaders to offer work-
shadow opportunities to young people across the UK.  
Over the first Blueprint's life, ø provided 4,850 work 
experience opportunities and engaged over 40 business 
partners – including many of our suppliers – to open their 
doors, offering high quality work skills opportunities to 
young people from all backgrounds. 

 We also ran digital sessions with young people across the UK. 
These were delivered by our Think Big team, our employees 
and via Think Big Tech Stars, launched in 2015 to encourage 
more girls and young women into tech and digital careers.  
A further 13,365 young people gained skills through  
these activities.

 Over 8,500 students took part in Think Big School, guided  
by ø staff mentors. Launched in late 2012, the scheme 
inspires 14-18 year olds to develop enterprise and digital  
skills and teaches them how to code digital solutions to 
everyday problems.
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6. Have helped over 350,000 UK households save money  
and over 300,000 tonnes of carbon in the home.

  Through partners, we provide machine to machine (M2M) 
smart solutions to the utility sector to help businesses  
and households save money and reduce carbon emissions.  
At the close of 2015, our live installations numbered  
nearly 1.3 million.

 
 Due to privacy policies with our suppliers, we are unable  

to verify the proportion of these connections which reach 
UK homes.

 

7. Have helped install 10,000 electric vehicle charging points 
(with information on how to find and use them).

 In partnership with our electric vehicle charging provider 
ChargeMaster, we deliver machine to machine connectivity 
for UK charging points. By the end of 2015, this number  
totalled over 20,000, far exceeding our expectations.

8. Have helped 500,000 drivers save 1.5 billion litres of fuel  
and 3.35 million tonnes of Cø by enabling them to drive 
more efficiently and safely.

 We provide transport connectivity through our corporate 
solution ø Drive and via our channel partners – using 
telematics and our network to monitor driver habits and 
highlight ways to improve safety and fuel efficiency. 

 After assessing our partner activities and the end-use of 
Telefónica solutions, we have estimated that nearly 400,000 
connections were associated with efficient/safe driving by 
end-December 2015 – approximately 10,000 through  
ø Drive and a further 390,000 via our partners.

https://www.o2.co.uk/shop/services/drive
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9. Have helped 125,000 business people work flexibly,  
cutting 500 million travel miles and 160,000 tonnes  
of carbon emissions.

 Surpassing our expectations, customer interest in flexible 
working has remained high throughout the lifetime of our 
commitment with increasing numbers of businesses adopting 
our solutions. 

 
 Sales of smart devices, tablets, connectivity, and Office 365 

to manage employee mobility allowed our customers to not 
only improve personal productivity, but promote significant 
fuel and carbon savings. To see how we have a helped both 
small and large business’ work flexibly, read some of our case 
studies here and here. 

 
 We are now expanding on our work with flexible working to 

actively put “Digital” into the heart of communities, helping 
citizens and business’ transform the way they live and work. 
To read more on ø’s work to improve the digital high street 
index, an interactive benchmark measuring digital health for 
towns and local authorities, see our work with St Helens as 
part of our Digital Communities programme.

10. Have given 100,000 customers the tools and information  
to look after their health and wellbeing better.

 We have been unable to meet this commitment due 
to changing market conditions. Slower-than-expected 
customer uptake of ø Health digital products resulted in 
the decision to withdraw our Help at Hand and Health at 
Home products in June 2013. E-health remains a priority  
for Telefónica SA.

http://www.o2.co.uk/business/insights/case-studies/american-golf
http://www.o2.co.uk/business/insights/case-studies/gift-shop
http://images.connect.o2.co.uk/Web/TELEFONICAUKLIMITEDO2/%7B3b5f54ce-7d0c-4778-aaab-fdbfedb9e6f6%7D_O2_Digital_Communities_Report.pdf?elqTrackId=D4AB2E4004EEE73EC4CE07933DEB0A9D&elqaid=457&elqat=2


Think Big Blueprint  I 25

11. Have saved the NHS 1 million hours of healthcare staff 
time, £50 million, and 100,000 tonnes of carbon through  
ø Health services like digital pens and Side by Side.

 We have been unable to meet this commitment due to 
changing market conditions. Slower-than-expected customer 
uptake of ø Health digital products resulted in the withdrawal 
of Help at Hand and Health at Home in June 2013. E-health 
remains a priority for global Telefónica SA. 

12. Have helped 400,000 vulnerable or older people in the 
UK enjoy more independent, safer lives through our digital 
services. Our telehealth services will have improved the 
quality of life of a significant number of people in the  
UK with chronic health conditions.

 Help at Hand had been developed specifically to give older 
people and the long-term ill greater independence via 
location-based support services. But low consumer uptake 
led to closure of ø Health in June 2013. E-health remains  
a priority for Telefónica SA globally.



Think Big Blueprint  I 26

13. Have continued to open up our services to all. We'll focus on: 
helping older people access mobile services and get online; 
improving our service for people with disabilities; and training 
our employees to talk to all our customers confidently on  
this issue.

 We've helped customers of all ages and abilities access 
mobile services through employee and customer training and 
awareness sessions, the latter hosted in easy-to-reach venues 
like community centres. We delivered:

• Online disability awareness training to 98% of customer 
service and retail employees.

• Video awareness training for all employees

• Sale of Doro phones, designed for seniors

• Workshops for ø Gurus to review current practices related 
to shopping and accessibility; and further sessions to make 
sure they are well equipped to advise disabled customers 
about the benefits of digital products and services

• A clear accessibility plan, establishing our procedures  
so that elderly and disabled customers are supported  
by ø staff - these are now "business as usual" and 
continually revised.

14. Have promoted the inclusion of people with disabilities in the 
world of work through the launch of the Telefónica Ability 
Awards in the UK.

  It has not been possible for the Ability Awards to be staged 
in the UK. Telefónica SA ran the Awards in Ireland and also 
launched them in Spain in January 2015. 

https://www.youtube.com/watch?v=VHJ_GKZ8yBY&feature=youtu.be
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15. Have supported the objectives of the CEO Coalition,  
a voluntary European Union initiative to make the internet  
a better place for children.

 Telefónica SA joined the CEO Coalition in 2011 and updated 
minimum child safety requirements for European operations 
in 2014. This cemented our commitment to the coalition's 
five-point Statement of Purpose: 

• Simple and robust reporting tools

• Age-appropriate privacy settings

• Wider use of content classification

• Wider use of parental controls

• Effective takedown of child abuse materials 

 Following reports from working groups of member companies 
in each of these areas, each member reported its progress  
in January 2014 (Telefónica's update is available here).  
Thence the coalition disbanded. 

 Since then, we've published a third edition of the Digital Family 
– within the ø shop magazine – and unveiled a powerful 
partnership with the NSPCC. In 2015 our collaboration resulted 
in: the launch of a comprehensive website for parents and 
carers, trained ø Gurus to give the best possible parental 
advice on child safety, a free helpline staffed by NSPCC-trained 
ø people to provide parents with great technical advice, and 
a programme of workshops staged in schools and workplaces 
across the UK.

http://annualreport2014.telefonica.com/sites/default/files/documentos/good-use-of-the-internet-by-children.pdf
http://www.o2.co.uk/help/nspcc
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16. Have helped young people get to grips with budgeting, 
money management and financial basics.

 Our ambition was to deliver this through our financial 
planning and payment product ø Wallet, but slow uptake 
and a change in our business priorities led to its closure  
in April 2014. 

 However, our Think Big youth programme gives funding to 
young people; and part of the initiative is to help recipients 
take responsibility for planning and managing a budget.

17. Have looked for partners who could provide a choice  
of sustainable offers which will help customers save  
money and do their bit for the planet.

 ø Priority provides deals and discounts to customers  
from a range of partners, including energy, fitness,  
wellbeing and transport providers. 

 
 While 3.2% of all activated Priority offers had some 

sustainability element in 2014, the figure dropped to  
2% in 2015 due to changes within Priority focus areas. 

 Our sustainability team continues to work closely with  
the Priority team to highlight new partner companies  
that provide sustainable offers and opportunities. 

18. Have halved the emissions from our network, relative  
to data traffic growth.

 By the end of 2015, Cøe from our network was down  
over 80% per unit of data sent, relative to a 2010 baseline. 
Energy efficiency gains are due largely to the new equipment 
that supports our network/site sharing agreement with  
other networks. 

 “I’m extremely proud of what 
our colleagues have achieved 
against the Think Big Blueprint. 
As a result our network is over 
80% more efficient, and we 
were the first Mobile operator to 
achieve the Carbon Trust ’s Triple 
Standard and have recertified to 
the Carbon Standard 4 times in 
a row. We will continue to pioneer 
and lead the way in our sector 
and look forward to working  
on Blueprint 2.” 

Vijay Chouhan,  
Energy and Sustainability Manager

http://news.o2.co.uk/?press-release=telefonica-and-vodafone-announce-milestone-pan-european-collaboration
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“I am proud of how much 
we have contributed over the 
Blueprint; our network is more 
efficient than ever before, 
we have reduced our carbon 
footprint across Retail Stores and 
Offices and we are consuming 
less water per person. In IT 
we are leveraging new technology 
that enables us to decommission 
servers and applications across 
our estate whilst increasing 
our overall IT capability. This 
has led to the reduction of our 
overall infrastructure footprint, 
driving environmental benefits by 
operating more efficient ly. And 
last but not least we achieved 
our target of procuring 100% 
renewable energy in sites where 
we control the energy bill.” 

Derek McManus,  
Chief Operating Officer

19. Procure 100% renewable energy for all sites where we 
control the energy bill.

 Where we control the bill, 100% of our sites now run on a 
renewable tariff. Deregulation of the Northern Ireland market 
in 2014 enabled us to plan a switch to renewable supplies 
there, where we are in control and green options exist.

20. Have at least one carbon neutral site, achieved through 
renewable onsite generation.

  Despite thorough investigations, self-generated renewable 
energy for a large office site proved non-viable. Supported  
by our stakeholders, it was decided to put this project on 
hold for the following reasons:

• We already procure 100% renewable energy for our  
own operations where we control the bill

• We looked at investing in small and large-scale wind 
farms, but the financials didn't stack up

• Regulatory changes in 2017 make the business case  
less compelling.

21. Reduce our absolute carbon emissions in our offices  
and retail stores by 25%.

 We've reduced absolute carbon emissions in offices and 
stores by 25%, relative to a 2007 baseline thanks to smart 
metering which enabled our building managers to adjust 
building running conditions and maximise efficiency taking 
into account occupancy and climate.

22. Be using 25% less water in our offices and switch sites.

 After analysis of more accurate data, we adjusted our 
baseline to a 2011 start date – whilst retaining our initial 
target. At end-December 2015 we were using 26% less 
water per person a year, relative to the new baseline. 

 Had we retained the initial baseline our savings would  
have reached 62%. 
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23. Take sustainability into account in every major  
purchasing decision.

  Sustainability is now embedded within our procurement 
process and all suppliers must comply with our ethical code. 
With major purchases, those over £1 million, buyers use 
the opportunity to encourage suppliers to go further still, 
ensuring that they provide evidence of compliance, make 
social and environmental commitments and that they actively 
manage sustainability with their suppliers and beyond. 

 In this way we routinely manage both risk and opportunity. 
To ensure this always happens, we have made managing 
sustainability a personal and measured objective of all buyers.

24. Have asked all major suppliers to set up programmes to cut 
their environmental impact and increase their contribution to 
society, including the setting up of community programmes.

 We ask all non-device suppliers to commit to an environmental 
and social initiative as a condition of our business placement. 
Almost all device suppliers are covered by our Eco rating tool. 
For all purchases greater than £1 million, we actively seek to 
maximise commitments at tender. 

 While not every initiative is as strong as we would like, stand-out 
examples include our facilities management agreement with ISS 
who made a wealth of commitments. As a result, ISS was the 
first winner of our Telefónica UK Supplier Sustainability Award.

 In 2015, we introduced quarterly sustainability reviews with 
selected suppliers including Capita, Ericsson and Nokia Systems 
to manage their commitments in-contract. Others will be 
added over time. 
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25. Lead the industry to clean up substances of concern, 
delivering minimum sourcing standards and deadlines  
for the elimination of unacceptable substances.

 Working with key suppliers, we have developed a controlled 
substance list – going beyond legislation. The list was ratified 
with select suppliers and ERA Consulting in 2014. It was then 
launched as a Telefónica UK procurement standard in 2015.

26. Put in place processes to get more SMEs and social 
enterprises into our supply chain.

 Our annual Buyers' Fair helps SMEs and social enterprises 
gain access to our supply chain and its key suppliers.  
Since the Blueprint's launch, we've staged three. 

 
 We provide free sustainability consultancy to those who 

win business and have improved SME payment terms in line 
with UK Government best practice. Our contracts encourage 
larger suppliers to include SMEs in their supply chains and 
require they ensure that their procurement processes do  
not obstruct SME participation. 

27. Have launched a Supplier Forum to promote sustainability 
innovation and best practices in our supply chain.

 We staged our first Supplier Forum in 2012 and a second  
in 2014. These led to development of our controlled 
substance list and rallied key suppliers behind our wider 
sustainability aspirations. 

 A third Forum will be held in mid-2016, focusing on  
supplier carbon emissions reduction.
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28. Have enhanced our ethical trading by strengthening 
assessment of our suppliers’ management of corporate 
responsibility in their own supply chains. And from 2014  
we'll require all relevant suppliers to routinely complete 
electronic supply chain assessments.

 Our terms of business require all high-risk suppliers to 
complete a web-based responsible business assessment  
using EcoVadis and to share the results with us. 

 To ensure our sustainability standards flow down the 
extended supply chain, we also ask them to identify and 
assess their own high-risk suppliers within a 12 month 
deadline and to furnish us with their ethical code of conduct. 

 In this way we aim to ensure good standards are in place 
across the supply chain.

29. Have audited all our high-risk suppliers against our 
Responsible Supply Chain Policy.

  We take a view on which suppliers are high-risk and assess 
them using a mix of approaches, including full on-site audits, 
EcoVadis assessments, reviews and submitted evidence. 
Where weaknesses are identified we work with suppliers  
to address them.

 
 The primary opportunity for encouraging responsible 

business practice remains at the point of contract award.  
So we will also often use our tender evaluation process  
to assess suppliers and drive improvement opportunities. 
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30. Work with suppliers to get more young people into work  
in the UK.

 We invite suppliers who are significant UK employers to 
support GoThinkBig by providing work experience, internship 
and apprenticeship opportunities for young people.

 According to a 2015 survey of our Supplier Forum delegates, 
the percentage of suppliers who say they run initiatives was 
up 10% from the previous year to 50.8%. Our suppliers 
are also required to commit a percentage of their annual 
recruitment to interns and apprenticeships: 2% for SMEs  
and 4% for corporations.

 Our buyers' personal objectives require that they routinely 
encourage suppliers to become GoThinkBig partners. 

31. Have significantly reduced packaging and operating 
instructions for all the mobile phones we sell.

 Work continued in 2015 to reduce packaging, although 
it's proven difficult to establish a methodology to measure 
available data. We've since started to extract data from  
Eco rating to measure packaging volumes. 

 Following our industry-first Charger out of the Box initiative 
in 2012, a growing range of charger-free handsets have 
started to deliver reduced pack sizes. 

http://www.o2.co.uk/thinkbig/planet/sustainable-products-and-services/charger-out-of-the-box
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32. Adopt a zero plastic bag policy and reduce the volume  
of paper used in receipts by 50%.

 From February 2013, 100% of retail plastic bags had  
been replaced by a recycled brown paper alternative. 

 We have also encouraged ø stores nationally to adopt 
e-receipts as default. Across the estate, an estimated 
400,000 e-receipts were issued instead of a paper 
alternative. Although we recognise that we have not been 
able to halve our paper use from receipts alone, we have 
made strong progress in terms of our contracts.

 
 A two third decrease in the length of our customer contracts, 

from 15 pages to five, has seen significant reductions in the 
amount of paper we use, especially considering we supplied 
around 2.7million contracts in 2015.

33. Send no waste from our offices and retail stores to landfill  
by 2015 (where facilities exist).

 Where we are in control and recycling facilities exist, we now 
recycle 100% of our general office waste for Offices, Retail 
Stores and Switch sites.

 Also in 2015, we completed the roll-out of a zero-waste-to-
landfill target to our switch sites and successfully achieved 
the ambition. 

34. No longer offer a new charger as standard with a new phone.

 Charger out of the Box was launched in 2012 with the  
HTC OneX+ handset, the industry's first charger-free mobile. 
New partners have since included Microsoft, Sony, Alcatel, 
Samsung, Huawei, Blackberry, LG and Motorola. 

 In 2015, all devices with a 2A battery charger or less had 
been removed. Today, 86% of our portfolio of devices do 

 not include a charger. 

 

NB: fast chargers are out of our scope and, as more and more come on to the market, we 
are working to source a Universal Charger that will give the customer the fast charging experience. 
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35. Be the UK network that champions making mobile phones  
last longer, by

• Promoting Simplicity (our Sim only tariff)

• Encouraging software updates

• Reducing customer return rates

  We continue to promote Sim only as well as ø Recycle. 
 By end-December 2015, over 70% of Sim only customers 

had handsets of more than two years old and one million 
customers were on an airtime plan, having paid off their 
device through ø Refresh.

 We worked with handset and operating system vendors 
and through social media to raise awareness of upgrades 
for device software. In 2015, take-up increased thanks 
to the release of Lollipop on Android devices. Software 
vulnerabilities such as Stagefright, along with other security 
updates have also helped to educate customers about the 
value of upgrades. 

 Our social media teams also encourage software updates, 
and in-store Gurus suggest updating a device as the first  
part of resolving customer issues.

 
 Software testing changed in 2015 to focus on usability.  

And we provided better information to customers,  
including 'FAQs' and how to change between operating 
systems to help reduce return rates. 

 
 We also developed a method of understanding 
 data received from device repair supplier; Anovo,  

in order to identify possible failure trends and  
thus reduce customer returns.

Recycle

Refresh

Sim-Only customers

Over 70% of Sim only 
customers had handsets  
more than 2 years olds.

70%



Think Big Blueprint  I 36

36. Be recycling more phones through ø Recycle. And we'll be 
actively promoting the use of refurbished phones.

 Since the launch of the Blueprint, nearly 1.5 million devices have 
been recycled through ø Recycle, through both our consumer 
and business channels. We invest £800,000 of each year’s 
profit in Think Big.

 In 2013 we started to trial the sale of refurbished devices online, 
selling 52,000 units in the 18 months to July 2014. We firmly 
believe in the sustainability benefits of the refurbished market, 
and continue to support its commercialisation. A second trial  
is planned for the mid-to-late 2016.

37. Make sure that the sustainability performance of the phones 
we sell never drops, as measured though our Eco rating score.

 Developed by Forum for the Future and ø, we launched  
Eco rating (Version 1) in 2010. By the end of 2013 the average 
Eco rating for the handsets we sold was 4 out of 5. We then 
set out to establish a global standard. 

 
 In 2014, ø UK and Vodafone jointly developed a more rigorous 

Eco rating, launched in November in the UK, Germany and  
11 further markets with 14 manufacturers. Our 2014 target 
was 3.6; we started at 3.2 and achieved 3.4. At end-December 
2015, our score had risen to 3.5 out of 5.

 Orange joined us to launch an 'open source' rating in  
6 countries in September 2015. 
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“The Welcome Lounge provides 
an introduction to O2, what 
it 's like to work here, plus 
a dedicated area to explain 
our Think Big Blueprint – 
encouraging new joiners to get 
involved as soon as they arrive.”

Ann Pickering,  
Human Resources Director

38. Have established individual sustainability responsibilities 
within all ø employees' roles and link to our reward and 
recognition programme.

 We linked Think Big to our recognition scheme in 2012.  
Our related performance management system, introduced  
in 2013, requires all ø employees to set a Think Big objective, 
which is reviewed regularly as part of our performance 
management cycle. 

39. Make sure all new starters get information on our 
sustainability strategy when they arrive.

 We launched a digital platform, the Welcome Lounge,  
for all pre-starters in 2013. 

 
 It provides an introduction to ø in the UK and what it's like 

to work here, plus a dedicated area to explain our Think Big 
plan and its rationale – encouraging joiners to get involved  
as soon as they arrive. The portal is regularly updated.

  
New hires are required to set a Think Big objective on arrival. 

40. Further incentivise involvement in sustainability volunteering 
through an associated qualification.

 
 Think Big engagement is constant, using a variety of 
initiatives, and all employees’ complete sustainability 
compliance training. 

 In addition, a new employee platform - MyThinkBig - was 
launched in 2014 with nearly 3,000 employees currently 
signed-up. The platform offers tangible opportunities for 
employees to participate in Think Big, which are mapped 
against ten key capability areas, enabling employees to 
learn new skills and track their progress while driving our 
sustainability goals. 
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Awards and recognition 

Think Big has secured high 
profile recognition, awards and 
accolades for our achievements. 
These awards include: 
 
• Ronan Dunne won CEO 

of the Year at the Ethical 
Corporation Responsible 
Business Awards

• We also took the Ethical 
Corporation's award 
for Best Consumer 
Engagement Campaign for 
Think Big environmental 
activities

• Bill Eyres, our Head of 
Sustainability, won the award 
for Outstanding Leadership 
at the National CSR Awards 
and Leader of the Year  
at the BusinessGreen  
Leaders Awards 

• Our Think Big Youth 
programme won The  
Prime Minister's Big  
Society Award 

• At the Corporate 
Engagement Awards  
we won Most Innovative 
Sponsorship Activity Award 
for GoThinkBig, Best 
Sustainable Programme 
award for Think Big and  
our sustainability team  
won Best Team Effort

• Re-accredited for our 
existing Business in the 
Community (BITC) Big Ticks. 
Our third Big Tick means 
that all three pillars of the 
youth programme (Think 
Big Youth; Think Big School 
and GoThinkBig) are 
recognised as examples  
of Best Practice by BITC

• Won the marketing Society 
award for ‘Marketing for 
sustainable consumption’ 
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Stakeholder Panel 

At the start of our Blueprint, we 
set up a Stakeholder Advisory 
Panel to convene a diverse 
group of individuals, broadly 
representative of Telefónica 
UK’s key stakeholders, on a 
biannual basis. The purpose 
of the Advisory Panel was to 
seek fresh perspectives of key 
opinion formers on Telefónica 
UK’s products and services that 
deliver social and environmental 
benefits, and to offer insights to 
help shape future development 
of the Think Big Blueprint.

The Panel focused specifically 
on Telefónica UK’s three 
strategic priorities:

• Supporting young people

• Helping customers to make 
sustainable choices 

Reducing its own impacts 
Telefónica UK’s core objectives 
for the Advisory Panel are  
to obtain: 

• Objective external feedback 
on progress against the 
Think Big Blueprint

• Specific recommendations 
on how to improve and 
evolve the Blueprint

• Insights into emerging 
sustainability issues and 
expectations, and guidance 
on responses to them 

The panel have summarised 
their thoughts on the Blueprints 
overall achievements, and where 
we could have improved. 

Stakeholder view
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Overall purpose and role 
of the Advisory Panel

2015 was a critical year for  
ø sustainability strategy.  
The Blueprint, an ambitious 
public-facing strategy 
framework launched in 2012, 
included key targets set to 
end of 2015 deadlines. This 
is therefore the best time to 
reflect on ø’s achievements 
during that period, and to 
make some recommendations 
for the future. 

The Panel has a mandate  
to critique ø's sustainability 
strategy and to evaluate 
progress against the 
commitments set out in the 
Blueprint, which aims to: 

• Unlock the potential for ICT 
solutions to help reduce UK 
carbon emissions

• Promote and enable 
sustainable lifestyles  
for consumers;

• Influence the development 
of responsible supply chains

• Shape systemic change in 
the telecoms sector, to the 
benefit of both consumers 
and the environment

• Develop digital innovations 
that can help solve today’s 
most pressing social and 
environmental problems

This statement encapsulates 
the position of the Panel 
after its three meetings in 
November 2014, May 2015 
and February 2016. These 
meetings included discussions 
with senior executives and 
CEO Ronan Dunne. 

O2 Advisory Panel statement, 2016
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Review of the Blueprint’s 
outcomes 

The Panel would like to 
congratulate ø on its 
achievements against the 
Blueprint’s three overarching 
goals. It showed great 
leadership in setting an 
appropriately high level of 
ambition through those goals.
 

Carbon 

Even if it has not yet been 
reached, the carbon goal  
(to enable ø customers to 
reduce emissions by x10 
more than ø’s own network 
footprint) had the right level  
of ambition. We understand 
the reasons why the target 
was not met on time, 
including the fact that some 
key projects were delayed 
(e.g. the Smart Metering 
Implementation Programme), 
but it’s still impressive that 
ø not only achieved carbon 
neutrality (with a final 
outcome of x7.5), but has 
created a carbon positive 
outcome. 

Integrating the carbon goal - 
and sustainability as a whole 
- across the company is critical 
to its success, and we were 
therefore pleased to see the 
engagement of CFO Mark 
Evans in carrying out some 
retrospective analysis  
of business benefits. 

People

We stayed closely in 
touch with the Think Big 
programmes, which have 
helped more than one million 
young people to develop skills 
for life and to lead community 
projects across the UK –  
a seriously good outcome. 

Customers

Over the last three years, 
 ø set out to drive 
sustainability through its 
products, with projects like 
ø Recycle and Charger Out 
of the Box. It’s an excellent 
result that 11 million people 
benefitted over the course  
of the three years. 

However, we were still 
disappointed that ø wasn’t 
able to do more to engage its 
customers in more sustainable 
lifestyles and to influence 
consumer behaviour. A more 
ambitious approach is needed, 
drawing on the large evidence 
base from other companies, 
NGOs and universities about 
what does and doesn’t work 
in promoting more sustainable 
lifestyles. In particular, we see 
scope for ø to be a leader 
in using social media to build 
networks of committed 
consumers for changing 
behaviours. 
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Recommendations for the future

Looking back on ø’s 
achievements since 2012, and 
thinking about the challenges 
we will face as a society 
in future, we propose the 
following recommendations  
to the company:

1. ø should share the 
lessons generated through 
the Blueprint experience, 
in ways that others can act 
upon, with key audiences 
and communication 
channels to help drive 
further change.

In particular, ø’s experience 
with its carbon target should be 
shared widely with that cohort 
of companies and organisations 
seeking to progress their own 
greenhouse gas strategies.  
ø’s work here has already had 
an important ripple effect in the 
industry, encouraging others 
to think about carbon-saving 
solutions for their customers. 

2. Collaborate to innovate.
 
We have seen ø move from 
being a single actor to a more 
collaborative organisation over 
the last four years, and we 
would encourage more of the 
same in the future. 
 
For example, it is recommended 
that ø join the Aldersgate 
Group of companies, as a 
strong signal of corporate 
commitment to a sustainable 
economy, and as a network 
for developing collaborative 

projects. This would help 
position ø where it needs  
to be in relation to major peer 
companies, opinion-leaders  
and policy-influencing channels.

3. Capitalise on the 
opportunities offered  
by the digital landscape. 

To achieve its full potential, 
the Panel believes ø must 
place even greater emphasis 
on driving sustainable 
innovation in future. 
Being a digital technology 
company, rather than just 
a network provider, forces 
the company to understand 
what a customer-centric story 
means in this new context. 
This will demand an even 
deeper integration of the 
sustainability strategy within 
the whole business.

4. Stay strong on the  
carbon goal.

The agreement of the  
2015 United Nations Climate 
Change Conference in Paris  
to keep global warming to 
“well below 2oC" will inspire 
more and more businesses  
to take stronger action against 
climate change, unlocking new 
opportunities for companies 
like ø. It should therefore 
reaffirm its ambitious carbon 
target, building a more 
convincing narrative for 
customers on climate change.

The new framework
ø needs to ensure that the 
successor to the first Blueprint 
differentiates more explicitly 
between different audiences: 
employees, customers, 
suppliers, regulators etc. 

In that respect, the new 
framework sounds promising. 
It has to be able to drive 
more sustainable innovation 
than the first Blueprint, more 
effectively aligning the overall 
brand narrative with the 
sustainability strategy. 

In conclusion, the Panel 
sees ø’s values and actions 
around sustainability as an 
essential way of adding 
authenticity and relevance  
to the business. With 
more and more Millennials 
expecting that kind of 
purpose and ethical edge 
from big brands, this creates 
a real differentiator for ø  
in the future.
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Our response

At ø, our approach to 
sustainability is focused on 
driving positive social and 
environmental change. We 
believe that an integrated 
approach to sustainability 
enables us to support and 
empower people to be change 
agents, whilst also driving 
ethical business performance 
to minimise our impact on  
the planet. 

We’re committed 
to transparency and 
accountability and we greatly 
value the assessment of our 
sustainability performance, 
conducted by our Independent 
Advisory Panel. The Panel has 
worked with us over the last 
4 years, tracking our progress, 
discussing opportunities, 
challenging us to do more, and 
sharing their knowledge and 
expertise to assist us in driving 
the successful implementation 
of our strategy. We are indebted 
to the Panel for their insights and 
contributions throughout  
our Blueprint journey. 

Our Think Big Blueprint 
was intentionally bold and 
ambitious, and included a 
sizeable innovation gap, 
enabling us to continue 
challenging ourselves, our 
employees, partners, suppliers 
and customers to work with 
us to achieve more. As a 
business, we are immensely 
proud of our performance  

on all of our Blueprint goals 
and commitments, and we 
have learnt a great deal along 
the way. 

We have outlined our 
response to the specific 
recommendations outlined 
by the Independent Advisory 
Panel as follows:

1. ø should share the 
lessons generated through 
the Blueprint experience, 
in ways that others can act 
upon, with key audiences 
and communication 
channels to help drive 
further change.

At ø, we’re committed to 
sharing the challenges and 
successes associated with 
delivering our first Think Big 
Blueprint for sustainability. 
We’re also proud of the ways 
in which our own Blueprint 
strategy has inspired other 
businesses to make bold public 
sustainability commitments. 
Our new 5 year strategy is also 
built on many of the learnings 
from our original Blueprint - its 
better linked to our brand, and 
more integrated with our core 
business strategy. 

2. Collaborate to innovate.

At ø, we’re excited by the 
opportunities we can create 
through collaborating with 
others, including our partners, 
suppliers and customers. 
Our work on social mobility 
and youth employability has 
been made possible through 
innovative partnerships with 
UK business. Similarly, many  
of our significant environmental 
achievements – such as 
network sharing, Eco rating 
and charger-out have required 
ongoing collaboration with 
partners and competitors.  
We note the recommendation 
on the Aldersgate Group and 
will explore the opportunities 
that such collaborations can 
bring to our new strategy. 
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3. Capitalise on the 
opportunities offered by 
the digital landscape. 

With independent auditors 
assuring our Blueprint 
performance of 11m customers 
living easier and more 
sustainable lives via ø’s actions, 
we were concerned that the 
panel felt ø’s performance 
on sustainable lifestyle change 
could have been even better. 
There’s always room for 
improvement of course, but 
from innovations as diverse as 
chargerless phones to smart 
energy connections, our people 
have capitalised on digital 
opportunities and continue to 
bring sustainability innovations 
to market driving behaviour 
change and changing the 
industry. ø Recycle touched 
millions of people, is the 
biggest programme of its kind 
in Europe, and outperformed 
competitors two for one. 
We recognise pioneering 
such innovations is critical 
to our continued leadership 
in sustainability. We remain 
committed to driving forward 
our consumer programme and 
will look for every opportunity 
to further deepen the impact  
of our actions on our customers.

And we now understand 
better the role that technology 
can play in driving sustainability 
innovations, putting more 
power and choice in the 

hands of consumers, and 
our new strategy is well 
placed to capitalise on these 
opportunities. Our focus on 
enabling people to live well 
with technology, will remain a 
key principle which underpins 
our sustainability mission over 
the next 5 years – supported 
for example, by our new 
partnership with leading 
children’s charity, the NSPCC, 
to help keep children and 
families safer online. Our new 
strategy will target a range 
of key audiences, including 
parents and families, young 
people, business, consumers, 
suppliers, etc. enabling 
everyone to play their part in  
a more sustainable tomorrow. 

4. Stay strong on the  
carbon goal.

We remain committed to 
reducing the environmental 
impact of our business and 
working will all parts of our 
value chain to drive efficiencies 
in energy, waste and water. 
We believe that our stated 
commitment to play our part in 
keeping the global temperature 
below 1.5oC demonstrates our 
unrelenting focus on minimising 
our environmental impacts and 
inspiring others to join us. 

As we close out the first 
chapter of ø’s recent 
sustainability journey in the 
form of our first Think Big 
Blueprint, we are looking to 
the future. Blueprint 2 will be 
just as bold and ambitious 
as its predecessor. It will 
respond to our learnings, to 
the changing sustainability 
landscape that our business 
faces. And it will respond to 
the pressing challenges that 
global society faces in all their 
forms. We take the panel’s 
counsel that there is much 
more to do. We are excited 
about that, and will rise to their 
challenge. And we commit to 
communicating our progress, 
successes, failings and learning 
to all our stakeholders – 
helping everyone to play their 
part in thinking big. 
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The Think Big Blueprint  
tested our ability to reshape 
our business strategy for 
future good. 

We're delighted with the top 
line results: surpassing our 
goal to help 1 million young 
people gain skills for life; 
exceeding our goal to help 10 
million people live easier and 
more sustainable lives; and 
getting further towards the 
goal to deliver carbon benefits 
of 10 times the impact of our 
network. 

Our plan was made 
possible by the passion and 
commitment of our people 
and the enthusiasm and 
support of our partners.

Not only have we launched 
award-winning sustainable 
products and services, we've 
changed the way we do 
business and nudged others  
to join us or follow our lead. 

At the same time, we've built 
sustainability into our everyday 
operations, the way we think 
and act as a united group of  
ø employees, and worked  
in tandem with our peers  
and suppliers. 

All the while, we've kept in 
mind that our customers and 
their needs come first.

Conclusion
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What we learned

First and foremost, a clear and compelling narrative helps to 
engage internal and external stakeholders. We also found that:

• The best way to integrate sustainability is to make it part  
of business strategy and to measure the resulting social  
and environmental impact

• Governance and management structures, such as our 
Sustainability Taskforce and the commitment of a chief 
executive, enabled our business to go further, faster

• Innovative partnerships with charities, government agencies 
and other businesses have helped to accelerate our progress 
and impact – particularly in our work with young people  
and families

• It is vital to be held to account regularly. Our relationship with 
Forum for the Future and National Youth Agency, as well as 
the views of our Stakeholder Advisory Panel were crucial

• A clear plan with time-bound milestones makes the journey 
more manageable

• Audacious goals and step-by-step milestones help to keep 
motivation high, but too many commitments may hinder focus 
and effectiveness

• Customers need incentives to choose sustainable products  
and services, such as those built into ø Recycle, ø Refresh 
and our Sim only tariffs

• We should not be afraid of failure; we set ourselves a really 
ambitious mission when we launched the Blueprint, and the 
Board held our business accountable. We’re proud of what 
we’ve achieved. But we acknowledge that we didn’t achieve 
everything. Overall however, the boldness of our original 
mission, kept our determination. Our failures have also helped 
us, in developing the next stage of our sustainability strategy

• And, as technology moves on with formidable speed, so too 
must our business plan which for maximum sustainability gain 
is inextricably linked to Think Big
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Perhaps most importantly, strategic partnerships offer greater 
sustainability benefits, faster. Collaboration across companies, 
sectors and geographies has been essential to achieving change 
on a scale that we could never have achieved on our own. 
Examples of the value that effective alliances make to 
sustainability include our partnerships with: 

• Bauer Media and more than 40 other UK businesses to offer 
work experience opportunities to young people through 
GoThinkBig

• Our Supplier Forum to compile a global controlled substance list

• Vodafone, with which we now share network infrastructure

• Both Vodafone and Orange to fine-tune and roll-out our 
original UK-based Eco rating to a further 20 countries, via 
second and third improved versions; and our suppliers' on-
going commitment to further develop Eco rating worldwide

• Our relationships with National Youth Agency to drive our 
youth engagement programmes and more recently, with 
children's charity the NSPCC to provide industry-leading advice 
and support for parents to keep their children safe online

As we now focus on the next stage of our sustainability journey, 
we'll continue to partner with likeminded organisations. And 
we'll use more customer and stakeholder research to understand 
the barriers to change and how to more rapidly encourage  
take-up of sustainable products and services.

https://gothinkbig.co.uk/
https://www.forumforthefuture.org/project/open-eco-rating/overview
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It's been an exciting and 
challenging journey but one 
that by no means stops here. 

We are now focusing on 
the next phase of our 
sustainability journey, which 
sets out our strategy to 2020.

This takes into account the 
many things we've learned 
and the challenges we now 
better understand as a result 
of our Blueprint plan.

Looking to the future
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We've sought to verify our 
Blueprint's impact - both social 
and environmental - based on 
the best intelligence we have.

Think Big for people

We have considered young 
people in the community as  
a group that merits its own 
goal and which requires a 
specific approach to assessing 
impact. For us, the resulting 
social impact is about the 
changes we've helped to bring 
about for young people and 
communities, not purely  
our support.

We've gathered a raft of 
research internally and with 
our external partners such as 
youth groups, partners and 
the University of Durham  
to quantify this. 

Think Big for customers

Our goal to help 10 million 
customers was based on our 
conviction that technology 
can influence sustainable 
living. There are many 
routes to this - from flexible 
working to incorporating an 
ø SIM within fleet vehicles to 
monitor performance and fuel 
efficiency, and much more in 
between.

We have worked with the 
Carbon Trust to translate the 
performance of our business 
propositions into the number 
of people impacted.

Think Big for planet

Again, when it comes to 
quantifying the impact of our 
propositions, we've partnered 
with the Carbon Trust to 
translate customer connection 
numbers into associated 
carbon savings.

Challenges

To report the results of our 
goals, we've used the best 
available information from 
our own operations and those 
of our partners. But due to 
the nature of the goals, this 
includes assumptions and 
extrapolations based on 
research and sampling as  
well as hard data.

We recognised that with  
both our customer and  
carbon goals the risk of double 
counting could arise when 
quantifying such significant 
ambitions. In some areas, such 
as smart meters, we have used 
assumptions to convert the 
number installed to customer 
numbers. But where we 
confirmed double counting 
was likely, we've addressed 
the problem; for example, 
when Priority has encouraged 
uptake of ø Recycle.

Generally, our approach stems 
from providing opportunities. 
In other words, the positive 
impact of five people 
engaging in one sustainable 
opportunity is the same as  
one person engaging in five.

Collaboration

At the heart of the Blueprint is 
collaboration, which is also the 
key to sustainability in our view. 

We do not pretend that the 
Blueprint's impact is solely 
down to us. Trying to quantify, 
separate and attribute benefits 
across multiple partners and 
then allocate their individual 
impact is both complex and 
contentious, however.

So, where ø has quantified 
the number of customers 
helped or the carbon benefits 
delivered, we've done so 
in the knowledge that our 
impact is significantly buoyed 
by the power of collaboration.

Appendix – defining our goals
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Independent Assurance Statement to O2   
 

ERM Certification and Verification Services (ERM CVS) was engaged by Telefonica UK Ltd (O2) to provide limited 
assurance on the progress achieved against O2’s three ‘Think Big Blueprint Goals’ as presented in the Think Big 
Blueprint Closeout Report. In addition to our assurance conclusion we also provide some observations and 
commentary on the reported progress.     
 

Engagement Summary 

Scope of our 
assurance 
engagement  

Whether the progress reported for the four year period ending 31 December 2015 for the three ‘Think Big 
Blueprint Goals’ (the Goals) as presented on pages 8 to 19 in the ‘Think Big Blueprint Closeout Report’ (the 
Report) is fairly presented in all material respects.   

Reporting 
criteria  

The ‘Think Big Blueprint’ Goals, related commitments and other initiatives as described in the Report.  

Assurance 
Standard 

ERM CVS’ assurance methodology, based on the International Standard on Assurance Engagements ISAE 3000 
(Revised). 

Assurance level Limited assurance.  

Respective 
responsibilities 

O2 is responsible for preparing the Report and for the collection and presentation of the information within it.    
ERM CVS’ responsibility is to provide conclusions on the agreed scope based on the assurance activities 
performed and exercising our professional judgement.   

Limitations  
The reliability of the assured information is subject to inherent uncertainties, given the nature of the O2 goals and 
the methods used for monitoring and reporting progress including the use of estimates, assumptions and 
extrapolations, as described on page 49 of the Report. It is important to understand our assurance conclusions in 
this context.  

 

Our conclusion 

Based on our assurance activities, nothing has come to our attention to indicate that the progress reported against each of the three 
‘Think Big Blueprint 2015 Goals’ as presented on pages 8 to 19 in the Report is not, in all material respects, fairly presented.  

 

Our independent commentary and observations  

In addition to, and not affecting our formal assurance conclusion above, we have the following observations and commentary on O2’s 
reported progress against the ‘Think Big Blueprint’ Goals:  

The ambitious ‘Think Big Blueprint’ goals that O2 set itself in 2012 as part of O2’s integrated business strategy were designed to enable 
positive societal change through the use of digital technology and collaboration and to demonstrate leadership within the sector. The 
innovative and extremely diverse range of programmes supporting the 3 goals that have been implemented over the four years were 
designed to encourage young people, O2’s customers and the wider population to embrace the opportunities technology provides to 
make their lives easier and more rewarding as well as reducing impact on the planet through a reduction in CO2 emissions and by 
encouraging recycling and a reduction in waste generated by electronic products.  

Considering the nature of the goals and supporting programmes as well as the challenges of working with multiple partners, the overall 
results achieved demonstrate the positive impacts of O2’s Think Big Blueprint strategy and are transparently reported using extensive 
research as well as reasonable estimates and extrapolations in areas which are not easily quantifiable. We would like to highlight that, 
as O2 reports, there is overlap and some programmes therefore contribute to the results of more than one goal. Also, only some of the 
forty Blueprint commitments, together with other initiatives and programmes, contribute towards the reported progress for each of 
the three goals. This means that the relationship between the three goals and the Blueprint commitments is not clear cut. For future 
goals we therefore recommend reporting more clearly on the programs and commitments underpinning the goals when these are set 
to help ensure consistency in reporting performance over the goal period.  

We provide some more detailed comments on the reported progress for each Goal below.  

 Think Big for young people  
For the monitoring and reporting of results for the Think Big for young people goal, O2 partnered with Durham University and an 
external consultant to gather, verify and assess data. Whilst we believe the estimate of participating young people in the GoThinkBig 
and Think Big Youth programmes are reasonable, some data, whilst considered representative, are extrapolated from comparatively 
small samples. To facilitate reporting against similar goals in the future we recommend including the monitoring and recording of the 
actual numbers and ages of participants in future programmes, wherever possible. An example of where monitoring can be improved is 
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to gather more insight into young people visiting GoThinkBig, including their age and background and also their journey to 
employment. 

 Think Big for customers 
This goal included some innovative and collaborative programmes such as the ‘Charger out of the box’ and M2M transport 
connectivity. However, it was the most difficult to quantify in relation to overall progress against the goal. This was partly because key 
data needed to be sourced from partner organisations such as energy companies or from points of sale and, for some programmes 
such as M2M utilities, extrapolated from the number of connections to estimate the number of end user customers. We recommend 
that O2 considers using data closer to the sources for future goals or makes arrangements to obtain more detailed absolute data from 
partner organisations over the course of a goal period. For example using the number of connections or transactions would avoid the 
use of extrapolation to estimate the number of ‘customers’ impacted by business smart meter installations. For domestic smart meter 
installations more detailed supplier installation data would reduce the potential risk of double counting customers benefiting from the 
installation of both electricity and gas at a single property.   

 Think Big for planet  
O2 has worked very closely with the Carbon Trust to quantify the emissions from its own network as well as the emissions for each of 
relevant programs covered by this goal, in order to reduce overall Carbon Impact Ratio and therefore demonstrate how technology can 
reduce customer GHG emissions and impact on the environment. For a number of contributory programmes the quantification uses 
best estimates and extrapolations including those where the progress reported relates directly to ‘Think Big for customers’ 
programmes. Our recommendation above would therefore also help to facilitate the reporting against future goals in this area.   

 

Our assurance activities   

We planned and performed our work to obtain all the information and explanations that we deemed necessary to provide a basis for 
our assurance conclusions. A multi-disciplinary team of sustainability and assurance specialists performed the following assurance 
activities:    

 An independent media and internet search to understand public perception of the Think Big Blueprint Goals and performance 
over the four year goal period.    

 A visit to O2’s offices in London to:  
o interview management representatives in order to understand the Think Big Blueprint strategy and the philosophy 

behind the three Goals;  
o understand and evaluate the systems and processes used to manage the underlying commitments and other 

programmes and monitor progress against these;   
o talk to staff involved in collecting, evaluating and reporting progress against the ‘Think Big Blueprint Goals’.  

 Interviews with O2 Internal Audit staff and others responsible for the internal verification of the reported performance 
information for O2 commitments and a review of their work for the relevant commitments underlying the 3 goals.   

 A review of the processes and assumptions used by the Carbon Trust for reporting on the carbon benefits of the Think Big for 
Planet (carbon) goal.  

 A broad review of external information relating to the role of ICT and technology in building a more sustainable future 
including its role in environmental and social progress;  

 A review of the completeness and balance of the progress reporting for each goal in the Report to ensure consistency with 
our findings. 

 

 
Jennifer Iansen-Rogers 
Partner, Head of Corporate Assurance 
2 June 2016 

 

ERM Certification and Verification Services, London 
www.ermcvs.com; email: post@ermcvs.com 
 

ERM CVS is a member of the ERM Group. The work that ERM CVS conducts for clients is solely related to independent assurance activities and auditor 
training. Our processes are designed and implemented to ensure that the work we undertake with clients is free from bias and conflict of interest.  ERM 
CVS has provided no consultancy related services to this client in any respect.  
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