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About This Report

This report is drafted according to “Corporate Social
Responsibility Best Practice Principles for TWSE/
GTSM-Listed Companies” and the Corporate
Social Responsibility Policies of Taiwan Mobile to
describe the company’s practices, performance and
planning related to business operations, corporate
governance, environmental protection and social
participation during the two-year period of 2011.
Certain topics include data recorded before 2010 to
show changes over time.

While the report mainly covers the practices of
Taiwan Mobile Co., Ltd, some areas involving
affiliated enterprises are also addressed. There have

Contact Info.

not been significant changes from the previous
reporting period (November 2011) in the scope or
measurement methods applied in the report. Any
differences in the report’s scope or measurement
methods are specified in related sections. Significant
change is from bi-annual report to annual report
which highlights our commitment of frequently
communicating with stakeholders.

The information disclosed in this report is based on
Taiwan Mobile statistics and survey results. Some
financial data, however, also contains information
published after CPA certification and is expressed
as generally used statistical data.

For questions, comments or further information, please contact

us by any of the following methods:
Taiwan Mobile Co., Ltd. Public Affairs Division

Address: 13F-1, No. 172-1 Ji-Lung Rd. Sec. 2, Da-An Dist.,

Taipei

Tel: +886 2 66386888

Fax: +886 2 66380098

E-mail: spokesman2@taiwanmobile.com
URL: www.taiwanmobile.com

The report has been compiled based on the GRI/
G3 guidelines of the Global Reporting Initiative
(GRI) to address business performance, corporate
governance, environmental protection and social
participation. All information and data in this report
have been verified by an international certification
organization in accordance with the AA1000 (2008)
assurance standard. Information disclosed in the
report complies with the GRI G3.1 application
level of A+, as audited by an independent third-
party organization in compliance with AA1000.
The assurance statements are also included in the
report.
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Message from the Chairman

In 2011, due to the dark cloud of the Euro Debt Crisis, the
overall growth economic slowdown in addition to the growing
saturation of the mobile voice market, operators have been
forced to face even greater changes and challenges. In
response to these changes and challenges, Taiwan Mobile
(“TWM” or “The Company”) has put a priority on integrity
and implemented corporate governance policies. Guided
by visionary business strategies and corporate social
responsibility principles, Taiwan Mobile continues to steadily
pursue the goal of providing world-class telecom services
by actively responding to the needs of our stakeholders,
consumers, employees, the environment, suppliers and
local communities.

The company continues to place tremendous importance
on the environment. To deal with the global warming issue,
we have established an internal carbon inventory system to
monitor our carbon reduction performance . Concurrently,
Taiwan Mobile has also implemented cloud computing
services to help consumers, businesses, governments,
non-profit organizations and other business units to
reach the goal of even greater energy savings and carbon
reduction. We remain continuously proactive in promoting
the benefits of an energy-efficient “green” environment and
sharing these values with our subscribers. Our persistent
efforts in this area have earned us the distinction of being
the only recipient in the service industry to receive the
R.O.C. Enterprise Environmental Protection (EEP) Award for
three years in a row — 2009 to 2011 - from the Environmental
Protection Administration of the Executive Yuan.

In the meantime, through our expertise and core

competency in telecom technology, we continue to strive
to not just fulfill our corporate social responsibility, but
to exceed it by addressing a variety of social needs. The
5180 Mobile Donation Hotline, the 909 Mobile Audio
Guides and the myfone Mobile Composition Award are
some examples of how we leverage core telecom values
to enrich digital content and applications. We also donate
equipment, educational materials and applications to help
remote and underprivileged communities enhance their
digital awareness and capabilities. These efforts have been
recognized through a number of CSR honors -- such as
the “Excellence in Corporate Social Responsibility” from
CommonWealth Magazine and the “Corporate Social
Responsibility Award” from GlobalViews Monthly.

For the present and the future, digital convergence has been
positioned as a core strategy. Taiwan Mobile has continued
to aggressively roll out new and upgraded communication
platforms, enriched its content and expanded traditional/
virtual channels. All these have strengthened and advanced
Taiwan Mobile’s thrust into the T..M.E. — Telecoms, Internet,
Media and Entertainment — fields.

We would like to take this opportunity to share our CSR
policies and achievements with integrity and transparency.
We welcome your comments and suggestions and hope
we can all work together to improve our society and

environment.
L
o

Chairman
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1.1 Company Introduction

1.1.1 Status Quo and Development

Taiwan Mobile Co. Ltd. was founded in Feb-
ruary 1997. It was the first private telecom
company in Taiwan to be listed on the Taiwan
Stock Exchange and was included in both
the Taiwan 50 Index and Morgan Stanley
Composite Index (MSCI) in 2002.

To expand our operations, Taiwan Mobile ac-
quired Taiwan Fixed Network (TFN), Taiwan
Telecommunications Network Service (TTN),
TransAsia Telecommunications and Mobitai
Communications in 2007 and 2008, allow-

ing us to offer a “4-in-1” platform that cov-

ers mobile, fixed-line, broadband and cable
TV. In 2008, we introduced three major new
brands, “Taiwan Mobile,” “Taiwan Broad-
band” and “TWM Solution”, to provide in-
tegrated services for individual consumers,

households and enterprises.

Looking ahead, we will remain committed
to our brand values of “integrity, innovation,
passion and simplicity” as we strengthen our
competitiveness in the T..M.E. — Telecoms,
Internet, Media and Entertainment - fields
and build the most reliable telecom and me-
dia service model to become Taiwan’s leader

in digital convergence services.
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2011-11

2011-03

2011-01

TWM was one of the nine companies featured in “Taiwanese Enterprises: Pro-
moting Trust and Integrity,” published by the Industrial Development Bureau
under the Ministry of Economic Affairs.

Received “CG6006 Advanced Corporate Governance” certification from the
Taiwan Corporate Governance Association.

TWM Chairman, Richard Tsai, was honored with the “Asia Innovator of the Year
Award” at the |0th Asian Business Leaders Awards by CNBC. He was the sole

awardee from Taiwan.

Received ISO/IEC 27001 information security management system certifica-
tion and passed additional ISO/IEC 2701 | inspections for information security
management in the telecommunications sector by the National Communica-

tions Commission.

Received an “A+” ranking and ranked as one of the top |0 listed companies
for “Transparency and Information Disclosure” by Taiwan’s Securities and Fu-
tures Institute for the sixth consecutive year.

Received the “Corporate Governance Asia Recognition Award” in the Asia-Pacif-
ic region by Corporate Governance Asia for the fifth year in a row.

Ranked sixth in Business Next Magazine’s list of 100 leading tech companies
in Taiwan (Info Tech 100 Taiwan); also included in its “Info Tech 100 Asia” list.
Received a “Trusted Brand Gold Award” from Reader’s Digest for the eighth
consecutive year.

Won first prize for “Corporate Social Responsibility,” education category, by
Global Views Monthly. Won first prize in the “201 | Digital Service Awards,” ICT
category, based on a digital service power survey by Business Next magazine.
Awarded “Best Corporate Investor Relations in Taiwan” in Corporate Govern-

ance Asia’s first Asian Excellence Recognition Awards.

Ranked No.! in Euromoney’s survey of “Best Corporate Governance in Taiwan”

— the fourth time the Company received such recognition.
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1.1.2 Business Environment Overview

With the recovery of the economy, the prevalence
of smart handheld devices and the rising demand
for mobile network services, it is widely expected
that applications related to mobile commerce, au-
dio/video services, gaming, shopping and social
networks will transform the way we do business
and live our lives. And telecom operators will play
a critical role in that transformation because of
their huge subscriber base, extensive distribution
channels and steady cash flow. On top of those
advantages, Taiwan Mobile has the added com-
petitive edge of digital convergence and a com-
prehensive product portfolio, enabling us to enjoy
steady growth amid fierce competition among the
three major players in Taiwan’s telecom industry.

Consumer spending on telecommunication and
its related services is closely related to the overall
economic situation. The Taiwan Directorate-Gen-
eral of Budget, Accounting, and Statistics pointed
out that the Euro debt crisis that enveloped the
international economy impacted corporate prof-
its and employment in the 2nd half of 2011. And,
thus, the private consumption growth rate fell to
3.10% in 2011 from 3.67% in 2010.

In 2011, the National Communication Commis-
sion’s (referred to as the NCC) continued regula-
tory tariff cuts significantly impacted mobile voice
revenue, but the growing popularity of smart mo-
bile devices enhanced the public’s need for mo-
bile internet and such mobile services as mobile

shopping, social networking, games and audio
and video entertainment, all of which drove data
revenue growth. Taiwan Mobile with its outstand-
ing network performance, diverse set of data
plans and wide range of smart devices has wid-
ened the gap between them and their peers. This
difference in overall quality and variety has caused
mobile data revenue to grow 47% compared to
2010, the highest in the industry.

In recent years, Taiwan Mobile has furthered the
implementation and development of digital con-
vergence. In addition to leveraging cloud tech-
nology and online TV services and incorporating
mobile phones, computers, tablets and TV to
introduce “Four Screen, One Cloud” digital con-
vergence services, the company has unceasingly
provided innovative and widely welcomed value-
added services and digital content. For example,
the “match Apps” store, designed specifically

The Main Business Scope and Scale of the Three Business Groups

for smart devices, allows users to enjoy a more
complete mobile user experience. Another intro-
duction was the “myBook store,” a 24-hour on-
line bookstore where users can easily purchase
e-books in two simple clicks. myBook was ahead
of its peers in offering hard-copies of books while
providing an integrated platform where users can
easily switch between traditional and digital en-
vironments to heighten their reading experience.
In the end, 2011 saw Taiwan Mobile once again
strengthen channel content that includes, among
others, shopping, music, and family entertainment
and expanded these channels in order to enhance
the customer experience and to see our market
grow in a dynamic and enjoyable way.

The performance of the Company’s three ma-
jor business groups: Consumer Business Group
(CBG), Home Business Group (HBG) and Enter-
prise Business Group (EBG).

Consumer Business Group Home Business Group Enterprise Business Group
TWM TTN TFN

Brand Name

Mobile telecom services

ICT services for busi-

Main Services

for individual subscribers
including monthly subscrip-
tions, pre-paid and value-
added services.

Household CATV / DTV and
Cable Modem [ FTTx, or in-
tegrated digital convergence
services.

ness subscribers including
fixed-network (voice/digital/
Internet), enterprise mobile
services and system integra-
tion.

Subscriber Size

Over 6.6 million mobile
subscribers

Over 570,000 cable TV
subscribers; over 150,000
broadband subscribers.

Around 150,000 ADSL/FTTx
subscribers

O
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1.1.3 Operating Performance
Consumer Business Group

Mandatory tariff cuts imposed by the National
Communications Commission (NCC) weighed on
mobile voice revenue in 2011. However, with mo-
bile data revenue surging 47% from a year ago —
accounting for 26% of overall mobile service rev-
enue — mobile service revenue still grew 1% YoY.
This, together with handset sales, lifted CBG’s to-
tal revenue by 5% from a year ago.

Home Business Group

HBG’s 2011 revenue rose 4% from a year ago
due to revenue growth from its pay TV (including
analog and digital channels) and cable broadband
businesses. Growth is attributed to an expanding
subscriber base, additional revenue stream from
digital TV services, increasing channel leasing and
higher adoption rate for high-speed cable broad-
band services. EBITDA climbed 9% YoY due to

expanding economies of scale.
Enterprise Business Group

EBG’s 2011 revenue grew 4% YoY, largely from
a 2% YoY increase in enterprise customers’ mo-
bile revenue and rising IP transit and Internet data
center (IDC) businesses. In addition, EGB’s 2011
EBITDA rose 15% from a year ago due to rising

revenue and cost/expense control.

2010-2011 Revenue and EBITDA of the Three Business Groups

Unit: Million NTD$

_ Consumer Business Group Home Business Group Enterprise Business Group

Revenue 58,109

5,914 9,861

EBITDA 20,494

3,038 2,688

Overall, in 2011, despite the impact of the Nation-
al Communications Commission’s (NCC) manda-
tory tariff cuts on mobile operators’ voice service
revenue, the Company still saw a 16% YoY rise in
consolidated revenue, as it pushed wireless data,
cable broadband and other promising businesses.
In terms of profitability, despite increased handset

subsidies to boost smartphone penetration, the

Company managed to post stable earnings due
to: 1) rising revenue, 2) contained network cost
and administration expenses, which were lower
than a year ago, and, 3) earnings contribution from
FubonMultimedia Technology Co (51% owned by
the Company and consolidated into TWM since
July 13, 2011, contributing 2% to TWM'’s full-year
consolidated EBITDA in 2011).

2010-2011 Business Operation

[ 2010
M o1t

Unit: 10 Trillion NTD$

Revenue

EPS




1.2 Corporate Governance

Our commitment to our investors, employees and
business partners is to implement world-class
corporate governance, and we continue to fulfill
our corporate social responsibility on the basis
of honest and transparent governance practices.
TWM has been recognized for these efforts for
many years by numerous awards domestically
and abroad. They include: “Best Corporate Gov-
ernance in Asia” and “Best Corporate Governance
in Taiwan” from Euromoney; “Best Financial Dis-
closure in Asia-Pacific” and “Best Investor Rela-
tions Program in Taiwan” from IR Global Ratings
(IRGR); and an “A+” rating from Corporate Gov-
ernance Asia and Taiwan’s Securities and Futures
Institute 5 years and 6 years in a row respectively.

1.2.1 Corporate Governance Structure
and Principles

TWM has 9 board members composed of a fe-
male and 8 male. The average age is 58. Based on
the spirit of “Corporate Governance Best Practice
Principles for TWSE/GTSM-Listed Companies,”
TWM reserves four seats on its board for inde-
pendent directors, two more than the minimum
legal requirement of two seats for publicly listed
companies. The independent directors form an
auditing committee to fulfill the responsibilities of
supervisors and set a series of policies and regu-
lations to ensure the system’s effectiveness and
efficiency. As for our stock dividend policy, TWM
distributes a high ratio of its earnings as cash divi-
dends. Employee bonuses are distributed in the
form of cash to protect shareholder rights.

1.2.2 Governance and Top Executive
Compensation

Compensation for directors, independent direc-
tors, the president and vice presidents is guided

Corporate Governance Framework

Shareholders Meeting

Compensation
Committee

Audit Committee

by regulations such as the “Corporate Charter”
and “Guidelines for Director Compensation” and
is periodically reviewed by the Corporate Govern-
ance Committee, which is comprised of TWM’s
independent directors.

1.2.3 Internal Control
Mechanism

and Auditing

Our independent Internal Audit Office is responsi-
ble for auditing all financial, business, operational
and management functions at TWM and its sub-
sidiaries. Regular audits are conducted according
to the annual audit plan and special audits are im-
plemented as needed to identify probable flaws
with the internal control system and provide timely
recommendations for further improvement. Audit
reports are regularly submitted to the Audit Com-
mittee for review.

1.2.4 Financial Information Disclosure
System

To ensure that shareholders receive the most up-
dated and accurate information to formulate their
investment decisions, Taiwan Mobile respects the
principles of accurate information and fair disclo-
sure in providing information on the company’s
strategies, business operations, business philos-

Board of Directors

Management Team

Internal Audit Office

ophy, finances, and the major resolutions of the
Board of Directors. The level of information dis-
closure exceeds that required by local regulatory
agencies. Consolidated financial statements and
operating results are provided on a monthly and
quarterly basis, and institutional investor meetings
are held every quarter. We also actively attend ma-
jor investor forums at home and abroad.

1.2.5 Employee Ethical Code of Conduct

As part of TWM’s strict corporate governance,
ethical conduct has become an important factor in
employee evaluations. We reinforced the concept
by establishing an Ethical Code of Conduct in July
2010. The code stresses honesty and integrity,
warns against conflicts of interest and the solicita-
tion of illegal personal gains, and puts a priority
on confidentiality, fair trading and the protection
and proper usage of company assets. Compa-
ny employees all pursue the highest standard of
ethical conduct with integrity. They are required to
receive training on the Ethical Code of Conduct
so that everyone is aware of the ethical guidelines
governing their daily jobs. In addition, we also
host lectures on the laws and regulations regard-
ing corporate governance to avoid unintentional
breaches of the law.

(2



Code of Ethics

Officially resolved by the Board of Directors on 27 July 2010

Company Overview

Article 1 (Purpose and Basis of the Code of Ethics)
The Code of Ethics is adopted for the purpose of directing the di-

rectors, officers, managers, and employees of the Company to act
in conformity with the standard of ethics, and ensuring that the
stakeholders of the Company understand the ethical standard of the
Company.

Article 2 (Persons Subject to Code of Ethics)

This Code of Ethics shall be applied to the board of directors, offic-
ers, managers, and other employees of the Company (collectively
“the Personnel”).

Atrticle 3 (The Principle of Honesty and Credibility)

In the event of performing their duties, the Personnel of the Com-
pany shall be proactive, responsible, prudent, and shall abandon
sectionalism, focus on teamwork, and diligently comply with the
principle of honesty and credibility.

Article 4 (Prevention of Conflict of Interest)

The Personnel of the Company shall deal with corporate events ob-
jectively and efficiently, and shall not improperly take benefits based
on the Personnel’s position for themselves, their spouses, parents,
children or relatives within three degrees of kinship.

In the event that the aforementioned Personnel’s affiliates receive
loans or guarantees, engage in material assets transactions, or
purchase (or sell) products from (or to) the Company, the relevant
Personnel shall voluntarily and sufficiently explain to the Company
whether there exists any potential conflict of interest with the Com-
pany in order to gain proper approval from a supervisor.

Article 5 (No Self-Benefiting)

In the event that the Company has the opportunity to obtain benefits,
the Personnel shall ensure that the Company is able to acquire them
lawfully.

The Personnel shall not:

1. acquire the opportunities for benefit or benefit themselves by us-
ing the Company’s assets or information or by virtue of their posi-
tions with the Company; or

2. compete with the Company.

Clause 6 (Confidentiality)

1. The Personnel shall, unless otherwise authorized or required to
disclose by law, keep the company information and the information
of suppliers / customers in strict confidence. The confidential infor-
mation includes all non-public information that may cause damage
to the Company or the customers if such information is disclosed or
used by a competitor.

2. The Personnel shall keep the confidential, technical, personal or
any other non-public information or trade secrets in connection with
the Company, the affiliates of the Company, the customers of the
Company or its affiliates, or any other third party, whether in writing
or orally, marked “confidential” or not, in strict confidence (“Confi-
dential Information”), and should not inquire, search and use such
Confidential Information without justifiable cause. The Personnel
shall not deliver, transfer, copy, duplicate, publish or in any other way
disclose any of the Confidential Information without the Company’s
prior written consent.

Clause 7 (Fair Transactions)

1. The Personnel shall treat the Company’s suppliers, customers,
competitors and competitors’ employees on a fair basis, and shall
not manipulate, conceal or abuse the information acquired due to
their position. The Personnel shall not make false statements on
important issues or gain any improper advantage by unfair transac-
tions.

2. In the event of performing their normal duties, the Personnel shall
comply with the ethical standard and fair-trade principal stipulated
by the Company. With respect to the acceptance of a gift or hospital-
ity from suppliers or contractors, the Personnel:

(1) shall not request or arrange to receive any gift, rebate, bribery or
any other improper benefits by virtue of their positions;

(2) shall be strictly prohibited from receiving any cash or securities.
If the Personnel find that any gift or hospitality from suppliers or
contractors is not conforming to social custom, the Personnel shall
refuse such gift or hospitality immediately;

(3) shall report to the supervisors of their own department and the
head officer of the audit department if the Personnel found that, af-
ter receiving the gift or hospitality from suppliers or contractors, the
gift or hospitality is not conforming to social custom due to force
majeure.

Clause 8 (Proper Protection and Use of the Company’s Assets)

The Personnel shall protect the assets of the Company, ensure the
asset to be validly and legally used for business purposes, and avoid
the asset from being stolen, wasted or neglected.

Clause 9 (Compliance of Laws and Regulations)

The Personnel shall comply with all the laws, rules, regulations and
policies stipulated by the Company governing its operations. Once
the Personnel is aware of any critical non-public information, the
Personnel shall not conduct any security transaction in accordance
with the “Securities and Exchange Act” and other relevant laws and
regulations.

Clause 10 (Reporting a violation of the Code of Ethics)

If any employee discovers or suspects that there is an event conflict-
ing with the law, regulations, or the Code of Ethics, the employee
shall voluntarily report to the audit committee, managers, internal
audit officers or other appropriate officers, and shall provide suffi-
cient information so that the Company may properly handle the sub-
sequent matters. The Company shall handle the employee’s report
in strict confidence and shall use its best endeavor to protect the
reporting employee’s safety.

Clause 11 (Penalty and Appeal)

In the event that a director or manager is in violation of the Code
of Ethics, the Company shall deal with the violation in accordance
with the relevant regulations. The Company shall establish an appeal
procedure where the accused personnel may formally challenge the
initial ruling.

Clause 12 (Method of Disclosure)

The Company shall disclose the Code of Ethics in the annual report,
public prospectus, and Market Observation Post System, and the
same procedure shall apply to the amendments.

Clause 13 (Enforcement)
The Code of Ethics shall be adopted for enforcement after resolution
by the board of directors, delivered to the audit committee for refer-

ence and shall be reported to the shareholders’ meeting. The same
procedures shall apply to the amendments.
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1.2.6 Ethical
Best Practice Principles

Corporate Management

Integrity is our core value and the most impor-
tant foundation of the sustainable operation of

the company. We try to internalize the concept of

Ethical Corporate Management Best Practice Principles

Article 1 (Purpose of enactment and applicable scope)

The Ethical Corporate Management Best Practice Principles (“Prin-
ciples”) are enacted to establish a corporate culture of ethical man-
agement and sound development, and offer a framework to establish
good commercial practices.

The Principles shall apply to the Company’s subsidiaries, any foun-
dation constituted as a juristic person to which the Company'’s direct
or indirect accumulated contribution of funds exceeds 50% of the
total funds received, and other institutions or juridical persons which
are substantially controlled by the Company.

Article 2 (Prohibition of Unethical Conduct)

When engaging in commercial activities, directors, managers, em-
ployees of the Company or persons having substantial control over
the Company (“Substantial Controllers”) shall not directly or indirect-
ly offer, promise to offer, request or accept any improper Benefits
(see Article 3), nor commit unethical acts including breach of the
principle of good faith, illegal acts, or breach of fiduciary duty (collec-
tively “Unethical Conduct”) for purposes of acquiring or maintaining
Benefits (see Article 3).

The opposite parties of the Unethical Conduct referred to in the pre-
ceding paragraph include civil servants, political candidates, political
parties or their members, state-run or private-owned businesses or
institutions and their directors, supervisors, managers, employees or
Substantial Controllers or other interested parties.

Article 3 (The types of Benefits)
The “Benefits” mentioned in the Principles means item of tangible
value, including money, endowments, commissions, positions, ser-

vices, preferential treatment or rebates of any type or in any name.
Benefits received or given occasionally in accordance with accepted

integrity in our business culture through an inter-
nal control system, training & education, internal
communications and daily business activities. We
have also announced Taiwan Mobile Ethical Cor-

porate Management Best Practice Principles in

Jan, 2011, which also apply to our subsidiaries, le-
gal entities of which our direct or indirect contribu-
tions exceed 50% of their total funding, and other

institutions or juridical persons within our control.

Officially resolved by the board of directors on January 27, 2011

social customs and that do not adversely affect specific rights and
obligations shall be excluded.

Article 4 (Legal compliance)

The Company shall comply with the Company Act, Securities and
Exchange Act, Business Accounting Act, Political Donations Act,
Anti-Corruption Act, Government Procurement Act, Act on Recusal
of Public Servants Due to Conflict of Interest, TWSE/GTSM-listing
related rules, or other laws or regulations regarding commercial ac-
tivities, as the underlying basic premise to facilitate ethical corporate
operations.

Article 5 (Policy)

The Company shall abide by the operational philosophies of hones-
ty, transparency and responsibility, base policies on the principle of
good faith and establish good corporate governance and risk control
management mechanism so as to create an operational environment
for sustainable development.

Article 6 (The promises and executions)

The Company shall clearly specify ethical corporate management
policies in their internal rules and external documents. The board
of directors and management promises to rigorously and thoroughly
enforce such policies for internal management and external com-
mercial activities.

Article 7 (Engaging in commercial activities under ethical cor-
porate management policies)

The Company shall engage in commercial activities in a fair and

transparent manner.

Prior to the conclusion of any commercial transaction, the Company
shall take into consideration the legality of their agents, suppliers,
clients or other trading counterparties, and their records of Unethical

Revised on October 27th

Conduct, if any, and avoid having any dealings with persons who
have any record of Unethical Conduct.

When entering into contracts with other parties, the Company shall
include in such contracts provisions demanding ethical corporate
management policy compliance and a provision that in the event
the trading counterparties are suspected of engaging in Unethical
Conduct, the Company may at any time terminate or cancel the con-
tracts.

Article 8 (Prohibition of offering and accepting bribes)

When conducting business, the Company and its directors, manag-
ers, employees and Substantial Controllers, shall not directly or indi-
rectly offer, promise to offer, request or accept any improper Benefits
in any form, including rebates, commissions, grease payments, or
offer or accept improper Benefits in other ways to or from clients,
agents, contractors, suppliers, public servants, or other interested
parties, unless the laws of the territories where such business is con-
ducted permit so.

Article 9 (Prohibition of offering illegal political donations)

When directly or indirectly offering a donation to political parties or
organizations or individuals participating in political activities, the
Company and its directors, managers, employees and Substantial
Controllers, shall comply with the Political Donations Act and its own
relevant internal operational procedures, and shall not make such
donations in exchange for commercial gains or business advantages.

Article 10 (Prohibition of improper charitable donations or
sponsorship)

When making or offering donations and sponsorship, the Company
and its directors, managers, employees and Substantial Controllers
shall comply with relevant laws and regulations and internal opera-
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tional procedures, and shall not surreptitiously engage in bribery.

Article 11 (Prohibition of unjustifiable presents, hospitality or
other improper benefits)

The Company and its directors, managers, employees and Sub-
stantial Controllers shall not directly or indirectly offer or accept any
unjustifiable presents, hospitality or other improper Benefits to es-
tablish business relationship or influence commercial transactions.

Article 12 (Organization and responsibility)

The board of directors of the Company shall exercise due care in
urging the Company to prevent Unethical Conduct, and review, from
time to time, the results of the preventive measures and continually
make adjustments so as to ensure thorough implementation of its
Ethical Corporate Management Best Practice Principles.

To achieve sound ethical corporate management, the internal audit
department shall be in charge of enacting and enforcing the busi-
ness integrity policies and prevention program (“Prevention Pro-
gram”) and reporting to the board of directors on a regular basis.

Article 13 (Legal compliance for business operation)

The Company and its directors, managers, employees and Substan-
tial Controllers shall comply with laws and regulations and the Pre-
vention Program when conducting business.

Article 14 (The avoidance of conflicts of interest of directors
and managers)

The Company shall establish policies for preventing conflicts of in-
terest and offer appropriate means for directors and managers to
voluntarily explain whether their interests would potentially conflict
with those of the Company.

The Company'’s directors shall exercise a high degree of self-disci-
pline. A director may present his opinion and answer relevant ques-
tions but is prohibited from participating in voting on any proposals
where the director or the juristic person that the director represents
is an interested party, and such participation is likely to prejudice
the interests of the Company; neither shall a director vote on such
proposal as a proxy of another director in such circumstances. The
directors shall exercise self-discipline and should not support one
another in improper ways.

The Company’s directors and managers shall not take advantage of

their positions in the company to obtain improper Benefits for them-
selves, their spouses, parents, children or any other person.

Article 15 (Accounting and internal control)

The Company shall establish effective accounting systems and inter-
nal control systems for business activities which may be at a higher
risk of being involved in Unethical Conduct, and should not have
under-the-table accounts or maintain secret accounts, and shall
conduct reviews from time to time so as to ensure that the design
and enforcement of the systems continue to be effective.

Internal auditors of the Company shall examine the Company’s com-
pliance with the system mentioned in the preceding paragraph and
prepare and submit audit reports to the board of directors on a regu-
lar basis.

Article 16 (Operational procedures and guidelines)

The operational procedures and guidelines established by the Com-
pany for the prevention of Unethical Conduct, which have specifi-
cally specified the rules of business conduct for the Company’s di-
rectors, managers, employees, and Substantial Controllers, shall
contain the following:

-

. Standards for determining whether improper Benefits have been
offered or accepted.

S}

. Procedures for offering legitimate political donations.

w

. Procedures and the standard rates for offering charitable dona-
tions or sponsorship.

4. Rules for avoiding work-related conflicts of interest and how they
should be reported and handled.

5. Rules for keeping confidential trade secrets and sensitive busi-
ness information obtained in the ordinary course of business.

6. Regulations and procedures for dealing with suppliers, clients and
business transaction counterparties suspected of Unethical Con-
duct.

7. Handling procedures for violations of the Principles.
8. Disciplinary measures on offenders.
Article 17 (Education training and reviews)

The Company shall periodically organize training and awareness
programs for its directors, managers, employees, and Substantial

Controllers. Each business department of the Company shall propa-
gate the principles to the counterparties of any commercial transac-
tion the Company engages in, and have such counterparties fully
understand the Company’s resolution to implement the Principles
and related policies, Prevention Program and the consequences of
committing Unethical Conduct.

The Company shall combine the Principles with its employee perfor-
mance appraisal system and human resource policies to establish a
clear and effective reward and discipline system.

Article 18 (Report and discipline)

In cases where the Company’s directors, manager, employees or
Substantial Controller has discovered a violation of the Principles,
the directors, manager, employees or Substantial Controller shall re-
port such violation to the audit committee, managers, internal audit
officer or other appropriate officers of the Company. The Company
shall keep confidential the identity of the person who reports such
violation and the report’s content, and shall actively investigate and
deal with said report. If any violation of the Principles is confirmed,
a disciplinary action will be imposed depending upon the nature and
degree of such violation.

Article 19 (Disclosure of Information)

The Company shall disclose the status of the enforcement of the
Principles on its company website, annual report and public pro-
spectus.

Article 20 (Review and Amendment to the Principles)

The Company shall monitor the development of relevant local and
international regulations concerning ethical corporate management
from time to time, and encourage its directors, managers and em-
ployees to make suggestions so as to review and improve the Princi-
ples and achieve better results from implementation.

Article 21 (Enforcement)

The Ethical Corporate Management Best Practice Principles of the
Company shall be implemented after a review is made by the Corpo-
rate Governance Committee and approval is granted by the board of
directors, and shall be submitted to the shareholders’ meeting. The
same shall apply to any amendment thereto.

12




1.3 Risk Management

1.3.1 Four Major Risk Management
Policies

(1) Continue to promote a risk management-
based business model.

(2) Establish a risk management mechanism that
can effectively identify, evaluate, monitor and
control risk.

(3) Create a company-wide risk management
structure that can limit risk to an acceptable
level.

(4) Introduce best risk management practices and
continue improving.

Risk Management Operating Mechanism

1.3.2 Risk Management Structure

The president of TWM acts as the convener of the
risk management committees. The risk manage-
ment structure is comprised of three committees,
which is illustrated as graph below.

1.3.3 Risk Management Operating Mech-
anism

The mechanism can be divided into three levels.
Level 1 involves the responsible divisions con-
cerned, which have to report any changes or
emergence of risk during daily operations. Level
2 involves a management committee consisting
of top executives of different departments and
divisions that reviews significant risks and takes
necessary measures. Level 3 involves the board
of directors (BOD), which is responsible for ma-

of Directors

Information

Security Committee

Operation and Management

Committee

Safety and Health Committee

Internal
Audit

Technology Group Finance Group Business Groups

jor risk item assessment or control measures. It
is also responsible for following up on execution
and results. Apart from the board, the Internal Au-
dit Office bears responsibility for supervising and
confirming the proper management of risk-related
matters. Any problems identified are to be imme-
diately reported to the executive concerned to fa-
cilitate a prompt response.

1.3.4 Social and Environmental Risk As-
sessment and Response

In 2011, the Company submitted a risk manage-
ment policy and it was approved by the Board of
Directors on October 27. The audit committee at
the end of each year conducts a risk evaluation
where they assess the importance of and poten-
tial occurrence of various risks with the resultant
score being the calculated risk value, which will
then be used within next year’s audit plan. From
the 2011 risk evaluation, the audit department rec-
ommended 25 areas that each department should
improve, and then listed 45 recommendations as
a reference for each department.

Currently, all major elements of social and envi-
ronmental risk are included in the daily operation
of the risk management system and the various
departments concerned (please refer to the sec-
tion in the Company’s 2011 Annual Report regard-
ing risk management). These risks are monitored
and controlled via our internal mechanism and we
take preventive measures to minimize the poten-
tial loss caused by such risks as climate change
and the potential impact of environmental regula-
tions prompted by efforts to control greenhouse
gas emissions.

®



Corporate Social
Responsibility
Framework

2012-03

2011-08

2011-05

Won prize for “Corporate Social Responsibility Award” in
communication participation category and overall performance
category by Global Views Monthly.

Received the “Asia Excellence Recognition Awards” by Corporate
Governance Asia.

“«

Received the Corporate Social Responsibility Award “ by

CommonWealth Monthly for the fifth year in a row.
Received  “Corporate Social Responsibility Award” in education
promotion category category by Global Views Monthly.

2.1 Corporate Social Responsibility Framework

2.1.1 CSR Policy Although the concept of CSR has been incor-

Taiwan Mobile’s corporate social responsibility porated in the strategy development and daily

policy, based on the core value of integrity, is operations of various departments, TWM went

aimed at maximizing value for stakeholders, in- a step further and drafted the “Taiwan Mobile

cluding employees, shareholders, clients, gov- CSR Policy”, passed by the Corporate Govern-

ernment agencies, local communities, NPOs ance Committee and the Board of Directors, as

and the environment, and creating a world- the long-term guideline for promoting CSR and

class enterprise. fulfilling the company’s commitment to society.

Taiwan Mobile Co., Ltd. Corporate Social Responsibility Policy

Officially resolved by the Board of Directors on 27 Jan 2011

Article 1 Article 4

The company shall, based on the principle of integrity, be firmly The company shall adopt energy-efficient equipment and

against any form of corruption and bnbefy All personnel have various environmental management measures to continue to

to observe our "Code of Ethics “and “Ethical Corporate Man- innovate and minimize the environmental impact of its opera-

agement Best Practice Principles” to ensure the fulfillment of tion and improve ecological benefit. It shall also assist in con-

basic corporate social responsibility. structing an intelligent and low-carbon society to accentuate

the critical function of the communications industry and to re-
Article 2 duce carbon emission for other industries and institutions via

various computerized and mobilized services.
The company shall meet the expectations of stakehold- P

ers, including employees, shareholders, clients, government Article 5

agencies, local communities, non-profit organization and the The company shall continue to care for underprivileged groups

environment, via a comprehensive framework of corporate and the sustainable development of local communities to

governance and actively enhance its sustainable value. make telecommunication and digital resources available to all

and enhance the general digital competitiveness and informa-

Article 3

benefits.

The company shall leverage its core technology competency
and the resources of telecom, Internet and digital convergence
to practice corporate social responsibility and maximize social

tion literacy of the society.
Article 6
The company shall communicate with the stakeholders based

on the principle of fairly disclosing full and accurate informa-
tion to ensure the transparency of business information.




2.1.2 CSR Organization

In 2007, Taiwan Mobile set up a dedicated Social
Responsibility Department under the Public Af-
fairs Division to oversee the corporate social re-
sponsibility program and implement a variety of
charity initiatives by incorporating the resources
of the Taiwan Mobile Foundation. The SR Depart-
ment can pull together resources within the group
to maximize benefits by analyzing global CSR
trends and defining and implementing strategies.
The department also acts as an important com-
munications bridge with stakeholders and pro-
vides feedback to top management and other de-
partments concerned. The SR Department is also
responsible for submitting recommendations to
government authorities such as the Financial Su-
pervisory Commission (FSC) and Environmental
Protection Agency (EPA) in promoting CSR devel-
opment in Taiwan.

Other issues related to CSR, such as customer
information security and environmental protection
are handled by related divisions or task forces in-
ternally. Taiwan Mobile will continue to review the
effectiveness of this operational mechanism and
changes in the external environment to make any
necessary adjustments over time.

2.2 CSR Trends and Key Issues

Key issue assessment focuses on identifying key
issues, such as industrial evolution, social trends
and environmental change, and offering CSR so-

lutions, including developing the digital, cultural
and creative industries, highlighting video educa-
tion and promoting environmental education.

Key issue assessment is conducted by the CSR
Department after collecting relevant internal and
external information. We gauge major issues
based on factors such as “degree of stakeholder
concern” and “impact on operations.” Key CSR

Key Issues Assessment

issues include “Corporate Image,” “Legal Compli-
ance,” “Sound Operating Practices,” “Corporate
Governance,” “Information Disclosure,” “Consum-
er Rights,” “Electromagnetic Radiation Safety,”
“Information Security (Personal Data Protection),”
“Product Pricing,” “Online Security (Child Protec-
tion),” and “Communication Quality.”

‘Communication Channels

uleoU0) Jep|oys3els Lo ea488(Q

’ Social Participation

’ Online security
(Protection of Youth
and Children)

’ Honest operation
and Corporate Image

‘ Sustainability

’ Legal Compliance

’ Consumer Rights

Operation

piommarion * Performance

Transparency

’ Communication Quality

’ Electromagnetic Radiation
and Health

’ Service Quality ’ Information
‘ Environmental Protection

Security /
Personal Data
Protection

’ Fair Competition

’ Corporate Governance
‘ Product Pricing

‘ Ethics

‘ Enhance Digital Competitiveness

‘Community Participation

Impact on Operations
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2.3 Communicating with Stakeholders

The following methods are used by the departments concerned to communicate

with stakeholders on the key issues above in an open and transparent manner:

Stakeholder | Communication Method Stakeholder | Communication Method

Employees

1) Dialogue between employees and the management:

° Managerlal meetings held every three months, in addition to
employee meetings in various professional capacities, to com-
municate the company’s visions to all employees.

¢ A president’s mailbox for employees to submit recommenda-
tions to the company.

(2) Information announcement system: All information is posted on
the company’s intranet, where employees can quickly see the
company’s press releases, product information and manage-
ment measures.

(8) Employee opinion surveys: An external professional or-
ganization is commissioned to conduct an employee survey
every two years on employee satisfaction and their views on
management measures. Questionnaires are also used to get
employee feedback at year-end parties or health examinations,
etc.

(4) Internal publication: Taiwan Mobile E-Bulletin is published from
time to time.

(5) Employee benefit committee

Customers

(1) 24/7 Toll-Free number for product inquiries, service consulting
and customer complaints.

(2) Online customer service mailbox to meet customers’ needs at
the click of a mouse.

(3) Customer satisfaction survey: Various surveys are conducted
to identify user needs and facilitate efforts to improve customer
satisfaction.

(4) Subscribers can provide feedback directly to retail outlets.

(5) Company uses its website and e-bulletins to communicate with
subscribers.

(6) Mobile Customer Service: APP

g ) Annual shareholder meeting and financial statements compiled
g_: in accordance with applicable regulations.
E_, (2) A dedicated shareholders section on the company website
@ providing information on operations, finances and debt, and
% a shareholders column disclosing dividends, stock prices and
3 other relevant information.
3 (8) Online investor newsletters
¢ (4) Regular shareholder contact window
Investor § (1) Monthly publication of information on the company’s business
= status
=
g' (2) Quarterly institutional investor meeting; face-to-face and one-
o on-one investor meetings as required
7]
~ (3) Participation in investment forums at home and abroad
% (4) Regular contact window and spokesperson for institutional
§ shareholders
@ (5) Responses to surveys of international CSR ratings, such as the
Dow Jones Sustainability Index
(1) Online procurement/bidding system to ensure information
transparency
(2) Designated personnel to communicate regularly with suppliers
concerning the status of purchases
Suppliers (3) Supplier meetings with management to discuss suppliers’ dif-

ficulties and exchange views
(4) Designated committee set up to review supplier complaints of
unfair or detrimental procurement practices.

(5) Supplier assessment mechanism to rate suppliers on quality,
service, etc.




Stakeholder | Communication Method Stakeholder | Communication Method

Local

Community

) Visits to community management committees and residents to
discuss issues such as electromagnetic radiation and base sta-
tion deployment; participation in community holiday activities to
better understand residents’ needs and opinions.

(2) Toll-free hotline for electromagnetic radiation testing in conjunc-
tion with the Taiwan Telecommunication Industry Development
Association, and publication of base station electromagnetic
radiation awareness information for the community and neigh-
borhoods.

(8) CATV operators cover community activities to promote com-
munity participation.

(4) CATV operators invite residents and students to visit TV stations.

(5) Sponsoring art and cultural community activities.

Non-Profit
Organization

Communication with non-profit organizations through
government, industry and academic seminars and the 5180
Mobile Donation Hotline.

Government

agencies

(1) Maintaining a healthy interaction with the National Communi-
cations Commission (NCC), and participating actively in NCC
hearings concerning telecommunications laws and regulations.

(2) Cooperation with NCC'’s supervision of the telecommunications
industry, which includes administrative audits and administra-
tive guidance.

(8) Cooperation with NCC’s measures on fee assessment and
network construction.

(4) Promotion of environmental protection by joining energy-saving
and used handset recycling initiatives organized by the Bureau
of Energy and Environmental Protection Administration.

Other

TWM also participates in the activities of the following as-
sociations to keep abreast of industry trends and contribute
to ICT development in Taiwan:

Industry

Participation in local and international industry associations and
organizations; establishment of coordination platform for better
cooperation and a fair competitive environment. Relevant plat-
forms include:

(1) Taiwan Telecommunication Industry Development Association
(2) Taipei Computer Association

(8) Taiwan Network Information Center

(4) Taiwan Internet Association

(5) Cable Broadband Institute in Taiwan (CBIT)

(6) Bridge Mobile Alliance

(7) GSM Association(GSMA)

S



Core Technologies
and the Response to
Social Needs

The penetration rate of mobile phones has exceeded
100% in Taiwan and the number of mobile Internet service
subscribers has also experienced significant growth. Daily
life has become inseparable from mobile communications
as smartphones and other mobile devices have been widely
adopted by domestic consumers. In this environment, Taiwan
Mobile acts as a catalyst by leveraging core telecom sector
resources and technologies to enable a more productive

society.

In terms of CSR strategic planning and implementation, we
try to identify the needs and gaps in society to formulate
specific and socially beneficial strategies that incorporate
core telecom, network and digital convergence resources. At
the same time, we position ourselves and direct CSR policies

to bring sustainable value to the company.

3.1 Enhancing Digital Competitive-
ness Strategies

In terms of strategies to enhance digital com-
petitiveness, we have extended our efforts from
information access and information literacy to
information application. We also establish dif-
ferent programs to enhance our digital competi-

tiveness in general.

With economic development and industrial evo-
lution, the digital divide has expanded beyond
the scope of the gap between urban and rural
areas and shortages of hardware resources into
the area of digital capabilities. We have tried to
enhance the digital competitiveness of the un-
derprivileged segments of the population by

improving facilities, strengthening soft

Information
Access Service Penetration/ Digital Learning Centers

(Facility Provide board band, computer facilities and
Internet)

trainings

power, and cultivating digital capabili-

ties, digital literacy and video educa-

Digital Literacy and Research:

Information tion issues
Literacy

Though Internet safety promotion video, we
educate children on digital safety and protec-

tion.

3.1.1 Information Access

(1) Service Penetration

Digital Teaching Materials: Integrate with
concerts & arts events, we produce arts and
humilities CD/DVD for remote schools

In 2009 and 2010, our subsidiary TFN

Life, Env. and the TWM Foundation followed
Protection, Handset Art & Creation Camp: We provide . . . .
web 2.0 multimedia imaging education trainings to the NCC’s policy directive of bringing
teenagers . . .
9 broadband service to every village in
Digital Cultural the country by providing broadband
& Creative Encourage digital production and content

Talent development

service to Jinin Village of Jen-I Town-

Cultivation

ship in Nantou County and Yishin Vil-

Enhancing Facility+Literacy+Application+Digital

Digital Content Creation
Competitiveness

lage of Jianshih Township in Hsinchu
County. The program’s goal was to en-

able remote communities to connect




to the rest of the world via the Internet and gain

first-hand access to information and e-commerce.

To ensure against unexpected weather and geo-
graphic conditions, a 3.3-kilometer optic-fiber and
VDSL network was built to ensure stable transmis-
sion quality and improve the outward communi-
cation environment and the reach of a broadband
network. After the physical infrastructure was
completed, the Foundation further subsidized the
network subscription fee for village residents to

reduce their financial burden.

Meanwhile, in order to help indigenous people
leverage the Internet to promote local agricultural
products and B&B tourism, we specially designed
modulated programs for them to simplify the
marketing process. We have also sent corporate
volunteers into the mountains to facilitate the de-
velopment of their agricultural economy, tourism
businesses and agricultural product distribution.
These efforts not only help local communities
generate commercial opportunities but also im-
prove their quality of life. Total expenses in 2011

is NT$4,223,471
(2) Digital Learning Centers

According to the latest report on the digital divide

published by the Research, Development and
Evaluation Commission (RDEC) of the Executive
Yuan (2011), the difference in the computer usage
rate between residents in remote areas and non-
remote areas is as high as 20%. And the com-
puter usage rate for mentally and physically chal-
lenged people is 32.1% lower than for the rest of
Taiwan’s population. To improve the situation, we
have mobilized core telecom technology and in-
tegrated mobile, fixed-line network and cable TV
resources to establish digital learning centers in

those remote areas.

In addition to the RDEC report, we also tried to
gauge actual demand and avoid resource idleness
and waste by studying relevant documents, con-
ducting on-site visits and planning curriculums.
We have met community demand by offering
computer hardware and maintenance services,
network bandwidth, and training courses for local
instructors. We also joined with local non-profit or-
ganizations to plan activities and curriculums that
cater to the needs of the local communities and
increase digital opportunities for the local resi-

dents.

The digital divide issue is not limited to the lack

The TWM Digital Learning Center located in Kaohsiung
County was operated in July 2011.

of equipment but also to a shortage of proper in-
structors. The phenomenon of young people mi-
grating away from their remote homes prevents
some remote areas from cultivating their own in-
structors. To resolve the problem, we have helped
local communities apply e-learning resources to
train women who work at home and junior and
senior high school students to become instruc-
tors so that those who were helped can then help
other people. In addition, we have facilitated com-
munication with local communities by applying
IP-cameras to provide timely assistance and allow

the many digital learning centers to share valuable
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experiences with each other.

In 2011, the foundation sponsored the Carpenter
Home Care Association in Taoyuan and in Ka-
ohsiung and the First Social Welfare Foundation
to establish three digital learning centers, which
includes computer and network resources for 44
workstations. Since 2007, 13 digital learning cent-
ers have been opened with a total of 171 work-
stations Each center provides a curriculum that
is specifically tailored for either underprivileged
children or new immigrants or the physically disa-
bled or the developmentally challenged of those
communities and gives them the opportunity to
improve their skills and to better understand the

world through the use of a computer.

3.1.2 Information
iteracy

The average Internet user
continues to get younger,
but due to the lack of proper information literacy,
we have seen a growing prevalence of Internet
addiction, bullying and online crime among teens

and children.

It is our mission to provide our subscribers, both
young and old, with safe content and a clean digi-
tal environment. In addition to excluding nudity in
our value-added services, we also joined with the
White Ribbon Caring Association (Digital Culture
Action Lab of NCCU) to research young people’s
online behavior and issues (such as online pros-
titution, pornography websites, Internet addiction
and online bullying, etc.). We produced an Inter-
net safety promotion video with the association to

educate children on digital safety and protection

issues, such as Internet copyrights, personal data
protection and legal issues related to spreading
rumors online. We have also mobilized TWN cor-
porate volunteers, parents of students and teach-
ers to hold educational sessions with engaging
teaching materials and videos to help break para-
doxical myths about the Internet for young peo-
ple and children. In 2011, more 15,000 students
from more than 100 schools participated in the

program.

Number of schools and students
participating in the Internet Safety
Promotional Campaign from 2009 to
2011

2009 2011 2011
No. of
Schools 41 66 106

No. of
Students

7,249 9,175 15,146




3.1.3 Information Applications
(1) Imaging Education and Applications

Blogs, micro blogs and online videos have gradu-
ally become part of our daily lives. With easy ac-
cess to recording equipment and publishing plat-
forms, the threshold for video production has been
lowered significantly. That has also contributed,
however, to the accumulation of unwanted mate-
rial. Because mobile phones will soon become the
most important medium for image recording and
mobile media, Taiwan Mobile wants to enrich peo-
ple’s lives with a more diversified and meaning-
ful content base in the era of digital convergence.
The TWN Foundation therefore joined with Public

Television Service to host a “handset art creation

camp” for teenagers to cultivate future multimedia

Handset Art Creation Camp for teenagers

Digital Teaching Material Published in 2011

Sho T

011 2009-2011 Taiwan Connection Music Festival

Music Appreciation

012 Yungminnie' s blog

Internet Safety

013 The Mountains and The River

Environmental Protection

014 Sun Moon Lake Firework Concert Music Appreciation
015 Tango in Paris Music Appreciation
1009-2011 HEHERER L Bl .

HATAERS = 1 bl 7 ]

talent. We have hosted seven two-day camps in
different parts of Taiwan over two years based on
the themes “Show Taiwan with a Mobile Phone”
and “My Street Talk Dictionary” to teach teenagers

to express their ideas through video images.

Handsets with advanced recording functions
were provided to the students, and famous di-
rectors were invited to teach them basic imag-
ing concepts, filming techniques and storyboard
and script concepts. The students were able to
practice shooting skills and techniques, but also
learned about the legal concept of intellectual

property. Through these two day camps, not only

Ahiiaad

is the art of image creation and production taught
and learned, but, more importantly, the value of
media literacy is demonstrated in manner where
every student is able to share images that carry

social value.

In 2011, the 3rd annual Mobile Phone Short Digi-
tal Film Camp expanded and was simultaneously
held in Taipei, Taichung, Kaohsiung and Yilian with
a total of 130 students collaborating in the com-
pletion of 20 films. In all, from 2009 to 2011, a
total of 365 students from 92 schools have partici-

pated in the completion of 55 mobile films.

Previous students have not only produced stun-
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ning work at the camps, they have also carried the
creative and collaborative spirit and manifested it
in a variety of diverse manners. For example, a
group of students from Taipei Beitou Elementary
School continued and finished a film started at the
camp called “Tree, No. 73” and has recently gar-
nered attention on the International Film Festival
circuit. Students from the Kang Chiao Bilingual
School produced a video in honor of the victims
and survivors of the 3.11 Earthquake in Japan
called “Infinite Love, Courage, Hope”. The video
was viewed over a million times and raised over
NT$4 million and provided a clear example of the

positive influential power of the digital image.
(2)Producing Quality Digital Teaching Materials

There are more than 1,000 middle schools and el-
ementary schools located in remote parts of Tai-
wan. Though the Ministry of Education launched a
campaign in 2009 to offer complete packages of
computer equipment to schools in remote areas,
these schools are still short of qualified teachers
and software resources. At the same time, stu-
dents at these schools have little opportunity to

attend art and cultural activities.

Taiwan Mobile hosts multiple classical music con-

certs every year and sponsors major environmental

and humanities education programs to extend the
reach of its resources to remote areas and enable
schoolchildren there to enjoy diversified educa-
tional and cultural experiences. We convinced our
partners and musicians to grant video copyrights
to charity so that these educational sessions, per-
formances and films could be distributed to local
libraries, middle schools and elementary schools

in rural areas to be used as educational materials.

We hired a professional team to conduct multi-
track recording and post production so that chil-
dren everywhere can enjoy outstanding perfor-
mances through digital teaching materials. To help
teachers make the best use of the materials, we
also recruited experts to help explain the materials
in simple terms so that the students can explore

the topics in proper sequence.

By the end of 2011, 15 sets of teaching materials
had been published, covering TWM'’s live outdoor
concerts, Internet safety education, mobile phone
image creation, environmental education and the
humanities. A total of 19,668 copies have been
distributed. In the future, we will delve deeper into
environmental education and expand the program
into the areas of literature and the arts. We will

also increase the number of teaching plans or

learning modules to meet the needs of the teach-

ers and students.

3.1.4 myfone Mobile Composition Award

The age of the winners of the 5th annual myfone
Mobile Composition Awards ranged from 17 to
69, and the age distribution of all participants
was even broader, making it an event for every-
one. Of the participants, 29.01% were aged 16 to
20, making it the largest age bracket in the con-
test. The percentage of participants under 30 was
65.63%, an indication that the award was particu-

larly favored by the younger generation.

As more works of higher quality have been sub-
mitted over time, the myfone Mobile Composition
Award has gone beyond a simple composition
award for music or literature and moved into the
realm of documenting modern life and society.
The concept of the award has been recognized by
numerous prominent figures in the artistic and cul-
tural circles. For the categories of SMS literature
and original ringtones, the judges have noted that
the quality of the contributions has consistently
improved and reflects a sense of contemporary

life and this era.

The Myfone Mobile Composition Award contest




- 2007 2008 2009 2010 2011

SMS literature 5,232 4,745 22,512 39,494 48,279
Original ringtones 138 331 424 427 660
Total 5,370 5,076 22,936 39,921 48,939

uses handsets as tools responding to the changes
in technology and the times. We led the trend by
treating SMS and ringtones as a new literary and
musical form and hosted a contest to encourage
mobile composition. The award has not only stim-
ulated the interesting chemistry between technol-

ogy and literature/music, but also encouraged

people to see mobile content in a different light.
The award has helped identify artists with great
potential and fostered the creation of more literary
and musical content, which, in turn, has led to the
cultivation of even more digital content and talent,
creating a virtuous cycle for our core operations.

This really echoes the government’s policy of de-

veloping cultural and creative industries. We hope
that by continuing to provide artists with new cre-
ative platforms and identifying outstanding literary
and music content, we will be able to promote the
soft power of Taiwan and facilitate the develop-

ment of digital content and the cultural and crea-

tive industries.
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3.2 Creating Social Value with Digital
Applications

Digital applications can do more than facilitate
our daily lives and improve our efficiency at work.
They can also be used for social activities such
as promoting the arts, charity, healthcare and en-
vironmental protection. For many years, we have
continued to explore new opportunities to create
more social value through digital applications by
integrating our core competency and resources to
reduce the social divide.

3.2.1 5180 Mobile Donation Hotline

With the prevalence of smartphones and the in-
creasing number of mobile Internet service users,
our decision to launch a mobile donation hotline
service five years ago has proved to be a forward-
looking decision. The 5180 Mobile Donation Hot-
line fully leveraged the advantage of convenience.
By freeing busy people from the restrictions of
time and space, the service makes optimal use
of a handset’s mobility and convenience, allow-
ing users to show their concern anytime and any-
where. It also provides charity organizations with
a stable, long-term source of funds.

The service fully integrates core IVR (Interac-
tive Voice Response) technology and back-office
services. There are plenty of donation options --
NT$100 , NT$500, NT$1,000, NT1,500, NT$2,000
and NT$3,000 -- for subscribers to choose from.
By incorporating back-end cash-flow and infor-
mation-flow systems, donors can pay for their do-
nations as part of their monthly bills. When online,
donors can choose to request a receipt as soon
as they make their donation. The system is secure

and convenient.

We have also devoted considerable corporate re-
sources to help NPOs enhance their visibility and
fund-raising efficiency with a variety of corporate
events and media. We periodically host educa-
tional lectures in response to requests from NPO
for such topics as “How to raise more funds dur-
ing a recession” and “Online marketing: the sur-
vival tool for NPOs in a challenging environment”
to provide a platform for NPOs to communicate
and exchange ideas with each other. In addition
to ensuring the stable operation of the system, we

5180 Performance and Numbers of Participated NPOs

. Accumulated Dollar . Number of People

thousand

also encourage our employees to support NPOs
through the 5180 Mobile Donation Hotline. We
host several volunteer sessions every year to in-
troduce the NPOs to our employees to help them
identify with the groups’ causes and, thereby, in-
creasing their willingness to make donations.

From the beginning, we have tried to select charity
organizations that are of good quality, efficient and
financially transparent to work with. The organi-
zations we sponsor have to be rated higher than
Class A by the authority concerned or are qualified
for subsidization by the United Way of Taiwan. In
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terms of their financial credibility, they have to be
members of the NPO Alliance or have their annual
financial statements certified by an accountant.
By the end of 2011, a total of 56 NPOs were rais-
ing funds on this platform and, a total of NT$37
million had been raised more than 84,000 individ-
ual donations. The numbers truly demonstrate the
positive force of Taiwan’s civil society. During the
Sichuan earthquake in 2008 and Typhoon Mora-
kot in 2009, donations were significantly higher
than on average, which shows that mobile dona-
tions have become a preferred option in times of
major catastrophes.

In the future, Taiwan Mobile will continue to opti-
mize the system and expand the scope of service.
We will also work with the NPOs to provide assis-
tance in helping them maximize benefits. We look
forward to seeing mobile donations becoming a
major funding source for NPOs in the future.

3.2.2 909 Mobile Audio Guide

Telecom service can be more than simply trans-
mitting electronic signals. It can also be used to
promote the concept of aesthetics to users. In
2004, we first introduced the 909 Mobile Audio
Guides service with our core technology to assist
in the promotion of art and cultural activities. Thus,
in addition to helping museums build a compre-
hensive digital database of their collections, we
have turned the mobile handset into personal au-
dio tour guide to help users learn more about the
exhibits they are viewing.

We have collaborated with several museums

around the country to provide audio guides on a
wide range of subjects, from art and history to sci-

909 Mobile Audio Guide Service Usage (2004-2011)
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ence, historic sites, and biology. We have worked
frequently with the the Juming Museum, the Na-
tional Museum of Marine Biology and Aquarium
in Pingtung, and the Yingge Ceramics Museum,
as well as provided the service to other important
art and cultural exhibitions . With the advances
in telecommunications technology, specifically,
through the use of cloud computing technology,
broadband services, and multimedia content, we
will continue to provide new content navigation
services that will find more effective and exciting
ways to promote quality art and cultural events
and activities.

In 2011, the 909 Mobile Audio Guide was provided
and used 27,513 times at the following museums
and exhibits: the National Museum of Marine Biol-
ogy and Aquarium in Pingtung, the Yingge Ceram-
ics Museum, three permanent exhibits at the Jum-
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ing Museum, “The Emperor Kangxi and the Sun
King Louis XIV” exhibit and the “Treasures from
the British Museum: The Body Beautiful in Ancient
Greece” special exhibit both at the National Pal-
ace Museum. Since 2004, these audio services
have served nearly 190,000 people with an accu-
mulated usage time of more than 25,000 hours.

3.2.3 Mobile Healthcare Service

We sponsor mobile communications service and
equipment for the “Taipei Bureau of Social Af-
fairs Emergency Care Program for Seniors Liv-
ing Alone,” and the “Touring medical service in
remote mountain areas from Taitung Christian
Hospital.” We utilize our telecom technology to
facilitate emergency communications and provide
necessary assistance for underprivileged people
in need.
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3.3 Promoting a Digital and Low-Carbon Society

According to a survey conducted by the technol-
ogy research firm Gartner, the greenhouse gas
emissions of the global ICT industry accounts
for 2-3% of the overall global emissions, and the
telecom industry accounts for one-fourth of that.
A study conducted by the Global Sustainability
Initiative (GeSl) and McKinsey & Company noted
that by 2020, the volume of emissions prevented

3.3.1 Smart Carbon Reduction: Video
Conferencing

A study published by the Carbon Disclosure Pro-
jectin 2010 shows that virtualization services may
effectively reduce CO2 emissions and generate
considerable financial benefits. The study es-
timates that if the U.K. and the U.S. can deploy
“10,000 telepresence units,” it would cut nearly
5.5 million tons of CO2 emissions by 2020 and
achieve US$19 billion in financial benefits. In view
of the study, we have been heavily promoting the
idea of video conferencing both for our own inter-
nal meetings and for our service portfolios. Start-
ing from the end of 2009, meetings between our
head office and overseas subsidiaries in Beijing
and Xiamen have mostly been conducted in the

by the ICT industry could be five times the volume
of emissions the industry emits. Thus, the ICT in-
dustry can contribute significantly to the model of
a low-carbon society and create greater value for
our society.

Assisting in building a smart and low-carbon so-
ciety, developing key functions of the telecom
industry, and reducing carbon emissions in other

form of video conferencing. It not only brings eco-
nomic savings but also indirectly reduces carbon
emissions. In September 2010, our subsidiary
TFN introduced video conferencing services to
consumers and businesses. Recently, these ser-
vices were provided to the Society of Wilderness,
a non-profit organization in Taiwan. A total of 10
video conferencing systems were installed in their
10 chapter locations with two of them overseas.
In 2011, the video conferencing services saved the
organization 12,341 kilometers and NT$242,640 in
traveling distance and costs and, more important-
ly, the associated carbon emissions.

3.3.2 Expanding Green Value-added
Services

We also recognize that many mobile phone apps

industries and departments through a variety of
mobile services and e-services are among the
goals we set in our CSR policy. E-billing, paper-
less services and video conferencing are some of
the positive results derived from our digital and
low-carbon emission practices.
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can help subscribers to reduce energy consump-
tion and carbon emissions. For example, real-time
mass transportation information makes it more
convenient to use public transportation. And
our myBook e-book service allows subscribers
to read thousands of books and magazines that
are stored online, directly reducing paper usage
and the carbon emissions generated when those
books are otherwise shipped. In 2011, we have
set up an “Environmental Protection Section” in
the match App store to offer environmental pro-

tection related smartphone apps, including envi-
ronmental protection information, energy-saving
tools and games so that subscribers can under-
stand the concept and information in an easy and
direct way.

3.3.3 Growth of E-billing Ratio
In May 2008, we began promoting e-billing. By re-

Growth in E-billing Percentage

placing hard copies with e-mails, we are able to
reduce the usage of 2.4 pieces of A4-sized paper
per subscriber, equal to 1 envelope and 1.4 sheets.
From May 2008 to the end of 2011, a total of 15.8
million paper bills were saved, which helped con-
serve 37.94 million sheets of A4-sized paper. By
the end of 2011, more than 460,000 subscribers
had opted for e-billing, equal to 11.57% of our to-

Unit : %

14.00%

12.00%

10.00% '

8.00% 5-139%

6.00%

4.00%
1.36%

2.00%

62,465

223,847

0.00%

2007 2008 2009

393,461

Unit: subscribers

11.57%

11.06% ~ 500,000

_— ’ - 450,000
- 400,000
350,000
300,000
- 250,000
200,000
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446,044 468,398

2010 2011
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tal subscribers. The number of new e-billing sub-

scribers has increased every year since the option
was first introduced.

In the future, we will continue to provide various
incentives such as promotional giveaways and
discounts for existing subscribers for corporate
events, and we also intend to optimize the e-bill-
ing format to grow the e-billing ratio further to fulfill
our energy-saving and carbon emission reduction
targets.

3.3.4 Paperless Operation Results

In addition to replacing physical phone bills with

e-mails, we have also implemented the paperless
concept in our internal and sales procedures. The
paperless operations in our myfone stores are
the best example of green practices in the value
chain. In the past, subscribers have had to com-
plete multiple physical forms as part of the appli-
cation process. To promote paperless operations,
we have invested in both hardware and software
so that subscribers now can directly apply online.
Copies of personal IDs are not required and pa-
per receipts have been replaced by SMS, which
also helps reduce concerns over personal data
leakage due to the disposal of physical receipts.
Paperless operations can not only save printing
costs, but also the cost of physically shipping,

scanning, storing and destroying the documents,
By the end of 2011, a total of 1.73 million sheets
of paper had been saved by the paperless policy,
as detailed in the chart below.

Paperless Operation Performance

2,500,000

2,000,000

1,500,000

1,000,000

500,000

o--

2007 2008 2009 2010 2011
B # of documents 178,582 1,116,012 1,425,233 1,610,387 1,737,215
B # of piece of papers 245,212 1,442,627 1,863,572 2,030,706 2,135,404




When it comes to environmental protection,
Taiwan Mobile not only focuses on compli-
ance and the reduction of pollution but also
takes the initiative to help build an intel-
ligent low-carbon society by leveraging key
resources of the ICT service industry. We
help other businesses reduce their carbon

mental protection through our extensive in-
teraction with subscribers and consumers.
Our long-term goal is to be an “initiator” of
environmental protection efforts. In 2011,
TWM was the 1st enterprise in the service
sector that was awarded “R.0.C. Enter-
prises Environmental Protection Award” for

Environmental
Protection

2011-10  Won “R.0.C Enterprises Environmental Protection Award.”

emissions with our mobile and e-services
and also promote the concept of environ-

three years in a row.
The Ist enterprise in the service sector has received the

award for 3 continuous years.

4.1 Environmental Management Organization and Policy

President

Sustainable Development Implementation Committee

Administra- JPublic Affairs] Technology § Information J Direct Store Procurgmgnt Billing Human Value-qdded
tive Division Division Group Group Division & |_.0.gI‘StICS Managqment Regqurces S‘er.w_ce
Division Division Division Division
Alterna- Promotion Alternative Alternative Environmental || Implementa- Promotion of || Internal Green
tive energy of public en- || energy energy activities tion of green e-billing employee value-added
program vironmental || Program program glurg'?(;jrr?etrs purchasing training applications
education Energy Energy from vendors
Energy use ) efficiency Energy
. . efficiency § fici
supervision Sustainable improvement improvement || efficiency
' development improvement
Office energy trateqi Base station Data center Energy
management || Strategies energy gggr'g?lo management
management || conservation || Mobile device
management || recycling

TWM has established an internal Sustainable
Development Implementation Committee. It re-
ports directly to the president and is responsible
for planning, promoting and integrating all of the
company’s environmental-related activities.

We have incorporated environmental strategy
and future directions into our CSR strategy. The
initiative was approved by the Corporate Gov-
ernance Committee and the Board of Directors
in January 2011.
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4.1.1 Environment Protection Strategy

We divide our environmental strategies into short,
medium and long-term frames based on the initia-
tive’s relevance to our business operations. Short-
term strategies such as recycling used base-
station battery modules, cables and handsets
focuses on reducing our ecological footprint as
well as the environmental risk to our operations.

Promoting key issues for the short, middle and the long term

A EFFORT

Medium-term strategies concentrate on enhanc-
ing the ecological efficiency of energy resources,
including measures such as replacing physical
account statements with e-bills to reduce paper
usage. Long-term strategies make use of core tel-
ecom services such as video conferencing to help
other entities reduce their energy consumption

and carbon emissions. They are also devised to
promote the concept of environmental protection
via handsets, the Internet and TV to enhance en-
vironmental awareness and promote environmen-
tally friendly conduct.

Develop influence and results
Create sustainable value

Improve ecological efficiency,
build long-term momentum

Minimize environmental footprint
and control environmental risk

2007 2008 2009

2010 2011 2012 2013

2014 2015 2016 TIME




4.1.2 Implementing Environmental Program

From a value chain perspective, we identify opportunities to promote environ-

mental initiatives in every division within the company.

Environmental Programs in TWM’s Value Chain

Corporate
Customer Social

an { >
Selling Service Eﬁ-ﬁ?ons.

R&D and Maéketing

Innovation )
Constructios

]

Cloud Service

Environmental
Education

Green Equipment Green Handsets e/Mobile Service

Green Cloud Green Building Environmental- Paperless Store

IDC Green Data Center friendly Packaging E-billing hD/]lg;t;!ﬁTgachmg
Video Base Station Energy Handset Recycling| | o/ opile Gustomer Environmental
Conferencing Saving Service iy
Audio Guide

Waste Cable Recycling Online Store

Program

Mobile Donation Green Value-added

Services

Green Seminar
Green Data
Center Apps

Environmental Management: Green office, Electronic Waste Recycling, E-system

Green Procurement

In order to expand the range and quality of telecommunications services, we
have regular cable rollout and maintenance. In the past three years, the cumu-
lative total weight of copper and fiber cable rollout was 3,527,180 kg. In 2011,
the total weight of copper rollout was 47,115 kg compared to 977,290 kg for
fiber optic cable for an overall total of 1,024,405 kg.

Unit:Kg
ver | 20 | 20 | an |
Copper Cable 165,915 146,480 47,115
Fiber-optic Cable 1,007,140 1,183,240 977,290
Total 1,173,055 1,329,720 1,024,405

4.2 Responding to Climate Change

4.2.1 Carbon Management

The telecom industry mainly consumes energy through the use of electricity.
Most of its greenhouse gas emissions are Scope Il emissions (those produced
indirectly from the consumption of purchased electricity). We started our plan-
ning and preliminary assessment in 2010 based on “The Greenhouse Gas
Protocol: A Corporate Accounting and Reporting Standard Revised Edition.”.
The assessment covers Scope 1 and Scope 2 and the six greenhouse gases
specified in the Kyoto Protocol. The calculation is based on public govern-
ment information and actual operating data. The preliminary results are as fol-
lows: The assessment covered office buildings, direct stores, base stations
and data centers.The carbon emissions from base station and data centers
accounted for 80% of the company total. Indirect carbon emissions, such as

Energy Consumption

Indirect Energy
Consumption

Direct Energy Consumption

(KWH)
Year Petrol (liter) Joule Diesel(liter) Joule KWH
2010 579,827 18,904,680 14,826 520,571 381,367,733
2011 519,289 16,930,911 15,760 553,363 309,875,082

Greenhouse Gas Emissions
Unit: Tones CO2-e

Direct Emissions (Scope 1) 2,743.1 2,608.2
Indirect Emissions (Scope 2) 233,397.1 196,220.8
Total 236,140.2 198,829
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business and emaployee travel, were not included
in the assessment. We continue to enhance the
efficiency of electrical energy as a main means
to reduce carbon emission The major goal of the
sustainability committee in in 2012 and 2013 is to
establish an internal inventory system and to ob-
tain external verification.

4.2.2 Building Energy-Saving Stations
(1) Increasing Co-stationing and Co-construction

Since the NCC revised management regulations
in 2003, we have increased co-stationing and co-
construction throughout the 2G network. For in-
stance, we have established co-constructed base
stations at the site of many new infrastructure
projects, including the Taipei and the Kaohsiung
MRT tunnels, the National Freeway No.1 and No.
3 tunnels, the Hsuehshan Tunnel, the Taoyuan In-
ternational Airport Terminals 1 and 2, the Taiwan
Railways Administration and the Taiwan High
Speed Rail Corp. tunnels. Just over three-quarters
(79.6%) of our 2G base stations are co-stationed
at present and 30.1% are co-constructed. This far
exceeds the NCC’s minimum requirement of 20%
and 10% for co-stationing and co-construction
respectively.

(2) Reducing Building New Stations

Approximately 98.3% of our 3G base stations
have been installed on existing 2G base stations
(co-stationing), reducing the need for new sites.
Our base stations also employ 2G/3G multi-band
antennas, so no extra antennas have been needed
when new 3G stations have been built on existing
2G base stations. Another 21.01% of 3G base

stations share construction and antennas with the
other 3G operators’ stations, which does even
more to reduce the number of antennas.

(3) Enhancing Energy Efficiency

In addition to adjusting A/C equipment and tem-
perature settings to improve energy efficiency,
we have also installed the most energy efficient
equipment possible. New equipment purchased
for 3G base stations in 2011, from a vendor with
ISO14001 certification, is 50% more energy ef-
ficient than the previously used equipment, and
95% of its components can be recycled after re-
placement. Energy-saving equipment has been
installed at 67.4% of our 3G base stations, and we
have also enhanced energy efficiency by adopt-
ing inverter-aided air conditioning equipment and
temperature controls.

(4) Beautifying the Base Stations

Even though people increasingly depend upon
cellular communications, they are opposed to the
towers spoiling otherwise scenic views. Through
careful design and siting standards, we strive to

not only minimize the adverse visual effects of
telecommunications facilities and towers, but to
also beautify the local landscape surrounding the
base stations and to reduce concerns regarding
electromagnetic waves by building base stations
in remote areas when possible.

Base Station Adoption Ratio
et |9 [ 200 [ aom |

0,
Setting A/C temperature at Saves 6% of power

i - 0, 0, 0,
28°Cstarting 2007) ;Z?:;Tvﬁﬂc;rgggm 28.0% 28.0% 28.0%
Use of variable-frequency .
air conditioning equipment fg},}eso fpg;;’;‘r'mate'y 15.2% 18.5% 26.4%
(starting 2007) °ootp
Use of high efficiency Save 50% energy 33.2% 58.2% 67.4%

equipment in 3G station




4.2.3 Building Energy-efficient Data
Centers

At the end of 2008, we devised energy-conserva-
tion measures for new telecommunications and
IDC data centers. Our data centers are designed
to employ temperature and humidity controls and
separate hot and cold air conditioning ducts for
better air conditioning efficiency. We also contin-
ue to carry out various projects to enhance energy
efficiency step by step, including installing LED
fluorescent tubes and new more efficient UPS
systems and air conditioners.

The company plans to build data centers and fa-
cilities in line with the spirit and principles of green
procurement. The company began to build a
green cloud data center at the end of 2011. The
data center is the first one in Taiwan to receive an
internationally-recognized Tier lll certification from
the Uphill Institute and is expected to be opened
for operations in the first quarter of 2013. The fa-
cility will follow the design guidelines recommend-
ed by the Green Grid in order to operate more en-
ergy efficient. For example, a cold aisle/ hot aisle
layout, which can promote effective flow, the sep-
aration of cold and warm air streams, direct cool-
ing to data center hot spots, and energy-efficient
power equipment and motion sensor lighting.
Following these guidelines, the company will have
an energy management system that is expected
to achieve PUE rating of 1.5 or less as well as to
obtain ISO 50001 specification. Once completed
and fully operational, it is estimated that the data
center and its energy management system will re-
duce carbon emission by 17,444 tons.

4.2.4 Enhancing Energy Efficiency at
Office and Stores

At our office buildings and company-operated
stores, we conducted a power consumption sur-
vey and implemented various energy-saving ini-
tiatives to reduce the power consumption of our
lighting, air-conditioning and office equipment to
enhance power efficiency. We took detailed pow-
er-use inventories of high-energy consumption
areas and formulated specific energy conserva-
tion improvement programs, while also adjusting
our contracted power capacity to a more reason-
able level. In addition to installing power-saving
T-5 lights and more efficient reflectors, we also
reduced unnecessary lighting use through the
seasonal adjustment of lighting times for signs
on high-rise buildings and other locations and the
use of zonal control switches to adjust workplace
lighting to reasonable levels based on need. Tai-
wan Mobile also adjusted elevator operating for-
mats by reducing the number of floors at which
each elevator can stop to reduce power con-
sumption.

The company uses R22 coolant for air-condition-
ing and cooling systems in some office buildings.
However, in accordance with Taiwan and Interna-
tional environmental regulations, R22 will be re-
placed by R134a and R410a, both more environ-
mentally friendly coolants, in the near future.

4.2.5 Improving the Response to
Climate Risk

(1) Compliance Risk

We pay close attention to progress on a proposed

Greenhouse Gas Reduction Act and drafts related

to an energy tax. The GHG emissions of the tel-

ecom service industry are relatively low compared
with energy-intensive industries such as petro-
chemicals and steel, so it is unlikely that the tel-
ecom industry will be initially included in the scope
of any new regulations. The main target of the
energy tax will focus more on fossil fuel sources
such as gasoline and natural gas, meaning the im-
pact on our business is expected to be minimal. If,
however, new laws indirectly change the lifestyle
of Taiwan’s residents, then it could have a positive
impact on virtual or mobile services and products.
(2) Physical Risk

Because emergencies caused by typhoons,
floods or power outages could threaten the sta-
ble operation of telecom data centers or base sta-
tions, it is necessary to comprehensively plan and
review each network project before it is built to
minimize the potential damage of natural disasters
and ensure system recovery in the shortest period
of time. The following guidelines on data center
location selection and implementation have been
drafted to ensure system safety:

e Data center construction must comply with ar-
chitectural strength design criteria for withstand-
ing the impact of a certain level of wind speed and
earthquake intensity.

® The location of ground-level base stations needs
to comply with the Soil and Water Conservation
Act. Proper water and soil conservation measures
also need to be taken.

e The proper power system and power backup
system must be evaluated to minimize damage
from disasters.

e The proper power delivery framework and stable
backup routes must also be assessed to minimize
damage from disasters.

BT EB2011FE 118298 %M 2 FHE http://www.moeaidb.gov.tw/external/ctlr?PRO=news.NewsView&id=1239 AXLZHRMABE —EXRINE B370/AME -
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4.2.6 Constructing Disaster-Proof Sta-
tions

After Typhoon Morakot hit Taiwan in August 2009,
we responded to the policy of the Kaohsiung City
government (then the Kaohsiung County govern-
ment) to establish disaster-relief base stations in
remote townships and villages in October of the
same year. When the power and telecom infra-
structure is damaged by floods or typhoons, these
special base stations must remain in operation for
disaster-relief purposes. In 2011, we have acti-
vated five base stations with strong anti-disaster
capabilities in Taoyuan, Liouguei, Maolin, Shanlin
and Fongshan by adding backup power genera-
tors, and enhancing the transmission capacity of
the microwave and satellite router service. This
will ensure stable telecom service operation dur-
ing natural disasters for emergency purposes.

4.3 Electronic Waste Recycling

4.3.1 Recycling Old Cables

There are many old power cables that need to be
phased out during telecom infrastructure con-
struction or maintenance. If these cables are not
handled them properly, they can be harmful to
the environment. To prevent that from happen-
ing, starting in 2000, we commissioned an EPA-
approved waste cable processing plant to replace
copper cables with fiber-optic cables. In 2011, ap-
proximately 349,230 kilograms of copper cables
were removed and recycled for a three-year ac-
cumulated total of 1,347,998 kilograms.

Waste Cable Recycling Results

Unit:Kg

Copper Cable 199,498 61,190 43,310 303,998
Fiber-optic Cable 401,070 337,000 305,920 1,043,990
Total 600,568 398,190 349,230 1,347,988

4.3.2 Recycling and Reused Battery

Our facilities and base stations employ batteries
for emergency backup power. These batteries are
consumables and must be regularly tested and
replaced. To avoid the unnecessary waste of us-
able resources, a battery recycling standard and
classification scheme was drafted to use reus-
able batteries and to commission the disposal
of consumable batteries to meet environmental
requirements and save costs. A total of 338,490
kilograms of used batteries were recycled in 2011
and a cumulative total of 898,785 kg recycled over
the last three years, leading to the prevention of a
significant amount of water pollution and soil con-
tamination from hazardous battery disposal.

4.3.3 Continuing to Promote Handset
Recycling

Taiwan Mobile introduced Taiwan’s first waste

handset recycling plan -- the “Love the World Re-

cycling Campaign” -- in April 2008. This campaign

allowed consumers to recycle batteries, handsets,

and components such as charging bases, travel
chargers, headphones, and transmission wires.
By reducing the amount of heavy metals such as
lead, cadmium and cobalt entering the environ-
ment, and recovering materials such as gold, cop-
per and plastic, this campaign reduces pollution,
resource use and waste. The handset recycle bin
is made of acrylic to avoid secondary pollution
caused by battery acid leakage.

By the end of 2011, nearly 40,000 handsets had
been retrieved through the program, with the num-
ber of handsets recycled growing every year. Tai-
wan Mobile’s initiative encouraged competitors,
mobile phone manufacturers, electronic chain
stores and domestic retail chains to follow suit,
eventually helping make Taiwan the country with
the highest concentration of handset recycling
kiosks. In 2011, we recycled 11,449 handsets,
1,909.1 kg of mobile phone accessories and 449.4
kg of used batteries. Approximately 12.9% more
handsets were collected for recycling in 2011 than
previous year.




Recycling Performance
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M No. of handsets
recycled 9,673 10,137 11,449

M Accessories(kg) 2,202.3 1,837.84 1,909.1

M Batteries(kg) 461.05 527.27 499.4

Water Consumption in Offices
Unit: Degree

scale of water use
# of degree

40,196 36,748 -3,448 -8.58

degree/# of employee 17 15 -2 -11.97

*k Note: Above number is excluded water use in Kaohsiung Office since its water consumption charges is included in monthly
rental.

4.4 Green Office

We continue to enhance the eco-efficiency of en-
ergy resources with the goal of building a “green”
office building. In terms of water resources, we
regularly inspect the water supply and drainage
facilities and reduce the volume of water output in
the toilets and kitchens at office and business lo-
cations. We also recycle the wastewater produced
by reverse osmosis drinking fountains for use in
toilets and car washes. Approximately 2-3 tons
of water can be conserved every day. In average,
water consumption of each employees is 8.58%
less in 2011 than in 2010, and we will continue to

implement various water-conservation measures
in the future.

In terms of recycling, we also established recycling
facilities on each office floor for the purpose of re-
source classification and recycling. In 2011, we
recycled a total of 76,696 kilograms of resources,
17.6% less than the 91,917 kilograms in 2010.

After implementing these measures, all of our envi-
ronmental performance targets for 2011 were met.
Compared with 2010, office power consumption,
water consumption and paper consumption were
reduced 9%, 8.58% and 5.6% respectively. We
will continue to improve energy and resource effi-
ciency in the future. Our goal for 2012 is to further
reduce power consumption, water consumption
and paper consumption by additional 2%, 1%
and 1%, respectively.
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4.5 Free Electromagnetic Radiation Measurement Services

To ease public concerns about the effect
of base station electromagnetic radiation
on human health, we have set up a free
base station radiation measurement hot-
line (0800-580010) that takes requests for
free household electromagnetic radiation
measurements and telecom service inquir-
ies or complaints. We conducted approxi-
mately 207 measurements in 2011 and a
cumulative total of 545 over the last three
years.

At the same time, we have teamed up with
other members of the Taiwan Telecommu-
nication Industry Development Association
in inviting third-party organizations to take
measurement samples in northern, cen-

tral, southern and eastern Taiwan and col-
lect data for educational purposes and the
production of promotional material as well
as provide professional assessments of
the radiation levels. We have also assisted
National Taiwan University’s Telecom Re-
search Center in hosting seminars where
educators and industry experts from Tai-
wan and abroad discuss electromagnetic
radiation research, safety standards and
current regulations to provide a reference
for the government in developing and im-
plementing policies related to the issue.
We will continue to promote the concept
of electromagnetic radiation in conjunc-
tion with relevant agencies and groups in
all cities and join forces with other telecom
operators to commission the Taiwan Tel-
ecommunication Industry Development
Association to provide material promoting
electromagnetic radiation awareness.

Electromagnetic Radiation and Public Health

Since 1996, major international organizations and re-
search institutions including the World Health Organiza-
tion (WHO), International Commission on Non-lonizing
Radiation Protection (ICNIRP) and Institute of Electri-
cal and Electronic Engineering (IEEE), have conducted
research on the effects of electromagnetic fields, and
have issued the following reports and statements:

IEEE : Stated in a Year 2000 report: “Levels of public
exposure are normally far below the recommended
guidelines. Consequently wireless base stations are not
considered to present a risk to the general population
including seniors, pregnant women and children. “

ICNIRP : Issued a statement in 2004 finding “no con-
sistent or convincing evidence of a causal relation be-
tween RF exposure and any adverse health effect.

WHO : Stated in Fact Sheet No.193 (June, 2011): “From
all research on the potential health risk caused mobile
phone during the past two decades, no evidence has
proved that the usage of mobile phone will cause any
negative effect to human health.”

Our base stations are established in accordance with
relevant laws and regulations: the NCC ensures that
electromagnetic radiation from base stations is in full
compliance with ICNIRP. standards.




Taiwan Mobile fulfills the needs of mobile ser-
vice subscribers with a variety of rate plans
and value-added services. We have also intro-
duced discounted rate plans for specific mar-

5.1 Customer Service Mechanism

ket segments. If our subscribers go online or
into one of our stores, our team can recom-
mend timely promotions that will give them ac-
cess to premium services at lower rates.

“Genuine customer care” is one of our core val-
ues at TWM. We strive to provide customers
with an optimal telecommunications service ex-
perience, superb customer service, the best in
information security, superior communications
quality, and innovative products and services.
We also use different market survey methods to
track customer demand and feedback. Taiwan
Mobile also offers a customer service hotline
that operates 24/7.

5.1.1 Introducing New Measures to
Enhance Service Quality

(1) Understanding the trend of mobile life, we
launch a “ Customer Service App” to better
serve our customer anywhere anytime.

(@) In order to solve customer issues more
quickly and enhance overall service efficiency,
we employe a smart service platform that can
predict potential short-term problems that could
lead to customer issues and, thus, remind the
staff through the company’s internal platform.

(3) To help subscribers enjoy a premium and

convenient mobile life, we deploys Mobile Ex-
perts in myfone stores to explain mobile phone

operational procedures to customers face-to-
face. A mobile network task force also provides
service around the clock through our customer
service hotline. At the same time, a variety of
smartphone user guides are posted on the of-
ficial website for subscribers to access relevant
information via a self-help service interface.

5.1.2 Establishing a Transparent Com-
plaint Procedure

To improve customer satisfaction and imple-
ment a service-oriented business model, we
have integrated our stores, the service hotline
and our website to establish comprehensive
and standardized SOP to handle customer
complaints. All customer feedback is forwarded
to the relevant divisions or departments for a
proper response or improvement. The depart-
ments involved set a schedule for handling each
complaint, and the efficiency and outcome of
the responses are monitored on a regular basis
to improve our products and services. In 2011,
customer inquiries mainly addressed promo-
tional activities, value-added services, quality of
service, and billing issues.

Customer Service

201 1-11
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Ranked No.2 in Next Magazine’s “The 8th Annual Top Ser-

vice Awards” in mobile & fixed-line communications.

Received the “Trusted Brand Gold Award” by Reader’s Di-

gest for the 8th consecutive year.

Received First Prize of “201 | Service On Award” in the ICT
Group in the Digital Service Power Survey by Business Next

magazine.




Customer Service

5.2 Customer Satisfaction

We employ all kinds of market survey tools (in-
cluding telephone interviews, online surveys,
and focus groups) to track and improve cus-
tomer satisfaction. We plan and implement a va-
riety of surveys every year whose focus ranges
from the market as a whole to specific users.
We strive to understand customers’ needs and
thinking, and draft improvement plans and busi-
ness strategies geared to enhancing user sat-
isfaction. We conduct two surveys on general
customer satisfaction every year, an indication
of how big a priority we put on consumer opin-
ion and satisfaction.

We conduct satisfaction surveys through our own
departments and third-party survey companies.
Survey topics generally cover consumer satis-
faction in seven areas: call quality, rates, billing,
store service, call centers, value-added services

5.3 Information Security

and the website. In addition to shedding light on
users’ views concerning various telecom opera-
tors in the market as a whole, these surveys also
enable us to gauge our performance compared
with other carriers, facilitating our internal as-
sessment efforts and promoting our continued

2009-2011 Customer Satisfaction Survey Results

growth momentum. TSM’s customer satisfac-
tion average score in 2011 was 3.7 with 57% in-
dicating “very satisfied” or “satisfied”with a very
low proportion giving a low score. Call center
customer service registered the highest satis-
faction score of 4.3 out of 5.

Overall Customer Satisfaction

Call QualitySatisfaction 3.7 3.7 3.6
Call Center Satisfaction 4.2 4.3 4.3
Store Service Satisfaction 4.0 4.1 4.0

* Note: the satisfaction rate is ranked on a scale of five: 5 = very satisfied, 4 = satisfied, 3 = average, 2 = dissatisfied, and 1

= very dissatisfied. All numbers represent the survey result of that specific year.

From the moment that our subscribers step into
our myfone stores to subscribe to our mobile ser-
vice or receive their monthly phone bill or use our
free customer service hotline to change their fee
plan or to discuss international roaming services,
every critical link that requires subscribers’ per-
sonal information is monitored by our advanced
IT security system and professional service team.
Subscribers can set their minds at ease when us-
ing our services because they know their personal

information is protected in the most secure way.

Mindful of the importance of customer informa-
tion security, we implemented an information se-
curity management system in 2004, obtained the
world’s first ISO 27001 Information Security Man-
agement System Certificate in 2006, and passed
the global system’s three-year overall review in
2008. We also received Taiwan’s first “Information
Security Contribution Award” in 2007, and we re-
main the only telecom firm to have been awarded

this honor. In 2011, TWM met the certification
standards of the ISO/ IEC 27001 as well as ad-
ditional criteria listed in the NCC ISO/ IEC 27011.
These accomplishments further validates TWM’s
information security management system as the
most comprehensively secure system in Taiwan
and assures that our users are continually receiv-
ing world-class information security.

To protect users’ rights and interests, and to
strengthen the protection of users’ personal in-
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formation, we have broadened the scope of our
information security certification from our informa-
tion technology (IT) units to all customer informa-
tion service processes. We ensure that personal
information is protected in all access number ap-
plications, activations, changes, account process-
ing, fraud prevention, and customer service tasks.

In setting the scope of the information security
management system, we adopted a bottom-up
approach as illustrated below to ensure that the
scope of information security management is in
line with our vision and commitment to customers.

After the information security management sys-
tem was created, we established an information

5.4 Rate

security task force to continually improve the
system. Each department or division is assigned
an information security committee member and
maintenance engineer to assess information se-
curity issues. Operating through an emergency
reporting framework, the task force quickly identi-
fies security hazards and problems and takes cor-
rective and preventive measures.

In addition, an internal audit based on an inde-
pendent and objective review process is con-
ducted every six months to ensure the proper
implementation of information security policy. To
maintain the effectiveness of information security
control points and in response to the latest infor-

mation security trends, internal audits rely on new
methods and areas of concentration every time
they are applied. Auditors are recruited from dif-
ferent professional backgrounds to make internal
audits more comprehensive.

To ensure that information security operations can
be assessed by standardized indicators, we have
drafted internal information security key perfor-
mance indicators (KPIs) and perform regular as-
sessments. We use encryption or password pro-
tection for customer data and data transmissions
to ensure information security and also examine
records to prevent any unauthorized internal ac-
cess.

5.4.1 Full Disclosure of Information

Our detailed disclosure of product and service in-
formation demonstrates the importance we place
on integrity. We submit all service and rate plans
for approval by the NCC, followed by a public
announcement prior to their implementation. We
fully disclose our rate plans via the media, our
website, and marketing displays at our stores
and offices, indicative of our effort to convey
the content of all our programs to consumers
in a detailed and accurate manner. Representa-
tives at our myfone stores explain in detail and
recommend appropriate fee plans to customers
according to their needs. After the application
procedure is completed, the fee plan agreement

and detailed information on the plan are provid-
ed to new subscribers for their reference. In the
monthly billing statement, details of the charges
are also specified in a systematic way.

5.4.2 Preferred Rate Plans for Underprivi-
leged Population

We offer special rate plans for specific user popu-
lations, such as people with disabilities and sen-
ior citizens, which cater to their specific needs.
We also introduced a New Preferred Rate Plan
for the Physically and Mentally Challenged and
Deaf-Mute Subscribers in June 2009. In addition
to a certain number of free on and off-net short
messages, we offer these users 30 minutes of

free video communication every month.

We have also offered rate plans with a 50% dis-
count on monthly subscription fees for the elderly
since 2008 as well as mobile phones exclusively
designed for the elderly that have extra-large
keypads, extra-loud ringtones, extra-large font
sizes, and extra-long stand-by battery life. It also
includes elderly-specific safety features such as
a flashlight on top of the handset as well as a SOS
emergency button on the back of the handset
that, when pressed for three seconds, the sub-
scriber can instantly get in touch with his or her
family members. The over 65 year old segment of
the population in Taiwan is a rapidly growing one
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Customer Service

and, thus, we intend to use our core competen-
cy and services to provide a more user-friendly
communications environment for them.

Overall, we have frequently launched numerous

5.5 Innovative Services

Taiwan Mobile continues to develop a variety of
services for mainstream smartphones and other
handheld devices, including match apps, the app
store that incorporates multiple smartphone OS
systems, and the MoFun channel, which offers
a wide range of audio and video entertainment
content. There is also the popular myBook, which
offers features such as an online library, group
functions, exclusive audio books and e-book bo-
nuses, as well as applications such as Handset
Bodyguard, which helps retrieve lost handsets
and backs up data, and the Incoming Call But-
ler, which helps the user manage calls. Taiwan
Mobile also introduced Mobile TV, which allows
our customers to watch TV on your mobile device
with over 40 channels to choose from. Support-
ed by 3G and Wifi, our customers can now watch
TV anywhere and anytime.

In the future, Taiwan Mobile will continue to de-
velop a variety of digital convergence services
through our cloud services, Internet TV, Machine
to Machine (M2M) network, and our four-in-one
platform featuring mobile communications, a
fixed-line network, broadband and cable TV to
meet subscribers’ needs. We hope to become the
leader in the digital telecom industry by bringing
a seamless user experience to the household and
individual users and lead them toward a “digitally
intelligent” life.

promotions to address the many different user
types and communications needs. For exam-
ple, for students, we offered half-price on their
monthly voice rates. We also launched the “Fam-

ily Hotline”, which includes such features as free
on-net calls to the family for a low monthly fee, so
that family members can always remain in touch.

5.6 Eliminating Adult-only Information to Protect Children and Teenagers

In addition to the continual partnership with the
White Ribbon Caring Association to promote
computer literacy and Internet safety education
for young people, Taiwan Mobile was the first
among Taiwan’s six telecom service providers to
pledge to control adult value-added content. We
introduced “TWM Adult Service Self-Disciplinary
Guidelines” to block all images, videos and ani-
mations featuring pornography and violence. All
services and content need to be reviewed and
inspected before being released online. Content
providers who violate the guidelines are asked
to revise their content immediately, and partner-
ships with them may be terminated should there
be serious violations.

We also began providing a child-safe mecha-
nism in 2009 for parents to shut down adult-only
services and content to prevent young people in
their families from accessing inappropriate con-
tent. Access to adult content is blocked when
subscribers apply for mobile phone service for
their children.

Our smartphone service also follows the same
rules. No adult content can be accessed from our

match Portal or match Market to prevent young
people from being negatively affected by inap-
propriate content.
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6.1 Employee Recruitment

{7 0

SUEHL - AHEmE

6.1.1 Employee Attributes

We recruit employees who match the career op-
portunity offered by Taiwan Mobile based on the
characteristics of different types of expertise.
We also offer extremely competitive compen-
sation, benefits and training opportunities for
employees to grow along with the company. We
have never employed child workers and, in ac-
cordance with the Gender Equality in Employ-
ment Act and Employment Services Act, we do
not discriminate against any ethnic group and
have never violated the human rights of our em-
ployees. We send job offer agreements to job
candidates for them to review before they are
officially hired, and they must submit the signed
agreement protecting their rights and benefits
before coming on board. Any transfer of depart-

ment, location or position can only take place
after getting the approval of the employee at
least three days before the transfer. Any transfer
to a new location across geographical regions
must be communicated with the employee at
least two weeks ahead of time to allow enough
time to the employee to prepare for the move.
The company will also offer any necessary as-
sistance related to the move, including renting
a house.

Taiwan Mobile employed 2,651 people as of the
end of 2011. Please see the following table for
basic information concerning the demograph-
ics of our employees based on position, gen-
der and age. The male:female ratio is 58:42 and
average length of employment is over 7 years.
Males between 31-50 years old constitute the
majority of our employees.

Human Development
and Employee
Relations

Human resources are the key to maintaining our core
competitiveness. We not only strive to create a working
environment that promotes steady career growth but also
emphasize cultivating the value of integrity among our
employees. Only on a foundation of integrity can we build a

dependable and sustainable business.
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Employee Attributes

| Namber |

S e | Femate
Under 30 0 0.00%
- 0,
Top Executive 31-50 4 1 23.81%
(VP and Above) Over 51 13 3 76.19%
Total 17 4 100.00%
Under 30 152 276 16.27%
31-50 1,333 836 82.48%
Staff

Over 51 26 7 1.25%
Total 1,511 1,119 100.00%
Total Employees 2,651
Full-time 2,648

Employment
Status Part-time 3
Average Years of Employment 7.2
Doctorate 0.26%
Master’s 20.67%
Educational Bachelor’s 50.93%

Background
College Equiva- 23.84%

lent

High School 4.30%

* Note: All employees are based in Taiwan.

Educational
Background

Top Executive Staff
(VP&Above)

Over 51

el
Under 30

In terms of turnover rate, the number of new employees exceeded the number

Mater's

College
Equivalent

)
Bachelor's

of people who left the company in 2011, and the percentages of women in
those two categories were both higher than males. The gender and age distri-

bution of employees who joined and left TWM in 2011 are shown as follows:

Age Male Female  Male Female  Male Female  Male Female
Under 30 114 1562 4.30% 5.73% 27 72 1.02% 2.72%
31-50 51 43 1.92% 1.62% 96 105 3.62% 3.96%
Over 51 1 0 0.04% 0.00% 11 1 0.41% 0.04%
Total 166 195 6.26% 7.35% 134 178 5.05% 6.72%

sk Note: All employees are based in Taiwan. (Employee transfers to affiliated companies are excluded.)
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6.2 Training and Education

In order to improve our human capital and en-
hance corporate competitiveness, we conduct
training courses in accordance with our develop-
ment strategies and annual training needs. Annual
budgets are allocated in accordance with train-
ing management regulations. Our training system
comprises of corporate training and functional
training.

6.2.1 Corporate and Functional Training

Training can be divided into two categories: cor-
porate training and functional training. Multilevel
training courses and common training courses
have been designed based on our human resource
needs. Corporate training includes orientation for
new employees, business philosophy, corporate
culture and QC training, IT skills training, safety
and environmental training, and general manage-
ment skills development/work efficiency improve-
ment training.

Professional education and on-the-job training

programs catering to specific skill sets are devel-
oped by specific groups or divisions/departments
respectively. The training system is structured as
follows:

(1) Orientation for New Employees

Helps new employees learn about the working en-
vironment and employee rights and establishes a
comfortable level of support, which builds cohe-
siveness and a happy working environment. Dur-
ing the process, we also put great emphasis on
workplace equality, and have instituted an internal
complaint mechanism.

(2) Core Competency Development

This training focuses on common competencies
and seeks to boost work efficiency by providing
the knowledge and skills needed to accomplish
everyday tasks. It also ensures that employees
comply with government regulations and infor-
mation security certification regulations. Courses
include problem solving, communications, project
management, basic legal knowledge related to
telecommunications, and service skills.

(8) Management Training and Development

There is separate training for entry-level man-
agement, middle management, and upper man-
agement. Some courses include performance
management, leadership, motivation skills, man-
agement forums, strategy management forums,
project management, team dynamics skills and
organizational development skills and a Masters
forum. We have established an objective set of
assessment indicators on the basis of functional
assessment results for middle level managers.

These indicators are used in conjunction with
training classes to boost management skills and
provide a basis for the training and development
of individual managers.

(4) Improving professional knowledge

Based on their professional needs, employees are
given the chance to attend professional telecom
technology classes, management forums, and
consultant and supplier training programs held
domestically or abroad every year. These activi-
ties greatly facilitate technological upgrades and
lead to new products, innovative concepts, and
improved managerial skills.

A statistical look at our training program shows
that the average training hours per person in 2011
was 20.72. In order to strengthen our employees’
ability to provide the highest quality data network
and voice calls, close to 1/3 of the courses offered
in the past year were technical courses, which
were attended mostly by male employees. Over-
all, male employees logged longer training hours
on average than their female colleagues. The de-
tails are as follows:

Personnel Training Hours

oy e Jrenae

Assistant Manager and

above 21.89 22.32
Personnel under Assistant

Manager 27.05 12.66
Average by gender 25.98 13.56
Average hours per employee 20.72
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Human Development and Employee Relations

In 2008, Taiwan Mobile began establishing an
e-learning program. The program was gradually
made available to employees in 2009, and a total
of 3,002 hours had been logged through the pro-
gram as of the end of 2011.

6.3.2 Encouraging Lifelong Learning
(1) Scholarship program

We implemented Rules and Regulations on Schol-
arship Applications in 2006. The initiative offers
full scholarships (including tuition and miscellane-
ous fees) for study in business management or tel-
ecommunications engineering graduate programs
at designated domestic and foreign universities.
Taiwan Mobile helps employees flexibly obtain
professional degrees in accordance with their indi-
vidual career plans and the company’s mid-/long-
term human resource needs. Total 25 employees
were sponsored by the program since 2006.

(2) Subsidies for Continuing Education

Our Employee Welfare Committee provides fixed
annual financial aid to employees for continuing
education to encourage them to strengthen work-
related skills in their spare time. Applicable con-
tinuing education opportunities include for-credit
undergraduate, master’s and doctoral programs
at public and private universities, and also contin-
uing education extension classes in work-related
matters, computer skills, and language training at
public or private institutions.

We conduct performance reviews on a regular ba-
sis. Executives provide feedback and assistance
based on employees’ performances and then
help them develop a personal training and devel-
opment program so that they can have a clearer
picture of their personal career development and
achieve the goals of enhancing performance and
developing employee capabilities.

6.3 Employee Benefits System

“Employee benefits and incentives” are important
in boosting employee morale and attracting talent.
The Taiwan Mobile Joint Employee Welfare Com-
mittee is responsible for planning and implement-
ing benefits programs and integrating employee
benefits at all subsidiaries. These benefits include:
(1) Labor Insurance, National Health Insurance,
labor pension contributions and group insurance
coverage starting from the first day of work.

(2) An employee treasury stock subscription plan,
annual bonus plan and employee profit-sharing
system; TWM also leads the industry in introduc-
ing employee stock ownership trusts in which the
company will match the amount put in by the em-
ployee.

(8) Subsidies for weddings, child births, funerals,

2011 Parental Leave

hospitalization, children’s education, and club ac-
tivities, on a case-by-case basis.

(4) Regular health check-ups every two years and
health management in accordance with checkup
results; follow-up examinations and health educa-
tion.

(5) We also offers better vacation benefits than re-
quired by law. For example, employees are eligi-
ble to take annual leaves as soon as they join the
company. The length of the vacation will be calcu-
lated in proportion to the number of days worked
that year. We also put greater emphasis on bene-
fits such as parental leave. In 2011, 27 employees
applied for parental leave and 100% of the male
employees and more than 70% of the female em-
ployees returned to their position afterwards.

Categoy | Mae | Female

Number of employees entitled to apply for parental leave 215 162
Number of employees applying for parental leave without pay 3 24
Number of employees who could have resumed their position 4 29
after taking parental leave(A)

Number of employees who could have resumed their position 4 29
after taking parental leave and in fact did (B)

Number of employees who resumed their position after taking 4 21
parental leave (C)

Number of employee who resumed their position after taking 4 13
parental leave and worked for more than one year(D)

Return rate(B/A) 100.00% 72.41%
Retention rate(D/C) 100.00% 61.90%

Note*: Those who resume their position in 2011 and remained on board until the end of May 10, 2012.
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6.4 Employee Health and Workplace Safety

We have established a Labor Health and Safety
Committee consisting of the heads of the relevant
company units and labor representatives (who
form at least one-third of the committee). The
committee meets every three months to review the
company’s employee health and safety rules and
regulations. A follow-up review of how well plans
are executed is conducted by the Occupational
Safety and Health Office. All relevant regulations
and documents are posted on the company’s in-
ternal website for employee reference.

We have drafted a network maintenance operat-
ing handbook that details relevant standard op-
erating procedures for our network maintenance
personnel. We also provide protective gear for use

by appropriate personnel. In addition, we have
drafted health, safety, and environmental protec-
tion regulations that contractors performing net-
work maintenance work are required to abide by,
and we supervise the contractors’ maintenance
work to ensure safety. We also hold fire and first-
aid drills for employees to improve their disaster
response and relief skills.

In line with the four themes of “maintaining a
safe environment, preventing disease, promot-
ing health, and relieving mental stress”, we have
designed a variety of health activities for our em-
ployees. We have also hosted health lectures for
employees as well as residents of certain commu-
nities. Those efforts have been recognized by the

2011 Occupational Injury

Injury Rate (IR)

0.084

Occupational Disease
Rate (ODR)

Loss of Work Days Rate
(LDR)

0.3

Absentee Rate (AR)

283.4

In 2011,
we were accredited by the Bureau of Health Pro-

country’s Department of Health (DOH).

motion of the Department of Health for promoting
a “Healthy Workplace”. In addition, our lactation
room was certified by the Taipei municipal gov-
ernment’s Department of Health as an “excellent
lactation room”.

In terms of occupational injury management,
we have established guidelines for the handling,
summarizing and analyzing of occupational inju-
ries and for devising appropriate responses to any
problems. Occupational injury data is reported to
the authorities concerned on a monthly basis. The
data collected for the past year are as follows:
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Supplier
Management and
Procurement

7.1 Strengthening Supplier Management

Taiwan Mobile has drafted “Contractor Safety
and Hygiene Guidelines” based on Taiwan’s La-
bor Standards Act, Labor Safety and Health Act,
and environmental protection laws and related
enforcement rules. The guidelines are included
in the labor laws and regulations section of our
procurement and bidding website and can be
downloaded. All contractors are required to sign
an agreement pledging to follow the guidelines.
TWM may breaks off partnerships with contrac-
tors who violate the regulations. We fully abide
by government regulations and supervise con-
tractor implementation to ensure operational
safety, the health of workers, and the prevention
of pollution and disasters to minimize potential

risks in the supply chain.

In addition, we also pay close attention to en-

vironmental issues and CSR implementation

in the manufacturing process of handsets and
peripheral products. This includes limiting the
use of toxic materials and the specific absorp-
tion rate (SAR) of electromagnetic radiation and
protecting the human rights of workers. The
telecom service industry is not the direct manu-
facturer of handsets and other electronic devic-
es, but it is the closest link to consumers in the
value chain and any positive or negative CSR
events concerning any of our suppliers will im-
pact our reputation. We plan to draft a Supplier
CSR Statement in 2011 to invite our suppliers
to join us in practicing corporate social respon-
sibility. We not only intend to play the role of a
catalyst and messenger, but also expect to truly
contribute to CSR practices of the industry as

a whole.

7.2 Open and Transparent Procurement Mechanism

We strive to maintain aboveboard business
practices. Our dealings with suppliers do not
depend on personal relationships and we do

not permit any under-the-table exchanges. Our

transparent bid request purchasing system re-
quires a clear and transparent public announce-
ment of all purchasing and bid request infor-

mation. We also provide adequate appeal and




complaint channels for suppliers or employees.
Supplier appeal regulations may be downloaded
from the procurement section on our official web-

site (https://twmepmall.taiwanmobile.com/esp/).

Bid request information is announced on the Inter-
net in an open and transparent manner. Suppliers
can learn about potential tenders on our web site,
and can tender bids or quote prices after com-
pleting registration procedures. In all tenders, bids
are opened and suppliers selected in accordance
with the system’s scoring standards. The system
is clear and rigorous, and appraises suppliers’

bids in an impartial manner.

This system also ensures fair competition among

suppliers’ price quotes.

7.3 Green Procurement

Green procurement measures can not only help
promote the green consumption market but they
also meet our goal of creating green benefits in
our value chain. We therefore give preference to
products that are EPA certified, can be recycled,
generate little pollution and are energy-efficient,
and that can bring social benefits or reduce so-

cial costs without compromising functionality. We

Green Procurement Items and Amount

Unit : NTD$

Recyclable printer cartridge 115,760

Copying machine (leasing) 6,542,410

Computer equipment (leasing) 19,468,696
Office Equipment

Air conditioner 1,045,400

Drinking fountain 188,250

Printed material 81,019,834

Handset 280,781,000
Environmental Friendly Products

Electric-powered Scooters 188,457
Total Amount of Green Procurement 398,639,687

purchase environmentally friendly products in the
hopes that it will promote green consumerism.
Furthermore, we regularly provide green purchas-
ing training to purchasing personnel and compile
relevant information into green product purchas-

ing guides.

We will continue to follow the direction and princi-

ples of green procurement when building the data

center and other facilities of our cloud computing

program to enhance sustainable benefits.

In 2011, the amount of green-related pur-
chases totaled nearly NT$400 million with
more than 70% used to procure “green
handsets”. We remain an active leader in
providing consumers eco-friendly handsets

that are free of hazardous chemicals.
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Community
Partficipation
and Social Care

We devote our core resources to fulfilling important social

needs and responding to important social issues. We believe

that only by actively working with local communities can we

promote the harmonious and sustainable development of a
LOHAS society.

2012-05

Awarded the “Corporate Social Responsibility Award” by
Global Views Monthly in the categories of Community Care
and Overall Performance. The only telecom operator to

receive this award.

8.1 Caring for the Underprivileged

8.1.1 Care for Seniors Living Alone

As Taiwan’s society ages and more people
move to cities, the problems associated with
the elderly have become particularly acute in
the remote areas of eastern Taiwan. Many sen-
iors that belong to indigenous tribes in these
areas live alone without anyone to support or
look after them. Taiwan Mobile leads more than
100 volunteers every year to Hualien to care
for these seniors living alone. These volunteers
bring with them more than just daily supplies,
they bring something these elderly people de-
sire the most, the warmth of companionship.

During the past five years, we have overcome
distance and gaps in age to connect seniors
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with our volunteers. In January 2012, together
with the Christian Hospital in Taiwan, nearly 100
corporate volunteers joined senior citizens who
live alone for a traditional Chinese “hot pot” din-
ner. This trip gave volunteers the opportunity to
participate in activities that allow them to see
and experience life as an elderly through the use
of props that affected their vision and move-
ments. In the end, while the seniors enjoyed the
warmth of companionship, the volunteers de-
veloped a greater appreciation for the hardship
of aging and an understanding of how important
their help is to the elderly. These volunteers have
truly embodied the spirit of the saying “treat all
elderly persons as one’s own family.”




8.1.2 Care for Depression Patients

According to a World Health Organization report,
there are three major diseases that will significant-
ly threaten human health and create a heavy eco-
nomic burden for society, and depression is one of
them. Unfortunately, depression is not a physical
disease, making its prevention and treatment even
more difficult. According to the Bureau of Health
Promotion, there are already more than 1 million
people suffering from depression in Taiwan, mak-
ing it a serious social issue that that needs to be
addressed.

In addition to consultation, caring and listening
is very important in the prevention of depression.
Telecom service therefore can act as the medium
for communication. Starting in 2006, we have
been working with the Can Love Association to
provide an 880 hotline service for depression con-
sultation and prevention. A total of 90,000 people
benefited from the service during 2009 and 2010.
In view of the high prevalence of depression in Tai-
wan and the low rate of people seeking treatment
for it, we have also hosted a “Top 10 Depression
Doctors” voting campaign since 2009 to encour-
age positive doctor-patient communication and a
healthy frame of mind to handle the disease. In
2011, Taiwan Mobile helped the Can Love asso-
ciation in assisting 43,500 people. We also held
the 3rd annual “Top 10 Depression Doctors” vote
with over 14,000 people voting.

8.1.3 Tutorial Program for
Underprivileged Children

A society can only move forward when under-
privileged children start to see hope. With this
idea in mind, we have been sponsoring tutoring

programs since 2005 when we began to support
the Chinese Christian Relief Association’s “After-
school Tutorial Program for Children from Under-
privileged Families”. Children attending these
sessions come from all sorts of backgrounds and
thanks to the long-term schoolwork assistance
and character education they receive, their school
performance improves, they show greater confi-
dence and self-esteem and, thus, become less
likely to get into trouble.

In 2010-2011, Taiwan Mobile sponsored 12 tuto-
rial sessions for 225 children from underprivileged
families. These sessions were located in Wu-
jia Township of Yilan County, Xinzhuang District
of New Taipei City, Dajia Township of Taichung
County, Donggang Township of Pingtung County
and Penghu County.

8.1.4 Teenager EQ Mmanagement and
Life Education

Living in a rapidly changing society, teenag-
ers nowadays have to deal with the pressure of
schoolwork, complicated personal relationships
and diversified and often conflicting values. They
need support from their school, family and soci-
ety as a whole during their adolescent years more
than at any other time in their lives.

Since 2004, Taiwan Mobile has sponsored the
Champions Education Association by offering
a 10-week educational program that includes
“problem resolution”, “anger management”, “re-
lationships”, “suicide prevention”, “internet dat-
ing” and “crisis management” in hundreds of high

schools nationwide.
In 2011, a total of 199,430 students have taken

part in 5,698 classes of the “problem resolution”
and “anger management” programs in 1,121
schools covering 25 counties including those in
the outlying islands such as Kinmen County, Pen-
ghu and Lienchiang.

“The Champions Program” is designed to reduce
troubled teen behavior and to raise the motiva-
tion to learn the positive impact of the proper
approaches to problem solving as well as to pro-
mote the understanding that, for all teens who
are coping with personal behavioral issues, there
are individuals ready to help. As a means of un-
derstanding the impact of the program, we have
conducted a large-sample quantitative analysis of
the program. The survey found that the program
had a positive impact on those who attended it
both academically and personally. Students in-
dicated a greater ability to adapt to their environ-
ment, exhibited more positive character ftraits,
and a lower inclination toward disruptive behavior.
The program has been especially helpful to stu-
dents when facing various issues and challenges
by equipping them to problem solve, to maintain
a proper outlook on life and values and to develop
strong interpersonal relationships.

Students also indicated that “The Champions Pro-
gram” was instrumental in helping them manage
their emotions, particularly as it relates to personal
issues and future employment. Results show that
“The Champions Program” allows students to un-
derstand and perceive their own emotions and to
address those emotions in an appropriate manner
and to understand that even when the immediate
surroundings cannot be change, the students can
choose to adopt a positive attitude and focus on
the things that can be changed.
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Community Participation and Social Care
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8.2 Cultural Literacy Promotion and Sports Sponsorship

Art and cultural activities and sports sponsorship can be seen as intangible
investments for enterprises. With our brand development and our foundation’s
resources, Taiwan Mobile actively sponsors cultural activities and sports events
to help build a LOHAS society that promotes health and cultural literacy.
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TWMF sponsored an outdoor concert in Sun Moon Lake where
more than 20,000 people attended and enjoyed the performance.



8.2.1 Outdoor Concerts

With the government’s support for cultural and
creative industry development, many artistic and
cultural performances in Taiwan are of world-
class caliber. Most of the resources spent, how-
ever, have been restricted to metropolitan areas.
Therefore, we have invited world-class performing
music ensembles from home and abroad to per-
form free outdoor concerts for citizens of all age
groups. We not only designed the playlist accord-
ing to the characteristics of different localities, but
also arranged subtitles and interactive content
during the performance to promote a connection
between the audience and music. To encourage

the participation of local residents, we not only

called on local governments to promote these

concerts, but also invited local performing groups
to perform at the events, thus, giving every event a
local sound as well as the opportunity for the local

artists to perform in a large setting.

Taiwan Mobile is the only local enterprise to pro-
mote classical music by hosting large-scale free
outdoor concerts. We have redefined corporate
sponsorship in art and cultural events by con-
necting businesses, performing groups and the
general public through music. Taiwan Mobile also
transformed the role of the enterprise from con-
ventional sponsor to event creator and organizer.
From the selection of locations and the invitation
of performing groups to the planning, promotion
and execution of these concerts, Taiwan Mobile

brings its expertise in business operations, re-

source integration and brand awareness into full

play to act as the bridge between local communi-
ties and performing groups. In addition to promot-
ing the cultural and creative industry and thereby
helping people develop cultural awareness, but
we have also increased the fan base for local mu-
sicians and performing groups with the goal of
inspiring even greater creativity due to increased

interactions with the different local communities.

The added elements of mime and animation were
also included in the concerts to offer audiences
an unexpected mixture of art forms. In 2011, four
themedconcerts were held. From the Sunrise
Concert at Alishan to the Sun Moon Lake Fire-
works Concert led by conductor Shao-Chia Lu of

the National Symphony Orchestra to International
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master violinist Hu Nai-yuan to the Taiwan Con-
nection Chamber Orchestra, this diversified set of
concerts provided a new perspective and appre-
ciation for music. Many of the show have been
broadcast live on TV, and DVDs of the live concerts
have been turned into digital teaching materials
and presented to more than 1,000 high schools
and elementary schools to benefit schoolchildren
and residents in remote areas. Overall, 28 large
outdoor concerts have been held with more than

380,000 people attending.

8.2.2 Elite Lectures

Living in a society where information changes with
each passing day, trying to digest all the informa-
tion at once to improve our knowledge base and
capabilities is a challenge we are all facing. The
Taiwan Mobile Foundation has been hosting free
informative lectures for years, inviting NGOs and
experts in a wide range of disciplines, from vari-
ous humanities fields to digital content to environ-
mental protection and music, to share with local
residents their professional knowledge and obser-
vations of trends. In 2011, six series of a total of
12 lectures were held with nearly 1,600 people at-
tending.

2011 Outdoor Concert

m Concert Title

2011.01.01 Sunrise Concert at Mt. Al

2011.09.17 Happy Birthday to NSO

2011.10.09 Outdoor Concert at Sun Moon Lake

2011.12.03 Facing Fate-TC Chamber Orchestra lead by Nai-Yuan Hu

8.2.3 Promoting Sports

The spirit of our brand is “living with you,” and in
order to enable people to experience the beauty
and vitality of life, we have sponsored many major
sporting events and activities. We have been in-
volved in sports with the broadest range in the age
of participants, the greatest number of fans and
the greatest number of participants, such as golf,
baseball and basketball. Since the end of 2003 to

2011, we have invested more than NT$268 million

while sponsoring numerous sporting events. Our




chairman, Richard Tsai, was presented a “Sports
Promotion Award” Gold Prize by the Sports Af-
fairs Council in 2009.

The Taiwan Mobile basketball team joined Tai-
wan’s professional Super Basketball League in
2007 and injected energy and vitality into the
highest level of basketball in Taiwan. In 2010, Tai-
wan Mobile furthered its commitment to athletics
by sponsoring the High School Basketball League
(HBL) in Taiwan to provide a better environment
for the development of the local basketball talent.
In 2011, we continued our sponsorship of the SBL
and HBL by contributing NT$36.66 million in sup-

port of those leagues.

Beyond continuing to sponsor sporting events in
the future, Taiwan Mobile will also devote more
time and effort to help everyone enjoy a healthier
and more energetic life. We also hope to bring
more attention to the sports community through
our various efforts and examples and encourage
local athletes to push themselves to higher levels

and become the prides of Taiwan.

8.3 Corporate Volunteering

Starting in 2007, we drafted and began imple-
menting our “Corporate Volunteer Guidelines,”

which encourage our employees to take part in

community service and set a good example by
actively fulfilling their social responsibilities. The
Guidelines specify that volunteers can enjoy two
paid volunteer service vacation days a year. Trans-
portation allowances and insurance as well as
comprehensive training are provided. People who
complete the volunteer service vacations receive
certificates and can share their insights and ex-
periences on our volunteer website. In view of the

service needs of different public interest groups,

we offer our corporate volunteers a generous

range of social service opportunities.

From 2006 to the beginning of 2012, a total of more
than 8,084 volunteer hours were accumulated un-
der this program. In 2011, two volunteer events
were held and the total number of volunteer hours
reached 1,584. As a result, many employees have
changed their attitude towards social participation

and have identified further with this aspect of our

corporate culture.
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Total Hours of Volunteer Service

2010.02.05 “Year-End Banquet for Seniors Living Alone-Can’t Do Without You” volunteering event 101
2010.04.23 Volunteers building the San-Mei Bridge at Mt. Ali 66
2010.09.01~ . . . - .
2010.10.31 White Ribbon Caring Association “2010 Network Safety Promotion” volunteers 13
2011.01.14 “Year-End Banquet for Seniors Living Alone-Can’t Do Without You” volunteer event 115
2011.08.29~

Making moon cakes with NPOs 83
2011.09.07
2012.01.06 “Year-End Banquet for Seniors Living Alone-Can’t Do Without You” volunteer event 98
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GRI G3.1 Content Index

@Full disclosure OPartial disclosure ONone disclosure

T S I T S

1. Strategy and Analysis

1.1 Statement from the most senior decision-maker of the organization [ ] 3

1.2 Description of key impacts, risks, and opportunities ([ ] 13,15

2. Organizational Profile

2.1 Name of the organization L

2.2 Primary brands, products, and/or services.

sjpuswiyoelly

2.3 Operational structure of the organization, including main divisions, operating compa-
nies, subsidiaries, and joint ventures

N o NN

2.4 Location of organization’s headquarters

2.5 Number of countries where the organization operates, and names of countries with
either major operations or that are specifically relevant to the sustainability issues
covered in the report

2.6 Nature of ownership and legal form

2.7 Markets served (including geographic breakdown, sectors served, and types of
customers/beneficiaries)

2.8 Scale of the reporting organization 8,41
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2.9 Significant changes during the reporting period regarding size, structure, or owner-
ship
2.10 Awards received in the reporting period

5 No major organizational changes during the past two years.

5,14,29,37,48

3. Report Parameters

3.1 Reporting period (e.g., fiscal/calendar year) for information provided ([ ]

3.2 Date of most recent previous report (if any)

The company issued a CSR report every two years during 2007 to 2010.

3.3 Reporting cycle (annual, biennial, etc.) Starting in 2011, a new report will be issued every year.

NN NN

3.4 Contact point for questions regarding the report or its contents.

3.5 Process for defining report content including: Determining materiality; Prioritizing
topics within the report; and Identifying stakeholders the organization expects to use
the report.

3.6 Boundary of the report (e.g., countries, divisions, subsidiaries, leased facilities, joint
ventures, suppliers). See GRI Boundary Protocol for further guidance.

3.7 State any specific limitations on the scope or boundary of the report (see complete-
ness principle for explanation of scope).

3.8 Basis for reporting on joint ventures, subsidiaries, leased facilities, outsourced opera-
tions, and other entities that can significantly affect comparability from period to
period and/or between organizations.

3.9 Data measurement techniques and the basis of calculations, including assumptions
and techniques underlying estimations applied to the compilation of the indicators
and other information in the report. Explain any decisions not to apply, or to substan-
tially diverge from, the GRI Indicator Protocols.

3.10 Explanation of the effect of any re-statements of information provided in earlier
reports, and the reasons for such re-statement (e.g. mergers/acquisitions, change of ([ ] 56 As the comparison for different points of time
base years/periods, nature of business, measurement methods)

3.11 Significant changes from previous reporting periods in the scope, boundary, or ° 2
measurement methods applied in the report.

e 6 6 o o o o
N

56 No instances to report

[
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3.12 Table identifying the location of the Standard Disclosures in the report. 55-63

4. Governance, Commitments, and Engagement

4.1 Governance structure of the organization, including committees under the highest
governance body responsible for specific tasks such as setting strategy or organiza- ([ ] 9
tional oversight.

4.2 Indicate whether the Chair of the highest governance body is also an executive of-

The Chairman does not assume the position of President or CEO at the same

ficer. L 57 time.
4.3 For organizations that have a unitary board structure, state the number of members of ° 9
the highest governance body that are independent and/or non-executive members.
4.4 Mechanisms for shareholders and employees to provide recommendations or direc- °
’ ? 16
tion to the highest governance body
4.5 Linkage between compensation for members of the highest governance body, senior
managers, and executives (including departure arrangements), and the organization’s ([ ] 9
performance (including social and environmental performance).
4.6 Processes in place for the highest governance body to ensure conflicts of interest are ° 9
avoided.
4.7 Process for determining the composition, qualifications, and expertise of the mem-
bers of the highest governance body and its committees, including any consideration ([ ] 9
of gender and other indicators of diversity.
4.8 Internally developed statements of mission or values, codes of conduct, and princi-
ples relevant to economic, environmental, and social performance and the status of [ J 9-13
their implementation.
4.9 Procedures of the highest governance body for overseeing the organization’s identifi-
cation and management of economic, environmental, and social performance, includ- °
; ) b h PO . 15
ing relevant risks and opportunities, and adherence or compliance with internationally
agreed standards, codes of conduct, and principles.
4.10 Processes for evaluating the highest governance body’s own performance, particu- ° 9
larly with respect to economic, environmental, and social performance.
4.11 Explanation of whether and how the precautionary approach or principle is ad- Y 13
dressed by the organization.
4.12 Externally developed economic, environmental, and social charters, principles, or ° 45
other initiatives to which the organization subscribes or endorses.
4.13 Memberships in associations (such as industry associations) and/or national/
international advocacy organizations in which the organization: * Has positions in ®
Al < . ) : 2 ! ] 17
governance bodies; * Participates in projects or committees; * Provides substantive
funding beyond routine membership dues; or * Views membership as strategic.
4.14 List of stakeholder groups engaged by the organization. ([ ] 16-17
4.15 Basis for identification and selection of stakeholders with whom to engage ([ ] 16
4.16 Approaches to stakeholder engagement including frequency of engagement by type and ® 16
by stakeholder group.
4.17 Key topics and concerns that have been raised through stakeholder engagement, and how
the organization has responded to those key topics and concerns including through its [ ] 16
reporting.
Economic Performance Indicators
Disclosure on management approach ([ ] 7-9
EC1 Direct economic value [ 8,57 For additional information, please refer to the Company Annual Report

EC2 Financial implications due to climate change ([ ] 26,33
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EC3 Benefit plan [ J
EC4 Financial government assistance (] 57
EC5 Range pr ratios of ;tandard entry level wage by gender compared to local minimum wage Y 57

at significant locations of operation
EC6 Local suppliers (€] 46
EC7 Local recruitment [ ] 41
EC8 Infrastructure investment and services for public benefit ([ ] 19
EC9 Indirect economic impacts ([ ] 13

Environmental Performance Indicators

Disclosure on management approach [ ] 29-31
EN1 Volume of materials used (] 31
EN2 Recycled materials ([ ] 33
EN3 Direct primary energy consumption ([ ] 31
EN4 Indirect primary energy consumption ([ ] 31
EN5 Energy conservation © 32-33
ENG Initiatives for energy-efficiency and renewable energy ® 32-33
EN?7 Initiatives for reducing indirect energy ([ ] 32-33
EN8 Water Withdrawal ® 35
ENO Effect of Water Withdrawal ® 35,58 ﬁwlLpéagﬁglug?zr:\;e:;;zr&eﬁ;?rriiggutrz;egulations. There was no effect on
EN10 Water recycled L] 35
EN11 Land assets in sensitive areas ([ ] 58 No relevant information.
EN12 Impacts on biodiversity [ J 58 No relevant information.
EN13 Habitats protected or restored [ J 58 No relevant information.
EN14 Strategies for biodiversity [ ] 58 No relevant information.
EN15 Endangered species [ 58 No relevant information.
EN16 Greenhouse gas emissions ([ ] 31
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EN17 Other greenhouse gas emissions ([ ]
EN18 Initiatives to reduce greenhouse gases ([ ] 31-33
EN19 Ozone-depleting substance emissions ([ ] 33
EN20 NOX, SOX and other air emissions [ ] 58 It is not of the manufacturing industry and carries no significant implications.
EN21 Water discharge [ ] 59 It is not of the manufacturing industry and carries no significant implications.
. General wastes are disposed through local public facilities. Industrial wastes
EN22 Waste by disposal method g 59 are disposed according to government regulations.
EN23 Significant spills [ ] 59 No relevant information.
EN24 Movements of hazardous Waste [ 59 No relevant information.
EN25 Habitats affected by discharge and runoff [ 59 No relevant information.
EN26 Environmental impact mitigation ([ ] 26-36
EN27 Packaging materials [ J 59 Not applicable.
EN28 Non-compliance sanctions [ 59 No relevant information.
. . The transport of company products and employee travel does have a signifi-
EN29 Environmental impact of transport ([ ] 59 cant impact on the environment.
EN30 Environmental protection expenditure [ ] 33,34,47
Social Performance Indicators(1)
Social Performance Indicators: Labor ([ ] 41
LA1 Total workforce by employment type, employment contract, and region brokendown ° 41-42
by gender
LA2 Total number and rate of new employee hires and employee turnover by age group, Y 42
gender, and region
LA3 Benefits provided to full-time employees that are not provided to temporary or part- Y 44
time employees, by significant locations of operation
LA4 Employees with collective bargaining agreements [ ] 41,59 100%
LA5 Minimum notice periods ® 41
LA6 Workforce in joint health committee [ ] 45
LA7 Rates of injury, occupational diseases, lost days, and absenteeism, and number of ° 45
work-related fatalities by region and by gender.
LA8 Training with regards to serious diseases ([ ] 45
Issues related to labor health and safety are listed in the employee handbook.
LAQ Trade union agreements on health ) 59 All employees are covered within the group insurance plan from the first day of

work. To further improve employee health and safety, the company has built a
health center with licensed nurse and professionals.

59
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LA10 Average hours of training per year per employee by gender and by employee °
category.

LA11 Programs for lifelong learning ([ ] 43

LA12 Percentage of employees receiving regular performance and career development ° 43,60 Female:100% Male:100%
reviews by gender

LA13 Composition of governance bodies ([ ] 42

Basic salary levels for male and female employees are equal.
The average annual salary (bonus included) for female employees is set at
. . one. Following is the table for male employees.
LA14 Gender pay disparity ([ ] 60 Near 5011
Deputy Manager and above 0.93
Positions under Deputy Manager 1.14
LA15 Return to work and retention rates after parental leave, by gender. ([ ] 44
Social Performance Indicators (2)

Social Performance Indicators: Human rights ([ ] 41

HR1 Percentage and total number of significant investment agreements and contracts
that include clauses incorporating human rights concerns or that have undergone ([ ] 60 No instances to report.
human rights screening.

P . . All suppliers are to review and sign a labor contract. If any human right viola-

HR2 Percentage of significant suppliers, contractors and other business partners that o 46 tion oceurs, the company is within its rights to terminate its partnership with
have undergone screening on human rights and actions taken. the supplier.

1. Regulations on employee manual and gender equality are included in the
new employee orientation. Total number of employee training hours was
575.

HRS3 Total hours of employee training on policies and procedures concerning aspects of 2. Employees of the Information Security Task Force have been arranged to
human rights that are relevant to operations, including the percentage of employ- [ 60 receive education on personal and client data security/confidentiality at the
ees trained. new employee orientation. Advanced training programs will be planned on

a regular basis to improve the awareness of personal information security.
Total number of employee training hours was 2,676.
3. Relevant training takes around 6% of total training hours in 2011.

HR4 Total number of incidents of discrimination and corrective actions taken. [ 41,60 No incident of discrimination occurred.

HRS5 Operations and significant suppliers identified in which the right to exercise freedom , . ’ '
of association and collective bargaining may be violated or at significant risk, and ([ ] 60 ;h;rcf?en;%:g (;?Z‘;zgt:i;?;ﬁloyee s legal rights and has never interfered with
actions taken to support these rights ’

HR6 Operations and significant suppliers identified as having significant risk for incidents ° 41.46
of child labor, and measures taken to contribute to the elimination of child labor. !

HR7 Operations and significant suppliers identified as having significant risk for incidents
of forced or compulsory labor, and measures to contribute to the elimination of all ([ ] 41,60 No relevant information.
forms of forced or compulsory labor.

HR8 Training for security personnel @) N.A.

HR9 Violations of rights of indigenous peoples [ ] 41

HR10 Percentage and total number of operations that have been subject to human rights ° 60 100%; the Company operates in accordance with the Labor Standards Act
reviews and/or impact assessments and related regulations.

. . . The audit office issued a labor and supplier compliance policy. Employees and

HR11 Number of grievances related to human rights filed, addressed, and resolved ° 60 suppliers can file their compliant via email or FAX.

through formal grievance mechanisms.

None were filed in 2011.




Description Status

Social Performance Indicators : Society [ ] 14
SO1 Percentage of operations with implemented local community engagement, impact o 16.48-54
assessments, and development programs ’
. . The company takes out fidelity insurance policies to protect itself against pos-

SO2 Corruption risks B 9,61 sible corruption of employees of certain high-risk positions.

SO3 Anti-corruption training ([ ] 9

S04 Actions against corruption ([ ] 9-10

SO5 Lobbying [ J 61 No relevant information.

S06 Political donations [ J 61 No relevant information.

SO7 Anti-competitive behavior [ J 61 No relevant information.
No major issues were occurred in 2011 except for 6 matters that resulted in govern-
ment fines totaling NT$626,000.

SO8 Regulatory non-compliance sanctions [ J 61 Labor Standards Act: $ 6,000
Fair Trade Act: $ 100,000
Telecommunications Act: $ 520,000

SO9 Operations with significant potential or actual negative impacts on local communi- ° 61 N

ties. one.
SO10 Prevention and mitigation measures implemented in operations with significant ° 17
iotential or actual neiative imiacts on local communities.

Social Performance Indicators : Product Responsibility [ ] 36

PR1 Health and safety impacts along product life cycle ([ ] 36

PR2 Non-compliance with health and safety standards [ J 61 No relevant information.

PR3 Product information [ J 25,39-40

PR4 Non-compliance with product information standards [ J 61 No relevant information.

PR5 Customer satisfaction [ ] 38

PR6 Communication programs ([ ] 39

PR7 Non-compliance in marketing practices [ J 61 No relevant information.

PR8 Complaints regarding customer privacy [ J 61 No relevant information.

PR9 Non-compliance products [ J 61 No relevant information.




Telecommunication Sector Specific Indicators m“

101 Capital investment in telecommunication network infrastructure broken down by coun- 19
try/region.

Investment
102 Net costs for service providers under the Universal Service Obligation when extend-

ing service to geographic locations and low-income groups, which are not profitable. [ ] 18-19
Describe relevant legislative and regulatory mechanisms.

103 Practices to ensure health and safety of field personnel involved in the installation, op-
eration and maintenance of masts, base stations, laying cables and other outside plant. ® 45
Related health and safety issues include working at heights, electric shock, exposure to
EMF and radio frequency (RF) emissions from handsets.

sjpuswiyoelly

104 Compliance with ICNIRP standards on exposure to radiofrequency (RF) emissions from Y 36

Internal Health and handsets

Operations Safety

105 Compliance with ICNIRP standards on exposure to radio frequency (RF) emissions from ® 36
base stations.

106 Policies and practices with respect to Specific Absorption Rate (SAR) of headsets. [ 36

107 Policies and practices on the sitting of masts and transmission sites including stake-
holder consultation, site sharing, and initiatives to reduce visual impacts. Describe [ J 32

approach to evaluate consultations and quantify where possible.
Infrastructure PP q y p

108 Number and percentage of stand-alone sites, shared sites, and sites on existing struc- ™Y 30
tures.

PA1 Policies and practices to enable the deployment of telecommunications infrastructure
and access to telecommunications products and services in remote and low popula- [ 19
tion density areas. Include an explanation of business models applies.

PA2 Policies and practices to overcome barriers for access and use of telecommunication
products and services including: language, culture, illiteracy, and lack of education, [ J 19,39-40
income, disabilities, and age. Include an explanation of business models applies.
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PA3 Policies and practices to ensure availability and reliability of telecommunications
products and services and quantify, where possible, for specified time periods and (@] 37
locations of down time.

Providing Bridging the PA4 Quantify the level of availability of telecommunications products and services in areas
Access Digital Divide where the organization operates. Examples include: customer numbers/market share, ©} 8
addressable market, percentage of population covered, percentage of land covered.

PA5 Number and types of telecommunication products and services provided to and used
by low and no income sectors of the population. Provide definitions selected. Include Y 19.39-40
explanation of approach to pricing, illustrated with examples such as price per minute ’
of dialogue/bit of data transfer in various remote, poor or low population density areas.

PA6 * Interaction with governments on security issues for surveillance purposes
* Interaction with national and local authorities and own initiatives to restrict criminal or
potentially unethical content. [ ] 25,33-34
* Protecting vulnerable groups such as children.
Explain how such policies and practices are adapted and applied in different countries.




Telecommunication Sector Specific Indicators m“

PA7 Policies and practices to manage human rights issues relating to access and use of

Access to telecommunications products and services. For example: ® 19.39-40
Content * Participation industry initiatives or individual initiatives related to Freedom of Expression ’
* Legislation in different markets on registration, censorship, limiting access,
PA8 Policies and practices to publicly communicate on EMF related issues. Include infor- ® 36
mation provides at points of sales material.
Providing
Access PA9 Total amount invested in programs and activities in electromagnetic field research. . -
e . ) Approximately NT$7 million in
Include description of programs currently contributed to and funded by the reporting ([ ] 63
Customer e 2011.
; organization.
Relations
PA10 Initiatives to ensure clarity of charges and tariffs. [ ] 39
PA11 Initiatives to inform customers about product features and applications that will pro- ® 27
mote responsible, efficient, cost effective, and environmentally preferable use.
TA1 Provide examples of the resource efficiency of telecommunication products and ser- PY 06-07
vices delivered.
TA2 Provide examples of telecommunication products, services and applications that have
the potential to replace physical objects (e.g. a telephone book by a database on the [ 26
web or travel by videoconferencing)
Technology Resource TA3 Disclose any measures of transport and/or resource changes of customer use of the
Applica- Efficienc telecommunication products and services listed above. Provide some indication of [ 26
tions Y scale, market size, or potential savings.

TA4 Disclose any estimates of the rebound effect (indirect consequences) of customer use
of the products and services listed above, and lessons learned for future development. [ ] 18-28
This may include social consequences as well as environmental.

TAS Description of practices relating to intellectual property rights and open source tech- ® 63 Intellectual property rights to use
nologies. the software was authorized

63



The UN Global Compact Recommends that Companies Should Follow the Following ISO 26000
10 Principles:

The Ten Principles Corresponding section Management Approach

1. Businesses should support and respect the protection of Item 1 : Due diligence 6.1°7.1
i internationally proclaimed human rights; and 6.1,71 . | 2 H ights risk situati 13
Human Rights o . GRI G3.1 matching supple- tem 2 : Human rights risk situations E
2. Make sure that they are not complicit in human rights
mentary table . . L
> abuses. Item 3 * Avoidance of complicity 1.2
= . . . . . GRI G3.1 tchi | tary tabl
& 3. Businesses should uphold the freedom of associa- ) Item 4 : Resolving grievances HR11) matching supplementary table
o tion and the effective recognition of right to collective Human Rights .
= [T Item 5 : Discrimination and vulnerable groups 5.4.2~5.6 ~6.1~8.1
3 bargaining;
u Lab 4. the elimination of all forms of forced and compulsory 6.1, GRI G3.1 matching sup- Item 6 * Civil and political rights 6.1
- abor labor; ‘
« X . ) plementary table Item 7 : Economic, Social and Cultural Rights 6.1-6.4
5. the effective abolition of child labor; and
o 6. The elimination of discrimination in respect of employ- Item 8 : Fundamental principles and rights at work 6.1-6.4
= )
g ment and occupation. Item 1 : Employment and employment relationships 6.1
= ! )
_ 7 Busllnesses should Suppo.rt a precautionary approach to Item 2 : Conditions of work and social protection 6.1
S environmental challenges;
Q initiati i Labor Practices Item 3 : Social dialogue 2.3+ 6.1
= Environment 8. Eer;gzﬁzikb?iltm-h::;es to promote greater environmental 3.3,4.1-45
E: Y: Item 4 : Health and safety at work 6.4
o 9. Encourage the development and diffusion of environ-
» mentally friendly technologies. Item 5 : Human development and training in the workplace 6.2
. . . i i ion i i Item 1 : Py ti f polluti 42~43~4.4
Anti-Corruption 10. Busme;ses slhould wolrk against lcorruptlon in all its 12,13 em revention of pollution
forms, including extortion and bribery.
Item 2 : Sustainable resource use 4.2~43~4.4
Environment
Item 3 @ Climate change mitigation and action 4.2
H HH H H H H Item 4 : Protection of the environment & biodiversity, and
Corporate Social Responsibility Best Practice Principles for TWSE/GTSM-Listed restoration of natural habitats v 4.5
Companies ltem 1 : Anti-Corruption 1213
Item 2 : Responsible political involvement 2.3
Content Corresponding section(s) Fair Operating — —
Practices Item 3 @ Fair competition 2.3
B Stipulates this set of Practice Principles in accordance Item 4 : Promoting social responsibility in the value chain 71
Chapter One General . « i I — —
Provisions with the Cor‘porate Social Responsibility Best Prac- Chapter 2 ltem 5 : R £ f ty right Telecommunications industry supplemen-
tice Principles’ and thereby takes actions accordingly. em 9 - Respect Tor property rignts tary indicators TAS
Item 1 : Fair marketing, factual and unbiased information and 5.4
Include corporate social responsibility into the opera- fair contractual practices
tions and future developments of the company, set up Item 2 : Protecting consumers’  health & safety 45
Chapter Two - Exercising an exclusive unit to take charge of the proposition 1223
Corporate Governance and enforcement of corporate social responsibilities, : . Item 3 : Sustainable consumption 3.3
respect the rights and interests of the stakeholders, con- . . . .
struct an effective corporate governance framework, etc. Consumer Issues Item 4 - Conslur@r service, support and complaint and dispute 5.1.2
resolution )
Chapter Three - Develop Corpcgratbel enVIrgnmgntal rgsponSIblllgv, promote | o 454 Item 5 : Consumer data protection and privacy 5.3
Sustainable Environment sustainable production and consumption, environmenta apter 3.3 - - - -
management systems and education Item 6 : Access to essential services 5.4.1
Item 7 : Education and awareness 5.45.5
Chap_ter Four - Preserving Labo_r condit_ions_, human right_s, consumer rights, com- Chapters 5, 6, 7 ltem 1 : Social involvement Chapters 3 & 8
Public Welfare munity contributions, community involvement
Item 2 : Education and culture 3.1+38.2
iha;g_er rive - fThfancing Ao h Item 3 : Employment creation and skills development 3.3
the Disclosure of Informa- . " . out the report Communit
. " Strengthen information disclosure and CSR report N Y
tion regarding CO[’DOFETS & P Appendix involvement and Item 4 : Technology development and access 4.2.6
Social Responsibilities development
Item 5 : Wealth and income creation 1.1.3
Chapter Six - Supplemen- Review Company’ s system of corporate social respon- Chapter 2 ltem 6 : Health 4.5
tary Provisions sibilities and make improvements accordingly P

Item 7 : Social investment Chapters 3 & 8
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