






customer CARE

 The face of Telenet
The first-ever Telenet shop was opened in 2008 in Leuven. 
The shop has been meticulously designed and laid out to 
offer a ‘wow’ effect and an exclusive all-round Telenet 
experience. Feedback on the opening and initiative has been 
extremely positive. The shop complements the 42 Telenet 
Centers (up from 14 at the end of 2007) in providing an 
additional face to the Telenet brand. Like the centers, the 
shop allows customers to talk with Telenet representatives 
in person. It also provides a location where they can discover 
how offerings converge and try out Telenet’s innovative 
services and products. And just as in the Telenet Centers, 
customers can pick up or drop off set-top boxes or other 
devices at the shop. Offering face-to-face service in this way, 
research shows, has significantly contributed to improved 
customer satisfaction levels. 
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Speaking your language
With the take-over of UPC Belgium, 
Telenet gained a foothold in seven 
Brussels municipalities that are 
predominantly French-speaking. 
While the company initially 
supposed that the queries and 
issues of customers in this region 
could be handled by the contact 
center in Mechelen, it quickly 
realised that native French speakers 
would be preferable. A separate 
contact center to answer the calls of 
French-speaking customers has been 
created. Callers feel they are dealing 
not only with someone who truly 
speaks their language, but who also 
fully understands their culture. This 
has helped encourage the uptake 
of Telenet products in this area and 
increase customer satisfaction.

Rebalancing  
in- and outsourcing
Following results that suggest that 
Telenet’s own advisors returned 
higher closing, better first-time-right 
figures and improved customer 
satisfaction rates, Telenet reviewed 
its contact center strategy. The 
decision was taken to rely less on 
third-party suppliers and bring 

more advisors back in house. This 
process began in 2008. A search 
was undertaken for locations to 
establish new centers closer to 
potential employees and reachable 
by public transport, rather than at 
the Mechelen headquarters. This 
helps to limit employees’ need to 
commute, helping to improve their 
work/life balance and reduce the 
company’s carbon footprint. The first 
new contact centers were set up in 
Aalst and Sint-Truiden staffed with 
new, thoroughly trained advisers. 
This thorough training was available 
to all contact center staff.

A better bill
Further transparency of Telenet 
services was achieved via the 
introduction of a new unified 
customer bill in 2008 that lists 
all Internet, telephone and 
television services provided 
during a given period. The new 
bill allows customers to better 
understand the services they 
receive and pay for, as based 
on the results of an ergonomic 
analysis of Telenet’s invoices 
undertaken in 2007. The new 
bill also means customers can 
now pay for their television 
services on a monthly rather 
than a yearly basis. It is also 
much easier to read than the 
previous version. A partnership 
with Zoomit allows customers 
to receive their invoice 
electronically and pay directly  
via ebanking.

Telenet agents can more 
proactively cross-sell 
additional services that 
the customer may like to 
take advantage of.
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At your service
Telenet hired and trained an 
additional 160 technicians to help 
decrease waiting times and extend 
its installation capacity. An SMS 
action was also launched that 
involves calling or sending a text 
message to customers awaiting 
a technician the day before their 
appointment to remind them of the 
scheduled time. Results show that 
customers are highly appreciative of 
this new service.

Superior service  
from day one
Telenet works with 12 partners to 
ensure the efficient installation of its 
products and their effective repair. 
Contracts were renewed in April 
2009 for a new two-year contract 
period. Telenet creates win-win 
arrangements to help encourage 
motivation and superior service. It 
therefore proactively proposed an 
improved and uniform contract to 
recognize the company’s higher 
service expectations. With 12 
partners, Telenet has access to more 
than 900 installers and repairers 
whose services it calls on as required 
– since last October, all service 
providers have been employed full 
time. Installers and repairers are 
not only selected based on their 
language and technical abilities, but 
also – and more importantly – for 
their cultural fit with Telenet and 
their attitude toward customers. 
They are after all often the only 
face of Telenet the customer ever 
encounters. Before beginning work, 
each individual undergoes extensive 
training, including a full day on 
customer interaction. Once they 
have become Telenet ‘certified’, 
they are continually monitored via 
customer feedback and inspectors to 
ensure they continue to maintain the 
highest levels of service. They also 
attend monthly reviews to discuss 
issues and keep up-to-date with new 
products, services and procedures. 
As a result of Telenet’s intensive 
efforts to assure a first-rate customer 
experience, service providers enjoy 

Installation  
available 24/7
Following the introduction of 
the ‘Shakes’ and the acquisition 
of Interkabel, leading to a huge 
upswing in customer demand, 
installation times for Telenet 
customers became overly 
extended. To help diminish these 
times and to offer customers 
additional flexibility, Telenet 
introduced the possibility of 
self-installation. Once they 
have selected and ordered 
the products and services they 
require, customers eligible for 
self-installation (those with 
a modem already present), 
can simply pick up their set-
top box and a comprehensive 
self-installation starter pack 
applicable to their region at a 
Telenet service center. They can 
then install it at home in their 
own time. Not only do they 
avoid having to wait for an 
appointment and a technician, 
meaning they can benefit from 
Telenet’s impressive array of 
offerings much more quickly, but 
they also save money with no 
installation fee to pay. 

The self-installation option has 
proven enormously successful 
and the number of self-installers 
jumped from just a few hundred 
to 12,000 a month. An online 
help service is available for 
customers choosing the self-
installation option. The self-
installation service was further 
enhanced toward the end of 
the year so that customers who 
had moved were also able to 
move their Telenet installation 
themselves. In 2009, the service 
will be improved once more 
with a new modem on offer 
that customers can also install 
themselves.

customer CARE
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Introducing  
Webcare
To help improve customer care further still, Telenet proactively monitors online 
blogs and forums to discover what customers are saying about the company. To 
answer queries and issues found and provide a ‘voice’ for Telenet, the company 
created Charlotte. By no means a real person, Charlotte is basically a web address 
manned by a number of Telenet staff who proactively answer issues brought up 
online. This innovative form of webcare has been well received, as proven not only 
by positive feedback and thanks received, but also the increase in number of people 
pointing others with issues toward ‘Charlotte’ for assistance. Telenet will increase 
the number of forums it monitors in this way in 2009. 

To further encourage customers 
to contact Telenet via the website 
and reduce the 100,000 calls made 
to its contact centers each week, 
an innovative ‘Save your Voice’ 
campaign was launched. The 
campaign explained all available 
online services. Campaigns to 
encourage customers to take more 
control of their Telenet subscription 
online will continue in 2009. The 
result is expected to be a further 
increase in this sort of self-service. 
One example will be changes in the 
application to enable customers 
who search for a product or service 
to be directed to Telenet’s e-shop 
to purchase that product or service 
immediately. In addition, My Telenet 
will be further advanced with 
customers better able to manage 
their telephone and television 
services, as well as Internet. The 
online support forum will also be 
revamped to have the same look 

a customer satisfaction rate of a 
huge 91%. Efforts are recognized 
by the company with an annual 
event for all installers and repairers 
which helps continue the high level 
of team spirit and encourage them 
to continue to go that extra mile for 
customers.

Save your voice,  
go online
With more than 80% all of contact 
between Telenet and its clients 
happening online – there are more 
than 300,000 visits to My Telenet 
weekly – and to maximize its use 
of existing channels, the company 
invested in improving its online 
services. This included the addition 
of a web forum containing the 
answers to a large number of 
predetermined questions. Currently 
more than 200,000 questions are 
clicked on in the forum each week. 
Not only can customers proactively 
consult the questions, but when a 
client sends a question to Telenet, 
the software searches for defined 
fields and suggests where the client 
may find the right answer, saving 
both client and Telenet time and 
effort. This means customers can 
find answers to issues 24/7. 

and feel as My Telenet, helping to 
further develop ease-of-use.

Telenet’s immense focus on the 
customer during 2008 has proven 
to be extremely successful, with 
customer churn well under control, 
particularly in the area of analogue 
TV. The introduction of the Shakes 
had a significant impact in this area. 
The company continuously measures 
key criteria to assess progress and 
ensure it is always improving. 
This will continue for the future. 
With Telenet’s customer retention 
specialists joining the customer care 
division in 2009 and new ways being 
sought of disseminating information 
across the company, it will become 
easier to resolve customer problems 
more effectively.
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In 2008 Telenet kept its focus on recruiting the 

right talent to maintain a highly competitive market 

position, and ensuring they have the right skills to 

maximize customer satisfaction. In addition to a 

number of innovative recruitment initiatives, people 

processes were also refreshed to be fully in line 

with the needs of both the organization and its 

employees - today and in the future.

The number of employees rose 
in 2008 to 1,716 at year end and 
in 2009 Telenet will continue its 
rigorous recruitment drive. The 
average employee age at Telenet 
was 38.1 years, with males at 39.5 
and the females at 35.3.

A calling for  
contact centers
With customer satisfaction a key 
pillar of its strategy, Telenet focused 
on and invested heavily in its 
contact center staff in 2008. In line 
with the company’s objective to 
decentralize its contact centers and 
rebalance the ratio of internal and 
external advisors, Telenet employed 
an additional 200 agents. One of 
Telenet’s principal recruitment efforts 
was for a new contact center in 
Aalst. Fifty people were required 
by the end of April 2009. Another 
new contact center was established 
in Sint-Truiden with 90 staff. 

Putting people first

Telenet People
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In 2009, training activities will be 
further enhanced with a focus on 
attitudes and behaviors.

Finding out  
what you think
An employer branding survey 
revealed that current employees 
consider Telenet to be a young and 
dynamic company and an attractive 
employer that offers a high level of 
job satisfaction and good prospects 
for internal promotion. Indeed, 
wherever possible open positions 
are filled via internal promotion. 
Responses to the survey given by 
current employees (the survey also 
polled ex-employees and potential 
candidates) were confirmed 
with Telenet being named ‘Top 
Employer’ by CRF, an international 
survey company, in conjunction 
with Hay Group and Jobat. Telenet 
obtained the maximum score 
on working conditions, training 
and development and working 
atmosphere.
A survey that polls employees on a 
number of criteria concerning their 

Rather than create the new centers 
near its Mechelen headquarters, 
Telenet decided it would be more 
strategic to create centers in other 
locations to avoid employees having 
unnecessarily long commutes, 
thereby improving work/life balance 
and helping Telenet decrease its 
carbon footprint. It also helps to 
offer customers a more personalized 
service by enabling them to 
speak with someone familiar with 
their locality. Further recruitment 
campaigns will be carried out in 
other locations where Telenet is 
seeking to establish more contact 
centers.

Making time for training
New training models were created 
to help agents learn more effectively 
and the amount of e-learning 
opportunities expanded. Overall, 
1,000 training hours were spent,  
30% more than 2007. The result 
made a clear contribution to the 
company’s ‘Get it right first time’ 
policy, helping to improve quality 
of service and as a result customer 
satisfaction and retention levels. 

In 2008
•	 1,716 employees at year end

•	 Named ‘Top Employer’ 

•	 New contact centers close to the customer

•	 More training for ‘Get it right first time’

•	 Telenet’s headquarters won bronze at the 
2008 IFMA Awards

It’s good to talk
In 2009, Telenet will be looking 
at how employees communicate 
with one another and across 
the company and how it can 
make better use of interactive 
media, such as videos and 
surveys, on the company’s 
intranet, TINE. The result will be 
a more comprehensive internal 
communications system that is 
not only highly functional but 
also fun to use.

wellbeing within their professional 
lives, carried out within the company 
every three years, was undertaken 
in 2008. Comparing results with 
those of 2005, there has been a 
significant improvement in terms 
of the team, the organization and 
the working environment. Also 
positive was a substantial reduction 
in employees’ perception of stress 
at work and harassment. This last 
result also held true when looking 
at industry benchmarks. Telenet is 
perceived by its employees to have 
an open culture where people can 
confidently offer ideas and input. 
The survey revealed a number of 
areas that do require attention and 
company-wide initiatives to tackle 
these are being developed and will 
be implemented by the end of 2009.

HR business partners and staff, headed by Claudia Poels
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company and a leader in applied 
technology, and that it offers 
a pleasant work environment 
and challenging positions, as 
well as abundant development 
opportunities. Based on this, Telenet 
initiated a corporate branding 
campaign using all recruitment 
media channels in order to create  
a much stronger employer brand.  
‘Je kunt meer’ (I can do more) was 
the tagline of the highly innovative 
campaign which resulted in the 
number of CVs received by Telenet 
significantly increasing. Telenet also 
had a stand at the fourth edition 
of the popular Talentum job fair in 
October.  
The stand was voted the best at the 
event by the 6,500 visitors.

Telenet’s innovative corporate 
branding campaign used all 
recruitment media channels to create 
a much stronger employer brand.

A view from the outside
While those in the outside world 
know the brand Telenet as an 
Internet, TV and telephone services 
provider, the employee branding 
survey, which also polled potential 
candidates, revealed that the 
company was not well known as 
an employer. Respondents were 
unaware that Telenet is a growing 

TELENET PEOPLE

Attracting the best 
talent remains a priority 
for Telenet.
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To further strengthen its recruitment 
process, Telenet has researched and 
selected a number of internationally 
recognized selection tools, which 
will be used as of 2009. The 
company will also refresh its highly 
successful employee referral process 
to ensure it meets the requirements 
of the evolving organization. A 
new interactive jobsite taking full 
advantage of Web 2.0 will also be 
launched.

New talent
With an eye on the future and 
looking to help ensure enough 
talented newcomers to the field 
of applied technology, Telenet has 
helped to encourage the study of 
relevant subjects at schools. In 2008, 
Duco Sickinghe, the company’s CEO, 
visited schools to talk about the sort 
of careers the study of ICT could 
lead to. Telenet also developed  
a game for students aged 14 to 
18 to play online that involved 
the design of intelligent clothing. 
The game, entitled, ‘I Love IT’, 
was supported by a number of 
workshops, led by Patricia Ceysens, 
Flemish Minister for Economy, 
Enterprise, Science, Innovation 
and Foreign Trade. The workshops 
enabled would-be game players to 
learn more about the technologies 
that they could use in their 
design and how they work. All 
demonstrated technologies are 
employed in Telenet’s products  
and services. 

Getting to know  
the company
All new hires at Telenet receive  
a comprehensive introduction day and 
training, helping to provide them with 
the confidence that they have selected 
the right company to work with. 
Already in the months before they 
begin work, they have access to  
a vast database of Telenet information. 
A dedicated website, similar to the 
company’s intranet, has been created 
for recruits who have signed a 
contract but not yet begun work.

Learning to lead
The company also believes in the 
importance of true leadership and 
its in-depth Genuine Leadership 
program provides individuals new to 
a management role with a view on 
basic management skills. Twenty-eight 
managers took part in the program 
in 2008. A training program aimed at 
middle managers, combining more 
advanced management skills with 
the ability to deal with change and 
gain employee buy-in for business 
transformation, will be launched in 
2009. All programs come under the 
umbrella of the established Telenet 
Leadership Model. 

Hard work pays
With customer satisfaction at 
the top of Telenet’s agenda, the 
company announced a bonus to 
be paid to all employees if the 
company reached its ambitious 
90% target. Forty percent of 
a manager’s bonus is already 
based on customer satisfaction. 
A huge employee effort led 
to a significant increase in 
customer satisfaction which 
was recognized and rewarded. 
A new ‘klantenbrevet’ (client 
certificate) scheme has been 
introduced in 2009 which calls 
for all employees not in daily 
contact with customers to 
spend one day with customers 
either making courtesy calls, 
working in Telenet shops or 
service centers, working with 
an installer or in one of the 
company’s call centers.
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TELENET PEOPLE

A winning work environment
To help employees who wish to stay physically fit, Telenet added a state-of-the-art gym 
facility at its Mechelen premises. As part of ‘Telenet Fit’ a ‘start to run’ club was initiated 
with a group of employees regularly running together around Mechelen during lunchtimes. 
This has been joined with ‘start to swim’, ‘start to cycle’ and other similar initiatives 
introduced under the same umbrella. Full changing and shower facilities, as well as a drying 
room, are available for all employees. For those wishing to relax in other ways a games 
room was created that offers a selection of leisure pursuits. In addition, Telenet provides 
its employees access to a laundry service and as of 2009 a pilot scheme for childcare during 
the summer holidays will be added. The building itself won bronze in the 2008 IFMA 
(International Facility Management Association) facilities awards for putting people – both 
employees and the local community – first.
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Telenet has rapidly grown into a significant and highly 

competitive player in the field of applied technology. 

It has ensured that this growth has been accompanied 

by an equally notable increase in its responsibility 

toward helping improve the lives of others, both at 

home and abroad. It also works to limit its potential 

negative impact on the environment, in terms of both 

products and services, and internal processes.  

Getting greener still
Telenet has created a comprehensive 
and coordinated approach toward 
limiting its potential negative impact 
on the environment. At the very 
least, the company complies fully 
with all national and European 
legislation. But Telenet takes its 
environmental concern much 
further. In 2008, Telenet changed 
its energy supply contract so that all 
electricity purchased is 100% green. 
A carbon audit was also carried out 
in 2008 to provide a more detailed 
picture of Telenet’s total emissions. 
Actions based on the results are 
planned for 2009. For example, 
all non-essential equipment in the 
network will be decommissioned 

Building a brighter  
future for all 

Telenet in the Community
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of a printing policy to reduce paper 
and adaption of the company car 
policy. These will again be acted 
upon this year with department-
wide targets put in place by May 
2009. 

A ‘Friday Bike Day’ was introduced 
with employees encouraged to 
cycle to work where possible every 
day (not just Fridays) between 
May and September. In 21 weeks, 
staff rode a huge 35,444 kms, 
almost the distance of the earth’s 
circumference, helping to reduce 
Telenet’s carbon burden by  
11.5 tons. This year, staff that 
travel to work by train will have the 
option to have a bike supplied by 
the company to travel between the 
office and Mechelen central station 
in order to cut down on their use 
of public transport. This will help 
further diminish Telenet’s carbon 
footprint. Carpooling will also be 
encouraged as will the take-up of 
CO2-friendly cars. The company will 
also further investigate the possibility 
of increasing home working. 

Many of the suggestions resulting 
from the internal survey are being 
included in the company’s innovative 
Climate Challenge program. The 
program is an initiative from Liberty 
Global, Telenet’s mother company, 
aimed at proactively lessening 
everyone’s environmental impact, 
both at work and at home. It 
involves a number of activities that 
will take place throughout the year 
to raise awareness. 

These actions and the many more to 
come in the future will set Telenet 
well on the path to reaching its 
target of 20% CO2 and 20% energy 
reduction, using 20% renewable 
energy by 2020.

to help reduce energy usage. All 
new constructions will be made 
environmentally-friendly, such as 
Telenet’s server farm that will use 
‘free-cooling’. A longer term-project 
involves a reduction in the number 
of amplifiers on the network, which 
will not only save electricity, but also 
increase bandwidth per customer. 
Telenet will also look into a better 
use of solar and wind energy.

For its set-top boxes, Telenet is 
working on a technology to ensure 
the devices switch themselves off 
at certain times to reduce energy 
consumption. This will allow 
customers to save up to 20% in 
energy consumption. 

Everyone can contribute
The company also conducted an 
internal survey, asking staff for their 
ideas on how to limit environmental 
impact. More than 120 responses 
were given, including more selective 
collection of waste, the introduction 

In 2008
•	 100% green energy

•	 20% energy savings in set-top boxes

•	 90% less energy consumption in Services Operations 
Center

•	 Training and digital access to more than 46,000 
underprivileged people

•	 My Zone extended to 7 hospitals

•	 A new school and education center for Dakar

Setting higher 
standards for suppliers
Electricity consumption plays 
a crucial role when selecting 
suppliers. The company expects 
all suppliers to declare their CO2 
impact in future tenders as of 
this year.

In its Services Operations Center (SOC), responsible for monitoring 
all networks and services, a rear projection video wall display was 
introduced that cuts the SOC’s energy consumption by 90%, as well 
as providing a clearer 360° view on every network connection and 
service to allow problems to be immediately detected.
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Telenet in the Community

Telenet Foundation: 
addressing the  
digital divide
Telenet Foundation, an autonomous 
fund that grants financial awards 
to projects that help familiarize 
socially underprivileged people 
with interactive communication 
technology, continued its efforts to 
encourage digital inclusion. Since 
it began, more than 600 projects 
have applied for funding. Today, 
the Telenet Foundation supports a 
total of 53 projects across Belgium 
and abroad – nine were granted 
funding in 2008. All projects help 
raise awareness of and provide 
solutions to the issue of digital 
inclusion for all levels of community, 
especially children. By the end of 
2009 the Foundation will have 
helped to provide digital access 
and sustainable training to around 
46,000 individuals.

Going back to school
The theme ‘Brede school’ (literally 
broadschool) was introduced in 
2008 to focus activities on non-
profit projects that address the 
so-called second level of the digital 
divide. Winning projects use an 

existing or create a new learning 
establishment to provide IT 
education to socially disadvantaged 
and marginalized individuals in the 
local community. The first award 
went to Educentrum that operates 
an IT-huis (IT-house) in Ghent. Part 
of a KlasCement initiative from the 
Flemish Government, IT-huis makes 
ICT accessible and understandable 
to underprivileged families via four 
channels (iSchool, iBib, iThema,  
and iThuis).

Engaging employees
Two thousand and eight also saw  
a push to increase Telenet employee 
involvement in the Foundation. In 
2008, one award of financial aid,  
the so-called Telenet Home prize, 
went to a project promoted by  
a Telenet employee. This award was 
given to the AnySurfer project aimed 
at making websites more accessible 
for disabled people. Employee 
voting was also introduced with 
employees invited to vote for one 
of three projects shortlisted by 
Telenet Foundation’s own Board 
of Directors. More than 600 
employees voted, resulting in the 
Leonardo Lyceum CDO Middelheim 
in Antwerp receiving €20,000. The 
project trains socially underprivileged 
people to work in the ICT 
environment as digital installers to 
enable them to more easily find 
work in this dynamic area.

The Brede school theme will 
continue in 2009 and all projects 
to be considered for support by 

2007 2008 may 2009*

Number of people helped

3,
08

0
9,

68
0

33
,48

0

*end 2009 estimated total 46,000 

Telenet Foundation
Total spent on projects to help 
close the digital divide: €818,649
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Telenet Foundation must fit into 
this focus area. The Foundation also 
partnered with Digitale Week, an 
annual Flemish initiative by non-
profit organization LINC that places 
the digital gap in the spotlight via 
the promotion of local initiatives. 
Telenet created and distributed 
a TV advertisement to support 
the campaign and provided a key 
speaker for the event. In addition, all 
Telenet Foundation projects opened 
their doors to the public.

Bring on the Clowns…
My Zone
My Zone, a Telenet initiative 
aimed at making hospital stays for 
Belgium’s sick children easier by 
providing safe access to the Internet, 
launched an innovative webcam 
project, Hotel de Cuberdonske. The 
new service, developed in‑house by 
a Telenet technical team, enables 
patients to reserve and enjoy  
a secure webcam session with 
their favourite Cliniclown. Given 
the limited number of Cliniclowns 
available, this pioneering new service 
enables the Cliniclown organization 
to extend its recuperative benefits 
further. The service is available 
in Mol and in the future will be 

rolled out in other hospitals where 
Cliniclowns are present. In 2008,  
My Zone expanded the My Zone 
scheme to Sint-Truiden to bring 
the total number of hospitals 
benefiting from this innovative 
scheme to seven. As a result, 
My Zone benefited 13,000 children 
throughout the year.

Adding more  
Christmas cheer
My Zone takes every opportunity 
to raise money for its worthy cause 
of easing the lives of children 
suffering from long-term illnesses. 
Its innovative 2008 Christmas 
card campaign was no exception. 
Telenet created an online card and 
encouraged recipients to send the 
card on to friends and family with 
a promise to donate €0.50 for 
every card sent. The card was sent 
10,850 times, raising €5,425, which 
was presented to the Cliniclown 
organization.

Hotel de Cuberdonske, a Telenet 
webcam project, extends the 
recuperative benefits of Cliniclowns 
further still.

Music for Life
Telenet firmly believes in not 
simply allowing but facilitating 
charitable deeds initiated by 
employees as much it can. 
One example in 2008 was the 
organization of a Christmas 
lunch in the company restaurant. 
All money paid for the lunch – a 
total of almost €5,000 – was 
donated to Music for Life, a 
charitable initiative from Belgian 
radio station Studio Brussel 
carried out in conjunction with 
the Red Cross.
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Telenet in the Community

 Bonjour Afrique
Wholly initiated and driven by staff, Bonjour Afrique relies 
on the free time and enthusiasm of Telenet employees to 
help raise funds and undertake projects. In 2008, volunteers 
gave a total of 3,902 hours to the organization and were 
awarded with the ‘Social Award’ at a Telenet Marketing 
Offsite Event. All projects have been realized in Senegal to 
date and the concern’s main fundraising activity per year 
calls on local Senegalese culture as its base. Activities in 2008 
included the setting of a world-record number of djembe  
(a type of hand drum) players in one location, which took 
place on a beach in Zeebrugge and brought 1,401 djembe 
players together; a film festival of African films in Ghent; an 
employee quiz evening; and the donation of one day’s salary 
by Telenet employees to the aid organization.

Education for all
A total of €89,421 was raised throughout the year, with 
which Bonjour Afrique was able to replace a primary school 
in Medina Gounass in Dakar with a brand new structure that 
will have the capacity to teach 160 children. It represents 
the first community school in the region. The first lessons 
were given on January 5, 2009, to the 40 children currently 
enrolled. Telenet also funds four teaching staff at the school 
and supplies a coach to the education center attached to 
the school. Telenet provided 30 PCs for the education center 
and has created a cyber café next to it which offers Internet 
access at attractive rates.

All Bonjour Afrique projects are undertaken in conjunction 
with a local NGO and based on research to ensure they truly 
meet the needs of local people.
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Making life sweet
Bonjour Afrique works with a 
honey producing concern close 
to Dakar, providing expert advice 
and opportunities to help the 
three villages the concern supports 
improve the quality of their 
product, create additional markets 
and ensure their livelihood for the 
future.
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Safe Harbor Statement under the U.S. Private Securities Litigation Reform Act of 1995 – Various statements contained in this document constitute “forward-looking 
statements” as that term is defined under the U.S. Private Securities Litigation Reform Act of 1995. Words like “believe,” “anticipate,” “should,” “intend,” “plan,” “will,” 
“expects,” “estimates,” “projects,” “positioned,” “strategy,” and similar expressions identify these forward-looking statements, which involve known and unknown risks, 
uncertainties and other factors that may cause our actual results, performance or achievements or industry results to be materially different from those contemplated, 
projected, forecasted, estimated or budgeted whether expressed or implied, by these forward-looking statements. These factors include: potential adverse developments with 
respect to our liquidity or results of operations;  potential adverse competitive, social,  economic or regulatory developments; our ability to successfully finalize the integration 
of the recently closed Interkabel Acquisition; our significant debt payments and other contractual commitments; our ability to fund and execute our business plan; our ability 
to generate cash sufficient to service our debt; interest rate and currency exchange rate fluctuations; the impact of new business opportunities requiring significant up-
front investments; our ability to attract and retain customers and increase our overall market penetration; our ability to compete against other communications and content 
distribution businesses; our ability to maintain contracts that are critical to our operations; our ability to respond adequately to technological developments; our ability to 
develop and maintain back-up for our critical systems; our ability to continue to design networks, install facilities, obtain and maintain any required governmental licenses or 
approvals and finance construction and development, in a timely manner at reasonable costs and on satisfactory terms and conditions; our ability to have an impact upon, 
or to respond effectively to, new or modified laws or regulations and our ability to complete our proposed shareholder distribution in 2009 and to sustain or increase such 
distributions in future periods. We assume no obligation to update these forward-looking statements contained herein to reflect actual results, changes in assumptions or 
changes in factors affecting these statements.

Financial Information: The audited consolidated annual financial statements of Telenet Group Holding as of and for the years ended December 31, 2007 and 2008 have in 
each case been prepared in accordance with International Financial Reporting Standards as adopted by the European Union (“EU GAAP”) unless otherwise stated. 

The Telenet Annual Brochure 2008 consists of the Annual Review 2008 and the Consolidated Annual Report 2008. The Consolidated Annual Report consists of the 
consolidated and the abridged individual financial statements of Telenet Group Holding NV and the reports related hereto. Both documents are presented in a separate printed 
format and provided to investors in conjunction, in a folder containing the Annual Review 2008 and the Consolidated Annual Report 2008 together to form the Annual 
Brochure 2008. Even though both documents can be consulted separately, the Annual Review 2008 is inextricably interlinked with the Consolidated Annual Report 2008 and 
must always be considered in conjunction with Consolidated Annual Report 2008.

Printed copies of the Telenet Annual Brochure 2008 are available upon simple request at Telenet. The Annual Brochure 2008 can also be consulted and downloaded from the 
Telenet website at www.telenet.be.

The images used are protected by authors’ rights and are the property of different parties including 20th Century Fox Television, Belga, Buena Vista, Corbis, Disney, Getty Images, 
Independent Productions, New Line Cinema, Paramount, Studio100, Universal Studios, VMMA, VRT, VTM and Warner Bros.
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