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40,000 low-income people have free
access to basic telephony provided by
Telstra through InContact.

Telstra's White Pages™ directories
followed the Yellow Pages® onto the
Intemet in 1995-96, both creating world
firsts.

Telstra developed the digital map data
for the in-car navigation system of the
new BMW-7 series.

Telstra staff joined school children,
farmers and conservationists in planting
4000 trees and shrubs around the
Narrakine telephone exchange in
Westem Australia in 1995-96 as part of
a land rehabilitation program.

Telstra's world leadership in privacy
protection was recognised last year by
the independent Privacy Audit Panel,

Last year over 3,800 Telstra staff gave
up their free time to help out at
Exchange Open Days where the public
is invited to see first hand some of the
technological advances Telstra has
made in telecommunications and
information services.




