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A1 Telekom Austria  



Cautionary Statement  

ñThis presentation  contains  certain  forward - looking  statements . Actual  
results  may  differ  materially  from  those  projected  or  implied  in  such  
forward - looking  statements . Forward - looking  information  involves  
risks  and  uncertainties  that  could  significantly  affect  expected  results .ò 
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A1 Turnaround Strategy  



Key Messages  
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Å Mobile pricing pressure and regulation remain key challenge  

 

Å Turnaround strategy focuses on convergence and high value 
mobile customers  

 

Å Medium - term focus on margin optimization  

 

Å Demand driven rollout of hybrid networks continues  

Å Maintain quality leadership  

Å Ensure stable CAPEX/Sales ratio  

 

Å Operational expenses savings dampen effects of high value 
customer push  
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A1 Faces a Highly Competitive Environment  
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ÅIntensified competition impacts pricing levels negatively and 
spurs revenue decline in the mobile business  

ÅRegulatory effects limit EBITDA comparable growth  

ÅFixed line trends stabilized  

ÅConvergent customer base grows significantly  

ÅYear -on -year cost reduction and restructuring programs 
with significant impact  

Pressure on EBITDA comparable continues  

 Turnaround strategy required  
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46%

30%

24%

A1 (incl. bob & YESSS!)

T-Mobile

Hutchison 3G

40%

30%

19%

11%

A1 (incl. bob)

T-Mobile

Orange (incl. YESSS!)

Hutchison 3G

Transformation to 3 Operators Market Provides 
Basis for Return to Growth  
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Market Transformation*  

 

Reduction of excess capacity  

Economies of scale benefit all 3 operators  

Improved visibility ensures necessary infrastructure investments  

*Does not include MVNOs; MVNOós have a total market share of 2% 
**Defined as mobile market share ad fixed business  

Revenue 
market share 

of 49%**  
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High Value Customer Base Generates 80% of 
Sales & Customer Margin  
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Contribution of A1 Mobile Customer Segments  

Sales & Customer Margin *  

SIM Only/  
Low Cost  

20%  

High Value  

80%  

SIM Only/  
Low Cost  

46%  

High Value  

54%  

Customers    

* Revenues minus direct costs, customer product costs and customer relation costs  
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A1 Turnaround Based on Telekom Austria Group 
Strategy  
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A1 Turnaround Strategy  

Revenue Initiatives  OPEX Initiatives  Network Initiatives  

Continue fixed line 
growth via push of 
bundle penetration  

Focus on high -value 
mobile customers  

1  

2  Continued cost 
reduction programs  

Convergent network 
quality  

4  5  

3  Monetization  of data  
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Revenue Initiatives  



Target: Stabilization of Mobile Revenues  
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Margin optimization 
via marketing 

initiatives  

Push migration to 
high -value tariffs to 
stop ARPU erosion  

Focus on high -value 
segment  
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Retail Business No- f rills Low end

High -Value Customers Have More Than 3x 
Higher Margin Than Low Cost Customers  
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High value  Low cost  

Sales & Customer Margin per Subscriber    

More than 3x  

Average high value  

Average SIM only / low cost  

~9 years  ~3 -5 years  
Average 
lifetime  
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bob  ï New Price Point Supports ARPU 
Stabilization  

EUR 9.90 EUR 19.90 

Adoption of new pricing plan as of   

15 January 2013 
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Subsidies: Effective and Highly Flexible Tools to 
Remain Competitive in the Market  
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Relative Mobile Gross Adds Development 2012  
(Indexed with 100)  

 

Non competitive  Competitive  

Launch 
Kombinieren 

& Sparen  
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Tariff Model ñKombinieren & Sparenò Focuses on 
Upselling Proposition and Convergence  
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Save  up to   
EUR 20.0 per month  

Fixed  
broadband  

Mobile  
tariff  

+  

=  

New 
customer  

Fixed only  
customer  

Mobile only  
customer  

Dual/  
convergent 
customer  

 

From  

 

To  

U 

Concept  
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Multiplay  Growth Lowers Churn Approximately 4 
Times  
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Å37% of all fixed customers have 
mobile  
Å28% of all mobile customers 
have fixed  
ÅResidential customer base having 
a fixed and mobile product grows 
by approx 4%* p.a.  
 

 

Mobile 
Monoplay  

Fixed & Mobile  Fixed 
Monoplay  

Total Customer Churn Residential  
 
  

- 80%  

-10%  

-12%  

-2%  
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Fixed Broadband and New Business Areas Lead 
to Stabilization of Fixed Line Revenues  
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Breakdown A1 Fixed Revenues*  

* Fixed service revenues include APRL relevant revenues and revenues from data & ICT solutions  

2011 2012E 2013E

-5%  -5%  

+7%  +10%  

+7%  +4%  

stable  

Voice  

Broadband & TV  

New business areas  
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Hybrid Modems to Cover Future Bandwidth 
Demand  

17 

 

Hybrid Modems allow for  

ÅUp and cross selling (incl. HDTV proposition) to existing customers  

ÅProduct portfolio optimizations via speed differentiation  
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Network Initiatives  
 



A1ós Convergent Network Strategy 
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NGA* & use 
of new 

technologies  

Demand 
driven 

network 
rollout  

Mobile 
infrastructure  
with focus on 
LTE in 2013  

Hybrid Network  

Network Quality  

* Next Generation Access  
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