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All right. Hello, everybody, and welcome to this session of the Bernstein Strategic Decisions Conference 2021. We are privileged to host Jeff McElfresh
of AT&T, who is the CEO of AT&T Communications. Jeff has been in that position since the fourth quarter of 2020. All who follow the industry will
know that it's already been an eventful tenure.

But Jeff has been at AT&T for 25 years. Prior to being CEO of the Communications business, he was appointed President of AT&T Communications'
Technology & Operations Group, which houses the company's 5G build-out initiatives. So you can count on him to have a forward-looking view
of 5G and of technology in general. And over the longer arc of his career, he has spent a lot of time in AT&T's various international markets. So a
rich background to bring to your current position of responsibility at AT&T.

And before we get into a conversation, I want to also welcome our clients. Thank you for coming to SDC this year and alert you to the pigeonhole
link in the conference interface, which is your opportunity to add interactive questions to this conversation. We'll be monitoring it, and you can
also vote on the questions. And so we'll try to crowdsource some intelligence about the best questions with complete confidence that not all of
them will come from my mind.

I also want to disclaim my interior decorating skills. We just moved yesterday. And so I'm sitting in that -- in what will look like an office eventually.
With that said, Jeff, I think you might have a disclaimer or a safe harbor comment to make?

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes, sure do. Even though we're doing this virtual, we still have to cover our safe harbor statement. And so if you would indulge me just for 1 second.
I think you guys might be displaying that on the screen as well.

But before we begin, I want to call your attention to our safe harbor statement, which says some of our comments may be forward-looking, subject
to risks and uncertainties. Results may differ materially. And you can find further information on our website or in our SEC filings.

With that out of the way, Peter?

Q U E S T I O N S  A N D  A N S W E R S

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

Well done, sir. All right. Let's talk about AT&T Communications. I would like to begin with a step-back to October of last year and ask you since you
became CEO of the Communications segment, what attributes of the business have given you the most confidence? And what shortcomings of
the business or pockets of improvement opportunity have warranted the most attention in your initial quarters at the helm?
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Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Well, thanks for having me, Peter, and hello to all your guests. It's fun to be here to share with you the progress that we've made at AT&T. Sure feels
good to have some nice momentum in our business finally after many years. And in fact, Peter, as you called out, we published fourth quarter and
first quarter results this year with really strong customer momentum, a really good churn performance. And in fact, we've been beating decade-long
records for ourselves, internal to AT&T, for growth. And so it's good to see the hard work begin to pay some dividends.

Now I do have to correct one thing. I was appointed to the Head of the Communications unit before COVID hit back in 2019. And so I had the
opportunity to get the organization ready on to a more simplified path of our products and our services, which is based on our strength in our 5G
network with wireless and as, of course, our fiber network. And we enjoy having access to both of those scaled assets. But we had no idea how
important or how durable our business would be in 2020.

And so thankfully, as we were leaning into reorienting the communications company business to be the nation's premier broadband connectivity
provider with both wireless and fiber in that hybrid format, we were kind of ready to handle our customer base when the COVID pandemic hit.
And so I'm pleased, very pleased with the playbook. It's working. It has been working for 4 consecutive quarters.

And that's thanks to the hard work of the organization itself in executing and remaining focused on serving our customers, both consumers and
enterprise. Are there areas for us to improve? Of course, there are. And we stay vigilant, day in and day out, looking for pockets of refinement and
improving our velocity in the market. And we'll share some of those today with you.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

Great. And I can assure you that I knew you came into your position 6 quarters ago, not 3 -- 4 quarters ago. And it's a testament to the mental trick
of COVID that it seems like 2020 just slipped by without happening to me. So I apologize for that.

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes. I mean, a great example of that, Peter -- a great example of that is I fall into the same trap. And it's easy to, in fact. I think back to prior to the
pandemic, one of the biggest changes that we made in the business, on our wireless business, which is performing very well, is we simplified our
offers. We had way too many offer constructs in the market.

And prior to the pandemic, we actually launched our new three-tier unlimited plan for all of our consumers. And getting our front line organization
and our sales and distribution channel lined up behind that was paramount. And that simplicity in focus has proven to be very powerful to help
us guide our way through the pandemic.

And oftentimes, I think, man, we changed those rate plans just 3 or 4 months ago before the fourth quarter. No, actually that was back in 2019.
Before we launched HBO Max, before we included that into our bundles. And boy, time sure flies. And as the old adage goes, when you're having
some success in the marketplace, time has a new pace. And we're enjoying that right now.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

Let's talk about that success in the marketplace. Your new and existing customer offers appear to be working. And I'm curious, what was the catalyst
that might have occurred in the late 2019 or early 2020 that convinced you to enhance your offer to existing subscribers? And I think those offers
began quietly in Q2 and became more visible in Q3. So what was the catalyst? And what were the insights that underlied that decision?
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Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

So that's a great question. In fact, that's the one that most people point to. And what I'd like to share is in the last 4 quarters, we have actually grown
our subscriber base, 3 million postpaid subscribers. It's been a long time since AT&T has been able to do that. And that growth has come not just
from an upgrade offer for our existing subscribers, that's also taking market share in the wireless segment.

In fact, in the first quarter, our growth that we posted, as I mentioned earlier, set a decade-long record for us at AT&T. It represented about 35% of
the share of net adds in the wireless industry. And we're getting that growth not just by protecting and treating our existing high-value customers
in our base but also in our acquisition channels and frankly in a profitable manner. We posted a little over 2% EBITDA growth in our wireless business
while growing 36% share of the net adds.

And what I'm really pleased about, Peter, is the churn performance that we're seeing in our business. We're enjoying churn levels in our wireless
business that we've never experienced before. It's the lowest levels in the history of our Mobility business. Better than that is the feedback that
we're getting as we query our subscriber base and ask them, "How are we doing? How is the value proposition for you? How is our service?" And
our Net Promoter Scores are the highest they've ever been across most of our products. And so that gives us great confidence that this playbook
is working.

Now you called one element of what I would describe as four key elements to what we've done, starting back when I took this office as the team
rallied around the changes that were needed. I mentioned the first. We simplified our offer structure into three basic tiers. And we ratified that
across all of our distribution elements. That was the first major step in improving our momentum in the wireless business.

The second thing that we did, and we don't talk about often, but it calls to our churn and our NPS performance. We have made, as part of our
transformation agenda, significant investments with teams of individuals focused on driving improvement in our customer experience. And that
comes in the form of our online digital channels so that consumers can self-help themselves as well as other outlets of distribution, where they
can self-serve, self-select and purchase service and get upgrades through our digital channel without the help of any human involved.

And we made that call long before COVID began. And that helped us then enable the third big element of transformation that we've seen inside
of AT&T, which is around our distribution. Our distribution channel transformation has been very effective. We've adjusted the percentage of our
intake that we're getting on our digital channels. Our curbside delivery capabilities that we've enabled for our bricks-and-mortar retail stores and
our agent channel partners, it's working really well. It just is common sense. Customers are responding favorably to it. And so we've been able to
maintain a nice volume and level of momentum in the business as a result of that.

And lastly, all of these elements connect to a more efficient operation. We're getting the scale that our distribution channel and our network
deserves. And as a result of that, we're seeing cost savings from our transformation efforts that are now beginning to drop to the bottom line. And
you saw signs of this in the first quarter. We aren't finished with the transformation program in this agenda. And you should expect us to be mindful
as we continue to grow our wireless business here for the back half of 2021 and stay vigilant on the cost side of the equation. We still have room
to improve our cost structure and drive healthy accretive margin growth in our Mobility business.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

So I'm eager to pursue that thread relating to the profitability of the business going forward and the relationship of that to growth. First, I'd love
to ask you about the -- one of the pillars of the growth strategy that you just articulated. And that was driving share of gross adds. Your performance
in Q1 surprised a lot of people. I'm speaking specifically of share of gross adds.

I think it was well understood over the last couple of quarters that AT&T was investing in existing subscriber relationships. And so a low churn rate
was much improved but also well understood by our clients, less so the gross add performance. And there was a little bit of discussion on the
conference call, I don't think -- I didn't find it totally clear what really changed to drive your gross add performance. And I'd love you to expand on
that.
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Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Well, one, we've improved our value proposition in the market. Two, we've clarified our message. If you've paid attention to the advertising and
how we show up with the AT&T brand in our Mobility segment, our messaging has been pretty consistent, very clear. And that, with the value prop
improved and with our marketing message more consistent, help support our distribution channel and our agent partners to stay focused on what
matters most to our customers. And as a result of that, the performance is just naturally drafting share steal that's occurring market-by-market.

I mean, when I took this job 6 quarters ago and I looked at our share performance by our local geographic areas from all the major metro locations
on all but one, maybe two, we were net losing market share. I mean, we weren't negative in growth, but we were under-indexing in the growth in
the marketplace. As a result of the changes that we've made, we've been able to flip that and now gaining market share, growing higher than our
current share, which is 27.4%. And so at a 35% net flow share rate, you're now beginning -- or you're getting back to growth. And that growth
brings excitement. That growth brings an attitude in the channels that they haven't experienced in a long time.

And I suspect you're feeding a little bit of that hunger in the market. And frankly, we're proud of our brand and we're proud of our network. And
we've invested heavily in this network, and the network has always been a strong asset. Now our subscribers and our employees are backed by
that network in a simplified offer construct. I'd just tell you it's execution. And I'd love to be able to point to, well, it's this exact element that's driving
growth. This business is not that simple. This is a complex, competitive marketplace. And it requires winning in areas that aren't just single-threaded.

I mean, a couple of examples. One example we do speak often about is our strength of our FirstNet network and how we are growing the public
safety and first responder community, where we continue to accelerate momentum. I mean, we passed over 16,500 agencies that are now members
of the AT&T FirstNet network and over 2.2 million connections and that continues to grow. And we've got designs on continuing to grow that
business as part of our partnership with the FirstNet Authority.

As well as we were on our Analyst Day conference, and I disclosed our approach about hybrid, a hybrid strategy between fiber and 5G. Very little
known fact is about 70% of the gross adds, Peter, to our fiber network footprint are new accounts to AT&T, I mean, completely new accounts. And
so as we work to serve those customers with the fiber product, which gives amazing speeds, both download and most importantly uplink for
high-quality video like I'm producing here today and sharing with you enabled by fiber, we're able to also offer that customer or that household
access to our wireless offers. And so we pull through gross adds from our wireless franchise with the sale of fiber-to-the-home.

And so it's not one thing that has driven the success. And that's why we at AT&T have confidence that we can continue the momentum. We are
ready for the competitive responses that have been going on and off for the last 8 or 9 weeks. We don't believe we're the most aggressive in the
marketplace. We haven't been the most aggressive in the marketplace, and we're doing well. Now we're also humble, and we realize that we've
got really strong competitors. And we stay vigilant at ensuring that we continue to grow this business not only in sub counts but also in solid ARPUs
with healthy service margins that drive real EBITDA growth. Because at the end of the day, we're here to grow not only subs but also our profitability
and deliver a return to our shareowners.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

There's so much to pursue in that answer. I want to go to the last comment you made about aggression, competitive aggression, and link that to
your profit margins. Q4 of 2020, EBITDA declined by about, adjusted for roaming, about $300 million. Q1 of '21, Communications segment EBITDA
expanded by about $200 million. And so while there's been a lot of focus on the very significant decline in the percentage margin of the
Communications segment, there's a 1 quarter's worth of data supporting the idea that the dollars can grow.

And when I look at the company's guidance from the Discovery-related communications 2 weeks ago, the Communications segment is going to
be the primary driver of an expectation of mid-single-digit EBITDA growth, which is a big number. And so I'm wondering if you can build a bridge
for all of us between the recent performance of Communications segment EBITDA dollars and margins and that $4 billion of cumulative EBITDA
growth that the guidance implies between '22 and '24.
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Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes. I'm happy to. First of all, we feel good about that guidance. And I, as the leader that represents the communications company, I see the early
indicators in the health and the performance of the business. And so is it a daunting task? Is it a challenge for us to go get it? You bet it is. And
we've got to prove that to The Street. But I've got confidence that we can because of the transformation programs that we have afoot right now.

For example, Peter, like when you look at the compares year-over-year, you've got to also remember our first quarter was a compare against a
predominantly non-COVID-impacted 2020. And so the year-over-year compares might lead you to believe a certain thing. But if you look at the
underlying trends, for example, with international roaming, which has not recovered fully to pre-pandemic levels, and we don't expect that it will,
we've got very modest expectations for that, but we're lapping the initial start-up costs of our upgrade program for our existing subscribers.

We're beginning to lap the start-up costs of our fiber builds as well. And the performance of our transformation program that's not in the run rate
of our historical numbers, our wave 2 of transformation that we've got teed up in this business, we'll expand, as I think John Stankey, our AT&T
CEO, disclosed last week in a conference, about $1.75 billion to $2 billion of EBITDA improvement, that falls to the bottom line from this next round
of transformation as we take cost out and get more efficiency through the focus in our market segments.

And so if you think about it, we really kind of got to grow, call it, $4 billion in EBITDA over the period that we disclosed during the
Discovery-WarnerMedia announcement. And about half of that is going to come out of the grind of getting cost and efficiency out of the networks
and out of our service elements. And the other half of that growth is going to come from great subscriber growth that comes at accretive margins.

In the first quarter, we grew service margins 100 basis points, even though our service revenue grew 0.6%. That's calls to -- we've got confidence
that you're going to see a step-up quarter-to-quarter as we've guided to about 2% service revenue growth for the full year. And so I've got confidence
that we've got plans in place to go achieve that. But having said that, we've got to prove that. We've got to prove that quarter-to-quarter. And the
team is confident we can do that.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

The new strategy, which I think laudably invests in existing subscriber relationships and better gross add trends, has promotional costs that come
with it. And those are reflected in the EBITDA margin results that I described. And our understanding is that the year 2 impact should be as significant
as year 1, given the accounting on ARPU and on margin. And to the extent that you sustain some of these investments, the ARPU headwind in '22
could be greater than that of '21. Is that a reasonable thought process about your P&L over the next year or 2?

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes, it's plausible. But you've also got to think through the cost structure improvements that are probably not in a run rate model that we are
working to drive for year 2. The other thing is the scale at which your subscriber base is not only getting reconnected or contracted to your company,
they're also stepping up their spend with us. They're upgrading into higher tiers in the service plans. And they're doing that because they see value
in some accretive bundles like that with HBO Max that we offer.

And so as we work through the rate plan mix in wireless and we drive more penetration in our fiber footprint that's bringing new gross adds at a
pretty effective cost per gross add channel, the combination of all this gives us confidence that we overtake the dilutive effect of upgrading existing
subscribers that is what I call the start-up cost. And we'll have to prove that. As we go through the next quarter and the next quarter, I think more
of that underlying improvement in the business itself is going to become self-evident and should help your clients tune their model appropriately.
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Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

That's a very helpful answer. Let's go to the network. You mentioned it earlier in our conversation. Some industry observers believe that AT&T has
under-invested in its network. And I'm curious how you see it, a, do you see -- on a backward-looking basis, did you see deficiencies 2 years ago?
Today, have they been remedied? And as we now know that the company intends to accelerate CapEx, should we think about wireless network
CapEx as existing at a higher glide path for the next 5 years than it has for the last 5?

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Well, Peter, before they asked me to take on this role for the company, I was the head of the technology and the network organization. And I think
I took that in 2018. And so the person that was running that before was clearly in a mode of driving consistent, sustained investment levels in our
network. And so I would tell you that our wireless capital spend back in 2018 was at a higher level than 2017. And our goal isn't to ramp up to an
incredibly high-water mark for capital investment. Because for those that have been in this industry for a long time know, this is a momentum
business. It's a momentum business with customers. It's a momentum business with investment.

And getting the factory built in a sustainable way, whether we're talking about 5G wireless investments or fiber investments, requires what we call
at AT&T somewhat of a level-loaded plan. And that means that we are constantly investing quarter-to-quarter. We're not investing in 1 year and
then shutting down towards the end of the year and then restarting in the beginning of the next year. And I know that sounds overly simplistic.
But I can tell you if you are vigilant with that kind of investment approach, you get economies of scale and speed of execution that is unavailable
to you if you're flexing on, flexing off these investments. And so as such, back in 2018, the team and I saw the opportunity to step up investment
in a consistent way.

Here, this year, we're investing more in our wireless network here in '21 than we did in '20. In '20, we invested more in our wireless network than
we did in '19. And where we're spending that -- those dollars is not only in new site builds to maintain our leadership and coverage across this
nation but also in densification in the deployment of our 5G network, which today covers more than 240 million POPs. And to those that think we
might be behind, I'd just say, "Hey, take a look at fourth quarter and the first quarter performance for 5G customer additions and our subscribers
seem to be just okay with the performance of our 5G wireless network." So I don't feel like we're behind at all.

What this calls to though is another point. And that is all networks, wireless networks require a ton of fiber. And in the past, pre-2019, 2020, we
might have been investing our fiber network to fuel our wireless network in a specific design only for the wireless franchise, while at the same time,
the teams supporting our enterprise segment feeding fiber into medium and large businesses had their network. And our consumer team had
their fiber networks penetrating these new subdivisions or filling in existing pockets of opportunity in our market areas.

And what we've done beginning in 2019 was to take a different approach to the engineering and the design of the fiber network, so we can stretch
a dollar of capital invested in this fiber franchise to support not just wireless but also the residential and the enterprise, all market segments for
fiber. And by doing that, we actually drive improvement in deployment, improvement in yield, improvement in penetration. And that helps fuel
heavier investments in fiber and more capacity in our 5G networks as we move forward. So we're really, really pleased with the spectrum position
that we've got. I am pleased with the pace at which our network teams are executing the fiber deployment as well as the 5G network. And it is
definitely a strength for us and an advantage in the marketplace.

And Peter, as you called out, our strength in balance sheet that we get coming out of the Discovery-WarnerMedia transaction really gets us excited
in the communications company because we get to accelerate our investments in these networks. Time is money. And there's an opportunity for
us to grow and continue this growth. And this pandemic has taught to us that no one technology is going to be the ultimate winner. It's going to
have to serve this demand for bandwidth, either via fiber connections or wireless connections or a combination of both. And we see that as a real
opportunity. And that's why we called up our guidance on our C-band deployment in our wireless network from what was 175 million POPs covered
by the end of '22, we're now going to target 200 million POPs by the end of '23. And I have, of course, challenged the engineering team to beat
that number.
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And so with that as well, we're able to invest and double the size of our fiber footprint from, call it, the 15 million today to 30 million passings by
2025. So I can tell you the excitement that we've got inside of AT&T and the engineers, the designers, the construction team, the distribution team,
the sales agents, the call center agents. I mean, the level of excitement right now is as high as the performance we posted in the first quarter. And
we're going to look to keep that up.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

Your comments on the unification of the fiber strategy are particularly additive for me. And I can imagine that your ability to deploy small cells in
the future, when the cost of those small cells are amortized across multiple business units, will be even stronger. This summer, we expect the DoD
110 auction. And it comes just 6 months after the monumental expense of C-band. And I wonder if you all plan to participate in DoD 110. And
assuming you can't make detailed comments on that, I'd be curious if you could discuss the relative feel of that spectrum to that which just
transacted.

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes. Well, you know the answer to that question. And I think most of your audience does as well. We don't speculate on that. But we always take a
look at spectrum. As it pertains to the caliber of the spectrum and the importance of C-band, I think most players in the market and most individuals
that follow the sector appreciate the strength that the mid-band spectrum provides to not only have decent compromise between coverage and
distance that, that signal can cover juxtapositioned against the bandwidth that you can offer for really high speeds.

And so the C-band spectrum and the upcoming 110 auction basically sit side-by-side. And so that 110 auction spectrum from the Department of
Defense shares a lot of the similar characteristics. And so I would imagine, as an engineer, you view that as attractive as the DoD or the C-band
spectrum that was auctioned at the end of last year, beginning of this year. Having said that, Auction 110 means there's been 110 auctions. And I
expect that there will be more than 110 auctions in the future.

What's more important is the work that's being done now to prepare the wireless network itself to receive the first tranche of spectrum that we
secured in the C-band auction, roughly 40 megahertz, which we expect to light up towards the end of December when that spectrum becomes
available. And teams are hard at work. The supply chain is hard at work, ensuring that we get the infrastructure equipment loaded and deployed
on our cell towers in the market areas that we are prioritizing to begin with and get after the 200 million POPs covered by 2023.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

Okay, great. Further on network capacity, we heard recently senior management from AT&T speak more positively about fixed wireless access for
residential customers. And I wonder if -- why that change in focus? And should we think of that as a meaningful revenue opportunity for the
Communications business over the next several years?

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes. I think as with all opportunity, we look at the capacity that we offer in our network. And I would tell you, at AT&T, we don't think about just
our wireless network. I mean, we shared in our Analyst Day the power of this hybrid network. And we know, we watch the traffic on the networks,
Peter. And I can tell you, without question, the pace at which traffic is growing on high-quality fixed network connections that are served with WiFi
on the tail end are exceeding the growth rate that we see in the wireless network.

And that stands to reason when you and I and everybody else that's participating here on the conference has probably experienced jittery upload,
demand sharing and bandwidth management in your home. Hopefully, your new house there has got access to great fiber service, so you and
your family have a really nice experience. But as we've been working from home, we've been trying to compete with maybe our young ones learning
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from home or gaming, which is probably the more likely activity that many of our teenager-age children have been doing during the pandemic
when they're not learning, when they're not in school.

And that contention that we see, that bandwidth demand that we see in these home fronts across the nation, that's amount of bandwidth that
doesn't foot the math to serve exclusively with wireless. I mean, if it did, we'd serve it with wireless because we offer wireless. We are a scaled
wireless operator. But rather, we know where that heads. And that's why we are leaning into the deployment of fiber and getting fiber all the way
to the home and getting it penetrated and selling those services to consumers because we know, without question, where we have fiber, we win,
period.

We win on all accounts. We win with great customer adoption. It's the highest, most satisfying product that AT&T has in its arsenal of products.
Our customers give us the highest NPS scores. It's the highest engagement levels that we have with our customers as they not only engage in our
tools, like our smart WiFi manager that we offer in the house, but also how much they enjoy the HBO Max application, getting their best content
delivered over this ultrafast fiber network.

And the beauty about the fiber infrastructure itself, Peter, that I think is important as an engineer, it's got a low maintenance aspect to it, number
one; two, it's multi-gig-enabled. And so we get the opportunity to now begin to offer different speed tiers and different use categories across that
fiber network to provide for some price discrimination to help us grow our ARPU as we grow our penetration of that fiber. And then third, and
something we very rarely talk about and it's hard to connect the dots on, is the 90 metro markets where we're building this fiber is in areas where
we're filling in the footprint of our existing fiber franchise.

You can either edge out of your current territory. You can fill in particular pockets, where it makes economical sense to deploy the fiber. And doing
that enables my team to shut down the aged copper network. And as we do that, I mean, as of today, we're probably about 2,000 square miles of
our copper network that's been decommissioned as part of this new market focus, and that takes cost out that helps grow margin, helps us deliver
our $20 billion in free cash flow guidance, helps us reinvest in things like fiber. And in pockets of the metro area where we won't build fiber, we
will serve with wireless. We will give customers that option.

And so at AT&T, we think about using the best technology that we have at our fingertips to serve the demand. And where it does not make sense
for us to invest in fiber, we will serve that demand with wireless. What percentage of the growth profile does that represent? Time will tell. But
we're not betting our future revenue or our profitability on a fixed wireless solution to serve broadband. We just don't think that is a durable solution
to really meet the bandwidth demands that can only be met with the high-quality symmetrical fiber investment that we're making.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

That answer and that strategy make a lot of sense to me. I want to try to put some scope around the fiber strategy beyond the passings targets
that the company has already discussed. I wonder if you could help us think about the mix or the balance of greenfield fiber build versus overbuild.
I think you have a 35 million home VDSL or U-verse footprint, which should provide enormous opportunity to meet your goal of passing 10 million
homes with fiber. But I also understand there will be some greenfield. And so if you could just help us think about that with all its implications.

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes. And so I don't think we've publicly disclosed how that makeup looks market-by-market, but I'd say well over half of our fiber investment is
laying across brownfield or overbuild areas that we've not served effectively and have lost market share or are losing market share as a result of a
noncompetitive product as opposed to greenfield. We've always been expanding the greenfield market annually in the capital plan. As we gain
more success, we will -- with the right kind of penetration and ARPU mixes, we will free up incremental capital dollars to maybe expand a little bit
further into more true greenfield areas where we're not today. And so I think that's something that the market is going to have to watch to see
how we execute the strategy.
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I would tell you also that as we finished up our last very large fiber deployment to pass 14.5 million homes as part of the DTV transaction, I look at
our deployment speed and I look at our penetration rates and what kind of customer relationships we drive in that footprint, and then I use that
as, "Well, that's our internal benchmark. Can we beat that number with the new build?" And we began engineering the new build back in 2020,
even though we just started getting after it now here in '21. And so for the year, we're pacing out to have a capacity with a level-loaded network
plan, exiting the year at a 3 million passings capability. And we'll amp that up with some success in the market to achieve the 30 million by 2025
and we may get to a 4 million passing number. But that's going to depend on the team's ability to drive penetration levels in that fiber that we are
deploying.

And so what we're seeing so far this year, we are at or better than what I expected this team to deliver. We're pacing ahead of what we've done
historically, which gives me confidence the teams are really focused in driving growth on the brand-new fiber that we've laid. Now you might ask,
"Okay, well, there's not a lot of incremental revenue there." And I'd say, "No, no, no, hang on a second. Let's think about how this integrated fiber
plan works." And I gave you this visual of the wireless network and the enterprise network and the consumer network with my hand gestures here.
I'd tell you an area that we are underrepresented relative to our market share is in smaller mid-market segment of the enterprise segment as well
as small business. And if you look at the opportunity for us to go grow revenues that aren't in our P&L today, it is taking what today we pass about
1 million, 1.5 million business locations with fiber.

Our integrated fiber plan is going to more than 2.5x amplify that number. And I'm looking and I've challenged this team to go get us our rightful
share of fiber services and outperform that of our cable competitors over the next 2 to 3 years. And that requires us to build. In the footprint area,
we may offer copper today, but we don't enjoy our fair share of that market segment. So there is plenty of opportunity for us to go grow both
revenues and EBITDA inside of the footprint area that we occupy today. And with some success, we'll keep that mission afoot, and we'll expand it.
But we've got to prove that. We've got to prove that to the investors. And the team is up for the challenge to go do that.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

It sounds like it could be fun to watch. You just created a bridge to the most popular question on the interactive question site. And it's what are
your thoughts on the competitive environment following Comcast's new multiline unlimited offer?

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Expected, expected that this marketplace in wireless is always going to be competitive. It has been competitive. In fact, if you were to maybe do
some channel checking, and there are some entities that do that and publish this work, you'll notice that wireless marketplace has been competitive.
And it's been accelerating in its competitiveness all during 2020 and really took on a heightened sense of competition, I think, when the iPhone
entered the 5G system last fourth quarter. And so what we've seen occur from all the players in the marketplace is changes of promotions and
offers and opportunities to the tune of 40, 50 changes in the promotional activity in the industry while we, at AT&T, have remained pretty vigilant
and steadfast on a simplified offer, where everyone, no matter new or existing customers, get access to the best deals that we have to offer.

And I'm a leader that kind of likes simple and focused. Now if you're a cable company and you're serving into the mid-markets and the business
segment, I'd say yes, you probably need to serve that industry, that segment with more than just fixed connections. And in fact, Peter, what --
probably the item I was most pleased with during the pandemic was the vital nature that our enterprise business segment served and the importance
of it and the durability of that business to reorient what we offer to our enterprise customers and our mid-market customers as they had to shift
their own workforce and their own customer base as a result of pandemic. And I enjoy very much having access to a scaled fiber network and a
scaled wireless network to go drive that growth to compete.

And so the move from the cable company competitors, it's not a surprise to us. We're watching it very much. We think that's a play that they're
going to run to defend their strength in that mid-market segment. And I've already alluded that we are underrepresented as a company in that
segment, a very strong upmarket in the Fortune 2000 ranks in the large enterprise. And we enjoy leadership there, and we will protect that leadership.
But the focus and our sharpened market awareness is around the mid-market and small business segment. And so we're looking to go drive growth
there and expect the competition to be fierce. We wouldn't expect otherwise.
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Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

Makes good sense. Let's go to the wireline business and enterprise. Private networks have been a big topic in 5G, that maybe they are the incremental
use case about which at least financial market participants and I think a lot of people in the telecom industry have the most confidence. So could
you talk about your view of the private network product, which, of course, is delivered as a wireless product, but the customer is an enterprise
customer? And so to what extent should we think of private networks as incremental to the business in aggregate? Or to what extent might they
cannibalize enterprise wireline relationships?

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes. I think it's an insightful question. Because what we've learned -- if you would have asked this question before the pandemic, I suspect most of
us in this industry would have had an answer A. And post pandemic, what is it that enterprise customers are looking for? The LAN, the local area
network, is no longer. A campus environment is no longer the epicenter of all activity for commerce. In fact, the WAN, the wide area network, is
now the LAN.

And more and more of our customers in the enterprise segment, beyond the factories and the hospitals and specific areas where network slices
with our edge compute product and offers that we've gone to market with, the likes of some of the hyperscalers or our own innovation with our
5G network teams, beyond those particular use cases, what's on the mind of our enterprise customers is really how do they maintain their
competitiveness in serving their customers and driving their business when half, if not more of their workforce is having to do it from their new
home office, like you are, Peter, and spread across consumer-grade products and services having to fuel an enterprise-grade engagement and no
longer does a CIO have total control over that environment.

And so if you are a company like AT&T that's got a scaled wireless and a scaled fiber network, then you actually have owners' economics and an
opportunity to do some product innovation that is not available to you unless you have access to both networks. And that's kind of the product
simplification and the focus of our enterprise organization is around that future-leaning, what is it that these enterprise customers need? Now we
are actively engaged, we're not as vocal as some of our competitors are. But we are as engaged in driving 5G and multi-access edge compute
capabilities for our large enterprise customers. We're deep in trials across the ecosystem of our Fortune 1000.

We think that will drive incremental revenues for sure. But we don't think that by itself is going to get our business wireline segment back to growth.
And that's something I am personally energized about sitting and driving this organization to get that part of our franchise back to top line revenue
growth. Getting it there is not going to come from just 5G network edge compute, network slicing. It's going to come, just like the consumer
business, in a myriad of strategies that all have to come together in order for us to achieve that top line growth in the guidance period that we
shared as a result of the Discovery-WarnerMedia announcement.

And what is it going to take? It's going to take us improving our share position in the small business, low end of the mid-market segment. It's going
to take continued penetration of fiber, where businesses need access to multi-gigabit speeds. It's going to require us to have a nationwide,
high-capacity, high-performing 5G network for those clients that are looking for a wireless-only solution to serve their campus or more importantly
a wide area network with fiber or 5G integrated that gives the CIOs of our customers confidence with AT&T, you not only get fast, you get reliable
and you get secure connectivity, so I can conduct a business remotely no matter where my employees are located, and they feel like they are
connected and engaged. I honestly think that is a bigger opportunity in the future of our enterprise segment and one that the team and I spend
just about every day discussing how we can accelerate our pace in that regard.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

Terrific. And I'll wrap up with a philosophical question. Historically, many have considered AT&T's Communications business to be an incumbent
that was highly focused on profitability and which had observed weaker-than-average market share trends. I wonder if you, as you look forward,
would encourage us to think about AT&T's Communications business as one that is focused more on market share, and perhaps with a qualifier,
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profitable market share. But should we think about AT&T as a company committed to defending and growing its share? Or should we still think of
the company as managing for some fundamental financial parameters, first and foremost?

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Yes. I appreciate that question, Peter. I'm here to grow the business. And I'm here to grow it profitably, and I've got a team of professionals who
wake up every morning who don't like being #3 in the wireless business, don't like losing share to cable in certain areas where we ought to be
better. And so we are not looking quarter-to-quarter just to make a number. I'm not going to scare you, right? We hit our commitments. We are a
team that is working to build confidence and -- from our investors and our owners. And we hope to do that by steadfast improvement, delivering
the performance and the results quarter-to-quarter-to-quarter.

We've historically been complicated. It's hard to understand AT&T's future. Well, maybe I can clear it up here. We intend to be the nation's premier
broadband connectivity provider, period. What does that look like? We can't lose market share. We can't continue to chase growth that's not
profitable in certain market segments. And so this renewed focus that we brought to the Communications business starting back in 2019 is to do
what we're really good at doing and to stay steadfast at it, heads down. And I think we're proving that, the fourth quarter and the first quarter.
Publicly, I think people are starting to pay attention.

So in the future, thinking into 2024, 2025, this should be a company that our owners say, "Good job, you not only protected your share, you
reoriented the products, your networks, where you've retired legacy, you've retired a lot of that low-margin, high-revenue outsourcing businesses
that you might have had in your enterprise segment. You've retooled your product sets to a small finite number of products and services that your
customers love. It's a pleasure doing business with AT&T and I get great service. And as a result of that, I'm going to reward you with my money
and my loyalty. And I'm counting on you to be there when it matters most."

And that's really AT&T. We've got a spirit of service, and we intend to continue to serve our customers but do so while we grow. We are not on
defense. We are not on our heels. We are back on our toes. And that posture of stepping forward and driving growth and accretive, profitable
growth was in advance of what we announced on the 17th of May about the future of the company and the combination of Discovery and
WarnerMedia. And so for me, the company is supporting the Communications segment with everything that I or my team could ask of them,
strengthened balance sheet, investing more capital behind this team in the areas of 5G and fiber.

We're earning the right to go invest and grow this business. And I'll tell you what, Peter, it's been a long time since we have felt that way at AT&T.
And I'm just lucky to be a part of the ride on that, and look forward to proving to everyone that we're serious about what we say. And we're going
to deliver on our commitments. And you'll be the judge, and you'll reward us or not accordingly. So here we go.

Peter Lawler Supino - Sanford C. Bernstein & Co., LLC., Research Division - Research Analyst

I had high hopes for this conversation, and we've met them. Thank you very much. And I think that is a perfect note to end on. We're pretty close
to time. So again, thank you for joining us. I want to thank all of Bernstein's clients for being with us at the SDC today, and look forward to talking
with you again soon.

Jeffery Scott McElfresh - AT&T Inc. - CEO of AT&T Communications LLC

Great. Thank you for having me, Peter.
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