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Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Hello, everybody. Thank you for joining us for the Annual MoffettNathanson Media & Communications Summit. I am really delighted to be joined
today, not just by my partner, Michael Nathanson, but more importantly, by Jason Kilar of AT&T and WarnerMedia.

Jason, thank you for joining us today. We are delighted to have you here. Because this is Hollywood, we get to start with the safe harbor statement.
So Jason, take it away with safe harbor, if you would.

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

So Craig, I'll do this with as much warmth as I can, but I want to highlight our safe harbor agreement, a safe harbor statement, which says the
following. Some of our comments may be forward-looking, subject to risks and uncertainties. Results may differ materially. You can find additional
information on our website and in our SEC filings. Here we go, Craig.

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

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

That was awesome. Thank you. So listen, I want to start -- let's start right in with the sexy stuff, Jason. Let's start with HBO Max. You're bringing it
to 60 international markets coming soon. You've started the year very strong. I guess maybe the place to start is just, are your forecast too low?
Are they too conservative?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Well, I always like a question from that angle, Craig, and so I appreciate that. We're not going to update our guidance in terms of where we're at.
We feel very good about how the year has started, as you alluded to. There's just a lot of wind in the sails. That's probably the best way to describe
it. And it's a phrase that I use internally a lot, which is this feels good. The consumers are responding to HBO Max, as you alluded to. We added 6x
the number of HBO Max subs in the first quarter in the U.S. market, which is the market we operate in compared to Netflix. And that's what
momentum feels like. So I do feel pretty good about it, but we're not updating guidance.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Jason, I thought your slides on effective ARPU at the Investor Day were really good. That's something that Craig and I focus on all the time. So could
you talk to us a bit about your ability and what the drivers are of ARPU for you over time? And where can that go to?
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Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Yes. It's a great question, Michael. So I mean, I tend to simplify things because I do think that in a very crowded world, simplification is a good thing.
ARPU at the end of the day is just consumers each and every day voting with their wallets as to the value proposition that we offer. And I'm very
proud to say that if you take a look at what's in HBO Max, first and foremost, it's quality, and I think everybody in the industry knows that. Obviously,
starting with HBO and then wrapped with a whole bunch of Warner Bros.' excellence, both on the picture side and on the television series side.
And a lot of other things across the company, including CNN.

And so to your question about where this goes, I think if we continue to execute in the way that we've already proven we can, which is to follow a
business strategy of quality, I think consumers are very wise and very savvy, and they line up for that. And so it's the reason why I did have that
slide at Investor Day to remind people that this isn't a $4 ARPU type kind of thing that you're seeing right now. You're seeing something markedly
different because we have something that's markedly different compared to others.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Well, and engagement is part of that. You showed at that Analyst Day some astounding engagement numbers for just the time on-site and that
sort of thing. Can you just sort of pull those apart for us a little bit and help us understand kind of what the denominator was, I suppose, for how
we understand the kind of engagement numbers that you're seeing at HBO Max?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Sure thing. It's the total number of accounts that are active, say, in a given day compared to the number of hours that are consumed on a given
day. And so what it comes out to is approximately 2 hours a day for an engaged account which, to your comments, are remarkable. They're certainly
in excess of where I thought we would be. And I've been in the middle of this rodeo for a fair bit, dating back to the first days of Hulu.

When you build a service that is able to earn a higher price compared to generally a lot of folks in the industry and be able to get the engagement
as defined by hours of engagement per day, that's the kind of things people often dream about and hope for. And here we are not even 12 months
into this, and we're already delivering at those, as you said, remarkable levels.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

So I think that was, if I recall, that data was before Godzilla King Kong, but was post Wonder Woman, was it -- it's presumably driven by an awful
lot of feature film viewing, I would think, to keep people engaged for that long? Or is it just long binging sessions of multiple episodes of scripted
television?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

It's both, Craig. And so if you take a look at our sort of most consumed content, it really is a mixture of both feature films, as you allude to, because
there's no doubt that Godzilla vs. Kong, Mortal Kombat, Zack Snyder's Justice League and the other films that have been released this year, have
absolutely commanded a lot of -- they've earned a lot of consumption.

But let's not forget about things like Mare of Easttown, which I think is one of the finest storytelling, finest TV series over the past 5 years. That's
doing extraordinarily well as is The Nevers, as is other things like the Tiger documentary that we released in Q1. So it's absolutely -- the slate of
motion pictures has helped and it's been very, very important to our year. But I don't want, in any way, suggest that the series, the documentaries,
the documentary series aren't a very, very heavy lift there as well.
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Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Jason, yes, I'm a user. There's so much great content on there. What have you done on either Discovery or user experience, right, given your time
at Hulu? So what have you improved to kind of just rise the level of Discovery because there's just too much on air for me at this point?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Well, that sounds like a great piece of feedback. There's too much on there for me.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Well, there is -- it's just too much. Like, it's hard to -- we're -- it's the paradise of choice, right? There's just too much so look. So how do you improve
the UI and Discovery on it?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

So Michael, I'm stoking, I'm smiling, and I'm so glad you asked the question because I'm a product person at heart and this is the kind of stuff I love.
And I spent a lot of late nights studying every pixel. And I'll highlight something just from the last 7 days that I was incredibly proud of the team
and their execution, which was the Turner Classic Movies Film Festival.

So I don't know if you were using HBO Max over this past weekend. But it was, I think, a fantastic example of the power of curation. Because to your
point, you're absolutely right, with a 98-year pedigree and library and excellence going back to Wizard of Oz all the way up to Godzilla vs. Kong,
how you curate and do it in a thoughtful way beyond just algorithms, I might add, is really, in my opinion, sort of the secret to the future of delighting
customers over the Internet.

And when you look at what we did with the Turner Classic Movies Film Festival, it was surfacing unexpected gems at just the right moment in a
wrapper that modernized it in terms of the shoulder programming of film experts that introduced it and provided context. And so it's a great
example of the way you feel if you're a film lover and you go to film festivals, it's more than just the film. It's the environment. It's the curation. It's
the discussion around the film.

And so it's just one very simple example, Michael. There's a lot of other things that we've been doing behind the scenes that I think are going to
blow you away in terms of recommendations and more of what I just referred to in terms of the film festival, but it's -- I want you to know it's a big
focus for us, and I'm really, really excited about the progress we've made and the progress we are making.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

So Jason, I want to broaden just a little bit to the agreement that you just did with Turner and NHL. Could that eventually make it to HBO Max? And
how do you think about trying to introduce live content into an SVOD platform or what may become an AVOD platform, partially as well? How do
you think about introducing live content into that kind of a platform?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

It's a great question, Craig. I'll start first with -- I think it's helpful to know the context on that decision and sort of the opportunities and optionality
that you refer to. So -- but at the highest level, I think this is definitely a sign to the market that we are investing in the Turner networks. This is a
7-year commitment. This now brings yet another world-class sporting event.
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And in this case, the NHL playoffs, NHL finals and, of course, the regular season to a portfolio that also includes March Madness, the NBA playoffs,
Major League Baseball postseason and a whole lot of other incredible live sports. So this is an unusual combination of things that ultimately matter
to customers. So that's going to clearly benefit Turner in terms of the Turner networks.

To your question about, is there optionality to bring that to HBO Max? Absolutely. So we have the rights. We are very careful to get those rights.
And to your other question about, could we see that down the road? While we don't have plans for this year, absolutely, we could see that down
the road. When we architected HBO Max, it was consciously to not have it be defined by just on-demand programming and not allowing for us to
explore other things that could delight customers like live programming.

And so we're really excited about the things that we get to poke around and invent on behalf of customers. Keep in mind, we're going to be
launching in 39 countries by the end of the second quarter here throughout Latin America. And there are so many opportunities to do fun stuff
there as well in addition to Europe, another 21 countries before the end of this calendar year.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Is there a way to bring news, CNN to HBO Max?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Well, 2 things on that. I'm glad you asked the question. The first thing, which is the CNN service that you see today on linear channels, absolutely,
that stays kind of in that environment. We're very proud of that business. We think that's the right product for that distribution. And there's 85
million homes, for example, just in the U.S. market, that each month are saying, "This is the way I'd like to receive my news, my sports, my
entertainment."

There's other households, of course, and some of them overlap, where they like the on-demand experience and the Internet protocol-based
experience. The great news about CNN is I've always thought of CNN as 2 things. One is, the product and service that you know today and so many
people love around the world, and that's fantastic and that's going to live long and prosper. But then there's a second thing that people normally
don't talk about, which is CNN, the franchise; CNN, the team; CNN, the amazing world-class journalists that literally deliver each and every day.
Those are 2 things actually. They're not 1 and the same. And so when you think about the CNN and the future of CNN, which I think a lot about, I
get smiles on my face because I think about all the possibilities in addition to the world-class service that already exists.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Jason, let me take you to a big decision on day and date. It was a bold call. We wrote our own point of view on it. You've since into deal with Regal
to return back to a theatric window for 22 slate. So what can you share with us about the day and date releases of films in HBO? What have you
learned?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

So I'm glad you're giving me a little bit of a mic to be able to talk about this. So there are so many things that I want to share, Michael. The first and
most important is that I'm very, very happy with the decision that we made. I'm very proud of the team in terms of how we've executed. I'm not in
any way suggesting that we were perfect, and there are certainly things that we could optimize around the edges.

But in terms of the substance of the decision and the way that we went about it, I'd say, for the most part, I couldn't be happier. We did something
that was very important, which was to think about customers, first and foremost. We absolutely were considering exhibition who are being starved
of Hollywood movies, and being starved with Hollywood movies is not good when you have to pay a landlord every month. And then ultimately,
thinking about leaning into the future and where we see that future going.
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And so we've obviously talked at Investor Day our thoughts on how it's going so far. And we're very, very encouraged. And in fact, it's ahead of my
expectations when I made that decision. So it's early in the year still. But as of today, I'm feeling very, very good about the decision. I'm very, very
proud of the team who's making that decision play out each and every day.

In terms of the future, Michael, the thing that I'd say is that, number one, I believe in the theatrical experience. We believe in the theatrical experience.
I think it's -- and I'd say that for a very simple reason because the customers care about the theatrical experience. So you should expect us to lean
into theatrical distribution for decades and decades to come. I think that's a great experience. I mean think about the difference between HBO Max
and a theatrical release of a movie, which are not mutually exclusive, by the way.

One is an experience based on convenience and the other is a value proposition based on the experience, the overall experience. And those are 2
powerful things for customers. One day you can decide I want to get out of the house and I want to be in an amazing environment with other
people, and that's a really great experience. And then the next night, that same person can say, I want the convenience of sitting on my couch and
watching a great feature film. And so I think the only thing you can count on, aside from our commitment to theatrical, because it's important for
customers, is also a belief that windows will change. The business will change. And in many ways, we're leading that. And I'm very proud that we're
leading it like we have this year.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Everyone loves change. I guess what's the optimal -- there's not one size fits all. That's been the problem, right? So if you could walk us through
the menu of optimal outcome for all the types of products that you guys put into theatrical on a window basis.

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Yes. No, I think it's a fascinating conversation, and this is getting into prognostication, Michael, which I'm fine with doing, but I want to stress that
I suspect that kind of lots of different people, lots of different reasonable people will come to different conclusions. And so I'm only speaking for
us, and I'm only speaking in the context of WarnerMedia.

But I think it's fair to say that there will be those stories that are so epic in scope and fit a certain sensibility that we feel that a theatrical release, an
exclusive theatrical release makes sense, and that is absolutely something you should expect to see us do. But there will be other stories that are
different that we actually think much closer to what you're seeing this year in terms of movies that actually are available on HBO Max the same day
that they're made available to exhibition. And I think it's going to be fascinating to see how that all evolves.

And I think that it's -- I don't want to in any way suggest that we're not committed to theaters, we are. And we've shown that time and time again,
and I'd argue we've done more for theaters in 2021 than anyone else in Hollywood, by far. But that said, I also think that the world will change, and
we all need to change with it, including exhibition. And so we're committed to navigating that path and partnership with theaters. But also making
sure we don't take our eye off the customer. And so I'm very optimistic about that because if you look at how we're executing this year, in a very
tumultuous year, it's going really well. And I'd argue that it can go very well in '22 and beyond as well.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

So the -- we've all seen third-party data that suggests that whether it was Wonder Woman or Godzilla or Mortal Kombat, those really are driving a
tremendous amount of traffic to HBO Max engagement and what have you. But is there a concern that if you take those big tentpole films and put
them back into exclusives for exhibitors that you lose some of that energy that has been so important to HBO Max this year?
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Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Of all the things that could keep me up, Craig, at night, that's not one of them. Because I know the caliber of the leadership we have at Warner Bros.
Pictures. So the Warner Bros. Pictures team have been working very hard for a long time now on expanding their slate because we have a lot of
storytelling opportunities that candidly, I've been excited about, and it's about leaning into that investment.

And so when you think about what has to happen in '22 and beyond, it means that, yes, we'll have added investment in motion pictures. And it's
very important to your point because it's a very fair point that what we deliver in terms of motion pictures on Max in '22 is as powerful as what
you're seeing in '21. And that's important. And so the good news is, and this goes back to Investor Day because I talked about this as well, where
if you take a look at the intellectual property we have, thanks to our predecessors and all the great work they've done, you're going to see a lot of
great motion pictures coming both in theaters and on HBO Max that are also made available to exhibition that I think consumers are absolutely
going to love. I'm not concerned about '22 when you look at our programming slate. It's going to be a bonkers year based on all the things that
are already in production.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Do you want to tease anything cool that we haven't heard about?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Well, if the U.K. would let me into their airspace without quarantining for 10 days, I would talk about the Game of Thrones prequel, which is taking
over several sound stages right now in Leavesden. And we released a couple of photos from the sets just this past week. And I'm just so excited
because the world that exists in terms of Westeros and the broader landscape and the characters, the Targaryens are about as crazy as they get,
it's literally kind of the essence of good drama.

Casey Bloys who runs HBO Max programming and HBO programming, he always kind of loves to use this phrase where he's like, a great story starts
with a great character or characters. And so that's just one of many. There's this incredible LA Lakers drama that's coming in the first quarter of next
year that I think is going to blow people away. I've seen the pilot, and it's -- you -- green year-to-year when you just think about it. And so there's
a long list of incredible things coming in '22.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Exciting. So winter is coming again. I'm very excited about that. Let me ask you this question. Something we talk about a lot in our firm. Do you
think theatrical windows and your model gives you an edge versus Amazon and Netflix? Your ability to open a film, build awareness, I would think
it's a competitive advantage that it drives value to HBO Max. I wonder do you see it the same way over time.

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Michael, you should hang out inside our offices more often because we spent a lot of time talking about that. So Ann Sarnoff specifically and myself
spend a lot of time thinking about how lucky and privileged, how fortunate we are to be able to have a company that's not just a one-trick pony.
So the fact that we have theatrical, and by the way, theatrical is not just a distribution strategy or even just a business model.

In many ways, it positions a story in the mind of a consumer unlike anything else. And so when you think about the ability of WarnerMedia to be
able to birth franchises, to nurture franchises, to grow franchises that's a really special gift and it is not an easy thing to do. I think it's fair to say,
there's a lot of companies right now working double time to try and magically create franchises. And it turns out it's hard. And it turns out, it takes
usually decades. And so we're sitting in a situation where we have franchises, we have beloved worlds and beloved characters that are able to
support series storytelling and cinematic storytelling, motion picture storytelling. And that's what we're leaning into, in addition to a lot of other
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things. And so Michael, I'm smiling because it's like you're a part of our meetings because it is something that is a superpower of sorts for WarnerMedia,
and we're absolutely leaning into it.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Jason, I want to transition to the international side of HBO Max for a second. Remind us the cadence. You talked about the first quarter and 60
countries. In particular, I guess I'm wondering why the decision to start in Latin America?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

So just to take a step back, Craig, the numbers go like this. 39 countries by the end of this quarter and then another 21 in the back half of the year.
So the 39 countries are Latin America, as you pointed out, and then the 21 are across Europe. And so to the question of why start in Latin America?
There is a number of reasons. But probably the most important reason was we actually have a fair -- a bit of business in Latin America. It's a great
place for us to start because if you take a look at just whether you're talking linear channel distribution because Turner specifically has a tremendous
footprint and an incredible success in linear distribution. And so there's a lot of customer relationships that we already have earned on a daily basis.
And that point of distribution is very helpful for us to be able to talk about HBO Max.

The second thing we have is we actually have a pay TV distribution business down there called Vrio. And of course, that has a lot of distribution
points as well. And then finally, AT&T has a cellular business in Mexico. And that, of course, is an opportunity for distribution and bundling as well.
And so when you look at all the parts of the world, and believe me, we love the entire globe. We will not rest until we are global. But in terms of a
first step, this one has some great advantages that are available to us, and we like the idea of leaning into that. Now keep in mind, you're talking
about a difference of months when it comes to that versus Europe. So I don't want to overstate sort of kind of the difference in the time line. But
it very much is a great place to start because we have a lot of existing business and distribution throughout the region.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Jason, I've known you a long time. I want to bring you back to the Hulu days, which was international. You had Hulu Japan. So to Craig's question,
what is the strategic value of international, right? So why was this so critical not to bash Hulu and the strategy, but why is it so important to you to
do this at this point?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

No. So Michael, I think it's totally fair to bash kind of candidly Hulu's lack of global footprint that could have been possible starting in 2008. And
again, kind of you've heard me talk publicly about this, which is I am so proud of all the things that -- almost all of the things that we did at Hulu in
those first 6, 7 years, in terms of the incredible team that was assembled, the culture that was assembled, the mission that was sincere and the
value creation. It's over $28 billion, I think, right now in terms of market cap. So many things that I'm proud of.

The one thing that I regret was that I was not able to convince the Board members to allow Hulu to go across the globe. And so Head of International
was hired at Hulu long before others even thought about going international. And the reason why, Michael, because you rightly point out this is
ultimately a global business, and it's a global business because this is a largely fixed cost business. The cost for distribution is de minimis. All of the
investment is in the upfront fixed cost of the stories that we get to tell.

Once you do that, it's far to your advantage to amortize that cost across the globe. Now of course, there's going to be local content production.
And I'm sure we might get into that here in a couple of minutes. But for the most part, if you simplify it, this is a business of fixed costs and, therefore,
going global is critically important. And unfortunately, back then, if you go back to 2008, I think it was very hard for the Board members of Hulu,
which, by the way, were running the traditional media companies to feel that this new small thing called Hulu was going to disrupt their existing
businesses across the globe.
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Now that happened anyway because of Netflix and others. And so that's why I regret it, which is as hard as we all tried at Hulu to convince the
Board to allow us to go global, we just weren't successful. And so the good news is, if you fast forward to today at WarnerMedia, we're going global.
And so kind of everybody understands and appreciates the criticality of it. And so that's why we're going 39 countries this quarter and then another
21, and we are not going to stop after that.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Yes. So since you brought it up, Jason, what is that mix between local content? And there are certain kind of tentpole films that particularly with
the set of characters that you've got may translate incredibly well in all different languages. But there's obviously a lot of content there that's going
to be very local. And the same thing that Netflix and others have found. What's -- how do you anticipate the cost structure of that? And how do
you kind of edge into it so that you have something compelling without just blowing the cost out of the water?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Absolutely, Craig. And so part of my answer is based on history, and I think that can be helpful here. But the other part I want to be very candid
about is about inventing the future. And so I'll cover both with my answer. So the part that's about history is if you take a look at how the next 5 to
10 years are going to go, the percentage of the budget that is spent on local programming in a given country outside of the U.S. is going to be
relatively modest. And it's the case for Netflix. It's the case for Amazon, who have been at it over Internet protocol, the longest.

But if you take a look at us, kind of at WarnerMedia, where we've been at it a lot longer if you take a look at our linear entertainment channels across
the globe, whether that's HBO or kids-oriented programming or general entertainment programming. If you take a look at that mix, it's relatively
modest in terms of your total content budget. But then when I transition to the future, and this is about inventing the future, I suspect what you're
going to see is the percentage of, say, France's content budget over Internet protocol will inch up where it is today in a way that I suspect -- I don't
know where it's going to net out. That would just be kind of making an educated guess at this point. But I think what you're going to see from an
investor and an analyst standpoint is the dominance of fixed cost amortization.

I think kind of even as local programming inches up as a percentage of the total content budget in a given country, you're still going to see a
dominant effect of fixed cost amortization. And by the way, it's in both directions. So when we produce a great drama in France or we produce a
great drama in the Nordics, we will then bring that back to the rest of the world. And we've already done that in HBO successfully and on HBO Max
successfully. There was a series called 30 Coins, which did very well for us in the U.S. on HBO Max. But it originated out of Spain where it won their
version of the Oscar, and that was a local programming investment by the HBO team. And so we've been doing it for a long, long time. We're really
good at it. And I'm thankful that we have that muscle mass because, as you can imagine, it's going to get leveraged quite a bit here as we go across
the globe over Internet protocol.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Speaking leveraging across the globe, talk to us about your distribution partners. How do you see third-party institution partners? And one of the
most important ones are Sky. So how does Sky fit into this strategy as well?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

So Sky, for those that aren't aware, Michael, I'll just kind of give some context for those that might not be close to it. So there is an output agreement
with Sky in the countries of the U.K., Germany and Italy are the 3 most relevant ones for this conversation. Those have a duration. There's an output
agreement. And I think it's fair to say that a decision that we will be making is what happens after that termination date because those 3 markets,
obviously, are quite sizable. And when you think about sort of our opportunities to do interesting work for customers, we could do it on our own
in the U.K., Germany and Italy. Today, we don't. The decision was made to be able to do it in partnership with Sky. And so I'd say that's probably
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one of the more important decisions that will be made over the next several years is what happens after that date. And so that's the state of play
in those 3 countries.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

So let's go to another topic that everybody likes to talk about, and that's your AVOD strategy. First, I guess, help us think through what the
go-to-market strategy is. And in particular, I guess, what people are focused on is, is the pricing decision of how you price the service so that you
don't overly cannibalize the today's product, but still kind of really expand the TAM.

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Yes. So it's a great question. I'm glad you asked. I'm going to start with -- you're going to think I'm overly particular and precise, but I do it just
because I'll be the marketer of this. When I talk about what's going to be launched here this quarter for HBO Max, I refer to it as the ad-supported
version of HBO Max. I think the word AVOD can confuse some people because there are free ad-supported services out there. And then there are
pay services that have advertising as a part of it, we're the latter. But the word AVOD gets peanut buttered across both of them. And so just in the
interest of precision, I'll say, the ad-supported version of HBO Max.

And so when you -- to your question of how do we think about pricing it? Well, certainly, it's a question from a consumer perspective, which is
where we start everything. But then from an economic perspective, we ultimately want to price it in a way where we are economically indifferent
to whether a consumer chooses the lower-priced, ad-supported version of HBO Max or if a consumer chooses no ads. We want to make sure that
we're not creating a price that causes us to want to route one way or another because the minute the company starts to route one way or another,
there's risk that they could be at odds with what is best for an individual customer. And so this kind of gets back to the decision to release movies
during the pandemic in theaters and on HBO Max at the same day, which is we thought it was so important that the customer make the decision
of what is best for them.

And so when it comes to the pricing of the ad-supported version of HBO Max, it will be done in a way where we will make as much bottom line
whether someone chooses an ad-supported version or an ad-free version. And then we will cheer happily regardless of wherever that percentage
nets out in terms of the number of customers that choose ad-supported and a number that choose ad free.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

When I think about the brand promise of HBO and just the delivery, it's such a premium product. So how are you going to maintain that feeling of
premium, exceptional content with advertising? So how have you thought about that?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Yes. Sure thing, Michael. So one of the things I look forward to, and I say this sincerely, which is for you to see the service, the ad-supported service.
So I would encourage you to subscribe to it. And by the way, feel free to subscribe to both because that's good for our bottom line. But that way,
you can see the service in terms of what customers will experience with the presence of advertising.

I think your conclusion when you see it, is going to be "Wow, this is elegant." This is unlike any other service in terms of how they have executed
this, how thoughtful they have been with regards to the ad load, staying away from creative fatigue and just the chrome, the user interface design,
the pixels. It's some of we've been sweating a lot, and I'm so proud of the team and the choices that we've made as a team. So I'd say that if you
just give me kind of the opportunity for you to use it and then tell me what you think, I think you're going to be pretty happy about how we lived
up to the brand promise of HBO.
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Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Is it fair to assume that it is a combination of pre-roll and mid-roll? Or are there going to be certain properties that you say it's really important that
we not have any mid-roll advertising in these following categories or particular properties and so we do more? I'm just wondering how you ensure
that the creative doesn't get compromised.

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

So you're absolutely right, Craig, that we have the flexibility because, obviously, we get to make the product decisions here that you will see a
combination of pre-roll. You'll see some mid-roll, and you'll also see certain situations where there is no mid-roll. And those are obviously product
decisions that we take incredibly seriously. I think customers are going to be very happy with the decisions that we make to that effect.

And also keep in mind that you're talking about the team that had innovated literally the state of play for video advertising way back to 2007 in
the case of Hulu, which was largely first on the scene in terms of bringing together content from all over Hollywood and then wrapping it in a really,
really kind of strong product interface. And so thankfully, we've got that leadership here, and those folks are doing incredible work along with folks
that obviously have done a lot of other great things over the last 10 years. So I'd say, when you guys look at it, you'll be the judge, and I'm sure
you'll write something about it, but I do think you're going to be quite happy.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Given that, I think it was 1/3 of the Hulu base is ad-free versus 2/3 out light, are you expecting cannibalization from the premium ad-free product
down to the ad-included product?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

I'm not -- so cannibalization suggests something negative, Michael. And so please keep in mind that what I expect is our revenues, if anything, I
suspect, kind of are going to kind of be more attractive to consumers, or I should say, the product will be more attractive to consumers. Now
translating into revenues, that's obviously forward-looking statements, which I'll stay away from.

But let's just talk about what will happen from 1 day to the next day. So on 1 day, there's 1 option, which is HBO Max without advertising. The price
is $14.99. It's a fantastic value proposition, and a lot of people are responding to it as the first quarter results clearly demonstrate. The next day,
there's going to be 2 options. There's going to be the $14.99 ad-free version of HBO Max, and then there'll be a lower-priced version of HBO Max,
thoughtfully executed with the presence of advertising. To me, if you're a consumer, life just got better.

And so I'm not in any way worried about cannibalization for the reasons that Craig brought up, which is we're indifferent. It doesn't matter if 100%
of the people choose an ad-supported version or a 50% or 20% choose it, we're fine and indifferent economically. So we just hear the customer
being able to make the best decision for themselves. I happen to believe that if you take a look at 100 people coming to our landing page, I think
a greater percentage of people are going to say, sign me up because they now have 2 options to choose from, and 1 might be more to their liking.
And so that's a good thing for us. So I'm not in any way -- we use a lot of words inside the office, but cannibalization with regards to this coming
launch is not one that we use at all.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

So thinking about potentially the TAM, I know the work you've done at Hulu and again at Netflix and Disney+. How much of a TAM increaser do
you think this is, right, to that landing page opportunity?
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Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Michael, it's a great question. I -- we're all a product of our history. And I can tell you that I spent a decade at Amazon back when it was a small
private company that nobody had heard of and the corporate staff could all gather in a conference room. And when I think back to those days,
that's early '97, the focus at that time, which persists to the stay at Amazon was how can we deliver more value to the customers day in and day
out.

And in the case of Amazon, that was doing really hard work to be able to profitably reduce prices for consumers. And so the reason why I tell that
little story and, of course, it ended up dramatically expanding the TAM for Amazon. Our version of that is to look at what we get to do, which is to
move the world through story. And if we can do that in a way where the value proposition goes up each and every day, which I would argue it is,
2 different ways. It's going up because we're adding ever greater stories like Mare of Easttown and The Nevers and a bunch of things that are yet
to come like In The Heights, et cetera. And by the way, the library persists.

So the value proposition of the storytelling is going up into the right every day. But then if you can introduce lower prices, well, my gosh, between
the storytelling and the lower prices, your value proposition is heading in a really good direction. And I'll just say this last thing before I turn it back
to you, both for questions, is that one of the things I think that most people, including Wall Street, fail to appreciate is that a service like HBO Max
gets better every day, unlike almost any other product or service out there. And it gets better every day because of a bunch of tailwinds that we
have nothing to do with, like increased broadband speeds, the invention of new devices that are connected to the Internet, the more wire the
world becomes. And then a whole lot of things that we do control, which is the addition of stories along with a library that doesn't get smaller.

And then the additional things that we get to do in terms of device footprint to make it more convenient and all the things that come in terms of
business development relationships, et cetera, you're just looking at a value proposition that gets better markedly each and every day. I have been
in business a long time, almost exclusively over the Internet. You don't normally see that. You don't normally see that at all. And so it's the reason
why we're so excited about the journey that we're on.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

I'm going to transition to another topic that it's fun to talk about the really growth -- the big growth engines like HBO, but a more challenging part
is when you are trying to manage a business that is in facing more secular headwinds, like the traditional what we now call basic networks at AT&T.
Can you just talk about how you manage the challenges to linear video in a cord cutting world, particularly when, for TNT and TBS, you've got a
lot of renewals to come up with existing distributors?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Yes, I'm so glad you asked the question, Craig. There's a number of things that we do. The first and most importantly is that we are eyes wide open,
and we are an incredibly candid group of people. And I say that not just about the discussions that we have internally. But the discussions that we
have with our partners. So Dave Watson and I, for example, have a lot of conversations, and they are very productive conversations. And I'd argue
they're incredibly informed conversations.

So we're all eyes wide open about the state of consumer behavior and what the last 5 years have entailed and what the next 5 years may entail.
And so I think that when you start there by just being eyes wide open, candid and clear about what your strategy is. And our strategy, which you
asked earlier in this call, has been to invest more in sports, to invest in news and to also invest in increasingly unscripted that is noisy and compelling
to consumers that are choosing to get entertained and informed through a linear channel bundle.

And the thing that I think a lot of the world misses because if you just look at what's written in the press, you would think, well, it's all Internet
protocol all the time and that's all that matters. That may be a case in, say, 50 years. But this month, right now, there are 85 million approximate
households in the U.S. market alone that choose to get entertained through a linear television bundle. That's a lot of homes. That's more homes
than the leading subscription video-on-demand provider. And so that's a good business. And I don't want in any way suggest, Craig, that it's not
declining. Consumer behavior is clearly changing.
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But for us to not invest in that, I think, would be an abdication of responsibility. I think it is important that we recognize, wow, there's a big market,
it's a profitable market. We make a fair return on that investment. And I think you can count on us continuing to do so as long as it remains a good
business. And so I just feel that it's so easy to kind of go with just, say, the meme or the press lead of, "Oh, it's all about Internet and just any other."
Like, you're talking to a person who's almost kind of career has been so heavy in that and I'm telling you that we can walk and chew gum at the
same time.

We can serve 85 million U.S. households and a whole lot more outside the U.S. through linear channel distribution, while at the same time, investing
in Internet protocol. It's possible to do both, and I argue we've been doing a really good job at both if you take a look at the last year.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

So can I just -- Michael is going to go to theatrical in a second, but I want to go to just one last question, which is the TNT and TBS brands. You
talked about investing in sports. What's the future of those brands as they transition to? Is there a sort of online future for those brands? Or are
those primarily going to be linear television brands and everything is invested in the HBO Max brand? And I guess CNN has its own brand, but...

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Yes, it's a great question, Craig. And I get excited because if you take a look at the brands that we've created, and we've been very lucky, and it's
really a nod to predecessors because it's really been done over decades. We have a number of brands that are -- I'd argue, surgically precise, and
they have been nurtured for decades to be something very precise and whether that's Cartoon Network, whether that's CNN, Adult Swim, I think
it's fair to say that you will see those brands be able to kind of manifest themselves both through linear environments and also Internet environments.

But I do think that it's fair to say that there will be other brands where kinderly, the stronger brand is either the programming under them. If it's a
sports league or the programming under them, if it's a series or a documentary or a motion picture. And so those are the decisions that clearly we
have yet to make in all cases. But just to signal sort of how our thought process goes as we start with the customer and say, "Does the consumer
respond to this brand in a very strong way where they feel that it stands for something meaningful kind of like a handle on a suit case where it
helps you to kind of handle a body of stories?"

And just to use one example, Craig, I think CNN is a perfect example of that. There is no doubt that the CNN brand means something surgically
precise and is incredibly helpful for a consumer to process the world that they live in. And so that's the journey we are on with regards to thinking
about brands in the Internet environment as opposed to the brands that we have in the linear environment.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

As Craig teas, I'm going talk to you about theatrical and TV production. I think one of our blowbacks on the decision at HBO Max was it seemed to
go against what Warner Bros. has always done, which is the best third-party independent studio where the best content creators go. So I wondered
what's your view. What's your positioning on licensing, theatrical and original TV productions to third parties versus internally keeping them on
your DC platforms?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

So the first thing I'd say, Michael, is that you should feel free to talk to anyone in the industry, especially world-class creative storytellers. You might
want to reach out to J.J. Abrams, for example, who is someone who we are privileged to be able to work alongside him and Katie McGrath and the
rest of the Bad Robot team. And I think that's an example of a relationship that's working very well because it's -- I'm stating the obvious when I
say that, that incredible organization creates some of the finest stories that you'll ever see.
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And I hope that we have the good pace and good judgment where the majority of that -- the things that they create, the stories that they tell end
up on services that are WarnerMedia services. That's the intention. Now will J.J. and Katie and the rest of that organization distribute some stories
on other services like Apple TV+, for example, in the case of Lisey's Story? They will. And I'll be the first one to e-mail J.J. and Katie saying, "Wow, I
love that trailer. That was an incredible bit of storytelling." Because I care deeply, we care deeply about these storytellers, these creative geniuses
and if we do our job right, I do think the majority of their storytelling will come our way. But we need to earn that. And that's a healthy tension
because you need to create an environment where the best storytellers want to come to do their best work. And I love that tension because it
keeps everybody honest and doing what they should be doing each and every day.

Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Jason, we could go for 2 hours in this conversation, but I'm seeing -- we're coming up toward the end of the time allotted. So I don't want to leave
the cherry on top question that I know Michael is dying to ask, but I'm going to ask instead, which is, why is HBO Max part of AT&T? I think there
are a lot of different ways to ask that question, whether it's what value it gets from the distribution or can AT&T, given its leverage, really invest
aggressively enough to keep pace with Disney and Netflix to just -- there's so much potential in the value unlock, in the valuation that streaming
businesses like HBO Max would get. So certain pundits, like Michael, sort of make the case all the time. It should be separated. How do you think
about whether it would be better on its own or as part of AT&T?

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Well, I'll say the first thing, which will sound pithy and I don't mean it to be, but the analysis, the punditry that you refer, Michael -- you referred to
about Michael, I think it's best that I leave that to you all because that's what you are great at and that's the way that market should work. But what
I do want to do, which I hope can be helpful is to just -- let's just take a look at the last 3 years in terms of what AT&T. So AT&T entered the picture
in 2016, but did not obviously get to a close until 2018.

And let's just talk about what's happened in the last 3 years that I would argue would not have happened if not for AT&T. So everybody might
forget it by now, but it turned out that in 2016, Time Warner, which is what WarnerMedia was called back then, was a holding company. It was a
holding company of basically 4 businesses that operated independent of each other. And they were proud of that independence, and there was
not a lot of collaboration and certainly not a lot of discussion about, well, what would be best for the customer, and then let's work our way backward
from that, leveraging the entire company. It was 4 separate businesses, warner Bros., HBO, the Turner networks and CNN, I'd argue, was the fourth.

It was AT&T entering the picture that did a couple of really difficult things that I would argue almost no other company kind of was positioned to
do, which was, number one, invest in the future, invest billions of dollars in what is now HBO Max; and number two, break down the silos of 4
separate operating entities to actually create a single operating company, which I would argue has been and is critical to having a business that
can be worth a lot more than it is today.

And by the way, the other thing that I'll say, which is going to sound certainly self-serving, and I don't mean it to be. But AT&T had the awareness
to know that it was very important, if you look at the next 10 to 20 years, the kind of talent that was necessary to position this company for the
future. And when you look at the leadership that's in place right now, including myself, it's very, very different than 2016. And that's not an easy
road to travel, and I would argue that, that's not the organic road that was being traveled in 2016. And so I could go on for an hour in terms of the
advantages, in terms of the distribution partnerships, with mobility and fixed broadband. And by the way, it's a relationship that is incredibly
powerful in both directions.

ARPU is higher and churn is lower on the mobility and fixed broadband business because of HBO Max. And HBO Max, as I said in Investor Day, 1
out of every 4 subscribers to HBO Max as of the end of 2020 is via AT&T. And so there's a lot that we could chat about. But my hunch is that the real
substance is going to be Michael continuing to write his thesis and his analysis, which I fully welcome because that's the way the free markets work.
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Craig Eder Moffett - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

So well, as I said, we would love to continue this conversation for another 2 hours. We have, unfortunately, come to the end of our allotted time,
but I can't thank you enough for being here. This was a fantastic conversation. It's always a pleasure to see you, Jason. And next time, we look
forward to doing it with you in-person instead of over Zoom. So thank you, thank you, thank you.

Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Thank you very much, Michael and Craig. I really do appreciate it.

Michael Brian Nathanson - MoffettNathanson LLC - Co-Founder, Founding Partner & Senior Research Analyst

Be good. We'll see you soon.
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