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C O N F E R E N C E  C A L L  P A R T I C I P A N T S

Simon William Flannery Morgan Stanley, Research Division - MD

P R E S E N T A T I O N

Simon William Flannery - Morgan Stanley, Research Division - MD

Okay. Good morning, everybody. And it's my great pleasure to welcome from AT&T, John Stankey. Welcome back, John. We appreciate having you
here.

John T. Stankey - AT&T Inc. - President & COO

Thanks, Simon. It's good to be with you.

Simon William Flannery - Morgan Stanley, Research Division - MD

Thank you. Before we get started, please note that all important disclosures, including personal holding disclosures and Morgan Stanley disclosures
appear in the Morgan Stanley public website at www.morganstanley.com\researchdisclosures, or at the registration desk. And you've got a little
card there.

John T. Stankey - AT&T Inc. - President & COO

Some of my comments may be forward-looking as well and subject to risks and uncertainties. Our results may differ materially. If you need some
additional information, you can always go to our website and look under SEC filings.

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

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. So 2020 is an important year for AT&T. It's an important year for the industry. There's a lot going on. You've just announced you're launching
AT&T TV. Let's start with your key priorities. What we should be focused on, what you're focused on for this year?

John T. Stankey - AT&T Inc. - President & COO

The company is clearly focused on meeting the commitments that we put out in our guidance, and that includes ensuring that we grow revenues
this year and start the capital return that we've outlined, both through our share buybacks as well as our dividend performance that we intend to
have out there. And that's, a, #1 and whatever everything is about and what we're focused to do.

We're going to get that done, frankly, by continuing our momentum in the wireless business. It's really important to us. And I think we've come off
of a strong year. We like the recovery we're starting to see in our performance and our position in the market, and we'll carry that forward. We'll
continue to see the improvements in what we do in the media space and before adjusting for our investments.
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In direct-to-consumer, we'll see some growth coming out of the media business as well. Continue to manage in appropriate fashion for value in
our entertainment group and our fixed consumer business, and that is a key driver behind it. And we're enjoying the return now of some cash flow
growth in our international operations, largely on the back of the maturity of our Mexico operations, on a year-over-year basis, are helping us as
well. That, with an aggressive program around continuing to deliver our merger synergies and our cost control initiatives that we announced as
part of our guidance, is what's going to be the foundation of what we're going to deliver this year.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. And perhaps you can just give us an update on the coronavirus. Anything early that you're seeing in terms of supply chain on handsets or
network here?

John T. Stankey - AT&T Inc. - President & COO

Sure. There's clearly impacts that are starting to emerge, and it's a fluid dynamic. Kind of what we see this week may be different next week. I think
we're all prepared for that.

I do expect that there are going to be some impacts that flow through handsets, especially for those vendors that are more oriented towards China.
And we're already starting to see that happen. I don't expect that those shortages are going to be anything that probably impact first quarter
dynamics in any significant way for voice postpaid kind of constructs around things. We're seeing some things in prepaid entities, like if -- I shouldn't
say prepaid, but watches, tablets, maybe some shortages popping up there that are particular SKUs that may have some nominal impacts, but it's
not significant.

Look, I think the vendors right now are fairly optimistic that this is contained and it's going to be isolated to several weeks of delay for particular
SKU items, not that there's going to be complete stockouts. I think this morning, Foxconn indicated that they felt like they were starting to get
some of their production in China turned back up and that they would get themselves back to somewhat normal constructs around the end of
March. Obviously, once they get back to normal at the end of March, it takes a period of time for that to work its way through the entire supply
chain and replenish. But if that in fact happens, then we expect it's going to be relatively contained and manageable, and all the tactics we've used
to stockpile and allocate those types of things should be able to get us through with some reasonable confidence.

Simon William Flannery - Morgan Stanley, Research Division - MD

Good. Certainly, as you mentioned, you targeted wireless as improving momentum. So you've turned on a lot of spectrum. You're rolling out 5G.
You've got FirstNet. So what do you see that -- how does that translate your financial performance?

John T. Stankey - AT&T Inc. - President & COO

So we're going to clearly see this year that we'll continue to grow service revenues, and I think you'll see that we continue that trend, and we expect
those service revenues are going to grow somewhere in the 1% to 2% range as we move through the year. That's going to come on improved
gross and net add performance that we've seen as we move through the balance of 2019. That's happening because we're now starting to see
customers react to the network quality that we have out there and all the work, to your point, that the teams have been doing to turn up additional
spectrum. They're now starting to see that in performance. And as you look at things like consumer sentiment as we do our research, they're coming
back, and they're saying, they're picking up on that. And we're starting to see promoter scores and impressions on network quality move the right
direction. And when you get that occurring, traditionally, we start to see improved gross add and net add performance as a result of that, and we'll
be riding that.

As we've talked about previously, as we get in the latter part of this year, as we get into a 5G device upgrade cycle, that will probably be a little bit
more robust. Given how different OEMs are staging their products, will open up opportunities for us to talk to customers about their service plans.
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We have a huge opportunity to raise ARPUs in our base as we get people into higher-value unlimited plans. Those higher-value unlimited plans
will include improved performance of the wireless service, but also there'll be incentives to move up to those plans, given what we'll be doing with
HBO Max. The launch of HBO Max and our ability to promote that into the wireless segment will be another driver that we believe will help us in
the market in the messaging, drive interest, drive upper funnel activity and awareness around what we have in offers in the market. There's a lot
of cross-promotion that's built up as we start to get interest levels high on certain things we're doing with Max, like certain specials on iconic shows
that we'll be able to, in juxtaposition of that, place some of our other products and services, things that we can do on tablets in the latter part of
the year that get into the holiday season, that marry the 2 together. So we expect we're going to see some momentum flow through on that as
well.

And then look, we're hitting on all cylinders in our FirstNet deployment. The team is doing a great job around that. Not only is that helping on
quality, especially this year as we begin doing things like increasing the number of cell towers that we have in place to fill in for much stronger
coverage in places where maybe we had some weak spots that will further enhance that network value proposition. But that base of customers,
now over 1.1 million FirstNet responders on the network subscribing, the trajectory we're getting in that space as well as the enterprise space as
to how we go into county, municipal governments is helping tremendously as well, and we expect that to continue.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, let's go into some of that, starting with 5G. You hit, I think, 50 million covered POPs at Q1 -- or at the end of the -- when you released
earnings. I think you're saying 200 million by midyear. So what's that doing in terms of customer perception? And I think there's some critique
around the lower band speeds, until you get more mid-band spectrum that they're not going to be dramatically faster, but it's still going to show
that 5G brand on that phone.

John T. Stankey - AT&T Inc. - President & COO

Yes. So I think we finished February at 80 million POPs covered for 5G, so we continue that march to be nationwide by second quarter of this year,
and feel pretty good about how we're going about doing that. And in our case, the vast majority of it is by laying up new spectrum that's set up
on 5G, and that's probably the purest and best way for us to do that.

You are correct that the difference in a sub-6 deployment for what the customer experience is effectively at the handset is not huge. And I think
that's the reason why our success in wireless right now is as strong as it is. Because with what we've done with our 5G evolution infrastructure and
how the network is performing right now -- in fact, our 5G evolution is -- everybody is competitive, in many cases, more competitive to other 5G
deployments that have been done in the sub-6 space, simply because of our breadth of spectrum depth that we have and what we're able to use
under the band bonding that we do with 5GE.

So I think what we allowed them to do is to have a message that is a consistent message of what maybe some other competitors are placing in the
market. That pairs to the fact that we have the best network and the best performance going out there, that should only help us to potentially get
some more momentum as a result of that once we can have that ubiquitous messaging on 5G. But I think the game time, frankly, is really the latter
part of the year as the device portfolio starts to become more robust. Because right now, while there's a lot of discussion about 5G, when the
consumer still rolls into the store to look at making a choice, they're not looking at the stable of handsets that they necessarily say those are the
ones I immediately gravitate to. And I think we'll be timed incredibly well with -- when our 5G nationwide availability is in place for sub-6, when
the handsets show up and then even better when we can start to match it with HBO Max launch as part of that promotion and moving forward.

Simon William Flannery - Morgan Stanley, Research Division - MD

While all of that is happening, 2 of your largest competitors are potentially completing their merger, and then DISH may be standing up, preparing
to stand up a new network. So how do you see a consolidated industry with potentially a new entrant coming in with a different kind of build
structure impacting AT&T?
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John T. Stankey - AT&T Inc. - President & COO

Yes. So assuming that Sprint and T-Mobile will get the transaction done, congratulations to them on getting it over the line. Been a very long time,
and I know how disruptive long, extended approval processes can be. I'm sure they're relieved that they're getting close to the finish line on that.
And I think the net of that event occurring is pretty straightforward. We're doing today the same things we were doing 2 weeks ago in our wireless
plays. A while back, we tried an approach to an inorganic network augmentation and capacity growth, and it didn't work out very well for us. And
at that moment in time, we had to step back and talk about how did we make sure we had adequate capacity to run our business organically. And
in the subsequent years after that, made a lot of hard decisions in spectrum auctions and spectrum acquisition, and aggressively competing for
FirstNet to get the flexibility of having the FirstNet position, not only from a spectrum perspective, but as well as what it does to improve the grid
and the network infrastructure to support those important clients and make sure that we were in a competitive position by the normal course of
our business. And I think we did a really good job of that.

And we stand today with a spectrum portfolio that we can run the plays we need to run on and be very deliberate around what we want to do in
the forthcoming auctions and not feel like our back is against the wall on timing. And as we move forward and made the conscious decision to
hold on to our fixed line infrastructure in key markets around the United States, that, that infrastructure and the fiber base we have there will
provide the foundation for us to move the 5G+ or millimeter wave deployments that we think take us to the next level. We are running those plays
right now. We were running those plays a year ago. And we're going to continue to run those plays. And I think it's that market momentum we
just talked about a few minutes ago that you're seeing as a result of that.

All the while, the others clearly have opportunity as they bring the businesses together. It's -- as they said, a trial. It was important to them to have
the scale to be able to compete at the next level of 5G. They now have to get those businesses put together and start running those plays to do
the things that we have been positioning ourselves for months. And I feel like it's our job to play the game that we set out for ourselves.

In terms of what happens with Charlie, I've said many times publicly that it's not a good -- it's not a good position to be and to prognosticate on
what Charlie is going to do in the future. He's -- who knows. What I would expect, knowing Charlie a little bit, is it's not going to be, let's go run the
same plays that everybody else is running. So I would be surprised if he's looking at this saying, what I want to do is invest billions and billions of
dollars to build a network and build retail distribution and go and compete with a brand to try to pull away traditional monthly wireless subscribers
like everybody else has traditionally done. I believe he's probably looking at it with a somewhat different lens, and that lens probably includes what
kind of partners does he need in order to execute the build in the time frames that he's committed to and get a network out there. And I expect
that, that might very likely create some other dynamic in the business than what we've traditionally seen: a network for a variety of people to put
capacity on; maybe other partners that work with him; different approaches to how he builds infrastructure where maybe some of it is his owned
and operated, and maybe some of it's partnered with others.

I think we are mindful of that and open to all those things, and we'll continue to be responsive to that as it evolves. But to be able to put a pin in it
right now and tell you, I know exactly where that's going to go, I'm not that good.

Simon William Flannery - Morgan Stanley, Research Division - MD

Okay. And I think you've said for some time now that wholesale is once again, an opportunity for AT&T. So you've obviously alluded to it there. Are
there other irons in the fire in terms of being able to ramp up that business?

John T. Stankey - AT&T Inc. - President & COO

Sure. There's a lot of wholesale capacity in the industry today, and there's -- if you think about what is going on today, I mean, Charlie is going to
have wholesale capacity, and we have resellers that have wholesale capacity. And as I alluded to earlier, we, right now, at this moment, are probably
in the most capacity-flush and capacity-rich position of the industry. And so the notion that we wouldn't find some of that traffic to be attractive
and under the right construct, that there's win-win scenarios out there that are appropriate for the long-term structure of the industry, at the same
time, can help us fill some marginal-cost, attractive traffic, why wouldn't we do that? And we're active out in the industry trying to test where those
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moments are, and it's a very different place than we've been in the last several years, where you kind of go back and think about '15, '16, '17, every
year, we were dealing with the need to shed several hundred million dollars of wholesale traffic in order to deal with capacity dynamics in our retail
business, which was the right decision to make from a financial margin accretion perspective. But from a revenue perspective, it was a tough
headwind to overcome. We're now in a place where we can continue the momentum in our retail business and, at the same time, add back in some
of that wholesale traffic that we walked away from for a period of time. And we are very energized around finding those opportunities to do that
and actively looking at them.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. So maybe we'd pivot to the Entertainment Group, and you launched AT&T TV nationwide this week. Help us understand where that product
fits in your portfolio and what you're going to be doing in terms of go-to-market with that versus the traditional satellite, the existing streaming
products.

John T. Stankey - AT&T Inc. - President & COO

Sure. The team did launch it yesterday, and 1 day does not make a quarter. We had a good day. We're really pleased with what we saw, some of
the things that we wanted to see, where our belief from what the trial markets that we had been in, that we would be able to replicate how customers
were receiving the product in the other markets that we would enter where we own facilities and are able to pair video with broadband. And we're
really pleased with what we saw yesterday, because it tracked exactly what we would have expected to see, where we're getting higher attach
rates than what we would traditionally get in selling broadband with satellite. We saw higher growth rates than what we would typically see, and
I think that's driven by the fact that the product is an updated, more feature-rich product. And of course, the fact that we can now bundle it more
attractively in certain areas, such as our fiber footprint and offer very, very attractive bundles on it, customers are aware of that and are interested
to try and kick the tires on it. So feel good about what the team was able to do over this period of time and bring it forward.

To get to your question around how to view this in the portfolio. I think, back in July of 2015, after we closed the DIRECTV transaction, we're pretty
clear and said that at that point in time that we didn't see satellite delivery as necessarily a growth vehicle for entertainment moving forward. We
like the DIRECTV customer base, thought it was attractive. But we felt like the march needed to be to delivering entertainment over software. And
shortly after that period of time, we made it clear that we would be developing a software platform that would ultimately, not only take our satellite
base and offer them a more updated product, but be the replacement for the U-verse space that was already in service and give them the next
generation of software-driven TV. DIRECTV Now, then AT&T TV Now was the first iteration of that software base, and AT&T TV is that same software
base now fine-tuned for a more robust, full in-home experience that's available on AT&T-provided hardware.

The way you should think about this is, our software products are our lead products. Our products, our video product, bundled with broadband,
is where we are most focused in what is our lead in the market today. We will continue to offer satellite and DIRECTV where it has a rightful place
in the market, places where cable broadband is not prevalent, oftentimes, more rural or less dense suburban areas. We'll continue to offer it for
customers on a stand-alone basis, who find its superior content offering to be something that they wish to have. But in terms of our marketing
muscle and our momentum in the market, it will be about software-driven pay TV packages either over bring your own hardware, which is ATT
(sic) [AT&T] -- ATT Now (sic) [AT&T TV Now] or ATT TV (sic) [AT&T TV], which is our own hardware-provided package, that will be what the customer
sees and has us promoting.

Why did we go with our own hardware? This is asked frequently. Sometimes in homes, I think we immediately go to what many of us in this room
are accustomed to and comfortable with. We have a lot of customers out there that maybe aren't as tech-savvy as those of us that are sitting in
this room and doing this work, and they prefer an environment where they have a more managed or controlled home. The hardware facilitates
that. It offers features that allows for consistency of use in a home across multiple TV sets, that being in a hybrid, self-provided hardware architecture
is not the most intuitive thing for some customers to manage.

In addition, running it on specially tuned hardware allows us to do some additional things. We're able to take the Android ecosystem on the Android
OS that the hardware runs on and open up the world of the Internet for those customers in a very updated infrastructure, a very updated user

6

THOMSON REUTERS STREETEVENTS | www.streetevents.com | Contact Us

©2020 Thomson Reuters. All rights reserved. Republication or redistribution of Thomson Reuters content, including by framing or similar means, is prohibited
without the prior written consent of Thomson Reuters. 'Thomson Reuters' and the Thomson Reuters logo are registered trademarks of Thomson Reuters and its
affiliated companies.

MARCH 03, 2020 / 5:30PM, T - AT&T Inc at Morgan Stanley Technology, Media & Telecom Conference

http://www.streetevents.com
http://www010.streetevents.com/contact.asp
Client Id: 77
Street Events Digital Watermark



Client Id: 77

interface that allows them to do things like stream content off the Internet, bring in some of their favorite apps that they'd like to run within their
home 10-foot big-screen experience, and never leave the environment to do that, and have the ease of navigation and ease of use associated with
that. And we're able to do that in that hardware environment for our customers who really want a much lower-friction, higher-supported experience
to do that, and we think there's a place for that in the market.

Further, some customers just have a hard time setting up their infrastructure. You take it for granted, but connecting an HDMI cable to this port
and then on the back of your TV is not something that everybody intuitively can do. And so the hardware-supported environment is really, really
good with tutorials, support that allows the customer to get in there without us having to put a technician in their home, literally get the TV up
and running with these updated features: voice control, navigation to other apps, an updated UI, UX. And so all that's goodness, and it allows the
customer to do it on their terms. But it's software-driven TV, and it's a key portfolio offering. We want to be able to say, package TV, and then if you
want an SVOD offer when HBO Max comes out, we've got that continuum that makes sense for you.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. So how do we expect this to impact the trajectory of video volumes and also broadband adds?

John T. Stankey - AT&T Inc. - President & COO

So you should expect it to impact it in the way we've guided to for you. And we've been pretty clear, and we expect that each quarter, you're going
to see success and improvement this year on video net adds. And I think we communicated in the earnings call after fourth quarter earnings that
you should expect that by the time we got in the latter part of the year that you would see more ratable declines in the pay TV structure consistent
with what was going on in the industry in aggregate, and this has been a key element of that strategy. As I said, we expected that once we were
able to put a more updated product out there and get more aggressive with some of the bundling that we'd see some gross improvement that
we would be more competitive. Because if you look at the SAC for this particular product, it's dramatically lower than what it would typically be
for a satellite infrastructure. Those things not only flow through to better net add performance for us, improving net add performance, but they're
also helping us on a cash basis. Because each new net add that we bring into the business is a more efficient net add because of the acquisition
cost structure associated, the fact that we don't always have to put a technician out on-prem for the customer, et cetera.

So all those elements flow through the guidance that we provided to you. And so watching AT&T TV -- ATT TV and its deployment is a really
important element of us getting to those commitments.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, you've talked about the opportunity and your plans to take up the penetration of your fiber customers. You did slow down your fiber
build mid last year. How are you thinking about balancing the 2, taking up existing penetration and then maybe opportunities to expand fiber
deeper into the network?

John T. Stankey - AT&T Inc. - President & COO

The team has done a remarkable job on the broadband product, and I really like what I see in terms of its progress and maturity around how it's
performing and what we're able to do. And I think we're going to -- with what we've just offered in the market and the bundled pricing for what
we're doing with the gig at $39 first year for a gig, and $39 for a pay TV package, I think we're going to see really good momentum from that.

Churn characteristics of our fiber base have been even better than we expected early on when we built the business case on the deployment. We
are clearly meeting our expectations around what happens in a footprint after we build in terms of share performance. As we've communicated
to you, about 36 months post-build, we're roughly about just approaching 50% market share in a broadband footprint where we have fiber. That's
a significant step-up from what we would have experienced in a hybrid architecture that we had in place previously. And so when you think about
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that, we're really delighted now. What -- one of the reasons to slow down a bit was we had footprint to go penetrate, number one. Number two,
we wanted the software-based TV launch, because we really wanted to penetrate those customers with a product that we felt was a platform for
the future, that had those acquisition cost characteristics, that made good use of the fiber and was a natural complement to it. And we feel
software-based TV delivery does that versus you put a nice gigabit piece of infrastructure and then you deliver all your video over a satellite dish.
And we're now in a position to do that. And so just as we've continued to build fiber to new homes as they're built probably in the 350,000 to
500,000 living unit growth per year, as some of our cost efficiency initiatives start to take hold, as I described earlier, and we start to free up cash
flows with overperformance on that, I'm very interested in rededicating some of that money into looking at additional fiber investment based on
how the team is doing it and based on what we're seeing in the performance of our improvements of first cost implementation on installation.
Those types of things. I think we're getting to that point where our maturity is strong, and we can do that in a responsible fashion.

Ideally, that's probably something around another million of new fiber builds a year, maybe something closer to 1.5 million, in that range. And
that's one of the things that the management team and I are looking at. As we get into the second part of this year, I'd really like to sort it out.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, you referenced the cost initiatives a couple of times. Bill Morrow had joined late last year. So where are we on that kind of holistic review
of the opportunities?

John T. Stankey - AT&T Inc. - President & COO

We're doing real well. And we're just about in a position where we'll spend a little bit more time talking with you about it in the future as we get
through our next quarter earnings. I think that's the cadence we've set up. What I would tell you is the management team, and with Bill's leadership,
has looked at effectively 10 broad initiatives that we believe can generate double digits of billions over a 3-year planning cycle. That planning cycle
is consistent with the guidance that we provided to you previously. And achieving those savings is what allows us to get to the margin accretion
that we talked about in those commitments.

If you look at those 10 initiatives, they're kind of set up in a short-term, midterm, long-term portfolio. Round numbers, roughly speaking, it's about
1/3, 1/3, 1/3. 1/3 of the initiatives that line up in the short-term within 12 months kind of execution; 1/3 of the initiatives that line up in about 12
to 24 months; and about 1/3 of the initiatives that wind up about 24 to 36 months to realize them in the run rate. As we would typically do with
any program, we've found initiatives that overachieve what our expectations are in the event that there's some breakage. I would tell you, when
the management team looks at it right now, we actually look at it and say, not only is it an opportunity for us to do better, but there may be some
upside here. We may be able to not have as much breakage as we might typically have.

In the near term, things that fall in that short-term bucket, I already talked to you about some of them, some of the headcount rationalization work
we're doing on overhead, some of the benefit restructuring that we've done that we've already communicated out that get us a good way to some
of our objectives this year. We have some additional work we can do in that area. We have some short-term opportunities on how we deal with
third-party costs, supplier costs that we'll be pushing on. We have some near-term opportunities in our call center structure that we're working on.

You go to the other end of the spectrum and you think about what are those things that take more time, that we may need closer to 24 months
to start seeing the benefit come in. I talked in one of the earnings call about what we're doing around our IT rationalization and architecture
rationalization, turning down applications, movement to the cloud, getting cost efficiencies in our very, very broad infrastructure, some of that
facilitated by portfolio rationalization. You might see that out further. We have some opportunities on energy management. We're a big buyer of
electricity every year to run our infrastructure. We have some things we can do and taking advantage of -- different serving architectures and
incentives that are out there to lower some of our energy costs. It will take a little bit of time to implement, but we believe will give us some runway.

On the midterm side, it's a lot of work around portfolio rationalization and some work around billing and credit collections rationalization we can
do. But if you take this portfolio, we feel really good about it. The management team is now putting the detailed plans around it. Governance
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structure is in place on each of those plans around the 10 major initiatives that shape up over the 36-month period. There's objectives in place,
and I think we're in really good shape to do what we said we were going to do.

Simon William Flannery - Morgan Stanley, Research Division - MD

Right. So let's move over to Warner. The HBO Max launch is coming up, perhaps just give us a latest update on timing. And what we should be
expecting to see? And what you can do ahead of the launch to kind of prime the market?

John T. Stankey - AT&T Inc. - President & COO

We're delighted. I feel really good right now about where the team is at. There has been an amazing amount of work done since effectively
post-March of last year, after the keep separate agreement expired, and we were able to configure the WarnerMedia business in a way that allowed
us to align the assets to focus on a product like HBO Max, it takes the best of what we do in each of the legacy Time Warner companies and bring
it forward in a compelling consumer offering. And couldn't be more pleased with how the management team has coalesced around this: the many
hard decisions that have had to been made, the changes in process and approach. And I would tell you, I think if you walk around the halls of
WarnerMedia and those people that are working on this, you will find an energy level and an excitement in anticipation of the launch in May and
what that's going to mean.

And so feel good in that regard. Doesn't mean we don't have work to do. We just put our second beta out within the controlled beta group that
we have. Some new features came out on that, some important features that build on the base of the first beta: profiling of customers, content
download. And it's good to see those features starting to manifest themselves. They still need a little bit of work, and the team has a work plan to
get that buttoned up and ready to go. But I feel like the technology team has confidence about what they've committed to deliver in May, and I
feel that, that's going to be really good.

We've talked a lot. You've been seeing in the news. We've elected rather than to hold it all secret, as we've been chartering shows, announcing
deals, we've been leaking that out along the way. I think it's going to be a great content offer. It's going to be a content offer that will have something
for everybody in the household. They're going to look at it and say, I see myself there. This is something that I want to do, and it doesn't matter
whether you are a child in the household, a tween in the household, a mother, a father. You're going to see something in that offering that wants
you to say, I resonate with that and that's relevant. And it's the strength of the household that we believe will be the strength of HBO Max, that
customers look at it and say, this is something that the members of this household will get utility in and, therefore, I want to buy this product and
have it in the cycle. I feel really good about our content offering.

And then it has to stay fresh. And so when we look at the calendar, as we get to the latter part of the year after we launch, new things we have
rolling out, how that lines up. We feel good about where we are on the content side. And Bob Greenblatt and his team and Casey Bloys and Kevin
Reilly and -- have done just a remarkable job of kind of getting a portfolio in place, getting it lined up demographically, and I think we'll be in great
shape.

On the distribution side, to your question about what kind of excitement we can build. We're already doing some things to push more HBO out
through AT&T channels. We've talked to some of our HBO partners, such as the VMPDs (sic) [MVPDs]. We're trying to give them incentives to put
more HBO out. Why? Because if they're going to be an HBO Max distributor and they put more HBO out, those customers naturally roll into HBO
Max at the time of launch.

And so you probably saw, for example, we announced a new carriage agreement with YouTube TV. YouTube TV now has incentives to go and put
HBO out there, and they will be an HBO Max distributor at launch. That will allow those customers that we can preposition with to then move into
HBO Max when it's in the market. Allows us to get good momentum in combination with the 10 million AT&T subscribers, plus what other -- what
we're able to do with our other distributors moving forward. And I'm pretty confident sitting here today, you will see other distributors at time of
launch that will have that path to migrate their customers into Max that will give us good customer growth on day 1 on Max of where we go.
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In addition to that, we have huge plans, as I mentioned earlier, around how we bring in Max for promotion with our wireless subscribers and incent
customers into higher-value, unlimited plans. What we do in bundling it with broadband, how we pair it with our better pay TV offers, what you're
going to be seeing in our broader advertising on all products and services, and how we juxtapose Max when we're out selling other products and
services, signage in stores, preparations in call centers for people to be able to move with customers. We're ready to hit it across all channels, and
I think we're going to be in really good shape.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. I'm sure we're all looking forward to seeing the launch. Staying in Warner, on the Turner side of things, what's the latest there? And how is
the advertising shaping up in a political year? Seems like there's still a very heavy candidate spending on the primaries.

John T. Stankey - AT&T Inc. - President & COO

Yes. It's unfortunate that we had a couple of candidates drop out. But it's always nice, and they're all buying. It's been good. I would tell you the
advertising numbers have been strong. We expect that it would be good being an election year. We expect that it would be good where the finals
carrier for the final 4 this year. So we have that anomaly where 1 year, we booked the revenues the other year, we don't. This is the year we do,
which we'll get uptick from that. And so we had expectations that we were going to see advertising growth coming into this year, and we're seeing
advertising growth coming into this year.

The pre-sales on everything that we've had in the spot market have been strong. So I see nothing going on in the advertising side right now that
would cause me any concern around what we put in the business plan, what's consistent with the guidance that we've provided. So rates on the
advertising side have been really good. Audience is, of course, the one that we have to be mindful of, especially on the pay TV side of things. We'll
continue to watch that. There's nothing that I've seen that's inconsistent. None of us are happy about what's happening in that space, but it's fairly
consistent with our planning assumptions that's occurring. Maybe if a few more people are going to be staying home, they might find more utility
in watching TV for a period of time here that might help us in the short term.

I would tell you that if you step back and you think about where we are in the momentum of our software-based product, that's a good thing, too.
Because as we move all those customers onto a software-based pay TV infrastructure, those are all-digital streams. Those open up opportunities
for us to sell more inventory in the over-the-top streaming segment of the advertising market, which if you're following anything that's going on,
big, large quality brand advertisers right now really like that dynamic of data-informed advertising placed, in particular, alongside premium content
and video streaming. Every one of those AT&T TV customers opens up an opportunity for more inventory into that market.

So that's a good thing for us. That helps offset some of the subscriber dynamics in the core MVPD ecosystem. So feel pretty good about that in
aggregate right now relative to our assumptions.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, before we open it up for questions, and there's mics at the back, maybe just touch on something we don't hear a whole lot about, Latin
America and Rio. So you've got some new products coming out, and we certainly get a lot of questions about the international rollout of HBO Max.
But I guess it applies to the AT&T TV products as well, moving away from the satellite dish. So what's the latest in Latin America?

John T. Stankey - AT&T Inc. - President & COO

Sure. The -- as you know, the region continues to be a -- as it tends to run through cycles, it's in one of its currency valuation challenge cycles, which
has had a fairly substantial impact on the Rio business. But organically, from a subscriber perspective, subscriber trends have been solid. And on a
constant currency basis, we've been seeing growth there, and that business continues to be cash accretive to us, and as we've said, we continue
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to evaluate it as to what we can do to position it over the long haul. And to your point, software-driven products are an opportunity for us to do
that.

We've been testing some software-driven video products down in certain markets of Latin America. They have a market, but they're not broad.
Part of it is the broadband infrastructure, number one, is not as robust, as you know. And number two, the price on the SKU is a bit higher, just like
pay TV is. So it doesn't necessarily open an aperture for a new subscription market. It tends to be a replacement for satellite and gives you a nice
place to land as customers are looking for a more feature-rich product.

I think where the opportunity comes in these markets is, frankly, the Latin America launch of HBO Max. You get down to a SKU that's a much more
affordable SKU, a price point that's much more affordable, and that starts to open up options for new markets. And in a place like Mexico, where
we have wireless infrastructure, wireless consumption of a product like that can open up new markets, especially when you have the kind of rich
value capacity we have, not only from our base position in Mexico, but the fact that we're now doing some infrastructure sharing after our Telefónica
announcement last year. That gives us even more flexibility about how this capacity is allocated over time.

So the team is now in place. We've started to make the management appointments and announcement for the Max development for Latin America.
Our existing position and content down there, both between Turner and HBO, puts us in a unique position to have a package that, I think, has a
great foundation of existing content, paired with some focused development. And next year, when we launch that in the early part of the year, I
think that's going to open up some new markets for us. That's going to be growth in new revenues, places where we have not been. And I think a
combination of using some of our Vrio distribution, our position in Mexico in the wireless space and the brand strength of HBO down there, it's
going to be a compelling growth opportunity for us as we move into 2021.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Okay. Well, we do have time for a question or 2. All right, perhaps last one then on the asset dispositions and the portfolio review more
broadly. Where are we on that? Obviously, a strong year in 2019, but another -- a major target this year and coming back to the satellite business,
the partnerships, joint ventures, other opportunities there.

John T. Stankey - AT&T Inc. - President & COO

It will be another strong year this year. And I think John has given some background of -- we already have a fair amount in the funnel that we know
is going to close, and we're pretty comfortable that the other things that we're looking at are going to generate on the disposition side, at a
minimum, what we gave you in our guidance.

The team, I think, has done -- it's been a healthy process. We've always gone through asset evaluations. I would say we've been a little bit more
maniacal about it this time. And I think we've been really clear on the fact that we have such a great set of opportunities in front of us in our wireless
business. We have a great set of opportunities in front of us moving into software-delivered entertainment. We continue to have a great franchise
in our business segment. As we've looked at those and we've said, what are the things that maybe aren't core to those that are going to distract
us from growing in the way that we want to grow? I think the -- it's been a very healthy process, and I feel very good that the management team
is looking at it in the right way. I think we will have no problem achieving what we said we were going to achieve.

In terms of your question specifically on satellite, I don't think I can add anything to what we've already said about that. We're always looking at
the asset base and trying to understand where it is in its life cycle, whether it's satellite or anything else in our business and saying, does it make
sense in how we're operating at a given point in time. We believe there's some limitations, as there always is, in what we can do from a regulatory
perspective as we think about asset disposition or consolidation. The satellite business would be one of those, where there's natural places for it
to go. I would tell you we don't see it really running in the regulatory environment. And I would also say, you have to be a little circumspect as an
executive right now. If you're doing anything that requires approval, my read of the environment is it's a little unpredictable. And I'm not sure that
any of us can accurately sit at the front end of a process and say, let's look at what the last 10 years yielded and how decisions were made and be
confident that, that's the same set of standards that are going to be applied moving forward right now. So you have to be a little bit cautious about
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that, and I think that's prudent given the data points that we've seen over other approvals and other inorganic options that have occurred in the
market that have required either DOJ or FCC approval.

That doesn't mean that there aren't some other opportunities around how to structure this that might allow you to get some benefits: shared
infrastructure, different marketing structures, I don't know. We examine them all. We'll continue to examine them all. If something pops up, there
aren't any sacred cows with this management team in looking at those things. There are none at this juncture. It doesn't mean they don't arrive at
some point in the future.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, John, we really appreciate your time and great rundown. Thank you.

John T. Stankey - AT&T Inc. - President & COO

Thank you. Appreciate it. Thanks for having me here, Simon.

D I S C L A I M E R

Thomson Reuters reserves the right to make changes to documents, content, or other information on this web site without obligation to notify any person of such changes.

In the conference calls upon which Event Transcripts are based, companies may make projections or other forward-looking statements regarding a variety of items. Such forward-looking statements are based upon
current expectations and involve risks and uncertainties. Actual results may differ materially from those stated in any forward-looking statement based on a number of important factors and risks, which are more
specifically identified in the companies' most recent SEC filings. Although the companies may indicate and believe that the assumptions underlying the forward-looking statements are reasonable, any of the
assumptions could prove inaccurate or incorrect and, therefore, there can be no assurance that the results contemplated in the forward-looking statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE COMPANY'S CONFERENCE CALL AND WHILE EFFORTS ARE MADE TO PROVIDE AN ACCURATE TRANSCRIPTION,
THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE REPORTING OF THE SUBSTANCE OF THE CONFERENCE CALLS. IN NO WAY DOES THOMSON REUTERS OR THE APPLICABLE COMPANY ASSUME
ANY RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BASED UPON THE INFORMATION PROVIDED ON THIS WEB SITE OR IN ANY EVENT TRANSCRIPT. USERS ARE ADVISED TO REVIEW THE APPLICABLE
COMPANY'S CONFERENCE CALL ITSELF AND THE APPLICABLE COMPANY'S SEC FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER DECISIONS.

©2020, Thomson Reuters. All Rights Reserved. 13042123-2020-03-03T20:18:45.637

12

THOMSON REUTERS STREETEVENTS | www.streetevents.com | Contact Us

©2020 Thomson Reuters. All rights reserved. Republication or redistribution of Thomson Reuters content, including by framing or similar means, is prohibited
without the prior written consent of Thomson Reuters. 'Thomson Reuters' and the Thomson Reuters logo are registered trademarks of Thomson Reuters and its
affiliated companies.

MARCH 03, 2020 / 5:30PM, T - AT&T Inc at Morgan Stanley Technology, Media & Telecom Conference

http://www.streetevents.com
http://www010.streetevents.com/contact.asp
Client Id: 77
Street Events Digital Watermark


	Cover Page
	Corporate Participants
	John T. Stankey (17 Turns)

	Conference Call Participants
	Simon William Flannery (17 Turns)

	PRESENTATION
	1. Simon William Flannery
	2. John T. Stankey
	3. Simon William Flannery
	4. John T. Stankey

	QUESTIONS AND ANSWERS
	1. Simon William Flannery
	2. John T. Stankey
	3. Simon William Flannery
	4. John T. Stankey
	5. Simon William Flannery
	6. John T. Stankey
	7. Simon William Flannery
	8. John T. Stankey
	9. Simon William Flannery
	10. John T. Stankey
	11. Simon William Flannery
	12. John T. Stankey
	13. Simon William Flannery
	14. John T. Stankey
	15. Simon William Flannery
	16. John T. Stankey
	17. Simon William Flannery
	18. John T. Stankey
	19. Simon William Flannery
	20. John T. Stankey
	21. Simon William Flannery
	22. John T. Stankey
	23. Simon William Flannery
	24. John T. Stankey
	25. Simon William Flannery
	26. John T. Stankey
	27. Simon William Flannery
	28. John T. Stankey
	29. Simon William Flannery
	30. John T. Stankey

	Disclaimer

