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P R E S E N T A T I O N
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Okay. Good afternoon, everybody. If -- for those who don't know me, I'm Mike Viola, Head of Investor Relations for AT&T. Really want to welcome
everybody. Thank you very much for coming. I think you're going to find this to be a pretty interesting presentation.

The lineup, [it's going to be we're going to see] Randall first; and then the 4 business unit leaders, and they're going to talk about their outlooks
and their plans for their individual businesses; then John Stephens, he's going to get up, give a financial update; and then we'll open it up to Q&A
for you all, okay?

I've got 1 slide, and I know this is the slide you've been waiting to see. It's my safe harbor slide. And basically, to summarize it, it says, as you know,
there's going to be some forward-looking statements here, risks and uncertainties, actual results may differ materially, okay? Also, we're in the
middle of a CAF auction, and obviously, we can't -- [even in a quiet] period there, cannot answer questions about that.

So I hope you find this a very informative couple of hours. And with that, I think we'll get started.

(presentation)
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Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

Good afternoon. Good to see everybody. I trust everybody had a restful Thanksgiving holiday and came back ready for the sprint to year-end. I
know it's going to be a heavy sprint for all of us between now and year-end. So we appreciate everybody taking a little time to come here and
spend some time with us this afternoon as we talk a little bit about AT&T and where we stand and what our plans are.

Lots happened over the last year. Unfortunately, a lot of us dealt with litigation with the United States government, and that caused us to put on
hold a number of plans. Typically, as we go through a merger review, we're doing merger planning, and then so forth, we come out of the gate
executing on merger plans. With this one, we had to put all that effort on pause. And so on June 14, 600 days after we announced the deal, we got
the deal approved, and we began the merger planning process at that time, literally, putting plans in place. We spent the last 4, 5 months developing
plans, and we're now at a place where we're ready and want to start sharing those plans and what they look like with you.

And so with that being the case, I thought what we'd do, before we get into the plans, is (inaudible) just at 30,000 feet. Here is the AT&T that we're
going to be talking about today. And if you start at the bottom of this chart, what you see is this is a business that is driven by mobility. Our revenues
and our earnings are really driven by this business. Nearly half of the company's EBITDA is from mobility. And I'm happy to say, the mobility business
is operating well, had a really good third quarter. In fact, revenues were going 5%. We had profitability up in the third quarter. Momentum is good.
We feel like that momentum will carry into the fourth quarter in 2019. We like where we are. John Donovan will talk more about that a little later.

As you move up the chart, you can see now our second biggest business unit is WarnerMedia. This is the former Time Warner company, run by
John Stankey, and now makes up 17% of the company's EBITDA. This is the company also coming off a strong third quarter. It grew 7% in all 3
business units, HBO, Warner Bros., Turner, had really good quarters, and so the growth there is solid as well.

You move up, you see Business Wireline. This is the services we sell to enterprise businesses, and it makes up 17% of the company. This one doesn't
get a lot of attention. We don't talk much about this. But this is a company that just quarter in and quarter out produces steady results. The revenues
are kind of choppy as you have massive migration of services, but it produces $2.6 billion to $2.8 billion of EBITDA per quarter, like clockwork.

And as you move up, you get to the Entertainment Group. I'm going to skip that and come to it last.

We're going to talk about Latin America real quickly. This is an entity that has had a lot of headwinds from foreign exchange this year. That's to be
expected when you're operating in Latin America. But it's a company, when you get underneath the FX effects, it's actually having a really good
year. It's got a lot of momentum. The customer, the operating trends are very good here. Lori Lee will be talking about this later. But, for example,
just in the last 12 months, in Mexico, we've added 3.5 million mobile subscribers. We also complete this year the build-out of our network in Mexico.
I mean, literally, in 3.5 years, we have built a nationwide network, LTE network. We finished that this year, and then as a result, the capital requirements
begin to drop dramatically in 2019. And we didn't have line of sight to profitability in this business. So we're feeling good about Latin America.

So I'm going to come back to Entertainment Group. This is the one that I think we spend most of our time talking about lately. As you can see, it
makes up 15% of the company's EBITDA. It makes up significantly less net of our cash flow because we invest heavily in this business right now.
This is a company or an entity that, admittedly, has struggled this year. It's been a difficult year for the Entertainment Group. We've been investing
a lot here. We've been building out a fiber footprint that, I would suggest, the fiber project over the last 2 or 3 years in this business has been
probably one of the most aggressive in the United States. We've also been investing very aggressively in our over-the-top streaming platform for
live TV. You know them as DIRECTV NOW or WatchTV. And 2018 has been all about getting that product and the pricing, the customer value
proposition and the cost, the content cost dynamics right here. We've made a number of changes here in second half of the year. We like how the
product is coming together. John Donovan will talk a lot more about this.

But when you put together the fiber footprint expansion, we're going to push hard in terms of penetration in the fiber footprint. You saw the
broadband business growing 4.5% in the third quarter. We see that momentum continuing as we continue to push hard into the fiber footprint,
get the over-the-top platform stabilized and some good metrics and profitability on the over-the-top platforms, some pricing moves, and we can
get the EBITDA flat year-over-year, 2019 versus 2018. When you're coming from double-digit declines, flat feels like a good place. We've got to get
through flat to get to positive in 2020, and that's our target. But John's going to take you through the details on how we get to flat. It's not a
complicated plan. It's pretty straightforward. And we'll take you through that as well.
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So bottom line, summary, we like the business. It's a healthy business. It's a growing business now. What we really like is it's a business we're going
to continue to invest in. In fact, in 2019, we'll invest, again, well in excess of $20 billion into this business. After that investment, we'll still generate
$26 billion of free cash flow. And so after we pay a dividend, that's $12 billion of discretionary cash flow in 2019.

And if you hear nothing else this afternoon, I want you to hear me on this, our discretionary cash flow is going to go to one place. It's going to be
paying down debt. We took on debt to do the Time Warner deal. We told you, when we announced the deal, it would take a little over a year to
get the debt back to more comfortable levels. If we take the $12 billion and apply to the debt paydown, we get to 2.6x debt to EBITDA as we exit
2019. However, John Stephens is working on a number of initiatives. Asset sales are queued up. He's working them right now. He'll execute on
those in 2019. And with those attached to it, we'll actually feel like we get to about a 2.5x debt to EBITDA as we exit 2019. So we're feeling very
good about our capacity to execute on that as well.

So as you look at this chart, what you notice is we are now in a place where we have a very strong position in 2 areas, communications and
entertainment. And in fact, we have a 20% market participation in both of those segments. We like that a lot, because the average consumer
household in the United States today is spending $300 per month on communications and entertainment, and it's split about 50-50 between those
2 categories. And what we really like is, over time, these categories grow at about GDP, in some years, GDP plus. And so it's a nice predictable
growth in terms of this market. $300 per household growing at GDP.

Now whilst predictable in terms of its growth, as we know, the mix within these categories is constantly changing. You know what's happened in
communications. We've gone from fixed broadband, fixed voice and now fixed line TV services to wireless and to mobile services. And as we go
faster on 5G, I think you're going to see those trends accelerate. More and more is going to move into the wireless category.

On the entertainment side, you know these trends. We're seeing shifts in viewing from traditional TV viewing, cable, satellite to on-demand viewing
and streaming on-demand viewing. And so you put all this together, you're seeing all these shifts in the mix. And as a result, what you're seeing
are some significant business models shifts as well. And these business model shifts are happening in this industry faster than we've seen them
happen, particularly on the media side. These business models shifts involve media companies recognizing that they no longer have the luxury to
rely exclusively on wholesale distribution of their content to customers going through satellite and cable companies. They're scrambling and they're
working hard everybody to figure out how to go directly to the consumer, how to deliver their content directly to their audiences and how to have
a relationship with their audiences.

There's also a recognition in the media world that putting together oversized bundles of content and pushing down to the customer. The customer
is now rebelling. And in fact, the customer is leading many of these systems. There are fewer and fewer customers willing to pay the freight of a
really oversized bundle of content.

And we're also seeing advertisers saying, "We like that digital model. We like being targeted. We like being addressable." And they want to see that
kind of efficiency and advertising delivery into the media assets as well. That's what we like about where we are. We feel like we can address all of
these with the assets and the businesses that we have brought together. We, at AT&T, have 370 million direct-to-consumer relationships. Those
are relationships that WarnerMedia can now deliver content directly to the consumer. They can now begin to develop content and packages of
content and products for those 370 million consumers.

We also have a video portfolio to address these oversized bundles. We have a video portfolio now that, if you like, a really rich sports-centric 4K
multiroom platform, we got it. DIRECTV is as good as it gets. We think there's going to be demand for that for a long time. But those customers
that are more price-sensitive on smaller packages, we now have streamed over-the-top packages that John Donovan will take you through, that
we can deliver anywhere from $80 down to $15 packages on WatchTV, and we think we have good capacity to do this profitably.

And then last, John Stankey is developing in his team an SVOD, a video-on-demand service, leveraging the Warner Bros., HBO, Turner content
libraries, deep, vast IP libraries and putting direct-to-consumer opportunities in place. So we like a portfolio going for the premium to the efficient
side of the market and premium video on-demand. And so we think we've got a nice setup in terms of how to address that.
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That's what you're going to hear us talk about here this afternoon, to lay these plans out. We're going to start with John Donovan. He's the CEO of
our Communications business, AT&T Communications. He will take you in depth in terms of our mobility plans, FirstNet, how FirstNet is a platform
for 5G. And he'll also take you through the Entertainment Group, how we get from down double-digit EBITDA to flat EBITDA. And I think you're
going to see a very straightforward plan. John Stankey will take you through the WarnerMedia plan and our on-demand product that is coming
to market late 2019. Lori Lee is the CEO of our Latin American operations. She'll take you through that. Brian Lesser, new player to this team, he's
the CEO of Xandr, our new advertising platform. He's kind of the connecting tissue for all of this. Vast data coming out of our distribution business.
Incredible content and inventory library. And he's the guy that's putting the technology and the capability to bring this together and bring new
advertising models to bear for our advertising customers. And then last, John Stephens, our CFO, will take you through our earnings guidance for
next year as well as our merger synergies that we're anticipating and our capital allocation strategy for 2019. I hope he doesn't spend a lot of time
on that because it's real simple. We're going to pay down debt, right?

So with that, John Donovan, I'll bring you up.

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

Thank you, Randall. I'm going to cover the AT&T's Communication business, and that -- as a reminder, that will cover mobility, our enterprise
business and the Entertainment Group. And so summing what that bar chart showed you, that is roughly 80% of the EBITDA of the company. And
so we'll start with its largest component, which is mobility.

Mobility represents roughly 50% of the AT&T's overall EBITDA, and we've really had a remarkable year here in 2018. And I think we've really turned
the corner for growth. We are growing now in customer accounts and have been for many quarters. Service revenue, we crossed over and are
growing in EBITDA. And we're doing all of that while maintaining service margins. And so one of the ways you do that is effectively putting your
products together, and we've done that. And so this model is very sustainable. And so you've seen us do this while holding margins and also
keeping postpaid phone churn running at what have historically been lower levels for us in the industry.

And so in addition to that postpaid strength, I would widen the aperture a little bit and say that if you think of it in terms of smartphones, which is
both postpaid and the higher end of the prepaid market, our smartphone base is growing reasonably rapidly. By traditional standards, it's growing
very well, 2.7 million subs over the last 4 quarters. And so if you think about this, it's not only the postpaid, it is the customers that we have that
have the highest lifetime value because the ARPUs are better and the churn is lower, that on the backs of our network quality being terrific.

We've added spectrum. We've -- in some cases, in some markets, we've been deploying as much as 50% incremental spectrum. Because as we go
out and deploy our FirstNet contractual obligations, we have the ability with 1 touch, to deploy all of the spectrum that we have that is fallow.
That's providing not only capacity for us, that's providing a lot of network performance in speed and some of those things that customers find very
valuable. So you're going to see us get loud on the network quality. Probably the most comprehensive, at least in our opinion, the most authoritative
network quality study came out a couple of months ago that ranked our network first.

So on the backs of FirstNet, it's helped us drive capacity footprint for salability into the first responder community, but it's also had a tremendous
impact on the momentum we have in network quality. We expect the momentum we've seen here in 2018 in the wireless business to continue on
into 2019. And that network advantage I just talked about will also not only help with financial performance in 2019, it gives us a decided advantage
for our evolution into 5G.

So let me take just a minute here and talk about some of the key elements of 5G. Boiling it down to 3 quick points. First is, we are first where it
matters most. Secondly, we believe the early opportunities are going to be in enterprise. And third, and very importantly, the foundation for 5G
has a lot of elements that we're deploying today in a very large scale. And I'll take -- cover those off for you here so you get a sense of how much
our network performance is going to improve as we roll into 5G.

So first, let me start with this race to 5G. And a first here, in our view, is not who has a television commercial and puts themselves out as being first,
which is last to broadband. This is about international standards-based mobile traditional type of wireless where 5G will enable all new applications,
will be a dramatic leapfrog in what it does in Internet of Things. In that standards space race, by end of year, we'll be turning up that -- the first
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network that has that full capability, backward compatibility, interoperability. We'll be in parts of 12 cities this year, and we'll expand in the 19 cities
next year. We'll have our first commercial device this year that which will be a puck that will operate in this 5G environment. And then we'll be
adding a series of 5G smartphones in 2019.

Secondly, 5G, I talked about it being largely an enterprise play. We're seeing a lot of demand from enterprise customers who were blurring the line
between what has historically been a wide area network mobile with a local area network which has traditionally been wired. And so you've seen
us make 2 announcements. The first one is for Samsung's robotic manufacturing plant in Austin where we'll be deploying 5G on the campus to
enable for robotic manufacturing a whole lot of capabilities that heretofore were not available.

The second thing you've heard us announce is magic leap. And magic leap and its evolution of mixed reality, which is a combination of what we
think of as virtual and augmented reality, has an opportunity as it starts its evolution path to use 5G to get into materially different use cases, form
factor, size and weight. So those are examples and only really the tip of the iceberg in the examples we see for 5G as an enterprise technology. So
we are looking at use cases in verticals like retail, health care, financial, education, public safety. So we're going to take advantage of what we're
doing in the enterprise space and all of the verticals and have that solutioning carry over into 5G.

And the third and very importantly on 5G is that the transition to 5G has a couple of really profound capabilities that are coming. The first one is
what we call 5G Evolution, which is, in 400 markets by end of year, we'll -- and nationwide for next year, we will have a capability of deploying all
of our spectrum and the full capability of what was traditionally a 4G network to produce 400 megabits per second. We're going to also add license
assist capability, which the industry calls LAA, which is in 31 cities today that can get speeds up to 1 gig. So that foundation and footprint will be
an important part of how we do 5G. 5G, from my perspective, in my career in technology, is -- has the most potential of any network in any technology
that I've seen in our industry.

So let's transition to business. If you look at business, really, we've got 2 panels here. And the first one I want to highlight, because although we
talk about mobility, one of the strengths of our mobility business is how well we're doing in enterprise mobility. And I wanted to highlight a couple
of those things. Because FirstNet isn't just about building a network for FirstNet, we're barely a year into that FirstNet contract, and already, we're
6 months ahead of schedule. And we've deployed that network over about 1/3 of the coverage area that we've been expected -- that we're expected
to cover contractually. And why is that important? Because now we can sign agencies up. And so we've signed up over 3,600 agencies to sell into
with that capability. And so we are, right now, crossing over 0.25 million subscribers. And in that segment, that vertical, FirstNet, first responders,
their families, that's an area where most of the -- our additions are coming at the expense of our competitors.

So a little bit about the wireline side of enterprise. Randall mentioned it. I'll be brief on it. We're managing in an industry transition, and we're
focused on maintaining margins. If you look back over the last 3 years, we have consistently delivered between $2.6 billion and $2.8 billion quarterly
of EBITDA. We are automating, taking cost out, helping customers transition to new platforms and managing it in a very effective way to keep
stability in our EBITDA. And so if you think about that, we've been operating with margins in a business that others have viewed as challenging,
that are in the mid- to upper-30%. And as I mentioned, it's going to be central to what we do in 5G, and FirstNet does nothing but make this a
stronger story.

So moving to the Entertainment Group. Our plan in the Entertainment Group is very straightforward. It's to expand fiber, to evolve our video product
portfolio and get to EBITDA stability. It's not complicated. It's as straightforward plan as I've been involved in putting together. And the first and
really important part of the story is broadband. We're driving broadband success with the fiber footprint. And so if you look at how we're doing in
fiber markets, in markets where we've been fiber for 30 months or greater, our penetration is near 50%. And so if you think about the end of 2017
through 2018, we'll add 1 million fiber subscribers during this calendar year. And that shift is not only just selling the highest speeds, it's transitioning
a process that allows us to not only gain those customers, but the ARPUs that come with up speed along the way is also occurring in our base. And
so we have the strength of both customer count growth and ARPU growth. We're also starting to stabilize that DSL legacy environment, and that
curve is flattening out. And that fiber footprint, I'll remind you, end of this year today, 10 million homes past, we're going to add 4 million more by
the middle of 2019. So it gives us a nice footprint to sell into and provides a sustainable strength in the broadband business.

The second element of the strategy is video. So as Randall said, change continues. We're in a unique position in that with DIRECTV now, we launched
that 2 years ago. We've had a lot of learnings about the OTT market. We have an excellent product. We have a stable total base. Although that mix
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is shifting across Watch and across the DIRECTV NOW and the linear product, we've learned how to innovate very quickly. And where we're focused
with WarnerMedia now is we have the ability to do a lot of innovation and innovate very rapidly. And the plan is we'll have video offerings that will
serve each of those segments. And so we'll go from premium to much leaner offerings, with a focus on making each of those products profitable.

And so that leaves us to what is the -- how do all these changes map to providing stability and EBITDA for 2019? So I wanted to highlight for you
here a waterfall, 2018 EBITDA, approximately $10 billion. We have the pressure that comes from the loss of traditional linear TV subs. Weighing
against that, on the positive side, we're rolling off a 2-year price lock. We still have 2 million customers. We've been rolling off of that price lock for
a few quarters now. We've also retooled our OTT profitability, and some of that you've seen by way of price changes. But we've also been working
on tweaking all of the offerings and packages. We've also retooled how we're doing our promotional activity. And so the OTT profitability is a very
important part of what we're going to do.

I've already talked about the strength of broadband and then, very importantly, the cost initiatives. At our scale, things like machine learning, data
analytics involved in these hyperscale processes provide us a good opportunity. So this waterfall gives you a walk-down for 2019 that shows that
not only do we overcome the subscriber loss in linear, but we also overcome the approximately $1 billion from decline in the traditional wired
voice and some of the accounting changes that we roll over.

So that's the plan for 2019. Each one, this carries with it the initiatives that we expect we're going to execute on. And then the question becomes,
what do you do after 2019, 2020 and beyond? And looking beyond that, we've got to bend the content cost curve. We've got to find skinnier
packages that fit viewing profiles. We've got to -- with Brian Lesser, and you'll see with Xandr, we've got to get the incremental opportunity available
from ad monetization. And then very importantly, from a cost perspective in the near term and from a long-term perspective on profitability, is
the launch of our OTT thin client offering, which has a much lower installed cost into the home to lower the upfront cost, both in the front-end of
a new customer and the cost of any churn that might come. So those elements, those elements are each discrete and provide opportunity to give
us confidence that we'll get to the growth in 2020.

So a stable video base with the mix changing you see there. We know the mix is going to change, but it's important that we think about total
subscriber counts and managing through this transition with the customer.

Cost structure, just a brief note on that because that's an important part of our story over time. We've had 15 consecutive quarters of year-over-year
declines in network and technology cost. We're using data and automation throughout the business to drive cost curves down, to improve processes.
So as you think about in summarizing the communications company, we have a lot going on, but we have a very straightforward plan that's not
complicated. You see it in what we're doing in wireless. You see what we're doing in FirstNet. You see what we're doing in the fiber and the
broadband and then the Entertainment Group stability. We are very confident in our ability to execute the plans that we showed you here today.

And with that, I'll turn it over to John Stankey to talk about WarnerMedia.

John T. Stankey - AT&T Inc. - CEO of AT&T's Media Business

Thanks, John. If folks over here want to get up and walk around the front and seat, you're welcome to do that. I'm happy to (inaudible). Welcome
to WarnerMedia, the home of WarnerMedia. To extend my personal invitation, welcome to -- at least, for now, until we move down the river, it's
good to have you all here. I appreciate you taking a little bit of time to spend some effort with us to hear what's going on.

Over the next 15 minutes, I pretty much want to do 2 things. I want to just do a quick snapshot on where the business sits today as we've closed
the transaction, have reported on 2 quarters. And then I want to spend most of my time talking a little bit about the transition and what's happened.

I think the watchword I put on this has been fantastic operational stability and the hats off to the team. As you heard Randall talk about, it took
600 days to close this. And through that period of time and then, of course, into the period after the close, the operational stability of the business
and the performance of the business has been very much in line with expectations as to what we incurred -- expected to incur.
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And if you go down each of the 3 properties or 3 great properties, we've got HBO, which had incredibly strong subscriber growth trends in the
third quarter. Really pleased about that. And it's no wonder, it's a strong property. 23 primetime Emmys and continuing to maintain their lead
there. Their quality expertise and capabilities is second to none, and they demonstrate that year-over-year. Over 140 million global subscribers.
And when you think about where this business is going, they're doing a phenomenal job getting ready for next year in the slate of content that
they're bringing out as they ramp up production to make what is a great lineup even better. So feel really good about the momentum of that
business.

Turner, despite all the discussions we've had about the MVPD ecosystem and what's going on, continues to maintain its place in that space because
it's got great properties, not only in the network channels, but CNN is the primary digital site and the leading digital site for newsgathering in the
United States, continues to hold that lead. And our networks hold 2 out of the top 3 -- 3 out of the top 5 network channels in cable today. And so
as consumers are making that decision to skinny down those bundles and make decisions to rightsize their packages, the Turner suite of networks
is in that consideration set. And you saw that in the performance in the third quarter with subscription revenues doing as well as they did. They're
being placed on all the new packages and all the new bundles, and that's helping tremendously as we work through that mature piece of the
ecosystem.

And then where we saw a little bit of lift above our estimates for the third quarter came in the Warner Bros. organization, had a very strong third
quarter. We should not stop and ignore the fact that the television unit continues to be the strong workhorse of this division. Another near-record
70 series in production for this TV season. That's an incredible accomplishment. It's at a scale that nobody else in the industry achieves. But where
the upside came in was we talked about at the end of the second quarter that there was going to be a little bit softer compare on theatrical for
third quarter. It was a tough compare to last year. But, boy, talk about the consistency coming in the theatrical slate from Warner Bros., the third
quarter was another stellar outcome for the releases. We overachieved what we had forecasted, and that's where a little bit of our lift came in, in
the third quarter in aggregate.

And we're really excited about what we see coming in the fourth quarter as we talked about at the close of the earnings for the second quarter.
We shared with you that we have this dynamic of a little bit heavier-weighted fourth quarter in terms of the slate and the releases, which we do,
and we think we're going to be in really good shape at the close of the year for just a fantastic box office for 2018.

So all in, when you lay this all out for the year and for the fourth quarter, what you should expect is that the WarnerMedia assets are going to be
performing right around where we expected based on what Time Warner had communicated in their preguidance early this year. We've got a little
bit of a wild card in there with what happens with DISH. They might move it a little bit one way or the other, but in terms of the grand scheme of
our revenue streams, it's a very small amount of our overall impact. So we feel really good about where things have been. The teams performed
very well. And I'd like to now just kind of spend a few minutes on what we're working on and where we're taking this business.

Most of you are very familiar with these trends from the industry perspective. As Randall talked about earlier, we like the fact that there's about
$150 per household for 125 million households in the United States that spent on entertainment every month. And our thought process is, we
need to make sure that we're a must consideration set within that $150, especially as tastes are starting to change. And how are those tastes
changing? Well, we all know the watching behavioral changes that will occur, the shifts that are happening away from the traditional broadcast
linear MVPD ecosystem into more on-demand streaming. If you go back in time and you think about where things were in 2008, about 95% of total
entertainment consumption was coming through linear broadcast constructs. And you think about where we are today, it's about 55%. There's
been a pretty dramatic shift. What's more important, as you start thinking about how those platforms are shifting to allow that to happen, they're
obviously becoming much more dynamic platforms that allow for over-the-top delivery. Over-the-top delivery on fixed infrastructure, over-the-top
delivery on mobile infrastructure. And we're going to be looking at streams that are going to constitute over 55% of the total video watching by
the time we get out to late 2022. So that's a big shift, and it's really important we position ourselves from a technical perspective to accommodate
that. Those streams represent an opportunity. We move from broadcast to unicast. And unicast is what opens up the opportunity to do things like
change the ad model, get more information on customers and also allow the product to be far more engaging and far more personalized. So these
platforms are very important to respond to that.

The monetization that comes with the platform changes is the next piece that's really important. We believe really strongly on two-sided business
models in our company. We think that's going to be very important going forward. It's not just subscription, it's going to be subscription and
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advertising. Why do we believe that's important? Consumers clearly like the breadth of content that's available to them today. They love the choice.
What we have to realize is a large portion of that choice came on the backs of ad-supported models. And so, over time, if customers are going to
get the broadest choice, the widest selection, the best content, it's going to come from both subscription and ad-supported. Now things have to
change. We don't like the advertising models of past. We need to see better advertising products to support it, far less intrusive, far more targeted.
And that's why we think this dynamic of us working on the platforms and moving forward on these approaches with different distribution platforms
and adjusting the monetization models is so powerful moving forward. Our marriage with Xandr and the capabilities that we bring to marriage
the platform with great engaging content opens up a huge opportunity moving forward.

And then there's the types of content that people consume. Long form, short form, premium, native digital. You all know our strength in traditional
premium long-form content. That's uncontested. But we've also been doing a lot of work in our traditional assets as well as in the Otter Media
group on emerging with new native digital in short form. And we're confident that no matter how these platforms evolve and whatever [taste]
happen with customers, we're leading right now in the experimentation of how we aggregate audiences for all forms of content and feel really
well positioned.

Now why is that? We're well positioned because WarnerMedia group has been synonymous with creative excellence at scale for a very long time.
This is where the iconic brands and franchises rest, the iconic brands and franchises that allow us to take intellectual property and extend it out in
long-reaching revenue streams and opportunities to have engagement with a customer. When we do that, we win awards that's recognized as
content that's unparalleled.

We have a distribution capability globally to get that content out in front of anybody who wants to see. That becomes important because when
you're working with top talent, they clearly want to work with distribution platforms that match their particular creative capabilities, and they want
as many people to see it as they possibly can around the globe. And when you add that all together, that's what brings the creative excellence.
And that flywheel continues. We not only have the tool set that's necessary from an infrastructure and technical perspective, but we have the
creative opportunity to bring great content onto these platforms. And that's the shift that we're now talking about.

So where are we going on direct-to-consumer? And why is it important? First of all, it complements our existing business. We have long-standing
relationships that remain incredibly important to us, those we distribute with, those that we produce for, those that we sell to. And our approach
here is to make sure that we continue to be sensitive to that dynamic and work within that construct. And we think our approach in direct-to-consumer
can actually be win-win for everybody involved. Why do we think that? Well, we already have demonstrated that when you make a product more
on-demand and you make great content that fits into that on-demand model, customers like it. And those that distribute our products, like CINEMAX
and HBO, who have morphed into that kind of a construct, see great opportunity in terms of driving down churn and driving up engagement on
their platforms. We know this formula works, and we know that the trend is a customer looking for more on-demand content. What we're trying
to do is take something that's worked very well for us and add to it, make sure that customers can find more content they want on-demand and
marry it with products and services that they have, so they have even more reasons to stick around and stay on WarnerMedia properties and work
within an environment where that property rests as it's distributed.

The fact of the matter is, is we want to broaden the relevant demographic base. Our products today are really good, but they hit a particular demo.
And our goal now is to say, "Can we open the aperture a bit and make sure we get a broader demo, pick up more customers, and in doing that, we
get more engagement on digital content?" Those unicast streams that I'm talking about that are unique to each customer.

So what do we need to do? We need to build a better product, a better experience. A better product through experience ultimately drives more
engagement. More engagement drives more data. And then, ultimately, when you get that kind of a flywheel going, you have an opportunity for
better and more monetization. And that's really what's underpinning this. The benefits of that, the benefits of more engagement, more data flow
not only to us, but they flow to the partner that's working with us.

What Brian is doing over in the advertising space is a platform that's open to everybody. (inaudible) all inventory to come in, all opportunity. We
talked about that. It's an opportunity to lift the industry. And we see this as the same opportunity to marry those 2 things together for the benefit
of everyone. Everyone shares in the benefit of more reach and engagement.
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So what exactly is the product? It's really a 3-tier structure right now. And as you heard Randall talk about it, initially coming out of the chute, this
is an SVOD product. It's a software experience wrapping creative excellence that we're going to showcase specific brands to help the customer
navigate and find the right curated content that they want. It's got to be easily assessable. It's got to be ubiquitous. Overall devices, anywhere that
customer wants to go, it's got to have a great value proposition. It will be a combination of original content that's unique and special that gives it
character, it'll have library content and, over time, growing third-party partnerships that bring additional content in that help augment those
brands.

As I said, it's a scaled SVOD offer initially. We're going to be working to develop this through the first half of '19. We start in a great place because
as you heard John talk about, we have a lot of assets inside of our business today that give us a really strong head start in the technology side of
this so that we can tune it properly. And we'll be out with a beta release in the fourth quarter of '19 so that we can start to introduce this to the
customer and fine-tune our implementation.

It's a 3-tier offer. If you think about it, we really want the customer to want all 3 tiers, but we're allowing them to work their way in, in an entry level,
very affordable price point, think of something that has a lot of movie-focused content in it. Step up, gives them unique original content and
programming and then see some theatrical blockbusters added into that in the second tier. But what we really want is a customer to commit all
the way and go for the third tier. In the third tier, you should think about as everything in the first 2, and then we start to add depth into the libraries.
And the library is focused on places like classics, kids and family, theatrical, deeper theatrical than what we have in the first two, and comedy.

So our goal here is to build reason for more customers to be involved with us across a variety of different demographics and have genres and
brands that actually attract people in. We understand that this product has to be good enough to be part of the essential consumer set that
somebody thinks about when they spend that $150 a month. The bundle will be compelling. It will be a great value. It will be desirable content.
And it will have brand character.

So we're positioned well for the future and where we're going. If you think about the underpinning of why we did the WarnerMedia and AT&T
transaction, one of the fundamental drivers was the push to vertical integration. It's that distribution strength with content, with data that ultimately
gets you to a scaled audience. Our approach here is enabling a long-term plan of some compelling content broadly available to a deep percentage
of the customer base that establishes a relationship with the majority of households. They're in a position where they've got to have that in
consideration set. That's the entry (inaudible) take that first step in that journey. Randall talked about it earlier. When you think about great content
drives engagement, engagements drives insights and recommendations on the customer that ultimately drives purchasing to monetization. When
we get new purchasing to monetization, we continue to innovate on new content, and then you get more engagement. And that flywheel keeps
reinforcing itself. And at the end of the day, it is that engagement that's good for all of AT&T's businesses. It's good for us growing in that $300 pie
that Randall talked about across both communications and entertainment.

Appreciate your time today. And what I'd like to do right now is turn this over to Lori Lee, who can come and talk to you a little bit about the Latin
American operations. Lori?

Lori M. Lee - AT&T Inc. - Global Marketing Officer and CEO of AT&T Latin America

Thanks, John. Good afternoon. It's good to see some familiar faces from when I was in Investor Relations. I appreciate the opportunity to give you
a quick overview of AT&T Latin America. As a reminder, our segment has 2 businesses, wireless in Mexico and entertainment in Latin America. And
together, they serve nearly 31 million customers.

Our mobility business now has over 17 million subscribers, and that makes it the fastest-growing wireless company in Mexico. That's been the case
for 10 consecutive quarters, and we're proud about that. That growth comes from our AT&T brand that has both postpaid and prepaid products,
as well as from our Unefon prepaid offering.

Vrio is a leading TV pay provider across 11 countries in Latin America, serving over 13 million customers. Put it all together, it's an $8 billion business
and it's growing. So if we take a double click on Mexico, we believe Mexico is an opportunity for growth. Mexico has a growing economy, they have
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an expanding population and we believe growth can be achieved there. We've done a lot of work over the past 3 years to grow our business. In
fact over that time frame, we've nearly doubled our subscriber base, and we expect that to continue.

Our goal in Mexico is clear. We want to continue our trend of improving EBITDA and cash flows, and we have line of sight in the second half of 2019
that EBITDA will break even. How will we do that? We're going to grow customers, reduce costs and lower CapEx. Our LTE network is largely
complete. We now cover 100 million people with Mexico's most reliable network. We recently also acquired 80 megahertz of spectrum. That gives
us plenty of capacity for future services and future growth.

We're always working with J.D. and his team, looking for areas of innovation in the U.S. that we can take south to the Mexican operations. And we
feel like we're doing that, though in the manner that we built out our network to introducing nonsubsidized smartphones and, most recently,
working together on expanding IoT.

So if we move to Vrio. Vrio continues to show sustained growth in cash generation. Our subscriber growth largely comes from the prepaid market
where we're the only company who has really figured out how to tap, serve and scale this market. We're also working on costs, constantly looking
for ways to utilize technology to reduce our cost structure, everything from electronic billing to bringing automation to all pieces of our front-line
operations. I don't need to tell this group about the dynamic that foreign exchange plays in Latin America. The good news is, one, most of our costs
are denominated in the local currency; and two, we have really strong local leaders that have a vast experience in dealing with these kinds of
fluctuations.

One opportunity I'd like to highlight is our recent launch of our OTT product, DIRECTV GO. We launched it in Colombia and Chile. And this product
is targeted at the urban areas in our markets where we are typically underpenetrated with the satellite offering. We learned a lot about OTT in the
U.S. and we feel good about our time to market and our profitability as we launch and learn in these 2 markets, and then expand.

So to wrap it up, we're very positive on Latin America. We believe that our innovative offers and our focus on cost can continue to drive both top
and bottom line benefits for AT&T.

And now I'm going to turn it over to Brian Lesser, who runs our advertising business.

Brian Lesser - AT&T Inc. - CEO of Xandr - AT&T Services, Inc.

Thank you, Lori. All right. Let's talk about what really matters, advertising.

Hello, I'm going to talk about Xandr, our advertising business. In order for me to give you an idea of why we've already been so successful in the
advertising business and why I continue to think we'll be very successful in the future and what our advantage is, I need to take you on a bit of a
journey over the last 20 years on what's happened in the advertising business and I think that's going to inform why we are so fortunate to have
the assets we have and why we're really going to evolve this business and build a big business to complement what you've heard already here
today.

For most of the history of advertising, advertising was bought based on the context of a message. The reason why you see so many pickup truck
ads when you watch football is because lots of young men, they're in the market for a pickup truck, watch football. That's a very, very effective way
of buying advertising. But there are lots of other audiences that watch football, like women and older people, that might be interested in other
types of cars.

Although advertising was bought and sold that way for most of its history, along came digital advertising, which really changed the way advertisers
think about engaging with consumers, and in many ways, changed the way marketers think about buying audiences. And so what digital advertising
did is it allowed content owners and platform providers to collect data about audiences so that they can be much more precise with how they
serve ads. And all of that data beget lots and lots of technology. The technology is there to gather the data, to match it to an audience and to
enable, in many cases, the real-time delivery of ads that can be optimized and measured.
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That has led to an explosion of ad tech and digital platforms, and we all know of the success we've seen from companies like Google and Facebook
in the digital advertising world because they have great data and they have the means to target advertising to those audiences. But we're now at
a specific moment in time where all of that can change yet again. And the reason is that, although those digital platforms are very good for digital
advertising, they really haven't changed the way television and video is bought and sold. Television is still such an amazing medium because of
the professionally produced content you've already heard about today, because of the context of those messages, because of the quality of that
content. But really, major players in the digital space, or even in the traditional space, are not well positioned in premium TV and video, and we
certainly see that amongst the digital platforms that they -- although they are trying to push into television-like content and video, but they don't
have those assets that we do.

We also know that advertisers and the agencies that represent advertisers are frustrated right now because they love television as a medium, and
they like the digital platforms because of its target ability and measurement, but there is no hybrid. And when they buy on the digital platforms,
they're disappointed with the economics that ultimately go to the publishers, they're disappointed, in many cases, with fraud that comes with big
digital platforms. In many cases, they're disappointed with the context of those messages, where they can't necessarily control the juxtaposition
of their message with the content.

And finally, we know that no single player has assembled all the assets to marry the best of those digital platforms with high-quality television and
video. That's true of the digital players, that's also true of our traditional competition. So all of this evolution has brought us to a point where we,
as Xandr and AT&T, can evolve the advertising business.

And why do I think we can do that? Well, we have a set of 4 assets that no other company has. Number one, we have distribution. We are the #1
distributor of television in this market. We're the #2 mobile provider. We're the #3 broadband provider. That gives us tremendous ability to distribute
content and advertising directly to consumers. Number two, that distribution also allows us to collect data. Randall talked about 370 million
customer connections across our TV business, our broadband business, our mobile business and all the digital assets that come within WarnerMedia.
All of those customer connections provide us a tremendous amount of data that is first-party, that is identifiable to consumers, that we can then
model and have a much better sense of what consumers want to watch and how they want to be engaged with advertising. The third is content.
You need content to attract audiences. You also need content in order to innovate the types of advertising formats that you can direct to consumers.
And as John talked about, we have one of the greatest content libraries in the world. And then finally, technology. You need a technology platform
to marry the distribution data and content. Over the summer, we closed a transaction. We bought a company called AppNexus. AppNexus was the
leading independent digital advertising platform, with hundreds of relationships on the supply side to provide inventory and hundreds of
relationships on the demand side to provide demand to advertising campaigns.

So going into 2019, we really have 2 businesses within Xandr that are very complementary of each other. The first is our TV platform, and we
reported at the end of the third quarter that our TV advertising business within Xandr grew 22%. That's a very impressive growth rate for a TV
advertising business, and that is based on the success of our addressable TV product and all of our audience-driven, data-centric advertising
products. You will continue to see that Xandr media business outpace the television market in 2019.

And now what we're marrying to that is the digital platform business. AppNexus, when we bought the company, already had close to $3 billion of
throughput through the largest independent digital advertising platform. So we're marrying a very, very strong media sales company with the
strongest digital advertising platform. The digital advertising platforms allow us to get even more efficient with how we find audiences, with how
we run campaigns, with how we innovate in terms of our formats and our measurement. And our media sales business complements our technology
platform business in the sense that all of the publishers that we already work with can now have a conduit to even more demand, to marry that
high-quality inventory with great content to achieve excellent results. It's that marriage of technology with our exceptional assets in TV and video
that give us confidence that we're going to be evolved -- that we're going to be able to evolve the market.

So how will we measure that success? Number one, you've already seen within Xandr, we are outpacing the market. If you look at our television
advertising sales, we're well above how the market is performing. And you'll continue to see that going forward. Two is internal use of our platform.
We have a tremendous advantage in terms of all of the advertising inventory that we possess within AT&T, inclusive of the communications
company, and within WarnerMedia. And so over time, you will see us continue to ingest more of our own inventory into that platform, marry it
with data so that we can achieve higher CPMs and higher yield and introduce new formats to the market. And then finally, you'll see us scale with
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third parties. John Stankey mentioned the fact that we're not building this platform solely to monetize our own inventory, we are partnering
effectively already with other parties that will use our platform to monetize our inventory. You saw an announcement that we're partnering with
Altice and Frontier to manage their addressable advertising inventory, and you'll continue to see us announce new partnerships where other third
parties are using our technology, using our data to get better yield on their inventory and to drive their advertising business forward. So I'm very,
very confident in the success of this business in 2019.

And with that, I will hand it off to John Stephens to wrap up.

John Joseph Stephens - AT&T Inc. - Senior Executive VP & CFO

Thanks, Brian, and good afternoon, everyone. Welcome here in the room and welcome to everybody on the web. We greatly appreciate your
interest in AT&T. I think you've heard over the last 4 presentations a real conviction, some real confidence in the plans, some straightforward talk
about how we are going achieve those plans and people that are not only believe but are committed to achieving those plans.

My goal is to kind of give you a sense of what that means from a financial perspective. So I want to talk to you about 4 things: one, what the
integrated growth story is going to look like; two, about when we add to that our merger synergies; three, how that provides us an opportunity to
deleverage and strengthen what we believe is already a very strong balance sheet; and fourth, and probably the punchline for everybody here, is
the financial guidance that we're giving for 2019. I won't belabor the integrated growth story because I think my teammates did a great job, but
Mobility is about growth: customer growth, service revenue growth, profitability growth and quality network expansion through the FirstNet
efforts.

Entertainment Group, it's about getting the market pricing, it's about getting broadband growth, it's about getting advertising growth and it's
about that relentless pursuit of cost efficiency, whether it's through efficient subscriber acquisition costs or cutting down our costs on our operational
side. Confident we can do it, believe in the plan.

On WarnerMedia, the word that comes to mind is premium, premium content, premium performance by the WarnerMedia team in these first 5, 4
months that we've been partnered with them. They've done it, whether it's in Emmy's, whether it's in subscription revenues, whether it's in
tremendous productions of television and video, we certainly expect that to continue and it adds great quality premium content to us. And it gives
us the opportunity to marry the opportunities we have from the legacy AT&T with that content to provide a great direct-to-consumer opportunity
in the fourth quarter of next year.

Latin America is all about the future. Mexico has been performing quite well, but think about adding 3.5 million customers a year for multiple years.
Think about the ability to grow that, especially now that we've essentially completed the $100 million LTE build-out, and we're very close to
completing our systems integration effort. So real opportunities there, we feel great about that opportunity to get to growth. And we've had a
sustained performance of Vrio. The management has done a great job and continues to generate -- we measure it by simple free cash flow, continue
to be a cash flow positive story. You put all that on to the top of our Xandr opportunity you saw in the quarter, Brian referenced it, 20% growth in
the third quarter on traditional advertising revenues, tremendous performance, and the opportunities that he laid out are just phenomenal. What
I will tell you, though, is the key to that is we now have the management. The team that Brian has assembled is in place. We've got the resources,
we've got the distribution, we've got the capabilities as they showed in the third quarter, now it's just time to let them go and do their job. So very
excited about the integrated growth story and feel very comfortable by its achievability.

So let's move on from there to what we haven't really talked much about, and that's merger synergies. When we announced the Time Warner deal,
we talked about having a possibility of $2.5 billion of merger synergy opportunities, and they're going to fall into 2 categories: $1.5 billion in cost
and $1 billion of revenue.

For those of you who know our company know we're really pretty good on cost synergies. These costs synergies are going to come from things
like corporate overhead. They're going to come from things like procurement and purchasing, about marketing combinations, about sharing assets
and capabilities across the business that we can learn from WarnerMedia and WarnerMedia can hopefully learn from us. That capability will drive
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$1.5 billion of cost savings on a run-rate basis by 2021. Feel good about that, and it gives us the opportunity if we can't overperform to continue
to invest to those businesses.

Revenue synergies are about $1 billion. That opportunity is pretty straightforward. We've talked about advertising, and we believe it works,
particularly when you measure it with the capabilities of the premium content that we have. But churn reduction, if we can use this like we've done
with AT&T Watch and combining this premium content with our mobility products, and we can get 1 basis point reduction in churn. That's 100,000
customers on our voice mobility base a year. It's that kind of magnitude. That's just kind of the base. You can understand what this could do, and
across our platforms, whether it's broadband, whether it's mobility, whether it's video. And the cross-selling opportunities. Like we've done with
AT&T Watch, but also what we can do with our retail stores and the ability to sell consumer products out of our WarnerMedia business in our retail
stores.

Significant opportunities. When you put them all together, they total $2.5 billion. We'd expect that we'll get a run rate on those savings of about
$700 million by the end of '19 and it's a run rate at the end of the year, $2 billion by the end of '20 and $2.5 billion at the end of '21. So we've got
really great growth plans that are out there and now we've got these merger synergies to tie into that. The key for a person like me is to provide
the great opportunity for EBITDA and cash flows. So let's go to the next slide and talk about our leverage update.

We're expecting to be -- and we know there's been a lot of discussion about this, but we're expecting to be at about $170 billion in net debt at the
end of this year. That will leave us right at about 2x -- 2.8x net debt-to-EBITDA. You've seen what we've been doing over the last 4 months in
managing our balance sheet and managing our debt, but we feel very comfortable in getting to these levels.

Next year, we expect to have free cash flow after dividends, free cash flow after we pay our dividends to our shareholders, of about $12 billion. If
we commit that $12 billion, which we are committing, you heard Randall say, to paying down debt, that alone gets us down to $158 billion and
gets us down to about 2.6x net debt-to-EBITDA. Very solid with our balance sheet, very good position.

Additionally, we've been on an effort to, if you will, reviewing our $500 billion balance sheet and looking for opportunities to monetize assets that
are not essential to the strategies my 4 teammates just laid out. So if you think about whether we've got new headquarters buildings or whether
you think about we have minority investments in things like SKY Mexico or Hulu or a variety of other things that we have, if you think about working
capital opportunities, we can learn from our new partners from WarnerMedia, or hopefully, capabilities that we have that we can share with them.
We truly believe that there's at least, and we are confident we can get to, $6 billion to $8 billion of additional cash generation. And if we did that,
if we're successful in that, that would bring us down to that 2.5x range. We're working on a number of these items today. I'll point out a few in
specifics. We've got a whole lot more than that going on and we'll continue to focus on getting that done.

When you look at some of the other things on our balance sheet -- so you're trying to say you can get to the 2.5x, we got that, what about your
pension plan? Our pension plan is fully funded. What about interest rates? Interest rates are going up. They haven't been going up last week, but
what if the interest rates go up, we have $150 billion -- more than $150 billion of that $170 billion locked in on fixed-rate debt. So for a company
that's going to be spending their time paying down debt, there's not a risk that -- of that $150 billion increasing cost because this is locked in.

Additionally, I will tell you if 10 basis point increase in the discount rates on our pension and our benefit plans, saves us $1 billion. 50 basis points
year-over-year saves us $5 billion to that liability. So we have an interesting set of hedges, from locking in our debt from the long term early on
when we saw these interest rates were historically low to what we have done with our fully funded pension plans in keeping those rates very
managed.

Last, I'll tell you we have worked very hard over the last 4 months to term out our debt. We've used a diverse set of capital markets, have had no
challenges whatsoever in borrowing money, and now, we have towers for the next 4 years that essentially equal the free cash flow after dividends.
So the $12 billion would cover our towers and virtually everyone in the next 4 years, and we expect to grow. So we should be more than covering
all of that. So very flexible, very workable position as we get down to more traditional levels. So where does that leave us? I think that leaves us
with the most important lines here, and that's what our guidance is going to be for next year.
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We expect free cash flow in the $26 billion range. We expect the dividend payout ratio in the high 50% range. That's an extremely strong payout
ratio on a historic basis for us. It's not the best we've ever had, but it's close, it's very, very good and I think it shows the strength of our balance
sheet, the strength of our shareholders, of our dividends and our ability to really maintain and manage our balance sheet.

Net debt-to-EBITDA on an adjusted basis we expect to go down in the 2.5x range.

Gross capital investment. This is the gross numbers before any kind of reimbursements from FirstNet, reimbursements we've been getting all year
long, quite frankly, but reimbursements from FirstNet. We expect to spend about $23 billion. You've heard about the great network improvements
and the performance of the network, it's from this investment and we're going to continue to invest in our business.

And we're going to get adjusted EPS growth and we've put all this together in low single digits. So we are going to grow this business on top of
what is an EPS growth this year that's well into the double digits.

With that, I think we have a conclusion of the formal presentation. I'll turn it over to Mike Viola, and we'll have Mike take care of -- in answering the
questions.

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

Michael J. Viola - AT&T Inc. - SVP of IR

All right, everybody. We're going to open it up for questions. Just a couple of ground rules. We've got 4 guys that have microphones on the side:
Michael and Martin, Kent and Chris. And when you -- for the benefit of the folks on the webcast, if you do have a question, please stand, state your
name and your firm, for that benefit. Okay?

So I'll call in Colby for the first question.

Colby Alexander Synesael - Cowen and Company, LLC, Research Division - MD and Senior Research Analyst

Great. Colby Synesael from Cowen. I have 2 questions, actually. One, not included in your guidance for 2019 was potential spectrum auctions, and
it seems like there may be some coming. I'm curious if you're planning on participating in some of those or if you can let those go, considering
your focus on debt paydown. And then secondly, when you're talking about your cost reductions for the Entertainment Group, I didn't hear anything
specific about renegotiating with some of your content providers such as Viacom, and I'm curious how that figures into your assumptions as well?

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

So Colby, I'll take the first part then I'll let John Donovan take the content cost question. We are, as I think Mike mentioned at the beginning, in the
quite period of spectrum auctions, so we cannot spectrum auctions, but I will tell you this, the 2.5x target is the 2.5x target, okay? So just infer
however you will that -- but that's the objective. Any kind of capital outlays, if they exist, we'll get to 2.5x even in light of any capital outlays.

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

Yes. The content cost side of things, I mentioned in the long term it's absolutely central that we match our content availability and cost to the
viewership and actually the value that the customers place on that, and that's an important part of what we're learning now in whether our platforms
give a more robust view of engagement. The last few content agreements we've signed have reflected that. It takes a period of a couple of years
to work your way through all of your content agreements, and that's why I emphasized it for 2020. But 2019, we expect to bend the content cost
curve.
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Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

The top priority, referencing that cost curve, is what you've referenced, Colby.

Who do we want to go next, Mike? Are you directing this traffic?

Michael J. Viola - AT&T Inc. - SVP of IR

With John Hodulik.

John Christopher Hodulik - UBS Investment Bank, Research Division - MD, Sector Head of the United States Communications Group, and Telco
and Pay TV Analyst

Maybe first for John Stankey. John, can you talk a little bit more about the direct-to-consumer effort? Do you have the scale, you think, to compete
in what is becoming a more and more competitive sort of outside world? And maybe talk a little bit about do you continue to expect to license a
lot of the content that you have out with SKY and Netflix going forward as you build that new platform? And then maybe one for John Stephens.
We appreciate the CapEx guidance for next year, could you talk a little bit -- maybe longer term, I mean, you've got FirstNet, you've got the fiber
build, is this sort of -- are these sort of elevated CapEx levels? Or how should we look at the capital intensity of the business going forward as some
of those things roll off?

John T. Stankey - AT&T Inc. - CEO of AT&T's Media Business

We've adopted the White House question standards here, so there's no follow-up questions. Hold that microphone away from him.

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

There goes another lawsuit.

John T. Stankey - AT&T Inc. - CEO of AT&T's Media Business

I'll file it for me. The short answer is, yes. I think we can play really well. And let me -- I think it's good to step back for just a second and talk about
not with the direct-to-consumer business for scaled entertainment products looks like right at this moment, but think about what's going to happen
over the next 18 to 24 months. And I'd submit to you that we're going to see a pretty substantial structural shift that's going to occur. It's clear that
there's a number of large players who have really deep libraries who've all stepped back and said, "It's probably a different model we want to look
at here." And so I think some of the incumbents that are in that space today should expect that their libraries are going to get a lot thinner as we
get out 18 to 24 months in the number of hours that they have available for their consumers. And I don't think they go away, but they're not going
to be the same size they are today. And the dynamic that those incumbents are playing with is, unfortunately, today, still, you pick the number,
75%, 80% of their total view in tonnage is sitting on a lot of that license content. So their pressure is they've got to make this pivot over the next
18 to 24 months to get people off of viewing the license content that maybe sits in our library or sits in a Disney-Fox library and get it onto their
own. And I believe these products, when you think about what they're going to look like down the road is they're probably going to be structured
little bit differently than we think about them at the moment. And I believe that we can play in that world going forward because, as I said earlier,
we want to be very clear around what our expertise is in building great content that's tailored to specific audiences that have brands that's supported.
Everybody can have their own strategy. Ours isn't the warehouse strategy. It's going to be the strategy of great value, great depth and great brands
that people know how to navigate to the content they want to in those brands. Second thing I would point out is we're not a ground start customer
acquirer in this case, right? We've talked about all the customer relationships we have. We already have technology platforms in our business that
are suited to do this. Whether that requires some investment, they're going to require a lot less investment than a ground start. Customer acquisition

16

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

©2018 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.

NOVEMBER 29, 2018 / 9:00PM, T - AT&T Inc Analyst Meeting

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



Client Id: 77

costs will be different, given our relationships. So if you're really good about our position domestically to make some headway as we move into
this market and have a meaningful offer. And I also expect, because we're in a position where we want this platform to be something that brings
data out to the industry and helps others in an outside world, there's no reason why other content can't live on this platform either over time. And
the fact that suggests that others in the industry should want to come in and help and work. And over time, I think, structurally, that's likely what
we're going to see happen. We want to make sure we're in a place to be that scaled environment where people can come and put their wares and
do these things and get to customers in a way that's advantageous for their business model as well. As you think about outside the U.S., we haven't
given any indication on what we want to do. I would tell you my view on the international market is we're still going to be doing licensing not only
outside the U.S., we'll be doing licensing inside the U.S. as well. We're not going to take all of our content, necessarily hold it for ourselves, we're
going to have some partners we work with that believe that their content is better suited on another platform, and we may choose to put it there.
But there are some markets outside the U.S. that are very different than the U.S. domestic market, and I think we'll be very strategic about how we
think about that and where we think that there's a play at either partner or move forward on a direct-to-consumer construct. But the better option
for us is to continue in a licensing mode in what has been very strong licensing relationships that we have outside the U.S.

John Joseph Stephens - AT&T Inc. - Senior Executive VP & CFO

And John, with regard to the capital needs of the business, capital demands of the business, it's really great question. As you all know, this year,
we're getting a contract payment from the federal government for close to $1.6 billion. In fact, we've, today, as of today, we've received almost
every dollar to that end. The government has been a great partner to work with. And I think it appreciated the fact that network team has exceeded
the contract specifications and build requirements were way ahead. So with regard to next year, we have another big lift with regard to the FirstNet
contract and we are really confident that we're going to be able to continue to perform like we have this year and receive those government
reimbursements. So that will affect us next year, and quite frankly, it's a multi-year. I think next year, at the end of next year, we're probably in that
50% to 60% range of the build-out and completing in the next couple of years. But from -- I think the real meaning of your question kind of goes
like this. We will, by the end of next year, have an additional 50% spectral capacity put in service with our AWS and WCS compared to the end of
2016. The team has built it and is climbing towers today, putting up 5G-capable radios such that the ability to further upgrade that, now as John
Donovan talked about, with 5G is going to be software, and in most cases, much of it's going to be software-enabled. So when you add that kind
of capacity from a spectral perspective and then add to it the beauty of upgrading from a 3G or an LTE into a 5G on a software basis, you can
understand that, yes, we do believe we can get capital efficiencies on a longer-term basis. You can also bet on the fact that we're going to satisfy
our FCC requirements with regard to getting to 14 million fiber-to-the-prem build by the middle of next year, by middle of July next year, and that
will take a build requirement and a capital requirement off the table for us. So the activity that we're doing now is moving towards a software-based
network that will allow for dramatic efficiencies. And we're taking the time to invest a few more dollars today, and our team is doing a great job.
We've invested dollars to get ahead of that, to get spectrum put to use and to get that capacity out there. So yes, I clearly believe we're going to
get it. I will also tell you just from a math basis, when you get a WarnerMedia and the 15% of the revenue or the $38 billion-ish revenue that has a
very low CapEx requirement, when you get Xandr up and running at full speed and we have an advertising business that has less capital requirements,
you can see where our capital intensity will go down measurably. One of the reasons why these 2 businesses are so important to us is because it
gives us dramatic financial flexibility as they continue to perform as well as they have.

David William Barden - BofA Merrill Lynch, Research Division - MD

Dave Barden. I guess, first of all, thank you for the granularity on the kind of Entertainment Group plan. I think that kind of gives us better visibility
in what you're really trying to do in the levers. One of the things that stood out, though, to me was the big green bar, John, was on the roll-off of
promotions, the expectations that we're going to see some price hikes for some of the customer base. And then in the lower left-hand side of the
slide, it says we're going to stay at 25 million video customers. So I was wondering if you could kind of talk to us a little bit about how you manage
pushing up the revenue from the base while trying to maintain exactly the same number of video customers. I think that's not really what we saw
in the third quarter to kind of help to understand the path.

17

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

©2018 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.

NOVEMBER 29, 2018 / 9:00PM, T - AT&T Inc Analyst Meeting

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



Client Id: 77

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

Yes. Thanks, Dave. So if you look at any given quarter, we may not hit precisely the numbers that would make it look like this thing is going to be
the smoothest thing on the planet, it's not. If you look at where we are on our ARPU on the video product, we're much higher than the rest of the
industry. It -- the idea that there's some clean direct price that everybody pays is just not the way the video business works. So when you're locked
in with content costs that are locked in to go up with revenue flat, then you don't have the ability to get your distribution on customers. We've
done a lot better job over time in figuring out how much a customer values a product. The demographics of this are not the easiest thing in the
world because someone who uses the television as entertainment in babysitting and use it 10 hours a day, irrespective of income, might value
that product much more than someone that does -- uses it far less for, say, a second home. So in working through that, we have done a really good
job of learning at the catch point how to reprice customers that are working their way out of a traditional linear product and manage them into
DIRECTV NOWs instead of losing them, using WatchTV as a churn reduction tool. And the content costs on both of those are slated to be positioned
more effectively, so we can make a profit not overall -- not only overall but in each individual one. And so there is a seasonality of managing the
total volume on the total subscriber count that in any given quarter the number might be 20,000, 30,000, 40,000 customers more than you guys
had forecasted, but for us, it's really about how are we executing the integration of the bundles, how are we executing on the save desk for the
data that we have. And we feel pretty good, like we've got the instrumentation and the tooling to operate at -- near the industry curve, if you will,
on that decline. The last point that I'll make is broadband is a big part of this. And the one thing that we've got is a national footprint on satellite
TV and wireless, but increasingly, we've got to get between ourselves a lot more towards a broadband-led approach as opposed to a TV- and
wireless-led approach. I think our competitors have been very smart in working with the assets they have. We've got to step up and be smarter
ourselves. But I'm really confident that we're going to be able to pull this off. And in any given quarter, linear decline, we may be slightly above,
slightly below where the industry is, but we're going to be focused in the long term of making sure we're catching customers with Watch to lower
churn, we're catching them with Now to make sure that we're getting new households, single-family, 2 streams, multi-dwelling units, and then
just to keep lowering our cost. So that's the strategy that we've got there.

Kannan Venkateshwar - Barclays Bank PLC, Research Division - Director & Senior Research Analyst

A couple. Kannan from Barclays. So firstly, when you look at the 18- to 24-month period over which you may lose some content as you launch your
own platform, how should we think about the revenue loss associated with that in terms of scale, if you can give us some sense to that? And
secondly, when you think about the OTT services, you now have a number of them within the company across the board. And so you have HBO
on one side, you have DTV Now, Watch, Bleacher Report, and so on. Why have so many services and invest in each one of them separately when
from a consumer perspective that actually causes fragmentation and more confusion in the market?

John T. Stankey - AT&T Inc. - CEO of AT&T's Media Business

So we're not giving any discreet guidance down with the WarnerMedia level. I'll tell you what John characterized to you in terms of guidance and
corporate's expectations around where we're going on licensing. And as you know, based on the accounting of how this thing is done, the cash
flow versus the net income issue is quite a bit different given the accruals on cash versus accounting for net income. But what I'll tell you is, I think
actually what you're seeing us do is address exactly what you outlined. You've seen some announcements we've made publicly about shutting
down certain direct-to-consumer offers that we have that we're a little bit more net-oriented than fragmented, and we've done that. And the
purpose of that is to make sure that we have a place where we can put the bulk of our library, some place where we get focus and scale and build
the kind of customer base I described earlier. So I would say, directionally, you already see us moving that way. Now does that mean that there
won't to be a live linear platform and an on-demand platform for a period of time? I do think the market today has a degree of segmentation in
them. If you ask me to prognosticate out 3 years, do I think, ultimately, most of these scaled platforms that have tens of millions of customers will
start offering a portfolio of services that move from subscription video to advertising-supported video on demand to some live, linear item, I do
believe that will be the case. And as we think about that internally, it's about how do we build these platforms and make sure that the platform
and the technology capabilities converge to be able to move across those different offerings. A customer may choose to buy some or all of what
you put on that platform, but I think that's where things are going. I think that fragmentation that occurs in the market ultimately gets to platform
aggregation and there will be a couple of scaled platforms that offer those services over time. We're shutting down the kind of corner efforts we
have within the business, and then ultimately, this reel over here of what's live, linear, traditional MVPD, this one over here, the subscription-oriented,
I think we should expect, at some point in the future, starts to come together.
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John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

I think you just called me a rail. No, I just -- I want to add one quick thing, and that is that the cost on these platforms, whether you enter with an
app, an EPG or any other front end, the front-end cost is really de minimis compared to the back-end iron. In the back-end iron, there are synergies,
those investment platforms. So when you look at today, a satellite-delivered, set-top box base change takes a year. Watch is identical to Now. We're
moving all of the front end over from all DIRECTV into the open video platform, and changes take -- today, takes 6 weeks. Only because we have
such a big backlog, you're talking about a week or 2 weeks. And so we're going to get velocity on the front end. The fragmentation is really
uncertainty around the customer side of their preference for apps versus EPG and that sort of stuff. And those aren't going to be big investments.
The front end is more about speed, the big iron in the back. We have the consistency, and we're landing these things on common architectures
and common platforms.

Jeffrey Thomas Kvaal - Nomura Securities Co. Ltd., Research Division - MD of Communications

It's Jeff Kvaal from Nomura Instinet. And John Donovan, I may have a question for you here. And that is on the overall wireless strategy, can you
help us a little bit? The industry's been in a little bit of competitive stasis for a bit. You now have a whole lot more capacity that is coming online.
So I'm wondering what you may have up your sleeves there. And then secondly, on the bottom line, you talked about growing revenues and
earnings, but what are some of the variables inside of that EBITDA margin structure that you might be wrestling with? I think in the past, you've
talked about not really wanting to let the margin go too much higher but invest any incremental margin into more subscriber growth.

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

Okay, I'll try to peel those away. The wireless business, in general, I think you folks have characterized it as benign. I don't feel benign at all. I feel
intense competition. We have shifted from pulling service plan price levers, which are a lot more lasting in their impact, than promotion on and
promotion off. I think the industry has gotten smart and better at putting promotions on and off that are either geographic, hyper-segmented.
And I would say that the way we've -- I've looked at our numbers, I think we're the least promotional carrier out there. So I think that part of our
margin preservation, we have a sustainable growth model here because we're doing this with distribution that's generally lighter than others
because our close rates are better. And a lot of that is how we've effectively bundled and how we're selling. And so the sustainability in that and
the confidence in it is in a market condition where you think that things are going to get not fiercely competitive. I think our competitors have
certain expectations every quarter for us to make certain donations to their success. And so we have to combat that with bundling, good sales
execution, getting good productivity out of our doors. And we've been very innovative in retail. If you look, we now are, I think, not only the best
in the industry. I think we're one of the best in all of retail, with pop-up stores, with these designs that show up in multi-dwelling units for 6 or 12
months. They're gone. We have truck-based stores. We're rolling to where customers are. So that's very sustainable because it's not a promotion-led
strategy. Now as far as what we do with the capacity, that does give us some degrees of freedom that we've not historically had. John Stephens
used to allocate for us 5 megahertz at a time. And so to have 50 megahertz out in front of this as a result of FirstNet and the capital deployment
efficiency, that provides us some degrees of freedom that the first wave is claims that we'll make in the marketplace regarding network quality
that will be unparalleled. But -- and that will reshape, I think, our brand in the marketplace. But then long term, what do you do with said capacity,
it provides us some degrees of freedom that we've not exercised before. So we're still in the evaluation phase on that because this fourth quarter
and the first quarter of next year are still big capacity and build quarters for us in this FirstNet, LTE, LAA, 5G evolution. We just got a lot of work to
put to bed in the next 6 months.

John Joseph Stephens - AT&T Inc. - Senior Executive VP & CFO

John, with regard to that, I would just add, though, the work that his team is doing is making immediate capabilities for our existing customer base,
right? This isn't they don't need a new phone. Much of our customer base has the capabilities to get the benefit of this new capacity, these new
speeds, this new coverage today. So it may have -- we're hopeful that it hasn't impacted customer satisfaction and willing to buy up to unlimited,
the ability to stay with us, the ability to add to the existing plans. We not only have that opportunity to grow, which we've done tremendous job
in the business side of the house with the FirstNet customers, 250,000, and quite frankly, more as of today, and the 3,600. But the existing 75 million
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customer base on the postpaid side, the 16 million on the prepaid side are getting better service now. And that's really important to the health of
the long-term business.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Ben Swinburne, Morgan Stanley. I wanted to ask Brian, actually, bring him into this conversation on Xandr and advertising. 22% growth, I think, in
the third quarter. Looking at that business on a legacy basis, I think about Turner and DirecTV, those avails impressions are flat to down on. I mean,
that's not really a debate. So how are you going to drive such fast growth in the ad business over time? Is it your view that CNN's inventory -- not
to pick on Jeff, but that inventory's been under-monetized or the CPMs are too low? And if you're going to be doing it through third-party inventory
by bringing in partners, that's a lower-margin business than the owned and operated business. Maybe you can just help put more a little more
meat on the bone on the drivers for the kind of growth that you expect for Xandr.

Brian Lesser - AT&T Inc. - CEO of Xandr - AT&T Services, Inc.

Yes, sure. So linear TV impressions are down because of the changes in consumer behavior that we've talked about today, but that doesn't mean
that our customer connections are down. And so as Turner's linear TV impressions decline, their OTT products that John Stankey talked about will
increase. And really, our objective there is to take the data that an OTT product produces and to turn that into even more valuable advertising
inventory, all -- also by making that experience better to -- for consumers. So in a linear TV break, you've got an official ad pod, and that's still
incredibly valuable inventory for all the reasons I talked about, but it arguably gets even more valuable when you have more data and you actually
have more targeted ads that are better -- that an advertiser is able to measure. So that's sort of on the Turner side. Similarly on DirecTV, there's a
trend which is, yes, the traditional TV division business is in decline, but we are catching those consumers with DIRECTV NOW, with Watch, et cetera.
And so similarly there, we produce more data. The data not only gives us the ability to add value to those advertising impressions but also the data
attracts third parties to the platform so that we can then monetize that third-party inventory. And as I mentioned in the presentation, we're really
the only company that has all of those assets where we have the capability to build this platform, so we expect to attract a lot of third-party interest.
Yes, that's a lower-margin business because it's not our inventory, but that's at a much higher rate of growth. So I think when you about our
traditional business, 22% in the third quarter, compare to that to a traditional television business. That's pretty exceptional. And you can expect
that kind of rate as we migrate to a more digital advertising business with high-quality content.

Frank Garrett Louthan - Raymond James & Associates, Inc., Research Division - MD of Equity Research

Frank Louthan with Raymond James. Just a follow-up on that. With all the data that you're capturing and you're gathering from all your different
platforms, what kind of premium can you start to charge for this advertising over time? And what kind of market share do you think you can take?

Brian Lesser - AT&T Inc. - CEO of Xandr - AT&T Services, Inc.

I mean I don't about market share. I mean we are the leaders right now in addressable television advertising through Xandr. And without talking
about CPMs specifically, those CPMs generate orders of magnitude difference than sort of not the highest-quality content in a linear perspective,
but certainly sort of that mid-tier content. And the reason is that we can direct an advertisement on household basis. So you and your neighbor
could be watching the same program at the exact same time, but see different adds based on the behaviors that we observe between you and
your devices, all the devices in the home. And that now gives us the ability to charge a much higher CPM. And now, as we continue to build out
that platform, make it more efficient and then attract partners, that inventory pool grows, and so we can apply that higher CPM to a broader
spectrum of inventory.

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

Kind of interesting, Frank, one of his biggest issues right now on addressable advertising is he has more demand than he has inventory. That's why
we're so anxious to kind of keep growing this and pushing it into the Turner side as well.
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Jennifer Murtaugh Fritzsche - Wells Fargo Securities, LLC, Research Division - MD and Senior Analyst

Jennifer Fritzsche with Wells Fargo. John Donovan, can I ask you -- you mentioned having a broadband-led approach, which begs the question
with why stop at 14 million homes when you have, I think, 60 million in your footprint and the others are leading on a fiber-deep strategy? And
then one for Brian, if I could.

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

Yes, we won't stop at 14 million. I think what John is saying is the program where we have a commitment stops at 14 million, and at that point, we
start to do the incremental math of where are we. So every time Thaddeus wires a new enterprise customer, it provides us an opportunity. So think
of it as John talking about on net, our fiber strategy, we're going to continue to grow fiber. We get denser everyday as a result of the enterprise
business. We get denser everyday from small sales in 5G and millimeter wave. We get denser everyday even from the capacity there. So it's just
shifting mode from more capital intense because it's purely incremental and measured in homes passed to opportunistically, which I think is very
much as how our traditional competitor in that space is viewing it. The big fiber story there is really just fiber creep, if you will, that says let's go
have market success. And I think that's way it's so important, Jennifer, that we succeed -- continue to succeed in enterprise business because the
migration from copper to fiber in enterprise is providing a much lower incremental cost for those things that are 1,000 or 2,500 feet away and aren't
-- don't end up being greenfield builds that are more expensive. And so we will allocate capital into extending fiber into, for instance, all greenfield,
whether it's multi-dwelling units or other. And we're even looking at what we can do out region with the old LNS franchise. And we've started that
process of looking at certain cities like Minneapolis and Phoenix, where we haven't had a traditional footprint, how to get more fiber there to defend
our position in satellite better because there's a marked difference between churn where you're naked in satellite and where you have integrated
broadband. Then also, I'll just point out that it's not just the churn, it's also that you're not as heavily penetrated. So it's both -- we've experienced
less upside over the last 5 years or so.

John T. Stankey - AT&T Inc. - CEO of AT&T's Media Business

At some point, 5G intercepts as well, right?

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

Yes, absolutely.

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

We are at 18 million fiber locations today when you count our business, 22 by July. And to John's point about building into greenfield, our government
commitment's 12.5 next July. The reason we're at 14 is because it's just what he just said, that we were filling in. But as we also said, we have this
tremendous wireless capabilities going in that are going to provide us an opportunity to deliver really high speed in an alternative way.

Michael J. Viola - AT&T Inc. - SVP of IR

Jennifer, did you have any...

Jennifer Murtaugh Fritzsche - Wells Fargo Securities, LLC, Research Division - MD and Senior Analyst

And just, Brian, quickly. It's ironic to see AT&T almost a small fish against 2 duopolies here, some of which the larger players have gotten some tech
backlash. The customer conversations you're having, I assume, you see this as an opportunity. Or what is kind of the sentiment there? Are they
anxious for a third vendor of choice?
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Brian Lesser - AT&T Inc. - CEO of Xandr - AT&T Services, Inc.

I don't know if Google and Facebook are anxious about much. And I don't think that we're competing directly with Google and Facebook. I think
some of our telecom competitors try to compete directly with Google and Facebook in terms of mobile-based performance advertising or digital
performance advertising. We're running a completely different play than that because we're trying to evolve the television and video marketplace
because we have those assets. And so when I talk to advertisers and agencies, yes, they're frustrated that more of their budget continues to go to
the digital platforms, and they want TV to work harder for them. They still love TV as a medium, massive reach, professionally produced content,
expertly delivered wherever the consumer is. They just want that inventory to be more targeted, more optimized, more measurable, and that's
precisely what we're bringing to them. So I would expect that Google and Facebook will continue to try to move into TV and video, but they're
certainly nowhere near that right now.

Michael L. McCormack - Guggenheim Securities, LLC, Research Division - MD & Telecommunications Senior Analyst

Mike McCormack, Guggenheim Partners. John Stephens, a little question on guidance perhaps. Thinking about the free cash flow ladder, can you
sort of walk us through the puts and takes? It seems like you've got a full year of WarnerMedia, $2 billion of integration costs coming out, the $700
million of synergies you've identified. And then if you throw Mexico on top of that, it seems like we're kind of there already. So if you can just give
us a thought on what other puts and takes you have there. And then John Donovan, thinking about the business -- wireline business, you talked
about FirstNet having a benefit there. Can you just sort of walk us through what those piece parts are?

John Joseph Stephens - AT&T Inc. - Senior Executive VP & CFO

I'll start off. Mike, you've hit it. No merger -- little merger cost that -- pressures this year have gone full year of Time -- of WarnerMedia, absolutely.
Synergies -- the improvement of the synergies, a little bit of pressure of integration costs on those synergies. There will be some cost to achieve
those. And quite frankly, really an opportunity to have maybe a net CapEx of spend that might be a little bit lighter depending upon the timing of
FirstNet reimbursements, which has been -- as I mentioned, has been very collaborative and very positive. Quite frankly, what we have is we'll
probably see some headwinds next year from our tax payments. If you've seen our filings issue, because of the change in law, the retroactive aspect
to some of the depreciation rules to last December, we've had a very favorable cash tax environment this year. And so yes, we feel good about
getting to that $26 billion range. Feel good about using the $12 billion number after dividend payments. And so we feel good about both of those,
and we feel comfortable in getting there. But the one put, if you will, or the one issue there might be, there's a little bit of headwind on -- we'd
expect some cash taxes to go up compared to where we're at this year.

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

On the question of FirstNet, a first responder marketplace is the most technically demanding relationship-driven market I've ever seen. And so
when you think about -- we talk a lot about the spectrum we got, the network build and the density and the Band 14 and all that, but not a lot is
talked about the relationship side. We had to go win 56 states and territories individually to sign into that program. And then after that and win
the award, now we have to go to agencies one by each, and there's 3,600 of those. And then all of a sudden, the flywheel starts. So in the beginning,
if you think of it, you have a hunting license but you have to do all that groundwork. If you look at the storms recently, every one of those has put
us in a position to be the first on the ground with the first responders. And our response has built a bond and a relationship based on not an idea,
a concept or a contract, but based on execution of people on the ground that run into disasters. And when you do that, then what happens is
traditionally, this tiny wireline business that has been heavily based on who owns assets and where your traditional wired footprint is begins to
break down. So now, we have enhanced 911 that states are buying. We won out of region states, unheard of in the old world pre-FirstNet. We look
at state and local governments, we're starting to win contracts that before, we may have been invited to bid to but didn't have much of a chance
of actually winning. And so when you look at my confidence that we have in the wireless business, I talked about distribution and FirstNet, the
wired business and the confidence we have in the enterprise is this is not just about first responders, it's about state, local government, our interest
sled vertical has built strength. And then I'll couple that with the fact that today, our market share, historically on first responders is low, and there's
a high correlation between first responders and their families. And so we are not just putting a network to cover a footprint, we're putting stores
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where we never had them before. And so there's an upside bleed-over in both the wired enterprise business but also the consumer business, where
in some cases, there's competition arriving in a way that it's not been there before around network quality in stores and distribution that I think is
going to sustain itself for years.

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

You think it's worth talking about the security piece and the acquisition you just made?

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

Yes. I think that the acquisition we just made of AlienVault is a good example in the enterprise business overall that our strategy, and frankly, cable
success in enterprise has been what we would call mid-market and low-end market. It's been more coverage specific in advantages they've had in
a shared broadband environment. What we've done is taken the things that have become a trademark on the high end, which is a suite of services,
which was a connection, and then a set of services like security. And with AlienVault, we now have the capability to take that into more of the
mid-market. And those sorts of things provide for us an opportunity to take wireless, wired, security and put those together in a way we've not
been able to before. And it's really provided us good opportunity and momentum in the mid-market in order to forestall cable success.

Matthew Niknam - Deutsche Bank AG, Research Division - Director

Matt Niknam, Deutsche Bank. Two questions. One, either for Randall or John Donovan. What's the future for the satellite business, overall, as that
platform continues to descale? And then secondly, maybe for John Stephens, how do you balance the potential for further dividend growth? And
I know there's a long history of that, with giving yourself a little bit more cushion and flexibility for delevering and also to invest in things like 5G
and some of the newer platforms as you sort of strive for more GDP-type growth in the future?

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

You want to take the satellite? He's not going to launch any more satellites. We're kind of done.

John M. Donovan - AT&T Inc. - CEO of AT&T Communications LLC

I think you just answered the question. We've launched our last satellite. What is -- where we sit right now is on this OTT thin set-top box product.
We now have 6,000 of those deployed in the field. We really like it. So the question is what do we avail in the market? How do we price these things?
We just want to be very cautious of that. So we won't be launching any more satellites. An increasing number of our linear premium TV installs
starting the first part of 2019, an increasing percentage of those will be customer self install with a thin client OTT unmanaged product. And the
pace of that is something we are not prepared to commit to yet because part of the slowness with which we're deploying that is learning its
characteristics of how we can price it, how we would dispatch it, how well does the operational side of that work. But it's transformational architecture,
and we know at the end of the day that we've launched our last satellite because Randall just said so.

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

John, if I could on the dividend. Obviously, that's a matter for the board to decide. But the idea that somehow the dividend is inhibiting our ability
to invest is just not inaccurate. The debt load is somehow inhibiting our ability to invest is not the case. We're going to invest next year $23 billion,
as John Stephens just said. That's a big load. That will once again be the -- probably the largest capital investor in the United States, that would be
AT&T at $23 billion. I'm quite confident of that. And I think what we've shown you is the cash flow characteristics of this business are probably
unparalleled right now. We'll generate $26 billion, pay a dividend, and have $12 billion to delever the business and sell some assets to get down
to 2.5x debt to EBITDA. I will tell you, I'm very comfortable at 2.5x debt to EBITDA. My CFO wants to see that get lower. So we'll probably have that
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debate and we'll probably go lower. I think we'd like to see it get closer to 2x over the next couple of years. But I don't think the dividend is inhibiting
our ability to invest right now. Last question. Right here?

James Maxwell Ratcliffe - Evercore ISI Institutional Equities, Research Division -  MD & Senior Analyst

James Ratcliffe with Evercore ISI. To follow up on that, given where the stock is right now, repurchasing stock would actually improve your dividend
coverage. So is there a rationale for maybe pushing off that 2.5x, 6 bumps or something like that rather sticking to it exactly and taking advantage
of the opportunity?

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

There's probably a pure financial theory, rationale for doing that. We have that debate. But I think we really -- we made a commitment when we
took on the debt that we would delever. We made that commitment to the people that own our bonds. We need to see that through. We need to
get down to the 2.5x and continue to push debt down. But now once we get to 2.5x, then you start to think about balancing and how you balance
that over time. But right now, we are focused on one thing, that is 2019, get to 2.5x. So...

John Joseph Stephens - AT&T Inc. - Senior Executive VP & CFO

I will tell you, though, James, not only is he focused on getting 2.5x, but he's focused on getting there quicker. So to get there as quickly as we can.
So I will give you that in addition to how he views the business, it's not only getting there by the end of '19, but getting there as quickly as possible.

Randall L. Stephenson - AT&T Inc. - Chairman, CEO & President

Okay, Mike?

Michael J. Viola - AT&T Inc. - SVP of IR

Yes. So I think this is the end of the meeting. We want to thank the folks that listened into the webcast. And I would tell you that what we'd like to
do now...
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