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Okay. Good morning and welcome to day 4 of TMT 2021. It's hard to believe that we're wrapping up another conference, but we're delighted you
could join us.

And we're very excited to welcome Jason Kilar, the Head of WarnerMedia. Thank you for joining us this morning. I know it's very early on the West
Coast, Jason, but great to have you here.

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

Happy to be here. Thanks for welcoming, Simon.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. So I cover telecom services and comm infrastructure. I'm joined by Ben Swinburne, who covers the media and cable spaces. So we've got a
lot to cover today.

But first, let me go over the safe harbor statement. For important disclosures, please see the Morgan Stanley research disclosure website at
www.morganstanley.com/researchdisclosures. If you have any questions, please reach out to your Morgan Stanley sales representative.

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

Simon William Flannery - Morgan Stanley, Research Division - MD

So Jason, it's been nearly a year. There's been a lot of achievements. There's been a lot of challenges with the pandemic.

But it'd be great to start off with your vision for 2021. What are the key priorities for you and the organization?

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

Sure thing, Simon. So at a headline level, I think one of the main things that's going to define us in 2021 is our continued movement to go direct
to consumer. I think that is kind of by any measure you have to start with that, which is the long history of WarnerMedia, and Time Warner before
it, was largely as a wholesale company.
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And so we would create these amazing television series and sporting events and documentary series and movies, and then hand them over to
someone else to then have them distribute it to consumers, sometimes 2 steps. And what you're seeing in terms of what we've been doing, certainly
over the last year and beyond that, has been a very concerted and focused effort on going direct to consumer.

Now that's not the only thing we're doing. We happen to have these huge foundational businesses where we serve tens and tens of millions of
customers each and every day, and clearly we're very focused on that as well. But I'd highlight those 2 things, which is going direct to consumer,
increasingly going global and then also making sure that the foundation of these core businesses that are so important to us, that we run them in
an incredibly excellent way.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Thank you. Well, let me hand it over to Ben to start diving into the business units with HBO.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Sure. Good morning, Jason. Thanks for joining us.

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

Good morning, Ben.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes, I mean you obviously have had a long resume here in the streaming world, which has been the big theme of this conference, as you can
imagine. I wanted to ask you about your vision for HBO Max. I was looking -- I think HBO NOW launched back in 2015. But I'm sure you'd agree,
there's really no brand that sort of says prestige TV like HBO has. And then -- but you need to change sort of the business and the vision for HBO
with HBO Max. So talk about what that looks like in your mind, as you look out over time.

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

Well, sure thing, Ben. And you already kind of set it up candidly for me, which is that if you were to choose a brand to start with and to choose a
brand position to start with, there's no better one than HBO and the long history of HBO. It stands for quality. People know that when they're going
to engage with things on HBO, it tends to be a cut above. That's a function of 30-plus years, 40-plus years of history there. And so it's hard-earned.

And so that's where we start from. You're absolutely right. And what we need to do is to make sure that we continue to hold that quality bar
incredibly high, and then also expand our sensibilities so that we ultimately have greater and greater number of customers that we get to serve.

So you're absolutely right that we never take for granted the fact that we start from this unbelievable place of quality. And if we can hold that
quality bar high and yet add to it in terms of the sensibilities and the types of stories that we get to tell, I think therein lies a path to getting to scale
on a global basis.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. And do you think there's a trade-off between maintaining that quality and distinctive HBO show and volume, particularly as you go across
genres and regions and et cetera, et cetera?
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Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Not at all. So -- and I'll give some examples, Ben, just so that you can kind of push me on this one. Quality is something that obviously is a subjective
term. It's in the minds ultimately of the fan. But I would argue if you just take a look at our execution over the last 12 months, 11 months or so that
we've been able to maintain the quality bar very high and yet also dip our toe into sensibilities that are unexpected.

So The Flight Attendant, kind of for anybody that watched that would not say that, that was necessarily an HBO sensibility. It was something a bit
younger, a bit more female skewing. And yet it was quality. People adored it.

And so I think as long as we start from that perspective of quality, and that's going to be our true north and I think that that's going to guide us.
You're going to see great quality with unscripted, great quality with scripted, with dramas, with comedies, with documentary series. I couldn't be
happier about the way that we've been able to hold that brand promise over the last 10 months or so.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. And you mentioned, Jason, global which is another thing that HBO -- it's a global brand, but hasn't necessarily been a global business. Is the
challenge of building HBO Max in other markets, where it doesn't have the same history different than it is here?

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

Well, it's certainly different for sure. But in some ways, it's different in a very, very positive way.

So for example, we're going to be going to 39 countries here in June, additional countries beyond the U.S. market in Latin America. And HBO has
a tremendous, tremendous history there and a brand presence there already. And we're very lucky to have that in so many parts of Europe as well
and other parts around the world.

So it's different for sure. But keep in mind that kind of you start from HBO, but let's not forget that HBO Max really is the full force of WarnerMedia.
And that means Warner Bros. Television, that means Warner Bros. Motion Pictures, New Line, DC, a whole host of things.

And so we feel very, very good about our kind of ongoing move to go global because we have the story 98-year company that has been telling
stories a lot longer than a lot of other folks, and thankfully has been doing it at a very high level. So we're very, very excited about leaning into that.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. The one other thing that you guys are planning to do, which for us who have been around for a while, have sort of an emotional reaction to
is introducing advertising into HBO. So what's -- how do you think about the right way to broaden the business model out, and again keep that
HBO thing that everyone understands as a consumer.

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

So I'm smiling, Ben, because I have a lot of experience at this. So as you referred to in streaming, I got going in streaming back in 2007, maybe a
little bit before that if you include my Amazon Video experience back then when we were kind of starting out what was largely a retail business,
but definitely sort of signaling towards streaming.

But with regards to advertising, I get so excited about it because if you start from the fan and you literally just think what can I do to help serve
them better and innovate and help solve problems for them, one of the things that advertising can do, if you're thoughtful about it and you're
elegant about it and you're personalized about it, you can actually do something that's very helpful for them in terms of the advertising message
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that you serve. And then most importantly, you're able to reduce the price for a consumer. And it turns out that most people on this planet are not
wealthy. And so if we can wake up and use price and be able to kind of invent and do things elegantly through advertising to reduce the price of
a service, I think that's a fantastic thing for fans. And I do think once they see it, because I've seen the service in terms of the designs that we've
come up with, I think people are going to be so excited about how we've been so thoughtful about the insertion of advertising and how it's a very
organic nature of the experience.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. That makes sense. You actually led into my next question, which was on HBO Max' price point. A little bit of one of the situations you come
into as an incumbent is you've got a price. And we've just seen everybody's come in at a very low price point because they want to drive scale, no
surprise.

So what do you -- how do you think about your price point in the marketplace, particularly in the U.S., right, your biggest business? You're more
expensive than most of these other services. How do you manage through that and position the product in a way where you can get the most
revenue and customer growth?

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

Well, the short answer is that the customers have spoken. And so we're sitting on, we announced in Q4, 41.5 million HBO Max and HBO subscribers.
And you're absolutely right in terms of the price point is $14.99.

And so when you look at that, you don't have to be a rocket scientist to do the math. And you look at the total revenue that's being generated by
HBO Max and HBO in the U.S. market. And keep in mind that, that revenue is a function of a customer making a decision every 30 days, every 31
days about do they want to jump into the service? And do they want to stay with the service? I couldn't be happier when you look at, again, 41.5
million. And then you times it by the ARPU that we're getting there, you can see that we're probably, I assume, the #2 revenue-generating service
in terms of direct to consumer services in the U.S.

So I feel very good. The customers have spoken, and that's what guides us, full stop. And so I feel very good about where we're at. And it's hard to
get there, by the way. It can take other companies a decade to get to where we are today, happily so. So it's a good spot to be.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. Maybe just lastly, and I'll hand it back to Simon. Big investor question around HBO and also broader medias, what do the margins look like at
the end of this battle royal over direct to consumer. We can see the HBO business as it used to be, highly profitable wholesale business.

We can see it, you're investing today. You probably know better than anyone, given your background. What should we be thinking about in terms
of profitability at scale when you look at this business model?

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

Well, I think what you should be looking at is clearly 2 things, which is -- well, I'll add a third. The trajectory of our customer count, I think that's very,
very important because as customer goes, so goes revenues.

The second thing you should be looking at is the degree to which we're thoughtful investors in terms of our content spend. We also invest a fair
bit in marketing of course, but content spend is by far the biggest in terms of a business like this.
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And then ultimately the other thing that you want to look at is sort of how are we doing about retaining and engaging our customers, our fans.
And so it's early days, so I don't want to in any way make grand proclamations about the next 2 decades. But given my experience in this industry,
and I've spent a lot of time in the kind of the seminal days of streaming, we are so far ahead of, to use my experience back in the birth of streaming
with Hulu and Netflix that literally within months of each other, started streaming back in 2007. We are so far ahead by pretty much any metric,
whether it's engagement, usage per day, hours per day, absolute number of adds -- of subscription subscribers, I should say.

So I feel very, very good about sort of where we're going at this point. And we haven't even started with our expansion outside the U.S. So if I were
in your position or others on the call, I'd be paying very close attention to what consumers are saying about my service, how they're voting with
their wallet each and every month, how much they're engaging with the service on a daily basis and certainly a weekly basis as well, and then
ultimately how thoughtful we are about translating investment dollars to stories that matter.

And on that one, I would bet on no other team in the industry than what we've got here in terms of people that have a long history of being so
thoughtful about taking $1, a precious $1 of investment and converting it on the other side from these wonderful sound stages outside to amazing
stories that people care about.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. Thank you.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, maybe we could just talk a little bit more on the distribution side. You've obviously talked a lot about direct to consumer already, Jason.
You're part of AT&T. AT&T has bundled the higher-end packages around AT&T wireless, around fiber with HBO Max.

So perhaps talk us through how you see that going. What are the benefits to you? And what are you seeing on the other side in terms of driving
gross adds, reducing churn?

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

Sure thing. And you're absolutely right, Simon, it's a 2-way street. Thank God for AT&T in terms of when you look at those impressive results that I
was just bragging about candidly.

AT&T is a big part of that story, which is when you look at the footprint of AT&T in the U.S. market, whether you're talking about broadband
customers, fiber customers specifically, or mobility customers, the thesis is playing out quite well. Which is we have this service that, as Ben said,
at its heart, is about quality. And so you have this thing that can be a part of, could be bundled with a broadband service package or a mobility
service package. And obviously, Jeff McElfresh and John Stankey could speak chapter and verse about this. But the headline, Simon, is that what
they're seeing is higher ARPUs and also reduced churn, which obviously for a very sizable and scaled business like that, it matters.

And so when you have somebody that's in that buy flow in that moment of truth and thinking, "What package should I get in terms of my mobility
package, my broadband package?" And at the higher end is something like HBO Max, which has kind of beloved stories and movies and same day
and date releases, it gets people to kind of push up. And that's a really, really good thing for that side of the business.

So I'd say that, to your comment, it's working both ways. Thankfully, it's helping in a big way, I'd argue, on the mobility and the broadband business.
And for the HBO Max business, as I started off, it's absolutely helping because again bundling helps for customers. There's no doubt that there's a
lot of value for customers, and customers are choosing it. So I'd say at this far -- what, we're 10 months into it, Simon, but very, very happy with the
results so far in terms of the combination of the 2.
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Simon William Flannery - Morgan Stanley, Research Division - MD

Great. And on the direct to consumer, it does seem like we're seeing this proliferation of streaming choices. And there is this discussion about the
need for aggregation again. And you've got Amazon and Roku and MVPD.

So how do you think about balancing that where you do need to get as much scale as you can, but at the same time, you'd have the preference
for direct to consumer? So how do you see that playing out over time?

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

Simon, it's a great question. In fact, it's probably "the question."

We have been very careful and very persistent, to put it mildly, about making sure that we stay true to what we see as an incredibly important
strategic part of our future, which is that we need to build a service that matters in a crowded landscape, as you said. And I believe, based on the
numbers that we were just talking about, that we're absolutely on the path to doing that. And if we can be one of those few services that truly
matter, I believe we will be able to earn the right to have direct-to-consumer relationships.

And by the way, Simon, that means including an ecosystem like an Amazon ecosystem, on a Roku set-top box, on an Apple TV set-top box. We
found ways, as has Netflix and as has Disney, ways to smartly partner with those companies in ways that work for us and work for them. And it's
called app-based distribution.

And so the content that you enjoy from HBO Max is being served from our servers. We're the ones that have the communication rights with that
customer. We're the ones that set the price for the service. It works. And so -- and by the way, kudos to Amazon and Roku and Apple and others
who have been obviously listening carefully to what's important to us to be able to have that relationship with the customer.

So it turns out you can do this, but sometimes it takes a couple of months to be able to have the conversations and be very candid with folks. And
I couldn't be prouder of the progress we made literally on that topic over the past 10 months.

Simon William Flannery - Morgan Stanley, Research Division - MD

And we fast forward a couple of years, how many streaming services do you think the average household is going to be able to support?

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

Well, that's the big question. I assume that a lot of this conference has been about that. And so the only thing I could say is I think it's certainly a
single-digit number for sure. And if I were to bet, my hunch is it's probably kind of less than 7 and maybe even less than 6. My sense is we're going
to see a relatively small number of services.

And again, I don't know, Simon, if you're looking at 4 services, 5 services, you have to be careful to describe, call it, I'll call it the storytelling-centric
companies, which are -- this is existential for those types of companies, ourselves included. And then also those folks where it's orthogonal to their
main business, in the case of Amazon for example.

But when I think about it, you're probably looking at a handful and maybe a little bit more than that, in terms of services that I think can ultimately
get to scale defined by hundreds of millions of paying subscribers around the world. And I feel very, very good. I'm biased when I say this, Simon,
but given all the things that we have and been fortunate to build up and our predecessors have been able to build up over the last 98 years, I feel
very good about our ability to be in that small group that ultimately gets to scale across the globe.
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Simon William Flannery - Morgan Stanley, Research Division - MD

Great. But before I hand it back to Ben, just one last on HBO. You've already, as you've mentioned, passed 41 million mark. How do we -- that's well
ahead of the original pacing that was expected. How do we measure success from here? Are we going to see new targets? Or what's the new bar
look like?

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

So this is an early hour to hold my feet to the fire in that way. But we have an Investor Day coming up at AT&T, and I'm going to be a part of that.

And so I'm not kind of here this morning to give guidance per se. But I think at the headline level, Simon, I think it's going to be very important that
we be held accountable to obviously an ever-growing business here.

And you're absolutely right, that 41.5 million HBO and HBO Max subscribers were 2 years, a full 2 years ahead of schedule versus what we committed
to in terms of October of 2019 when there was the Investor Day here on the Burbank Warner Bros. lot. And so I think it's fair to say that there'll be
more visibility about that in terms of what we think the future could hold, and then ultimately the market is going to hold us accountable. And I
think that's the way it should work.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Jason, one of the things that you guys have as a huge advantage obviously is Warner Bros., to put it mildly. You have one of the biggest theatrical
production studios, massive library.

But I want to ask you a question that we've asked every media executive at this conference, which is about the future of the licensing business,
which is enormous at Warner Bros. I always think of the television studio there is really the second supplier of choice for every major television
network. But you guys clearly can take all that IP and use it yourself. So when you look at that business and advise us to think about the growth
prospects for Warner Bros, how would you help us think through the third-party versus internal licensing as you ramp production and harness that
IP?

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

I think that it's a great question, Ben. And at the end of the day, and you need to obviously hold us accountable to this. But I couldn't feel better
about the nature of what's going to happen over the next 2 decades here, which is you're absolutely right that we've been in a business that has
largely been defined by wholesaling, by licensing to others.

And that's a good business, but I can tell you what's a better business, which is when you get to scale on a global basis with owner economics, and
you're actually able to both produce and develop and then also distribute with distributor economics where you are in control, that's a better
business. And so what you should expect to see happen here is that, yes, we'll have a very healthy licensing business as we do today. That licensing
business will adjust over time as we launch in markets across the globe. And what will happen if we're successful, which I believe we will be and
I'm biased when I say that, we will have better economics, better monetization for the dollars that we invest in that content production, whether
it be a film, whether it be a documentary, whether it be a television series.

So just know that we've got a good business in licensing. There's no doubt about it. I'd argue we have a better business at scale in terms of going
direct to consumer and going global.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Okay, so that's very clear. So vertical integration is the 20-year vision based on what you just laid out, which makes sense.
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I don't need to tell you, your announcements around windowing obviously got some attention in the business, both in Hollywood and in the
investment community. What can you tell us about what you've learned so far with day and date at HBO Max and Warner Bros.?

And what do you think the long-term -- we've talked about this with Bob Chapek on Monday. I think everyone believes we're not going back to
the old model. But what is the new model? Do you have a firm view on that yet?

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

Well, keep in mind, I'm only speaking for ourselves. And so everybody is going to have a different opinion. Bob Chapek is going to have a different
opinion from the rest of the crew in the industry. And so I can only speak for myself, Ben, in terms of my prognostications.

I do tend to agree with Bob Chapek when he says that it is hard to imagine going back to 2015 in terms of the windows that existed in theatrical,
and then other things that happened after theatrical. But I think everybody knows that already, and I think people have appreciated that and
understand that. At the end of the day, this is ultimately about making sure that we're putting the seeds in place for a very healthy and robust
business that can last for another 100 years, as a number of us are coming up on the 100-year anniversary of these great companies.

And so that's what I'm focused on. And so to your earlier question about, hey, how is it going? And how do I feel about it? I feel great about it. And
I say that because, a, these are very unusual circumstances, which is a pandemic. And as we thought through what would be the appropriate things
to do in that situation, where keep in mind, we're one of the few, and in fact I'd argue we're the only studio that's providing a steady stream of
amazing movies to movie theaters throughout the pandemic. No one else is doing that like we're doing. And the combination of doing that plus
giving the customer the choice, the fan the choice to either go to a theater or to watch it on HBO Max, they're responding. And they're responding
absolutely with regards to HBO Max. And as you saw this past weekend, we had the #1 movie at box office in Tom & Jerry.

So it's very early. We're 3 movies into it, but I couldn't be happier in terms of at this point of the year.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. Do you see the industry coalescing around a standard approach here as we get into '22 and beyond and hopefully the pandemic is behind
us?

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

I think it's too early to say, Ben, just because, I mean, it's so dynamic. From what I can see, I read the same things you read. So I think people are
absolutely experimenting. It seems like every other week, there's a new experiment in terms of somebody taking a product, either selling it to a
streamer, or taking it through as a buy-through on their own streaming service, or doing something else. So I still think we're in the experimentation
mode. At least that's my observation of a number of folks doing various things.

I suspect that as we get to the second half of 2021, you're going to start to see some more visibility for what's going to happen in 2022. But I do
echo what I heard Bob say at this conference a couple of days ago, which is it sure feels like it's not going to go back to 2015. It doesn't seem like
to me. But again, I can only speak for ourselves.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Sure. Maybe one last one for me on Warner Bros. When I think about that company, the IP is sort of the real asset value of that business. When you
look at the portfolio of rights you have in franchises, what would you tell us you're most excited about? When you think about the next, say, 5 years,
what are the things you guys think you'll be exploiting that will drive the business the most?
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Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Well, I think there's -- you already identified the headline. I'll go into some specifics, but I can tell you what's really hard to do when it comes to
telling great stories is to create worlds and characters that are beloved beyond just the individual movie or the individual television series. It happens
so infrequently because the bar is really high to create a franchise.

And the word franchise gets thrown around very loosely in this world. But I would argue that the number of franchises that ultimately matter, it's
a very short list. And we are incredibly thankful to have a number of them between DC. I'll just start there.

Because when you think about Gotham City, when you think about Metropolis, you think about Wonder Woman and Batman and Superman and
Aquaman, I could go on and on and on. These are beloved characters and beloved worlds, and we have not even scratched the surface of the
storytelling that we get to do with these amazing worlds and characters.

There's this little thing called Harry Potter, which is one of the most beloved franchises, I would argue, in the history of literature and also in cinema.
And we have -- we're incredibly thankful to be able to partner with J.K. Rowling on that.

And so I would argue that kind of there's lots of fun and potential there as well. And so -- and the animation history of this company is incredible
as well. If you take a look at the Looney Tunes and Hanna-Barbera and Scooby Doo and all these other things, again, things that we have barely
touched the surface, scratched the surface on.

And then one that makes me smile every time I think about it, there's this place called Westeros in Game of Thrones. There's a place called The
Matrix. These are just sort of, off the top of my head, some of the franchises that I just daydream about, the team daydreams about, all the movies
and television series we could tell in those environments.

And so again, there's so much more kind of to see over the next decade in terms of what happens. And -- but that's why we do what we do. We
love telling stories.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Sure. Simon?

Simon William Flannery - Morgan Stanley, Research Division - MD

Thanks. So just to wrap up on Warner Bros., Jason, as we think about reopening and what the world looks like, some of the businesses would sort
of go back in time and say, okay, Warner Bros. generated about $2.5 billion in 2019. It's an impressive franchise. But things are changing. So is that
a reasonable expectation as we get to a post-pandemic world? Or have some of the fundamentals changed there?

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

So I think that there's no doubt that you couldn't -- nobody knows the answer, Simon, with regards to theatrical. There's so many things that are
written pretty much every day, based on what I see, in terms of is theatrical attendance going to have a crazy resurgence because people have
been cooped up for a year? And boy, do they want to get out and be able to spend time in a darkened room and be entertained with their friends
and family. I could easily see that happening, and we will be there to serve them in that situation and proudly so.

So when you look at our development pipeline, we absolutely are developing and producing movies for theatrical exhibition. And so I think it's
too early to tell, Simon, in terms of if things are changed in a permanent basis with regards to the economics of theatrical. I tend to not think that
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that's the case. I tend to think that if you have an event-worthy story, which thankfully we have because of those franchises that I just described, I
would argue that the people are going to show up. The fans are going to show up worldwide.

So I feel very good about the Warner Bros. of it all, mainly because for 2 reasons. One, we're dealing with those types of stories that tend to be
event-worthy. And then the second thing, getting back to Ben's comment about licensing, is that we're using this amazing library increasingly for
self-distribution. And as we do that, the economics are ultimately better for investors. So that's how I feel about the Warner Bros. question, Simon.

Simon William Flannery - Morgan Stanley, Research Division - MD

Right. And I think you said in previous occasions, you think that the whole theatrical experience may evolve, and it may become more experiential,
right?

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

I do. I mean -- so I'm a -- I've been going to movies all my life since I was 7 years old and watching the first Star Wars in the cinema in Pittsburgh.
And I just think that when you look at what is possible because of Internet protocol and digital delivery in a movie theater, I think that some of my
best memories as an adult and in terms of my moviegoing experience is going to film festivals.

And so the idea of being able to go and not only see an event title, but also get all the amazing things that happens around it. For example, when
you're at a movie at a film festival, I can't wait for the opportunity to be able to deliver that to fans because if we've learned nothing else in the era
of the Internet, it's that the appetite that fans have for a given character or world, if it's told well, is so much more beyond 120 minutes.

And so that's why I'm quite bullish in terms of our position here because there's been a lot of people long before me and long before us that have
done the hard work of creating this amazing sandbox, over 98 years. And we get to take precious care of the toys in the sandbox and buff them
and make them bigger perhaps and reinvent them and bring them to customers in new ways. And that's exactly what we intend to do.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, maybe we could pivot to Turner. Turner has been a huge part of the WarnerMedia organization. It's been over half the EBITDA historically.

What's your strategy, given some of the challenges with the linear bundle, linear advertising with Turner?

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

So what we need to do, and we've been doing it, is we need to lean into those things that matter to customers. And so -- and I'll highlight 2 very
headline things, Simon, which is news.

And if you -- anybody that's paying attention to the news business through linear television, CNN is killing it. They're the #1 cable news network
now and have been since the election. In the fourth quarter, they were the #1 cable channel, not even news, cable channel among the key demo
from 18 to 54. And so we're leaning into news, which ultimately matters more than it ever has before.

We're also leaning into live sports. And so whether you're talking about the NBA, in addition to the games and an amazing shoulder programming
with Inside the NBA; whether you're talking about March Madness, which is coming up, which we're so excited about; and E-League; and a host of
other sports. We're leaning into sports, and we're leaning into news.
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There's a lot of other things that we're doing that consumers clearly care about in terms of animation, both kids animation through Cartoon Network
and Adult Swim. But those are the things, Simon, that we're doing, which is our focus needs to be on those things that customers care deeply
about, so that we're able to have a very robust advertising business and a very robust subscription affiliate business.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Ben?

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. Jason, picking up on your point on advertising. And again, you were at Hulu, which in many ways sort of helped birth this sort of AVOD world.
Which amazingly here we are, whatever it is, 15 years later, people are now super excited about. The business is ripping. You're seeing huge
valuations on AVOD assets.

What can you do with Turner, given the scale of the business? You've got a massive ad sales force, but you also are mostly monetized on a linear
basis. So what's the path to sort of maximizing the monetization from that business and really across Warner, using data-driven ad products that
maybe need to be built?

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

So absolutely. And the good news is this happens to be not just my history, but also our Chief Technology Officer's history and a whole bunch of
people that he's brought into the company in the past 9 months. And so I feel very, very good about what's already happening, which is we have
this amazing legacy in terms of advertising through our linear channels.

What we need to do, Ben, is 2 things. We need to make sure that each and every day, more and more of the inventory is addressable, which -- that
a marketer gets to choose who they want to target and how they want to target them. And each and every day, you're seeing more and more of
that inventory be addressable because of the set-top box technology that is in the homes of thankfully so many people across the globe, including
the United States market.

And the second thing that we also need to do is, and you referenced this earlier in the conversation, is that with an ad-supported version of HBO
Max, of course that's going to be a fantastic opportunity not just for customers, but it's also going to be a fantastic opportunity for marketers to be
able to surgically target and address fans with their message.

And so those are the 2 things that we need to do, which is more addressability and make sure that we launch cleanly and successfully our ad-supported
option of HBO Max.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

And on addressability, again sort of maybe focusing on the U.S. market where all the -- a lot of the dough is, so to speak. Do you need to migrate
viewing of your Turner Networks off of traditional broadcast infrastructure onto streaming infrastructure to make it addressable?

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

No, we don't. And so we want to have our cake and eat it too, candidly. Which is if you take a look at what we've already done, and there's kind of
a lot that's been written about this, there's a lot of addressability gains that can be had through the existing Turner channels. And so we're proudly
diving into that. We're leaving no stone unturned to make sure that we unlock the addressability of that business, so the consumers don't have to
do anything different. They're going to do what they choose to do, which is what -- the way the world works.
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And at the same time, I do believe we're going to see uptake in people choosing the ad-supported option of HBO Max. And that of course is going
to create lots of inventory for our advertising team to be able to sell to marketers.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. Simon mentioned before, Turner has been the biggest EBITDA contributor to WarnerMedia, Time Warner before that. And the largest revenue
stream at Turner is your subscription fees, which obviously are under some pressure, at least on the volume side.

What do you think about direct-to-consumer options around Turner? That seems like something that at least you got to think through the puts
and takes. I'm curious of your perspective on the opportunities and challenges there.

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

I think that there's -- it's interesting because this is a topic that has been obviously thought about very carefully for probably about a decade within
Time Warner and now WarnerMedia. And I feel very good about the decisions that have been made and the decisions that we are making to this
day, which is when it comes to the entertainment kind of side of things, I feel very good about HBO Max. It's a general entertainment service, and
it clearly is taking all of the great things that we're capable of doing.

Now keep in mind, we are proudly producing great original content that is exclusive to and has a first window on the linear channels. And so
Snowpiercer was the #1 new drama of this past year on cable, and that was obviously something that was exclusive to our channels business in
terms of TNT. So we're going to continue to do that and happily so.

But when it comes to sort of where this goes, Ben, I think it's fair to say that the news thing is one thing, and then there's general entertainment is
something different. And so I think there's a great opportunity in terms of when you think about CNN, that's a great business that's clearly #1 in
the world. It's the #1 news franchise that exists, and it's largely been a wholesale business from an economic perspective. There's also kind of a free
ad-supported version of CNN called cnn.com, and it does great business, but I'd argue there's an opportunity to do even more. And so I get excited
about that opportunity, that potential.

And then on the general entertainment side, I think it's fair to say that we feel really, really good with HBO Max, where we're really putting so much
and so much horsepower and firepower behind the HBO Max franchise.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Okay. And then before I just hand it back to Simon, CNN as you mentioned, the news cycle has been unbelievable. Are you thinking -- we may have
lost Jason.

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

Can you hear me?

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes, we can hear you. I just can't see you.
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Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Okay. You go ahead and ask the question.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Yes. Go ahead. Yes, I was just wondering what your perspective is on the ability for CNN to keep this momentum and what, I guess maybe knock
on wood, is a slower news cycle for a bit?

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

So it's a great question, Ben. I'd say that it turns out that pandemic is a pretty big part of the news cycle, and that's not going away anytime soon.
And so there's no doubt that from a political drama perspective, that's different. I'd say in many ways, that's good for our society.

But if you take a look at the ratings and the performance, it's going well. And I think it's going well because, a, the team at CNN is doing a fantastic
job. And b, it turns out that the pandemic and the way that we can help inform and contextualize the pandemic, it turns out it's really good for
ratings.

Benjamin Daniel Swinburne - Morgan Stanley, Research Division - MD

Thank you. Simon, we'll turn it back to you.

Simon William Flannery - Morgan Stanley, Research Division - MD

Thanks a lot. So we have a question coming in around HBO Max. And Jason, I think one of the big advantages of being part of a larger organization
is they've got a bigger checkbook. But at the same time, there's a lot of balancing needs, whether it's buying spectrum or whether it's investing in
fiber, et cetera. So how do you see that opportunity to get the capital that you need, the investment that you need for your businesses within the
larger organization?

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

Well, the good news is, Simon, that at $26 billion in free cash flow, it turns out there's quite a bit of free cash flow that's available from an enterprise
perspective. So it's not something that keeps me up late at night. There are plenty of things that could keep me up late at night. But when it comes
to the financing of the business and our ability to be bold and to be thoughtful and certainly very responsible with regards to shareholders, I feel
pretty good because we're starting with the $26 billion free cash flow enterprise. And it turns out there's a lot we can do, both in terms of the
dividend and maintaining the dividend, investing in fiber; investing in spectrum; and investing thoughtfully, and I would argue aggressively, in
our business here at WarnerMedia.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. And maybe just to wrap up then, you've taken an organization which historically operated in a kind of a fairly separate silos. And you've
done a lot to take advantage of the integration across the units. So we've seen some asset sales like Crunchyroll, but where are you on that
transformation process? And could you consider other asset divestments or acquisitions?
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Jason Kilar - AT&T Inc. - CEO of WarnerMedia LLC

Yes. So I'd say that I didn't mean to kind of be the straight person for myself, but I guess I was in terms of the things that keep me up late at night.
The things that keep me up late at night are our culture, which is how we behave when no one's looking. I want to make sure that we're being very
thoughtful about our culture and living up to it each and every day.

And the second thing is our focus. And so this gets to your question, Simon, which is I think that the recipe for world-class success in any company,
including a storytelling company like our own, is focus and to make sure that we're being very thoughtful about the things we choose not to do
and the things that we choose to do. You can argue that it's far more valuable in terms of that first bucket of decisions, which is what you choose
not to do.

And so the Crunchyroll topic is a good example, which is fantastic business. I feel incredible about that team and incredible about the results that
they've given. But in terms of our focus and the things that we need to be focused on, we made the tough decision, but I'd argue the right decision
that it just wasn't right in the context of WarnerMedia.

And so in terms of where things go, Simon, to your question, the only thing I can promise you is that the future won't look like the past. And I don't
say that in any kind of leading way. All I know is that we will continue to be aggressive and disciplined about our focus. And that may include some
things that we bring into the company, but it probably also includes things that are not a part of the company. And that's just a function of making
sure that we keep our focus on the customer, decide what it is that we need to bring to bear to do a great job at that, hopefully better than anyone
else in the world. And then also be humble about the fact that when something is not lining up with that, it's okay and we're able to do something
different with that part of the business.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. And then just finally, what should we be most excited about put on our viewing calendars for the rest of the year?

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

Well, I will tell you there's a particularly noisy title coming on March 18 called Justice League, Zack Snyder's Justice League. And so that is getting
quite a bit of chatter online right now because people are very, very excited about that.

And if that wasn't enough for you, keeping with the tone of sort of big and epic, there's Godzilla vs. Kong 2 weeks after that. And then there's Mortal
Kombat. And then there's kind of X, Y and Z. So we have so much stuff coming this year, and I'm very, very proud to be a part of a team that can
deliver that to fans. So those are the ones I'd say that you might enjoy in the next couple of weeks.

Simon William Flannery - Morgan Stanley, Research Division - MD

Great. Well, Jason, it's been a great conversation. We really appreciate you spending time with us this morning.

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

Well, thank you very much. I apologize about the little camera hiccup that we had there for about 45 seconds.

Simon William Flannery - Morgan Stanley, Research Division - MD

Thank you.
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