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Company Profile W¥N!

Great Experience

Y. = Operating since 1995, Telkomsel is the subsidiary
SingTel 35% Singtz:-l of PT Telekomunikasi Indonesia Tk (65%) and
Singapore Telecom Mobile Pte Ltd (35%)

= Leading cellular operator in Indonesia serving
more than 141 million customers

Te'k°’"‘c‘€ = Covering + 95% of population with more than

Indonesia
Telkom 65% 4,800 employees

Brands

Top Brand Equities in Indonesia: Maintained network superiority:

- = 90,552 BTS on-air, 48% of which

= r

kﬁ@@ m e ‘” were 3G/4G BTS -
=+ 300 broadband cities @‘I’))
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Widest Coverage in Indonesia Ly gy

WN!

Papua, Maluku,

Sulawesi, Kalimantan

CB portion:
22%

Population Coverage: * 95%
with 3G Coverage: *60%

Greater Jakaaa "'_’ o aide.. -

oA

®E West Java Java & Bali » ’
B

ac CB portion: 24% CB portion: 26%

Indonesia Telco Industry Overview

= 8 players (4 GSM + 4 CDMA) in a saturated industry with 130% SIM
penetration.

=  Opportunities to grow Digital Business with around 45% data users and
30% 3G/4G capable device penetration.

= Data traffic and revenue grew 110% and 37% YoY, respectively in 1Q-15.
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FY 2014- 39 CONSECUTIVE YEAR of TRIPLE DOUBLE T 7
DIGIT growth w*w'

.
FY 2013 fevstarci

CB Share: 353%
FY 2["2 Rev Share: 38%

11.8%
30.78

Revenue EBITDA Net Income

60.03 ‘

Revenue EBITDA Net Income

10.0%

66.25
37.25

Revenvue EBITDA Net Income



These results were achieved thru commitment FELKOMSEL

towards our long-term growth strategy W N
framework

Corporate Strategy for 2013-2017

Growth Strateqy Framework Strategy Enabler Framework
Acquire/ Partner Selectively Drive investment in
(as a management company for Telkom Group) Innovation &) Loverage Tekom Grop for
Blue Ocean /] * Acquire/partner regional operators (e.g., Myanmar, Vietnam) * Investin and incubate digital ?) m:'ﬂnusd coverage Tranﬁqrm Infrastructure, customer
Internationall = Acquire/partner regional mobile data/broadband service providers platform businesses b) Buid higﬁ,q“,w i Operatlng b) mr:gf Sd:gm"'f:tyg:r“'f
capacity data and 3G MOdEl digital growth
u o network c) Setup new collaborative
Exploit the Legacy Strengthen the Core Trigger Digital Ecosystem ‘ ’ working model
§ * Drive leadershipinkey * Become the market * Egtal::is_h g Leaqing digital A ’
X segments (youth and leader in mobile data, aeTgh T ) o) Devipnd mpemer
3 high-value segments) by leveraging network ~ *  Create a proximity and datarepostory partersip menagerent
Current | harehold reach/quality remote payments b) Enhance flexbilty and ) Establish go-o-market
everage shareholders Business rosponsivenessof [T 1 gl ore parnerships lo access
Markets to drive structural advantage : ) Supportdevelopment ' ineec org a) Instlanew'dgtal required capebiltes
change *  Enter low-cost banking ofntegrated dightal 1) Rodecian dicital ek’ et
g . ) Redesign dig
: ; (LCB) platform business Flatforms organization, moving  b) Drive fop-down
= Drive cost leadership ; wsds vardalone.  changeand
= Develop new portfolio of ¢ Recrult'digial people’  communication, with
consumer and enterprise ) to change org. leaders leading by
digital services e S
. - benefits systems
Legacy Data Carriage Digital
* Voice * Mobile Internet = Digital services & platforms
e * Voble Broadband An end-to-end transformation is critical to achieve this

T
e Platforms

Mid way through corporate transformation programs and

results have been positive



As well as innovative marketing & digital 2005
services infroduced in 2014
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Great Experience
Winning Youth
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Commercial LTE Launch


//localhost/Volumes/TOP SECRET/IG Workshop (May 15)/TSEl KALEDOSKOP.mp4
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New Board of Directors working to sustain the : §
strong results in 2015 w*:w'

Alistair D. Johnston Sukardi Silalahi Edward Ying Siew Heng Ng Soo Kee Heri Supriadi Ririek Adriansyah Priyantono Rudito Mas’ud Khamid
Director of Marketing Director of Network Director of Planning and Transformation Director of IT Director of Finance President Director Director of Human Capital Management Director of Sales



Maintained momentum in Q1-15, outperformed the indUstry '

Cellular Revenue (Rp.Tn)

Indusiry Growth
(Big-3) +8.1%

Q114 Q115 Q114 Q115

Q114 Q115

| @naaiis  Qlaqiis  QliaqQiis
Margin
75 437

EBITDA (Rp.Tn)

Net Income (Rp.Tn)

D

ag 29 9
G127
08 0.4
omm e

-0.4 ]

Q114 Q115 Q114 Q115 QMQ‘%’%
Margin

7%

Customer Base (Mn)

ndustry Growth (Big-3) -0.3%

597 66.5 68.5

Q114 Q115 Q114 Q115 Q114Q115
----------------------- ARPU (Rp.000) -~

126 !

BTS On Air (000)

59% | 52%

54%

Q114 Q115

Q114 Q115

Q114 Q115

BTS New Roll Out (000)

9
5 91%°%7 e |77

21% k117 % /9% |82 mes 35%
9%

Q114Q115  Q114Q115° Q114 Q115




Corporate Masterpiece Programs in 2015 to
further strengthen our position as leading DIiCO

in Indonesia

G Redefine Mobile Digital Experience

Enhan:ég
. World Class
Mo(t;lle Self\ Digital UX
are Experience

AP
T

Personalized

' Offers
\ TSEL & Merchants
TELKOMSEL

L

g DIGITALWORLD [/ ey

Digital Lifestyle
Services
(music & video)

p—

AN . 4 A\ /

Online Recharge

Multiple Payment
Credit Card & T-CASH

Credit & Debit
Cards

» Improves customer engagement & service discovery
through MyTelkomsel mobile apps & web portal

2015
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W]

Great Experience

e Digital Payment Experience

* Promote “digi-lifestyle” with r_casn

seamless customer experience
in digital payment

* Fire up T-Cash activation and -
fransaction volume

* Winning digital payment market
in Indonesia

* Deliver world class data user experience in
30 top broadband cities

* Position Telkomsel as THE most trusted mobile
broadband service provider
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There are significant challenges ahead..

oT1T
Services

Data
Pricing

Specirum

Cannibalization of Voice & SMS revenue growth by OTT
services

Subscribers’ migration to larger data packages will
accelerate decline in data yield (RPMB)

Disparity in spectrum assets with Telkomsel having twice
the number of subscribers than competitors
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W N1

Great Experience

&)

WhatsApp

TELKOMSEL (- .
r I._H }]'.l

New
Competitors

Competition from non-traditional players threatens
sustainability of double digits revenue growth

Changing
Regulations

Interconnection, enforcing SIM Card registration

Gaps in

Digital Experise

Lack of internal Digital Marketing & UX Specidalists




2015 Corporate Guidance

Revenue Inline or slightly above market growth rate

EBITDA Slightly decline as compared to FY 2014
Margin (-1%)

Capex 18%-20% Capex spending as % of revenue

BTS Roll-out Focus on 3G-4G, accounted for >75% of new BTS
deployed
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