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Market opportunity

rket and background data
l?ket entry alternatives




Financial Service
ELEIAS analysis

A Revenue
Cost analysis .
ELEIHS
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Different position possibilities

* Service Provider, acts as a reseller or
distributor of MNO or MVNO services. Own
brand, Own SIM’s, no network.

* Mobile virtual network operator, own core
network and service network. Own
interconnect agreements. No access network.

* Mobile network operator, fully owned infra.
Own licenses.

Customer base analysis

* Population

* Penetration — multiple SIM, inactive users

e Churn — available market data, post-paid & pre-paid

* Addressable market — target segments of covered
population =<

* Market share assumptions 7

* Coverage strategy

* Usage pattern, voice, data




Service analysis

Competitors service offerings — gaps ?

Short term — long term

Revenue generating — cost driving

Consequence — market position, pricing, services
L]

Revenue analysis

* Voice ARPU — usages out x Tariffs + Usages in x
Termination rates

* Data ARPU - fixed tariffs, usage based tariffs,
termination rates

e ARMU
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Position

Advanced
services

Simple
and
Basic
services

Low price

Target segment

High price

Rural

Coast line

Massmarket
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the smart mobile choice in Spain

4. Revised 3G license conditions

Why Spain and why TeliaSonera?

. Good and timely business opportunity to invest
in profitable growth based on the strengths of
our home market operations

. Price for 3G-network equipment has fallen
significantly and turnkey contracts possible

. The availability of 3G terminals at commercial
viable prices

. Strong Spanish partner

. Experience and knowledge on how to build a cost efficient and
competitive mobile operation in competitive markets

. There is room for a fourth player on the Spanish market
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Road to success

Low fixed costs ensure long
term competitiveness

Flexible and cost efficient
organization

Own high quality 3G network
creating sustainable
contribution to margin over
time

Easy-to-use services at
transparent and attractive
prices

Experience & know-how
High market potential
Timing

Long term commitment

15

Expansién, 30 November 2006

"Yoigo slashes prices

YOigO ‘tira’ los pI'ECiOS enel inthe mobile telephony
sector de telefonfa mévil ~ **"

La cuarta operadora revoluciona el mercado al cobrar 12 ”

céntimos por minute para cualquier llamada a fijo o mévil. The fO.U rth ope rator

Pag. 4 revolutionizes the
market with 0.12 Euro

for any call to fixed or

PREVE UN PRECIO UNICO PARATODOS LOS DESTINOS Y HORARIOS

Yoigo sale al mercado mobile”

con la tarifa mas barata

L& cuarta operadora de telefonia mévil disefa un agresivo plan "YOigO launches with the
comercial con llamadas por doce céntimos por minuto. C h ea p est fa I’e”

L1 M Mo
Yoigo, el operador de telefo-
nfa mévil propiedad de la

"The fourth operator has
an aggressive commercial
plan with calls at 0.12
Euro per minute”
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Yoigo milestones post acquisitio

TeliaSonera Agreement with . Distribution
. . . First call Launch
increases Ericsson on 3G radio, agreement
: on . of
ownership network and with The .
. . 3G network services
to 76.6% service equipment Phone House

15 Jun 29 Jun 2 Aug 19Sep 100ct 260ct 310ct 11 Nov 1Dec
Johan Andsjs 2G roaming Managed
appointed agreement Launch of service
. with Vodafone Yoigo brand contract
President . . .
re-signed with Ericsson

| to launch in record time (< 6 months)
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Yoigo strategyw;oyision and Mission

Our market and what we want to be
In the dynamic Spanish market...

& |

... Yoigo will be the European
benchmark operator for

SIMPLICITY and EFFICIENCY

MISSION:
How do we do it Zero broken promises

One minute to get started

Two times more cost effective

3G is an evolution,
not a revolution

18
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Yoigo strategy - Positioning

© s A\

Yoigo is positioned as a

g no frills operator
& B with own network
Y0igo focusing on
©

SIMPLICITY, EFFICIENCY
AND LOW COST
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Yoigo strategy - Brand
Yoigo 0igo 190 Yoigo

Why Yoigo?

We wanted:

e Something fresh in the Spanish
market that stands out

e “Empty” brand without connotation
e With available .com address
We evaluated:

e Continuing with Xfera
¢ “Importing” a brand from TS group
* Developing a new brand
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