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 Disclaimer  

 The following presentation is being made only to, and is only directed at, persons to whom such presentation may 

lawfully be communicated (’relevant persons’). Any person who is not a relevant person should not act or rely on this 

presentation or any of its contents. Information in the following presentation relating to the price at which relevant 

investments have been bought or sold in the past or the yield on such investments cannot be relied upon as a guide to 

the future performance of such investments.  

 

 This presentation does not constitute an offering of securities or otherwise constitute an invitation or inducement to any 

person to underwrite, subscribe for or otherwise acquire securities in any company within the Telenor Group. The 

release, publication or distribution of this presentation in certain jurisdictions may be restricted by law, and therefore 

persons in such jurisdictions into which this presentation is released, published or distributed should inform themselves 

about, and observe, such restrictions. 

 

 This presentation contains statements regarding the future in connection with the Telenor Group’s growth initiatives, profit 

figures, outlook, strategies and objectives. All statements regarding the future are subject to inherent risks and 

uncertainties, and many factors can lead to actual profits and developments deviating substantially from what has been 

expressed or implied in such statements.  
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Telenor - A strong regional provider of telecom services 

in Asia 

Telenor in Asia: 

18 years of experience 

Presence in six markets 

154 million subscribers 

Pakistan 
Entry year: 2004 

No. 2 market position 

35 million subscribers 

38% EBITDA margin 

 

India 
Entry year: 2009 

No. 6 market position 

31 million subscribers 

Bangladesh 
Entry year: 1996 

No. 1 market position 

49 million subscribers 

51% EBITDA margin 

 

Thailand 
Entry year: 2001 

No. 2 market position 

28 million subscribers 

32% EBITDA margin 

 

Malaysia 
Entry year: 1999 

No. 3 market position  

11 million subscribers 

45% EBITDA margin 

 

Subscriber numbers  as of 31 March 2014, EBITDA margin 2013 

Market position and footprint in 6 circles in India  

Myanmar 
Entry year: 2014 

Service launch 2H 2014 
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A proven operating model 

Mass market approach 

Distribution capability 

Low cost operations 
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Mobile data represents significant opportunity 

• 1.2 bn people within our Asian footprint 

• 154 million subscribers 

• Under 20% are active data users 

• Device prices declining rapidly 

• Low fixed-line penetration 

• Highly interactive prepaid customer 

relationship 
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Data users in Telenor Asia (m) 

28 

126 

Data users Non-data users

* Source: Telenor and Analysys Mason 

0%

20%

40%

60%

80%

100%

2013 2018e

Bangladesh

Malaysia

Smartphone penetration* 



Internet for All is a strategic pillar for Telenor Group 
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Internet for All Passion for customers Efficient operations 

Empower Societies - We provide the power of digital communication, 

enabling everyone to improve their lives, build societies and secure a better 

future for all. 



Thailand and Malaysia are leading the growth - but pace 

is picking up across all markets 
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Four key elements to drive profitable mobile internet 

usage 
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Building efficient 

networks fast but 

smart… 

Driving device quality 

in subscriber base fast 

but smart… 

Getting pricing and  

packaging right 

Leveraging digital services and 

partnerships for fast adoption 



Enablers like spectrum and networks are getting in place 

 

• Important spectrum secured 

• 2.1 GHz in Thailand, Bangladesh and 

Pakistan 

• Additional 1800 MHz in India 

• 900 MHz and 2.1 GHz in Myanmar 

 

• Network modernisation programmes  

• RAN swaps completed 

• Fibre backhaul in Malaysia 

• New 3G network rollout in Thailand 

 

• Infrastructure sharing where applicable 

 

• Steady-state capex/sales expected at ~10% 
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Telenor 2G and 3G sites  in Asia (1000) 
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DiGi GP Telenor Pakistan 

Telenor Myanmar 
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Year of 3G launch 



Partnering with social media and entertainment players 

to stimulate usage 

• Partnerships raise awareness, help discover 

mobile internet and drive usage 

 

• Social media – particularly Facebook – and 

messaging apps are key to drive penetration 

 

• A combination of global and local players is 

likely to be necessary to reach broadly 

 

• A culture of fast turnaround and willingness to 

test and learn is key, e.g. digital distribution of 

telecom services 
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DiGi dtac Uninor Telenor
Pakistan
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Facebook penetration (%) 



Several initiatives within other digital services with 

potential to drive internet usage 
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Financial services 

OTT services 

Online classifieds 

mHealth and Agri services 



Pricing has to be bite-sized and focused on services 

• Most prepaid customers have limited airtime 

balance and reload small amounts frequently 

 

• Bite-sized and service based pricing makes 

data pricing easier to understand 

 

• Campaigns and free trials are key in driving 

usage and data penetration 

 

• It is critical to develop and adjust pricing as 

the market matures 
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Smartphones below USD 50 in 2014 
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Driving device quality in base fast but smart… 

• Internet-enabled phones are a key enabler 

to drive data revenues 

 

• Smartphone prices continue to fall and 

penetration is expected to increase rapidly 

 

• Stimulate device upgrades through low 

price device campaigns 
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Affordable TriNet branded phones from $30 

*  Analysys Mason 



The presentations today represent four stories of 

Internet for All in Asia 

14 

Profitable transition to data 

Partnership and device strategy to 

drive data growth 

Overcoming barriers to internet 

usage in Bangladesh 

Enabling basic internet services  

for the masses in India 
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Thank you 


