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Disclaimer

This presentation of TDC Strategy for 2016 ï2018 may include statements about TDCˤs expectations, 
beliefs, plans, objectives, assumptions or future events or performance that are not historical facts and 
may be forward - looking for the period 2016 -2018 and beyond. These statements involve known and 
unknown risks, estimates, assumptions and uncertainties that could cause actual results, performance or 
achievements or industry results to differ materially from those expressed or implied by such forward -
looking statements.

Any forward - looking statements are qualified in their entirety by reference to the factors discussed 
throughout this presentation. The key factors include, but not limited to: developments in competition 
within the domestic and international communications industry; information technology and operational 
risks including TDCˤs responses to change and new technologies; introduction of and demand for new 
services and products; developments in the demand, product mix and prices in the markets; research 
regarding the impact of mobile phones on health; changes in applicable legislation; decisions by 
authorities; status of important intellectual property rights; exchange - rate fluctuations; global and local 
economic conditions; investments in and divestments of domestic and foreign companies; and supplier 
relationships.
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Who is present
Present today

CEO
Pernille Erenbjerg

Operations
Peter Trier Schleidt

CCO & Stakeholder 
relations
Jens Aaløse

Household
brands 
Michael Moyell 
Juul (acting)

Online
brands
Michael Moyell 
Juul

Business
Marina Lønning
(April 1 st, 2016)

Sweden
Erik Heilborn

Norway
Gunnar 
Evensen 

Group Strategy & 
Portfolio Mgmt.
Louise Knauer

Group Finance
Stig Pastwa
(June 1 st, 2016)
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Agenda

Roadmap for relaunch of TDC09.00 ï10.30

ÁSetting the scene

ÁStrategy

Á Financial plan

ÁQ&A

Consumer10.30 ï11.10

Business11.10 ï11.30

Network assets & Operations11.30 ï12.00

Wrap Up

ÁDenmark

ÁNorway

ÁQ&A

ÁDenmark

ÁSweden and Norway

ÁQ&A

ÁConnectivity

ÁOperations

ÁQ&A
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TDC Group snapshot

Consumer

ÁMarket leader in 

communication and home 

entertainment, with 

focused

ÁFull household brands
ÁAgile online brands

Network assets 
& Operations

ÁUnparalleled infrastructure 

base with unique mix of all 

technologies

Coax

Fiber DSL

Mobile

Business

ÁB2B leader in Denmark 

with footprints in Norway 

and Sweden

ÁHigh quality customer 

base from small, over mid -

size to large enterprises

ÁAgile online SMB player



Denmark, Total market 3 (ó000 subscribers)
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We maintain our strong positions in Denmark and Norway ï
value of Danish market down by 20% and Norway up by 16%

Source: DBA, TDC, NKOM

1) Mobile voice, contract based

2) Landline voice market size and market share calculated in number of lines

3) DK total market shares (both B2C and B2B market)

4) Norwegian market shares for 2015 based on 1H 2015

2015

6,448

2012

6,128

45%
41%

Mobile 1 Broadband

Landline Voice 2 Pay - TV

61%

2015

56%

2,219

2012

2,411

Broadband

Pay - TV

2015

1,874

17%

2012

14%

1,723

2015

64%

2012

1,757

2,354

70%
54%53%

2,646 2,575

20152012

19%

2015

2,226

2012

2,191

18%

Utilities

Others

#2 #2

#2 #2

Market shareXX Market position

Norway, B2C mkt. 4 (ó000 subs.)

Others Others

Others

Others

Others

#1 #1 #1 #1

#1 #1 #1 #1



2016
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W e remain one of the most efficient cash converters

Source: Company information, FactSet as of January 15, 2016

1) Calculated as ((EBITDA minus CAPEX) / Sales)

25%

30%

35%

40%

5% 10% 15% 20% 25%

EBITDA -
Margin 16E (%)

Cash
Conversion 1

16E (%)

2016E industry average 
Cash Conversion 1: 15.2%

2016E 
industry 
average 
EBITDA -
margin: 
33.2%

http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=x4SDBatya2uFmM&tbnid=kEZZGxQ8SX-VHM:&ved=0CAUQjRw&url=http://news.brothersoft.com/telekom-austria-dismiss-new-neutrality-5944.html&ei=UOBGUfvvBcqutAbmhYDYCg&bvm=bv.43828540,d.Yms&psig=AFQjCNGyoNLhhmjYctpsSLXiT5xhR4sycA&ust=1363685824819300
http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=x4SDBatya2uFmM&tbnid=kEZZGxQ8SX-VHM:&ved=0CAUQjRw&url=http://news.brothersoft.com/telekom-austria-dismiss-new-neutrality-5944.html&ei=UOBGUfvvBcqutAbmhYDYCg&bvm=bv.43828540,d.Yms&psig=AFQjCNGyoNLhhmjYctpsSLXiT5xhR4sycA&ust=1363685824819300


TDC DK has been affected by a number of market 
developments
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~ -400

2013 -16 TDC Denmark GP decline contribution, DKKm
XX % share of total Group GP decline 1

17 %

25%

~ -650

~ -450

~ -600

Consumer 
landline

27% ÁTermination of high -margin 

landline subscriptions

ÁChurn impact reduced given 

smaller subscriber base

Consumer
mobile

19%
ÁLowest price point in EU ÁPrices stabilizing in late 

2015, potentially sustainable

Regula -
tion

ÁHigh regulatory pressure e.g. 

roam - like -home 1 and 

unbundling of cable network

ÁRoaming impact taking off

Enterprise
Business

ÁRecalibrated product portfolio 

with high priced products

ÁReduced churn rates in SMB 

and flattening decline in GP

éthe future looks better2013 ï2016 have and will be toughé

1) Share of GP decline effects add to more than 100 % due to positive contributions from other areas

2) Also effecting 2017 7

SMB
Business

ÁLower revenue from renego -

tiation of profitable contracts

ÁPublic contract prices fully 

implemented

31%

~ -750



é impacting all operators in Denmark2
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éresulting in unhealthy market dynamics

1) Total profit pool based on TDC, Telia , Telenor and 3 for full DK operations; company factsheet figures

2) Full market in 2014 including utilities and other operators

3) Danish business, excluding Norway and Sweden

ÁOverall market profit has been declining 
significantly over past 5 years

Á All Danish telco operators, incl. utilities
have experienced very limited profitability in 
Denmark, excl. TDC

- 6.8% p.a.

2012 2015 E20142013

11.5

9.6

10.9

11.8

12.7

2011

TDC Group in Denmark

Other operators

The overall Danish profit pool is eroding 1é

Total Danish profit pool, 

EBITDA ( DKKb )

51%

95%

49%

5%

Revenue 
market share

4.737.7

EBIT
market share

DKKbn

3
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While 2016 will be a transition year, EBITDA is expected to be 
on an improving trend towards growth in 2018

TDC Group Gross Profit 2013 - 2016E, (DKKbn ) Transitioning to growth 
through;

ÁGP decline seen in 
Denmark expected to 
ease off during 2016 
and 2017

ÁStrong growth expected 
in Norway combined 
with return to growth in 
Sweden

ÁInvestments in new 
strategy start to pay 
off, incl. reduced OPEX 
from simplifying the 
business model

TDC Group EBITDA 2013 - 2016E, (DKKbn )

2016E2015

17.5

2014

18.5 1

17.1

1.4

2013

18.9 1

17.4

1.5

0.9

2016E2015

9.8

2014

10.7 1

9.8

0.9

2013

10.9 1

10.0

1) Include Getôs EBITDA for 12 months in 2013 and 10 months in 2014 before TDCôs acquisition (based on 2015 average forex)

Get pre TDC TDC group
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Agenda

Roadmap for relaunch of TDC09.00 ï10.30

ÁSetting the scene

ÁStrategy

Á Financial plan

ÁQ&A

Consumer10.30 ï11.10

Business11.10 ï11.30

Network assets & Operations11.30 ï12.00

Wrap Up

ÁDenmark

ÁNorway

ÁQ&A

ÁDenmark

ÁSweden and Norway

ÁQ&A

ÁConnectivity

ÁOperations

ÁQ&A
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Our purpose is simple

People have always had the 

need to communicate 

ïthat will continue to grow

We connect people with

technology, unite friends and 

families, and create 

coherence for businesses



Fromé éTo
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We are changing

What it requires

Incumbent 

mindset , thinking 

inside -out

Customer driven 

development , suc-

cessfully done at Get

Cultural mindset change to become 

customer - centric

Image
Negative market 

perception from all 

stakeholders

Intuitive positive 

reaction from all 

stakeholders

Break the vicious image spiral for 

customers and stakeholders

Offering

Product and RGU 

focus

Integrated 

Household and SMB 

solutions

Integrate systems to drive 

integrated solutions

Systems

Silo business lines 

thinking

Integrated 

businesses and best 

technology at the 

address

Minimize differences from legacy 

systems, to enable Group 

perspective 

Develop -
ment

Proprietary TDC 

developed solutions

White - labeled

solutions and 

partnerships

Moving from comple x to s implified

systems enables 3 rd party solutions

Mindset
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Our 2018 strategy delivers customer satisfaction and cash flow

Our 
promise

Our 
guiding
Principle

Our goal

Better offerings 
and entertainment by
delivering relevant products 
both today and tomorrow

Better 
connectivity, by 

continuing to deliver the 
best speed, quality and 
coverage by uniting our 
unique asset

Best Customer 
Satisfaction

Best Cash Flow 
Generation

Better customer 
experience driven by 

best customer insights and 
digitalisation

Always 
Simpler 

and Better
-For our customers

- For TDC
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To succeed we have launched a number of new initiatives

Always S impler and Better

Better 
connectivity 
ï Giga speed (covering 50% 

of Danish households and 
all Get households)

ï Best t echnology , with no 
overlap in investments

Better offerings
ï get Mobile MVNO launch

ï Fully enabled Online Brands

ï SMB relaunch ïnew 
offerings, service model, 
and platforms

ï New organization incl. change in executive mgmt.

ï One household Brand in Denmark ïyouSee

ï B2B simplification program launched

ï Trim - to - invest program launched

ï Strategic review of TDC Sweden

Better customer 
experience 
ï Customer experience based 

on customer insights

ï Differentiated customer 
service including 24/7 
support

Our 
promise

Our 
guiding
Principle

Our goal
Best Customer 

Satisfaction
Best Cash Flow 

Generation
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youSee as our 

unified 

household 

brand willé

éprovide consumers a simplified, 
best - in -class integrated suite of 
mobile, BB, TV and landline 
services

éleverage youSee as 
Denmarkôs #1 
entertainment platform for 
all group household 
customers

ésimplify our operating model, 
optimizing investment and 
marketing spend 

... deliver an unmatched, 
ubiquitous fixed and mobile 
broadband network 
experience

Full household 
penetration 1

Households (ó000)

+ 81 %

1) Full youSee households (TV+BB+MV).

2015 2018

249

450

youSee - one unified, premium household brand in Denmark



Fully integrating youSee will be an immediate focus

17

As part of 

integration 

we willé

é offer all HHs an integrated 
3P portfolio through a 

unified product roadmap

é combine IT platforms, 
backhaul, internal processes

éintegrate channels, branding 
and go - to -market strategy 

with aligned price point in 
mobile portfolio

... rationalize future network 
CAPEX spend

é aggregate and streamline 
customer service functions

3P

~ - 200m

Resulting in new 
OPEX and CAPEX 

levels for youSee

youSee OPEX/CAPEX 
spend, DKK

2015 2018



Conso -
lidation of 
IT systems

Business 
program

TDC and 
youSee
merger

The TDC and youSee merger and the B2B program enable a 
simpler long term operating model
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Business simplificationséédriveoperational simplification

One integrated 
IT platform 
across all 
household 
products

Simple product 
portfolios and 
few product 
platform for all 
Business 
customers

- 25%

25 % reduction in 
number of IT systems

2015

- 65%

2014

Reduced investments 
due to limited need for  
overlapping access 
technologies

No 
overlap in 
technolo -
gies

Simpler 
operating 
model

1) First wave improvements on E2E fiber ïreduced late delivery on fiber orders

E2E process optimization 
reduced late delivery 1

20182015

http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=umpk8F6h_rZ_jM&tbnid=e6I87uyAN4idRM:&ved=0CAUQjRw&url=http://eumvno.wordpress.com/2010/05/13/&ei=84mxUdWJBpSQ0QWVgYFI&bvm=bv.47534661,d.bGE&psig=AFQjCNEjVCiVQvPhDiZxlXX1B0X1pED0uw&ust=1370676081042010
http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=umpk8F6h_rZ_jM&tbnid=e6I87uyAN4idRM:&ved=0CAUQjRw&url=http://eumvno.wordpress.com/2010/05/13/&ei=84mxUdWJBpSQ0QWVgYFI&bvm=bv.47534661,d.bGE&psig=AFQjCNEjVCiVQvPhDiZxlXX1B0X1pED0uw&ust=1370676081042010


And in addition we launch a ñtrim- to -investò program already 
in 2016
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2015 2016E

6.2bn

DKKm
~250

in gross 
savings from 

program in 2016

DKKm
~1 50

re - invested in 
our 2018 

strategy

DKKm
~10 0

in net savings 
in 2016

TDC Denmark

~ - 250m

150m

OPEX net re - investments Re- investments



We deliver better connectivity to all our customersé
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1) (%) in DK. Based on 2.759 million households in DK (excluding summerhouses and industry and trading addresses);

2) Measured by the EU definition (ñup toò speeds). 

éto cover Denmark with the best connectivity

~100% Ó10 Mbps 
household 

coverage 2

~50%~70% Ó100 Mbps 
household 

coverage 2

1000 Mbps 
household 

coverage 1

We build on our world - class 
mobile networké

éwhile drastically improving 
our cable networké

~50%
1000 Mbps
household coverage in 

Denmark by 2017 1

GIGA speed in 2017. DOCSIS 3.1 
upgrade of our cable network to 
enable

ñTDC has fastest 4g 
network in the worldò 
ïOpen Signal, June 2015

ñTDCôs network rated as 
best in Denmarkñ       
ïTeknologisk Institut , 
March 2015 ~100% 1000 Mbps

in get footprint
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éand are able to provide the best technologies across all 
addresses

Coax Fiber DSL Mobile

No overlapping investments nor investing in areas with limited 
commercial opportunities

Best available 
access at any 

address

B2C B2B



We deliver better offerings and entertainment across all 
platforms
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Integrated 
solutions in 
SMB

Better 
entertain -
ment and 
OTT for HHs

+
Get gone 
mobile Penetration of Get 

households 2 in 2018

13%

Integrated solutions in 
SMB taking +15% 
market share in a market 
that increases 10%

One-stop -

shop

No- frills 

solution

20182015

Better content 
and integration
of OTT offerings 
in one interface

Through full IP 
enabled base 1, %

1) IP enabled based on TV base - In Get driven by conversion of last analogue networks to digital and STB roll - out, in YS driven

by STB roll - out 
2) Get penetration is measured as mobile uptake in Get connected households
3) 45 p.p. from STB

93 %

26 %

100 %90 % 3


