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Disclaimer

This presentation and the following discussion may contain forward looking statements by
Digi.Com Berhad (Digi) related to financial trends for future periods. Some of the statements
contained in this presentation or arising from this discussion which are not of historical facts are
statements of future expectations with respect to financial conditions, results of operations and
businesses, and related plans and objectives. Such forward looking statements are based on
Digi’s current views and assumptions including, but not limited to, prevailing economic and
market conditions and currently available information. These statements involve known and
unknown risks and uncertainties that could cause actual results, performance or achievements to
differ materially from those in the forward looking statements. Such statements are not and,
should not be construed, as a representation as to future performance or achievements of Digi.
In particular, such statements should not be regarded as a forecast or projection of future
performance of Digi. It should be noted that the actual performance or achievements of Digi may
vary significantly from such statements.
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2Q 2015
Stronger postpaid trajectory and resilient performance amid

industry challenges

1 1 8 mn * Service revenue up 1.3% y-y to RM1,589 million A
. — Postpaid revenue growth of 3.5% y-y
subscribers * 46% EBITDA margin, although 0.9% lower EBITDA y-y
* 5.9sendividend pershare equivalentto RM459 million )

Rapid expansion of high-speed data network with extensive 4G-LTE \
network coverage in key market centres

— Nationwide LTE coverage reached approximately 35% of population
Demand for mobileinternet continued to escalate with more and more
content, social media and digital services moving to mobileinternet space

ko

Consistentfocus on Internet For All, customer relationship, value \
proposition, brand and momentum continued to fuel reasons for
customers to be on Digi’s network

Uniquely positioned to draw significant opportunities by enabling best
customer experiencein a profound way /
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2Q 2015
Solid track record in driving innovation and affordable mobile
connectivity

Robust performance throughout the years
anchored on strong brand proposition, on-
ground execution and performance driven
culture

Strong commitment to drive momentum every
single day to deliver the best customer
experience and value with innovative mobile
internet packages

Continuedto strengthen Digi’s high-speed data
network and reached more subscribers
nationwide
— More than 65% populationacrossall the 5
key market centres
— Progressively enabled 1800Mhz and
2600Mhz spectrum for LTE to boost
capacity and significantlyimprove both
indoorand outdoorinternet experience

New Policy Control and Charging (PCC) engine to
support moreinnovative products and services
for sustainableinternetgrowth



2Q 2015
Robust 4G-LTE network with most consistent mobile internet
experience

e > 5Mbps on 4G-LTE network Kota
a > 1Mbps on 3G network Kinabalu
Langkawi N ‘B (download speed, 80% of the time)
: 78%
66% Labuan .., 4
Penang
Miri
/ Tawau
Kuantan Bintulu
79%
Klang Valley l_/1’\513\1'emban ’ Kyching
e R
Port Dickson 72%
o
Malacca
Joho; el 4G-LTE Coverage
N LET’S (% of district population coverage)
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2Q 2015

Enabling more Malaysians to enjoy best mobile internet experience

/ 20" Anniversary \

Promotions

RELOAD AND WUIN.
800 TABLETS,

620 SMARTPHONES,
AND 2 FORD RANCGERS
UP FOR GRABS!

q s

Q" uns A /

/Digi 4G-LTE Launcheh

and Carnivals

/ Campaigns \

—. 4C:)

ENJOY EXTRA (¥

50% &

* Activelyfocus on enablingaffordable and quality mobileinternetaccess

* Strategicon-ground engagements to promote and reach out to customers
* Product positioning with greater emphasis on mobile internet value propositions for the customers
* Constantly bringnewinnovative digital services access such as Music Freedom, Capture, Hypptv etc
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2Q, 2015
A paradigm shift to drive growth in a challenging and competitive
environment

* Intensified competition ﬁ Strengthen value proposition to stimulate\
internet adoptionand usage with excellent

e Evolutionof traditional mobile service builton a great network and
services to data anddigital services experience
effects on consumer sentiments opportunities
° Slower growth momentum |n b Deepen customer re|atI0nShIp
smartphone and internet penetration
* Transition and transform capability and

competenciesto be a part of the customers’
digital lifestyle and journey

Aaene |
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2Q 2015

Well-positioned to secure a fair share in postpaid mass market

Postpaid
Service "™
revenue
(RMmn) 433 431 435 434
ARPU 83 83
(RM) 82 31 82
Subscribers 1,696 1,698 1,721 1,758 1,771
(‘000)
Non-Internet
1,351

1,130} 1,170j 1,235
Internet

2014 3014 4Q14 1Q15 2Q15

dlgflc :'hllzgl;isE

Continuedto strengthenits positionin
postpaid mass market
— Solid take-up on smartphone bundles
— Supported by rapid expansion of 4G-
LTE network

Steady climb on postpaid base with
additional 75K subscribersinthelast 4
guarters
— 13K new subscribersinthe current
quarter
— Active internet subscribersincreased to
76.3% of total postpaid subscribers

ARPU strengthened to RM82

Postpaid servicerevenuerose 3.5% y-y as a
flow through from encouraging smartphone
bundles commitments securedinthe
preceding quarterand backed by 13.2% y-y
growth from internet revenue



2Q 2015

Relentless optimism to drive Internet For All aspirations

Subscribers 9,207
(‘000)

Non-Internet

Internet

2Q14 3Q14 4Qi14

1Q15

Prepaid
Service 1'192
revenue
(RMmn) 1,135 gl >3 1154 g 1 147
ARPU
e 41 41
- 39 38
9647 9,700 9,933 10,044

2Q15

dl_g@ :.hli:gl;isE

Prepaid market adversely affected by fiery
price competition, operational challenges
and interim weaker spending post GST

Although market remained challenging, Digi
gained 111K net adds and strengthened its
prepaid base to 10.0 million subscribers

Higher smartphone adoptionamongst the
prepaid base continuedto fuel internet
penetration rateto 54.7%, up 8.5pp froma
year ago

Despite the stronger demand frominternet,
both ARPU and service revenue growth were
temporarily subdued with various short-term
promotionsand freebies, on the back of
weaker consumer sentiments and
operationalchallenges duringthe quarter

Prepaid service revenue remained resilient
with marginal 0.5% y-y growth although 1.1%
lower sequentially
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2Q, 2015
Resilient 2Q service revenue against industry dynamics

Blended e Stableservice revenue with y-y growth at
1.3%

Service
revenue

e Internetrevenueremained strongand

(RMmn)

registered a growth of 24.0% y-y although
ARPU 48 47 47 46 45 impacted by interim weaker spending post
(RV) GST

e Forefrontinbringingrelevant digital services
access to customers such as Music Freedom,
Capture, Youtube, Facebook access

11,691 11,815
Subscribers 10,903 11,345 11,421

(‘000)

Non-Internet e Subscribersincreased 124K to 11.8 million
while internet subscribersroseto 6.8 million
or 57.9% of total subscribers

5 30100 6,011 6,624/ 6,843

Internet e ARPU moderated to RM45 over a larger

subscriber base and remained resilient

2Q14 3Q14 4Qi14 1Q15 2Q15

e Consumersentimentsand operational
momentum have since gradually improved

dlgflc :ﬁgﬁng and demand for always-on mobileinternet
\ will spur stronger growth opportunities
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2Q 2015

Higher internet and smartphone penetration fuelled by affordable

smartphone bundles

Smartphone and
internet penetration

%

56.59 56.7%  57.9%
53.0% % ° o
49.‘4%// —
57.1%
53.2%
47.0%  49-3%
41.9%
2014  3Q14  4Ql4 1Q15  2Q15

=&—Internet

Smartphone

No. of smartphones & devices sold ‘000

453

2Q14 3Q14 4Q14 1Q15

2Q15

Leveraged on simple, worry-free affordable
smartphone bundles to enable higher
internet adoptionamongst Malaysians

Bothinternet and smartphone penetration
improved to 57.9% and 57.1%, respectively

Favourablyanchored a strongfoundation to
drive mobileinternet growth opportunities

Relatively higher mix of affordable
smartphone bundles sold duringthe quarter
compared to the preceding two quarters
which were predominantlyiPhone
commitments

Consequentially, device and other revenue
for the quarterdeclined 24.7% y-y and 34.0%
sequentially to RM134 million
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2Q 2015

Well-managed cost structure to drive greater value for customers

524 536

2Q14 3Q14

Total cost trend RM mn
| > -1.4%
—> -7.0%
956 964 998 1,014 943
432 428 473 463 462

525 551 481

4Q14 1Q15 2Q15

B COGS ' Opex

Opex (% of service revenue)

Net o o
Opex 11] 27.2% 27.2%

Opex 27.6% 27.0%

3.4% 4%
6.8% 6.7%
5.2 4.8

2Q14 3Q14
M Sales & Mktg

29.1% 29.3% 28.6%
29.1% 29.2% 29.1%

3.8%
7.2%
5.4

4.4% 4.1% Z

4.0% 3.5%
6.9% 7.1%

8.5%

4Q14 1Q15 2Q15
Staff Cost @ O&M B USO M Others

COGS trimmed in line with lower device
revenue for the quarter

Weaker MYR resulted in relatively higher IDD
traffic cost while price competition intensity
weighed in at the expense of revenue and
margin

Opex to service revenue ratio remained fairly
resilient at 29.1%, consistent level as the last
two quarters amid competition intensity and
rapid expansionof data network

Overall cost structure remained efficient and
well-managed with absolute opex remained
stable sequentially at RM462 million

Digi remained committed to pursue
operational efficiencies opportunities to
deliverreliable and affordable services to its
customers.

111 Net Opex = Opex + Forex/FV

changes + Other Income
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2Q 2015

EBITDA growth moderated by competition intensity and weaker MYR

EBITDA% 46%
PAT % 29%

795

EBITDA and PAT RM mn
45% 45% 43% 46%
28% 31% 27% 27%
789 801 775 788

560

2Q14 3Q14 4Q14 1Q15 2Q15
W EBITDA PAT
Capex and RM mn

Ops Cash-Flow (OCF)

OCF o
margin 34%
Capex/ Rev 11%
602
2Q14

29% 32% 32% 34%
16% 13% 11% 12%

513 568 582 588

276 233 193

3Q14 4Q14 1Q15 2Q15
B OpsCF Capex

Service revenue EBITDA margin remained
strongat 50%

Absolute EBITDA declined 0.9% y-y to RM788
million although improved 1.7% sequentially

Healthy Ops Cash-Flow margin at 34%

Strategically invested RM200 million capex to
boost data network coverage and quality for
customersto enjoy best internet experience
on Digi’s network

Solid progress on 4G-LTE expansion

— Near completion of 1800Mhz frequency
re-farming exercise for LTE nationwide

— Progressively enabled 1800Mhz LTE
overlay on 2600Mhz LTE network

— Nationwide 3G and 4G-LTE network
population coverage reached 86.6% and
approximately 35%, respectively on the
back of 5,600 km of fibre network
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2Q 2015
Solid balance sheet and healthy shareholder returns

EPS and DPS sen e Resilient earnings pershareat 6.0 sen per

Payout  100% 100% share with regularand consistent dividend
0, (1) ()
Ratio °© 9% °© 9% 9% payout ratio

6.4 6.3 6.2 6.0

e 2"interimdividend of 5.9 sen per share (net)
equivalent to RM459 million, payableto
shareholders on 4 September 2015

2Q14  3Q14 4Ql4 1Q15 2015 e YTDdividend of 12.0 sen per share or RM933
w DPS EPS million representinga decentyield of 4.6% on
current share price at RM5.49
Balance sheet RM mn e Strongbalancesheet substantiated by higher
capex and prudent net debt to EBITDA ratio at
2014 3Q14 4Q14 1Q15 2Qi15 0.3x
Total Assets 3,759 3,785 4,303 4,143 4,441
Total Equity 619 608 686 606 596 e Well-positioned to enhance competitiveness
on service qualityimprovement, coverage
SIS 848 598 1,048 1048 1,246 expansion and innovative products and

bearing debts )
services for the customers

Cash & cash

. 403 259 526 357 303
equivalents

Total Assets and cash balances for 4Q14 aligned to audited financial statement



2Q 2015
Relentless focus on Internet For All, customer, value proposition,
brand and momentum

Key priorities

e Stronger brand positioningand deepen
customer relationship

e Strengthenvalue proposition of products
and services anchored on consistent and
b affordable high-speed internet
connectivity

=9
-~ [ Data monetisation fromincreased
: —‘K-,-, internet usage
" 4 -
g @
7 ¢ N\
/4NN
7§ | LET'S
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2Q 2015

2015 Outlook
e Price competition and compounding GST
41 SMART PLAN. effects slowed down industry growth and
2 GREAT CHOICES. operational momentumin 1H 2015
e e Growthlikely toimprove but lingering effects

Digi SmartPlan. Your choice, your plan.

will continue

e Monetisationfrom strongdemand for quality
mobileinternet services will be an important
catalyst for growth

2015
Guidance

Service revenue Low to mid 1.8%
growth single digit
EBITDA margin Sustain at 45%
2014 level
e 78] O« Capex Sustain at RM393
2014 level million

Allprices quoted are

pas
g
53

LET
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Digi Live

Surf gt_
“4GSpeed

Sign up for 4G LTE and experience an unparalleled Internet
Say goodbye to boredom. Enjoy music and videos all day long. connection.

Unllmlted
music streaming

Thank you
See you next quarter!

Investor_Relations@digi.com.my

dlg’lc l :'[E;IHRE www.digi.com.my
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2Q 2015
Strong demand for mobile internet but interim weaker spending and

competition intensity impacted revenue

Voice revenue RM mn Datarevenue RM mn
' > -5.6% [ > +12.5%
—> 0.0% —> +0.1%

970 957 973 916 916
188

2Q14 3Q14 4Q14 1Q15 2Q15

2Q14 3Q14 4Q14 1Q15 2Q15
M Internet Messaging B VAS

M Prepaid Postpaid

DIGI SMART PREPAID ™
TO KEEP YOU CONNECTED
ALUJAYS

ALLAYZ SMART PIRCUMA
ON™ BUDOYZ™ } SORIAS

L
TAART Ok
St
——e%2
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2Q 2015
Performance summary

57.9% active internet subscribers ‘000 1.3% Service Revenue growth y-y RM mn
| >  +8.4%
> +11% 1746 1756 1,799 1,791
11,345 11,421 11,691 11,815 ' :

10,903

6,011 6,452 6,624

2Q14

3Q14
I Total Subs

4Q14 1Q15

Internet Subs

2Q15

2Q14

3Q14

I Revenue

1,584

1,627
1,588

4Q14 1Q15

Service Revenue

2Q15

46% EBITDA margin

27% PAT margin

34% Ops Cash-Flow margin

. > -0.9% , > -7.0%
—> +1.7% —> -3.1%
560
795 789 801 775 788 499 464

2Q14

3Q14 4Q14 1Q15 2Q15

2Q14 3Ql14 4Ql4

1Q15 2Q15

' > -2.3%
—> +1.0%

602

568 582 588

513

2Q14 3Q14 4Q14 1Q15 2Q15
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2Q 2015
Key operating performance KPIs

(RM mn) 2Q15 1Q15 4Q14 3Q14 2014 1Q14 4Q13 3Q13 2q13 Q-0-Q Y-o0-Y
Subscribers (‘000) 11815 | 11,691 11,421 11,345 10,903 10,885 10,995 10,827 10,548 1% 8%
:fggg;a subscribers 6,843 6,624 6,452 6,011 5,384 5,072 4,926 4,753 4,349 3% 27%
MOU 240 235 248 252 251 249 256 260 267 2% -4%
Revenue 1723 1,791 1,799 1,756 1,746 1,718 1,733 1,700 1,653 4% 1%
EBITDA 788 775 801 789 795 778 810 766 747 2% 1%
EBITDA margins 46% 43% 45% 45% 46% 45% 47% 45% 45% 2.4pp 0.2pp
Depreciation &

140 132 127 115 118 122 7% 30%
Amortisation (150) (140) (132)  (127) (115) (118) (122) (221) (247) 6 6
EBIT 638 635 669 662 630 660 688 545 500 0% 6%
Net finance
) (11) (9) (9) (5) (6) (6) (5) (6) (6) 22% 83%
(costs)/income
Profit Before Tax 627 626 660 657 674 654 683 539 494 0% 7%
Taxation 162 147 100 170 175 169 135 90 114 10% 7%
Profit After Tax 464 479 560 487 499 485 548 449 380 3% 7%
EPS (sen) 6.0 6.2 7.2 6.3 6.4 6.2 7.0 5.8 4.9 3% -6%
Prepaid ARPU (RM) 38 39 41 41 41 a1 41 41 42 3% 7%
Postpaid ARPU (RM) 82 81 83 82 83 81 83 82 83 1% 1%
Blended ARPU (RM) 45 46 47 47 48 47 48 48 48 2% 6%




2Q 2015
Revenue composition

(RM mn) 2Q15 1Q15 4Q14 3Q14 2Q14 1Q14 4Q13 3Q13 2Q13 Q-0-Q Y-o0-Y
REVENUE 1,723 1,791 1,799 1,756 1,746 1,718 1,733 1,700 1,653 -4% -1%
Service Revenue 1,589 1,588 1,627 1,584 1,568 1,554 1,577 1,553 1,526 0% 1%
Voice revenue 916 916 973 957 970 983 1,020 1,020 1,011 0% -6%
Data revenue 673 672 654 627 598 571 557 533 515 0% 13%
Internet 507 505 480 449 409 374 348 320 293 0% 24%
Messaging 115 119 126 131 142 148 158 162 172 -3% -19%
VAS 51 48 48 47 47 49 51 51 50 6% 9%
rD:‘:’;‘;eu:"d other 134 203 172 172 178 164 156 147 127 -34% -25%
Prepaid Revenue 1,141 1,154 1,192 1,153 1,135 1,127 1,138 1,119 1,093 -1% 1%
Voice revenue 728 731 777 763 772 784 806 807 796 0% -6%
Data revenue 413 423 415 390 363 343 332 312 297 2% 14%
Postpaid Revenue 448 434 435 431 433 427 439 434 433 3% 3%
Voice revenue 188 185 196 194 198 199 214 213 215 2% -5%
Data revenue 260 249 239 237 235 228 225 221 218 4% 11%
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digi | insPIRE



dlgT(’

2Q 2015
Reported COGS and OPEX

(RM mn) 2Q15 1Q15 4Q14 3Q14 2Q14 1Q14 4Q13 3Q13 2Q13 Q-0-Q Y-o-Y
COGS 481 551 525 536 524 514 514 514 493 -13% -8%
Cost of materials 157 228 197 177 183 165 151 144 139 -31% -14%
Traffic charges 324 323 328 359 341 349 363 370 354 0% -5%
OPEX 462 463 473 428 432 436 421 420 415 0% 7%
Sales & marketing 135 145 140 133 133 129 133 130 129 -7% 2%
Staff costs 67 64 72 58 58 60 57 57 61 5% 16%
Operations & maintenance 85 86 85 76 81 84 76 84 81 -1% 5%
Other expenses 175 168 176 161 160 163 155 149 145 4% 9%
USP fund and license fees 115 113 112 107 107 105 104 103 95 2% 7%
Credit loss allowances 8 8 9 10 6 8 7 7 7 0% 33%
Others 52 47 55 44 47 50 44 39 43 11% 11%
TOTAL 943 1,014 998 964 956 950 935 934 908 -7% -1%

LET'S
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2Q 2015
Reported Cash-Flow

(RM mn) 2Q15 1Q15 4Q14 3Q14 2Q14 1Q14 4Q13 3Q13 2Q13 Q-0-Q Y-o-Y

Cash at start 357 526 259 403 372 411 550 761 579 -32% -4%
Cash-flow fromoperations 744 551 524 780 770 664 826 616 651 35% -3%
Changes in workingcapital (327) 29 1 93 (65) (68) (197) (248) 9 -1228% >100%

h-fl ini i
Cash-flowusedininvesting | g0 | (189)  (226) (271)  (191)  (192)  (126)  (227)  (180) 5% 4%
activities

h-fl infi i
Cash-flowusedinfinancing | ;0 | (561 (37)  (746)  (483)  (443)  (642)  (352)  (298) 519 43%
activities
Net changeincash (58) (170) 262 (144) 31 (39) (139) (2112) 182 -66% -287%
Effect of exchange rate
changes on cashandcash 4 1 5 0 0 0 0 0 0 >100% N/A
equivalents
Cash at end 303 357 526 259 403 372 411 550 761 -15% -25%
Capex 200 193 233 276 193 202 130 234 186 4% 4%
Ops Cash-Flow o o
(EBITDA — Capex) 588 582 568 513 602 576 680 532 561 1% -2%
Ops Cash-Flow margin 34% 32% 32% 29% 34% 34% 39% 31% 34% 1.6pp -0.4pp

A | LET'S
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Cashbalancefor4Q14 aligned to audited financial statement



