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Investment Highlights –
GVT develops a unique model rolling out the most modern network in Brazil

Attractive markets The macroeconomic environment and the competitive landscape are favorable to GVT’s 
growth

Licenses not subject to price caps or universal service obligations unlike incumbents
Ability to focus only on the most profitable areas throughout Brazil

Licenses terms not constraining

Powerful geomarketing
Selective and variable capital expenditures

Build network only targeting high‐usage customers areas

The most modern network and IT

Built its own local loop network with short last mile (<1.5 km, 400 m in average)
One of the largest backbone in the country (18,000 route km of long distance fiber 
network) 
Advanced, latest generation, single‐network architecture

The most modern network and IT 
platform in Brazil

Only operator in Brazil to deliver up to 100Mbps speed for broadband
Highest quality of service
Offer innovative bundles at very competitive prices
Mostly growth CapEx: Limited need for heavy additional network, maintenance or
investment upgradesinvestment upgrades

Fastest growing telecommunications service provider in Brazil in terms of revenue* and 
Adjusted EBITDA*

O hi t
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j
CAGR of 30% for Revenue and 37% for Adjusted EBITDA over 2006‐2009
Guidance for 2010: Revenue up 40% and Adjusted EBITDA up 50%

Our achievements

* In local GAAP



Investment Highlights –
Our vision and financial outlook

Be the best and fastest growing provider of fixed Communications & Entertainment for Brazilian 
high‐end Households and Businesses in all key markets
Economic sustainability through consistent and attractive return to the shareholder

Guidelines

Economic sustainability through consistent and attractive return to the shareholder

Expand network coverage and territorial reach

Maintain the edge in the core offer and superior quality of service

Enter into new segments (e g Pay TV VAS over broadband)Enter into new segments (e.g. Pay‐TV, VAS over broadband)

Maintain technology advantage

Grow team while protecting  the unique performance‐based and highly‐engaged culture

Leverage the financial and strategic support of Vivendi to accelerate growth and to enter into new segments

Financial outlook*

Fixed & Broadband : 2014 revenues expected to exceed 3.5x 2009 revenues with above 40% Adjusted EBITDA margin

Free cash flow (Adjusted EBITDA – CapEx) expected to be breakeven in 2012 and positive in 2013
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* In local GAAP, excluding Pay TV operations to be reported separately



GVT: a Brazilian Fixed Telecom operator widening its span…

4 telecom incumbents used to share the Brazilian market*

With new licenses, GVT competes with all of them
• GVT has had a strong value creation path 
with a:
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Region I
(Oi²)Region II

(Brasil Telecom/Oi¹)

i III

• The environment for GVT's growth is 
favorable:

positive macro‐economic environment in Brazil will 

i GVT’ dd bl k t
1

RS
12

23

SC Region III
(Telefonica³)

increase GVT’s addressable market

positive competitive landscape in the mid‐term

regulatory changes bringing additional opportunities 

f GVT (fi d t bil i t ti t MVNO

Number of cities in operation per state (Retail + Corporate)
Cities with Corporate operations only (as of November 2010 )

for GVT (fixed‐to‐mobile interconnection rate, MVNO 

and law for Pay TV)
GVT is present in 95 cities
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*Local incumbents: Oi, BRTelecom and Telefonica. 
*Nationwide Long‐distance incumbent: Embratel (currently providing local services as well).
1)Oi / Brasil Telecom Original Region (Region II). GVT operated since 2000.
2)Oi Original Region (Region I). GVT launched Retail in 2007.
3)Telefonica Original Region (Region III). GVT launched Retail in June 2010.



… delivering consistently high quality growth

30%

CAGR

28%

NET REVENUES

1 320

1.699
R$ millions 

3751 320

1,699

Retail1
Corporate

31%
769

981

1.320

591 756 998
1,324177

225
322

3751,320

Adjusted EBITDA

Retail

256 358 503 656 37%

2006 2007 2008 2009

Retail/ 674k 869k 1 324k 1 925k

Adjusted EBITDA
margin

33.3% 36.5% 38.1% 38.6% 5pp

Retail/
SME

Corp.
LIS2

674k

192k

869k

260k

1,324k

480k

1,925k

745k

42%

57%

Retail/ 133k 195k 455k 568k

% revenues non

/
SME

Corp.
NNA

133k

48k

195k

68k

455k

220k

568k

299k

62%

83%

6
1‐ Internet Segment revenue (VoIP based services + Internet Dial‐up service) is included in the Retail revenue
2 ‐ LIS reclassification between Retail and Corporate in 2009 and adoption of new model to calculated LIS for corporate and SME high 
speed customer

0.0% 0.2% 5.3% 12.9%%  revenues non 
region II (Retail)



GrowthGrowth

Strong and super fast growth in Q3 2010, with Revenue growing 47%
and Adjusted EBITDA growing 56% y‐o‐y

47%

Growth

135

649

42%

1,224

1,736

Growth

NET REVENUES

R$ millions 
371

42%

48%
347

513
96

135
442 35%

44%

Retail1
Corporate

950
1,365

274

173 270 56%

3Q 09 3Q 10

470 714 52%Adjusted EBITDA

Retail
9M 09 9M 10

1 773k 2 651k 49%

39.1% 41.6% 3pp

1 773k 2 651k 49%

38.4% 41.1% 3pp

Retail/

Adjusted EBITDA
margin

1,773k

644k

2,651k

1,040k

49%

61%

158k 254k 60%

1,773k

644k

2,651k

1,040k

49%

61%

416k 712k 71%

Retail/
SME

Corp.
LIS2

Retail/ 158k

77k

254k

129k

60%

68%

12% 22%

416k

198k

712k

309k

71%

56%

% revenues non

/
SME

Corp.
NNA
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15% 27% 12% 22%

1‐ Internet Segment revenue (VoIP based services + Internet Dial‐up service) is included in the Retail revenue
2 ‐ LIS reclassification between Retail and Corporate in 2009 and adoption of new model to calculated LIS for corporate and SME high 
speed customer

%  revenues non 
region II (Retail)



Brazilian economy is expected to continue to grow due to internal and external factors…

Brazil is already the 8th largest 
economy and keeps growing

... based on a stable economic policy and 
commodities' export potentialeconomy and keeps growing... commodities  export potential

Main drivers of growth

Monetary stability (inflation, debt/GDP, 10.0

% GDP GrowthGDP (US$ trillion)

interest rates)
Emerging middle class and rise in internal 
consumption
Expansion of credit and cost of capital

4.0%

5.7%
5.1%

5.8%

4.3%

4.4%

4.6%

5.0%

5.1%

5.1%

5.1%

5.1%

5.2%

5.0%
5.0

na
l

Expansion of credit and cost of capital 
reduction
Build up of infrastructure (energy, 
transport, housing, others), PAC 
(Government's economic growth1 1

1.6

‐0.1%

1.5
2.0 2.2 2.4 2.7

1.3

3.2 3.4 3.6 3.9 4.2 4.3

2.9 0.0

In
te
rn

(Government s economic  growth 
acceleration plan)

Favorable commodity1 prices

1.1

06 07 08 09 10 11 12 13

1.3

14 15 16 17 18 19
‐5.0

20

10th 7th 5th 4th? l
Investment grade
Foreign direct investments
World Cup and Olympic Games

Nominal GDP (USD)

10 7 5 4 ?

Brazil's position among largest economies
Ex
te
rn
a

Estimated Nominal GDP (USD)

8
Sources: 2010 Strategic Planning, LCA, FMI, Tendências consultoria
1 Main commodities considered are iron ore, oil, meat and 
agricultural commodities such as soybeans, sugar and corn

Annual real growth Estimated Annual real growth



... resulting in an improvement of income distribution and spurring growth of SMEs

ABC class expected to gain 
36 million people

SMEs expected to grow at faster rate 
than in previous years

19

200

Million people

p p p y

Million SMEs

8 7+6%175
186

199

65
91 146

13
19

100

150

8.7

+5% 2.9

1.0
+6%

6.6

0.8

GVT’s 
Residential 

Market Target

47

45

38
50

100

4 8
1.1
0.6

2.14.0
ABC

0 49

2003 2008

30

2014

15
4.8

2.3

2010

3.7

20152000

D (R$ 768 to R$ 1,115)

C (R$ 1,115 to R$ 4,807)

AB (>R$ 4,807)

Services

Industry

2010 20152000

42 30 24
People per
Company

CAGR

9

E (<R$ 768)

( $ $ , )

Sources: 2010 Strategic Planning, SEBRAE‐SP – Observatório MPEs 2009‐2015, IBGE

Services

Commerce
+% CAGR



Booming Mobile, Broadband and Pay‐TV subscriber numbers

Mobile Telephony
2009
2015

175.6 (1)

224 1 (2)2015 224.1 (2)

Mobile Broadband 
2009 4.5 (1)

(2)

Fixed Broadband

2015 61.2 (2)
GVT: Market share in the fixed telephony 

voice, broadband and Pay TV is expected to  

continue to be small (but relevant) in the 
GVT’ M k t h (4)

Fi d T l h (3)

ed oadba d
2009
2015

11.1 (1)

33.8 (2)
upcoming five years, which should enable 

the Company to continue growing fast until 

2015

GVT’s Market share(4)

6%

Fixed Telephony (3)

2009
2015

41.7 (1)

41.9 (2)

GVT’s Market share(4)

3%

Pay‐TV
2009
2014

7.6 (1)

14.3 (2)
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According to Teleco, in 2009 the Mobile penetration* in Brazil was 91%, the Fixed‐telephony was 22%, the Broadband penetration was 6% and the Pay TV penetration was 4%.
According to GVT estimates, in 2015 the Mobile penetration* in Brazil will be 111%, the Fixed‐telephony will be 21%, the Broadband penetration will be 47% and the Pay TV penetration will be 7%.
*The high mobile penetration in Brazil is due to a high number of prepaid SIM cards, that represented 82% of the total mobile base in April 2010.  Prepaid subscribers have multiple SIM cards.
Sources (1) Teleco, (2) ANATEL, INFORMA Telecoms & Media and Annual Reports from Telcos (3) Fixed telephony does not include VoIP (4) nationwide market share.



GVT’s strategy – Accelerating growth with quality

Vision

• Be the best and fastest growing provider of fixed 
Communications & Entertainment for Brazilian high‐
end Households and Businesses in all key markets

Expand  
network and

Keep the 
edge in the Maintain Enter

Vision

• Economic sustainability through consistent and attractive return to the shareholder
end Households and Businesses in all key markets

network and 
territorial 
reach 

focusing on 
the

edge in the 
core offer 

with 
innovative 
bundles and

Maintain
superior
service

delivery with  
high level of

Enter 
new 

segments 
(Pay‐TV and 
broadband

Guidelines
the 

Company’s 
addressable 
market

bundles and 
best‐in‐class 
broadband

high level of 
customer 

engagement

broadband 
content)

Maintain technology advantage

Grow team while protecting culture

Enablers

11



Expand territorial reach

Expand territorial reach

Total # of Addresses Addressable market
ABC Households + Business

Addressable Market Coverage
or Homes Passed

Total # of Addresses ABC + Corporate in 
Brazil % Coverage in the total 

19.8

10.7

11.3

41.8

Region III Region I

Region II

All Brazil
cities

addressable market

16.7

12.0

6.3

4 6 1.2

40% 38% 38%

Region II

5.64.9
Region III Region I

Total # of Addresses ABC + Corporate in the 
cities GVT has interest

12.0

8.6

4.6

3.4

5 9 5 9 6 1

2.6
5.5 5.6

0.6
5.0

2 4 2 6 2.8

1.0
1.7

2.3
0.2

Millions of addresses

2009 2011

Millions of addresses Millions of addresses

5.9

Region II
16.5

101
cities

2010 2009 20112010

5.9 5.9 6.1 2.4 2.6 2.8

Geographical expansion means 
By expanding the addressable 

k i i i i
As GVT’s network runs over 

i h dd bl
Geog ap ca e pa s o ea s
that as GVT enters new cities, it 
expands its addressable market.

market, i.e. entering new cities, 
GVT will have a larger base to 
expand its network coverage. 

more streets in the addressable 
market, number of homes 

passed increases.

12
Region III (Telefonica)
Region I (Oi)
Region II (Brasil Telecom/Oi)

Number of addresses represent figures as per year end 2010
1. Does not include SME



Expand territorial reach

Territorial expansion – New Markets growing in participation and importance
and major expansion expected in ’11 and ‘12

Retail1 Revenue Breakdown 
per region

Retail1 Revenue in BRL Million 
per region

15% 27% 12% 24%

109

315

493

1,304

895

85% 73% 88% 76%

3Q 09 3Q 10 9M 09 9M 10

278 360

785
988

48
133

3Q 09 3Q 10 9M 09 9M 10

326

493

Region II Outside of region II

Retail1 Net Additions share per region

3Q 09 3Q 0 9 09 9 0

Accelerating expansion outside region II

3Q 09 3Q 10 9M 09 9M 10

Region II Outside of region II

36%
49%

34%
49%

2007 2008 2009 2010 2011
NUMBER OF NEW 

CITIES
1 3 5 9 7

2007 2008 2009 2010 2011

FORTALEZA
RIO DE JANEIRO
SANTO ANDRE

64%
51%

66%
51%

Q1
JOÃO PESSOA
CAMPINA 
GRANDE

SÃO BERNARDO
SÃO CAETANO

OSASCO
GUARULHOS

Q2 CONTAGEM
VITÓRIA

VILA VELHA
SOROCABA
JUNDIAÍ

BELO
RECIFE

NITERÓI
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Region II Outside of region II

3Q 09 3Q 10 9M 09 9M 10

1. Includes residential and SME customers

Q3
BELO 

HORIZONTE
SALVADOR SERRA

JABOATÃO

NITERÓI
OLINDA

SÃO PAULO

Q4 BETIM
CAMPINAS
PIRACICABA



Keep the edge in the core offer

Keep the edge in the core offer: ultra high speeds at affordable prices

• GVT’s network topology and technology, combining optical fiber rings with a short copper last mile, enable 
GVT to provide ultra high speeds up to 100Mbps with premium quality and the lowest prices in the 
market

• The expansion of GVT’s own backbone allows GVT to offer ultra high speeds at attractive prices and in a 
fit bl

Superior quality 
broadband with 
tt ti i profitable way

• Broadband penetration – 84% of retail customers (3Q10)
• Explosive demand for high speed internet – demand on video over the internet working in GVT’s favor

attractive prices

Low broadband speeds in Brazil are the  …while GVT is significantly ahead of the  …and continues to increase its advantage vs. o b oadba d speeds a a e t e
market standard1

… e G s s g ca t y a ead o t e
market (3Q10 base)…

…a d co t ues to c ease ts ad a tage s.
the overall market (3Q10 sales)

Higher than 8 Mbps

Higher than 2 Mbps 

Equal or higher 
than 15 Mbps

Lower than
10Mbps

Equal or higher 
than 15 MbpsLower than

10Mbps
A f O t b

2Mbps or lower

and up to 8 Mbps

10Mbps

As of October 
2010, 

sales of 15Mbps 
increased 
to over 23%

GVT’s average broadband speed of customer base2

+57%

10Mbps

Client average 
d CAGR

RPL in R$

68 67

79% 84% 86% 88% Broadband
penetration (%)

8 4
11.3

19.7 Client average 
Speed (Mbps)

X

speed CAGR

52

59

4Q 09 3Q 10

Our strategy to 
increase broadband 

gap has enabled us to 
increase 

Data RPL, while 
i t i i i

141. Source: Teleco – April/2010
2. Does not include SME

2009 2010 2011 2012

5.1
8.4 4Q 09 3Q 10

VOICE DATA

maintaining voice 
RPL



Keep the edge in the core offer

Competitive bundling strategy

The favorable “broadband gap” between GVT and its main competitors is already large and will grow even more 
in the future

High Speeds at affordable Prices and for all customers

84% of GVT’s base has bundles

90% of new sales has bundles
Attractive and features‐rich bundles

1 ,960
1 ,840

Small Business with broadband up to 10MbpsResidential
(Prices in R$) (Prices in R$)140

124

154

130
140

293

725
605

390

977

110
104

124

100 110

30

30
30110

293 247 204

1500 minutes + 
Broadband

5000 minutes + 
Broadband

15000 minutes + 
Broadband

Comparable bundle ‐ GVT

80

Linha Clássica ‐ Telefônica

, , ,

Mais Negócios ‐ Telefônica Fale em dobro ‐ Oi Economix Flex ‐ GVT

Although, offering more features (e.g. higher 

b d idth) GVT’ i f ll b i b dl

GVT’s bundles for residential market offer additional 

l i f t ( f i t f bil ll )

Comparable bundle  GVT
Extras included in GVT’s bundle

Linha Clássica  Telefônica
Fale Ilimitado ‐ Oi

15Source: Company.
1. The prices of Oi’s broadband differs from city to city.

bandwidth), GVT’s prices for small business bundles 

are on average 30% lower than competitors’.

exclusive features (e.g. free minutes for mobile calls) 

with a very competitive price.



Maintain superior service delivery

Maintain superior service delivery

Customers that recommend GVT1 (%)

49% 49%

Monthly Churn rate2;3 (%)

1.28%
44%

0.93%

2008 2009 2010 3Q 09 3Q 10

Top rating for GVT’s customer engagement by Gallup1Highest customer

engagement in Brazil

• A Survey conducted by the
55%

46%
49%A Survey conducted by the 

Gallup Institute points to 

GVT’s large advantage over 

its main competitors and 

38%
42%

27%

40%

46%

31%

25%

32%
27%

17%

26%
29% 28%

15%
18%

26% 26%

13%p

even over the top 10 

telecom companies in the 

World (top box rating)
Satisfaction Continuity Recommendation Loyalty

16
1. Source: Gallup Consulting (Period: May 2010)
2. Total average monthly churn (voluntary + involuntary) and does not include SME
3. Churn Rate reduction due to continuous focus on customer experience 

Top 10 World GVT Oi ‐ Region II Oi ‐ Out of Region II NET



Keep the edge in the core offer

From a dumb pipe to a smart pipe

Voice

Broadband

IPTV (to be launched in  2011)
Music (launched Oct ‘10 with Universal)

Video Games (project under discussion 

Content

GVT‘s 
Pipe

with Activision for 2011)

Home Gateway  (to be launched with IPTV)
Internet Security (launched April ‘10)

Online Backup (launched April ‘10)p ( p )

Home Monitoring  (2012)
Home Surveillance (2012)

VAS
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Enter new segments

Enter new segments: Pay TV is an opportunity for GVT to expand
into a growing market, offering to its clients a differentiated service

DTH

INTERNET

Pay TV market is expected to double its size within the next 5 yearsPay TV market is expected to double its size within the next 5 years

Pay TV market is facing trends that favor interactive and convergent offers; GVT will be the only operator 

with IPTV technology

More than 50% of GVT’s customers with Pay TV are willing to accept a Pay TV offer from GVT at the firstMore than 50% of GVT s customers with Pay TV are willing to accept a Pay TV offer from GVT at the first 

moment

NET (market leader) has a low customer engagement, while SKY lacks broadband and interactive features

The introduction of Pay TV offer by GVT will also solidify the Company’s position in the fixed telephony 

18
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Vivendi's financial and strategic support enables GVT to accelerate growth

As an independent company, GVT was thinking smaller and more 

conservatively

Vivendi allows GVT to seize opportunities faster

GVT’s image has improved due to Vivendi.  Vivendi also provides a conduit  

for GVT to expand its business relationships

GVT launched a unique music offer and has an opportunity to deliver       

on‐line games to its customers

Sharing expertise (technology, business model and content) in launching 

P TV i B il
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Q3 2010 YTD results and 2011 financial outlook

2010 Results* (summary of Q3 2010 YTD vs. Q3 2009 YTD): 

• Record growth rates on Revenue* (42%), Adjusted EBITDA* (52%) and Adjusted EBITDA* margin

(+3 p.p.), and net line additions (56%)(+3 p.p.), and net line additions (56%)

• Continuously successful territorial expansion outside its original region (region II), which proves 

GVT’s business model and its competitive advantages

• The “broadband gap“ and “quality gap” between GVT and its main competitors is increasing fastg p q y g p p g

• 2010 guidance: Revenue* growth of 40% and Adjusted EBITDA* growth of 50% 

2011 Workplan – Preliminary, to be confirmed in Q1 2011:

• Stable macroeconomic environment

• Continuous strong momentum in net additions and revenue growthContinuous strong momentum in net additions and revenue growth

• GVT Revenue* growth expected in the mid 30’s and Adjusted EBITDA margin* around 40% 

(in spite of entrance to Pay TV business)

• Pay TV business will start in the second half of 2011 and will be reported separately. Pay TVPay TV business will start in the second half of 2011 and will be reported separately. Pay TV 

revenue expected to be material already in 2012

• Slightly higher CapEx than 2010 (BRL1.5bn) in order to accelerate GVT’s geographical 

expansion

20
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Medium term financial outlook for Fixed and Broadband

2014 Fixed and Broadband revenues* expected to exceed BRL6bn,
i.e. more than 3.5x 2009 revenues

> 6.0

Adjusted EBITDA*
margin = 39%

Adjusted EBITDA*
margin > 40%

2.4

3.2
a g 39%

1.7

2009 2010 2011 2014

Fixed and Broadband Free Cash Flow (Adjusted EBITDA – CapEx)

GVT Strategic Plan 3rd draft.ppt 21

Fixed and Broadband Free Cash Flow (Adjusted EBITDA  CapEx)
expected to be breakeven in 2012 and positive in 2013 

* In local GAAP, excluding Pay TV operations to be reported separately



Investment Highlights –
GVT develops a unique model rolling out the most modern network in Brazil

Attractive markets The macroeconomic environment and the competitive landscape are favorable to GVT’s 
growth

Licenses not subject to price caps or universal service obligations unlike incumbents
Ability to focus only on the most profitable areas throughout Brazil

Licenses terms not constraining

Powerful geomarketing
Selective and variable capital expenditures

Build network only targeting high‐usage customers areas

The most modern network and IT

Built its own local loop network with short last mile (<1.5 km, 400 m in average)
One of the largest backbone in the country (18,000 route km of long distance fiber 
network) 
Advanced, latest generation, single‐network architecture

The most modern network and IT 
platform in Brazil

Only operator in Brazil to deliver up to 100Mbps speed for broadband
Highest quality of service
Offer innovative bundles at very competitive prices
Mostly growth CapEx: Limited need for heavy additional network, maintenance or
investment upgradesinvestment upgrades

Fastest growing telecommunications service provider in Brazil in terms of revenue* and 
Adjusted EBITDA*

O hi t
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j
CAGR of 30% for Revenue and 37% for Adjusted EBITDA over 2006‐2009
Guidance for 2010: Revenue up 40% and Adjusted EBITDA up 50%

Our achievements

* In local GAAP



Appendix

GVT Strategic Plan 3rd draft.ppt 23



Sli T l f i

Short term opportunities in the competitive arena:
Despite possible reaction from competitors and market consolidation in the mid‐term, GVT expects
to be able to keep its competitive edge

Slim            
Group

Telefonica 
Group

Oi TIM

Voice market is stable 

Fixed 
Telephony •Revenues: R$ 11 B

(CAGR ‘05‐’09: 9%)
•EBITDA Margin:26%

•Revenues: R$ 14 B 
(CAGR ’05‐’09: 0%)
•EBITDA Margin: 37%

•Revenues: R$ 30 B  
(CAGR ’05‐’09: 3%)
•EBITDA Margin:33%

while broadband is 
growing fast despite 
legacy network of 
incumbents.

Pay TV
R R$ 5 B

Limited competition due 
to “old” regulatory 
framework (in process
to be modified), which 
created low penetration•Revenues: R$ 5 B

(CAGR ’05‐’09: 30%)
•EBITDA Margin:27%

created low penetration 
of Pay TV. High growth 
potential market.

Mature and highly 

Mobile •Revenues: R$ 12 B 
(CAGR ’06‐’09: 9%)
•EBITDA Margin:24%

•Revenues: R$ 17B 
(CAGR ’06‐’09: 11%)
•EBITDA Margin: 29%

•Revenues: R$ 13B 
(CAGR ’06‐’09: 7%)
•EBITDA Margin:28%

g y
competitive market. 
Growth is focused on 
mobile data.

L l b t t t N F ll i t t d P i il bil• Legal but not yet 
operational 
integration

• Strong presence in 
corporate, cable and 

• New merger, 
integration starting
in 2011

• Telefonica is based 
only in São Paulo 

• Fully integrated 
company and 
offering

• Typical incumbent 
limitations

• Primarily a mobile 
player (some 
presence in long 
distance and 
corporate clients 
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broadband.  Not 
strong residential 
offers for fixed voice 
telephony

State with typical 
incumbent 
limitations

via Intelig)

Source: Companies’ reports



Maintain technology advantage

Maintain technology advantage by leveraging and improving our unique next 
generation local and long‐distance network

GVT’s network topology and technology, combining optical fiber rings with a short copper last mile, 
enables the company to provide ultra high speeds with premium quality

Next Generation
IP Network

GVT’s Fiber‐oriented Last Mile Architecture enables ultra high broadband speeds
Copper last mile  – ADSL2+ technology

Maximum 1500 m (average 400 m) – up to 20 Mbps per subscriber

Switch
(Core)

g p

Fiber metro ring – Maximum 5 SC
(Currently 10 Gbps      Evolving to 100 Gbps)

Copper last mile  – VDSL2 technology
Maximum 800 m – up to 50 Mbps per subscriber

Street cabinet (SC)

Fiber last mile (FTTH) EFM technology

Street cabinet (SC)
With up to 1600 customers 

(Voice + Broadband)
Growing focus in the 

next 5 years

Fiber Optics

Incumbents’ infrastructure is based on long copper and
limited broadband capacity to users

Fiber last mile (FTTH) – EFM technology
Ethernet up to 100 Mbps per subscriber

Fiber Optics
Copper

limited broadband capacity to users

25



Vivendi's support encourages GVT to accelerate growth

In BRL millions*
9M 2010 9M 2009 Change

Net Revenues: BRL1,736m*, +42% 
(+74% in EUR)

Net revenues 1,736        1,224        + 41.8%

Gross income 1,139        789           + 44.4%

Adjusted EBITDA** 714           470           + 51.9%

( 74% in EUR)
Broadband service revenues up 78% and Voice revenues up 34%

1,030k net adds in lines in services (LIS), +56% yoy

Retail broadband subscribers reached 988k, 61% with speed of 10 
Mb d hi h d ith 32% t d S t b 2009 Adjusted EBITDA** ― D&A 392           211           + 85.8%Mbps and higher, compared with 32% at end September 2009

Adjusted EBITDA**: BRL714m*, +52% 
(+87% in EUR) Commercial initiatives and new services

In Q3 2010, coverage expansion in the cities of Niteroi 
and Olinda; 2 additional new cities are planned by year 
end

EBITDA** margin of 41%, +3 pts
Better product mix

Continued cost optimization

Commercial initiatives and new services

New 15 Mbps broadband package at service price of  
BRL79.90 including free WiFi modem, compared to 
BRL99.90 previously

Launch of "Power Music Club” by Universal Music 

Fully consolidated since November 13, 2009
IFRS Revenues: €732m
IFRS EBITA: €169m Group, a service allowing GVT subscribers unlimited 

access to songs and music videos

IFRS EBITA: €169m 

26

* In local Brazilian accounting standards
** Adjusted EBITDA is computed as net income (loss) for the period excluding income and social contribution taxes, financial 

income and expenses, depreciation, amortization, results of sale and transfer of fixed assets / extraordinary items and 
stock option expense



Main performance indicators*

27* In Brazilian GAAP
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September 30, 2010 YTD Key Metrics

Retail & SME
 In '000 September 30, 2010 September 30, 2009 Change Retail & SME September 30, 2010 September 30, 2009 Change

Total Lines in Services (LiS) 3,846                      2,560                      + 50,2% Coverage (# of cities) 92                          81                          11              

Retail and SME 2,651                      1,773                      + 49,5% Region II 75                          75                          -                 
Voice 1 655                      1 146                      + 44 4% Region I & III 17                          6                            11              Voice 1,655                      1,146                      + 44,4% Region I & III 17                          6                            11              
Broadband 996                         627                         + 58,9%

Proportion of offers ≥ 10 Mbps 61% 32% + 29,0 pts Revenue per Line - Retail Voice (BRL) 67,0                        70,0                        - 4,3%
Corporate 1,040                      644                         + 61,5% Revenue per Line - Retail Data (BRL) 58,7                        49,9                        + 17,6%
Internet et VoIP (VONO) 155                         143                         + 8,4%

 In '000 9M 2010 9M 2009 Change In BRL millions* 9M 2010 9M 2009 Change

New Net Adds (NNA) 1,030                      660                         + 56,1% Voice 1,123                      838                         34,0%

Retail and SME 712                         416                         + 71,1% Next Generation Services 613                         386                         58,8%
Voice 405                         253                         + 59,8% Corporate data 149                         115                         30,0%
Broadband 307                         163                         + 88,9% Broadband 430                         241                         78,1%Broadband 307                         163                          88,9% Broadband 430                         241                         78,1%

Corporate 309                         198                         + 56,3% VoIP 35                          30                          13,7%
Internet et VoIP (VONO) 9                            46                          - 80,0% Total Net Revenues 1,736                      1,224                      41,8%
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GVT delivered consistently high quality growth
Figures 2006‐2009 in EUR

136

30%

CAGR

28%

NET REVENUES

498

618
EUR million

217 285 377
48165

85
122

136

Corporate

30%
282

369

498

2006 2007 2008 2009

EBITDA

Retail1

94 135 190 238 36%

Retail/ 674k 869k 1 324k 1 925k

EBITDA
Margin

33.3% 36.5% 38.1% 38.6% 5pp

Retail/
SME

Corp.
LIS2

674k

192k

869k

260k

1,324k

480k

1,925k

745k

42%

57%

Retail/ 133k 195k 455k 568k

% revenues non

/
SME

Corp.
NNA

133k

48k

195k

68k

455k

220k

568k

299k

62%

83%
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1‐ Internet Segment revenue (VoIP based services + Internet Dial‐up service) is included in the Retail revenue
2 ‐ LIS reclassification between Retail and Corporate in 2009 and adoption of new model to calculated LIS for corporate and SME high speed 
customers
Fx rate R$ / €: 2005 = 3,0017; 2006 = 2,7235; 2007 = 2,6563; 2008 = 2,6489; 2009 = 2,7508

0.0% 0.2% 5.3% 12.9%%  revenues non 
region II (Retail)



Strong and super fast growth in the 3rd quarter of 2010, with Revenue growing 
76% and EBITDA growing 88% y‐o‐y (Figures 2010 in EUR)

GrowthGrowth

157

76%

Growth

NET REVENUES

60

289
EUR million 

74%

423

738

Growth

329
580

95

Retail1
Corporate

70%

78%
129

229
35

60
164 66%

77%

9M 09 9M 10

EBITDA

Retail

64 120 88%

3Q 09 3Q 10

163 303 86%

Retail/ 1 773k 2 651k 49%

EBITDA
Margin

39.1% 41.6% 3pp

1 773k 2 651k 49%

38.4% 41.1% 3pp

SME

Corp.
LIS2

1,773k

644k

2,651k

1,040k

49%

61%

Retail/ 158k 254k 60%

1,773k

644k

2,651k

1,040k

49%

61%

416k 712k 71%
/

SME

Corp.
NNA

158k

77k

254k

129k

60%

68%

416k

198k

712k

309k

71%

56%
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1‐ Internet Segment revenue (VoIP based services + Internet Dial‐up service) is included in the Retail revenue
2 ‐ LIS reclassification between Retail and Corporate in 2009 and adoption of new model to calculated LIS for corporate and SME high speed 
customers
Fx rate R$ / €: 3Q09 = 2,6953; 3Q10 = 2,2424

15% 27%
%  revenues non 
region II (Retail) 12% 22%



Important legal disclaimer

This presentation contains forward-looking statements with respect to the
financial condition results of operations business strategy plans and outlookfinancial condition, results of operations, business, strategy, plans and outlook
of GVT (Holding) S.A., a subsidiary of Vivendi. Although Vivendi believes that
such forward-looking statements are based on reasonable assumptions, such
statements are not guarantees of future performance Actual results may differstatements are not guarantees of future performance. Actual results may differ
materially from the forward-looking statements as a result of a number of risks
and uncertainties, many of which are outside our control, including the risks
described in the documents Vivendi has filed with the Autorité des Marchésdescribed in the documents Vivendi has filed with the Autorité des Marchés
Financiers (French securities regulator) and which are also available in
English on our web site (www.vivendi.com). Investors and security holders
may obtain a free copy of documents filed by Vivendi with the Autorité desy py y
Marchés Financiers at www.amf-france.org, or directly from Vivendi. The
present forward-looking statements are made as of the date of the present
presentation and Vivendi disclaims any intention or obligation to provide,
update or revise any forward-looking statements, whether as a result of new
information, future events or otherwise.
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Vivendi Investor Relations Team

Jean‐Michel Bonamy
Executive Vice President Investor Relations

+33.1.71.71.12.04
jean‐michel.bonamy@vivendi.com

New York

Paris
42, Avenue de Friedland New York

800 Third Avenue
New York, NY 10022 / USA
Phone: +1.212.572.1334
Fax: +1.212.572.7112

75380 Paris cedex 08 / France
Phone: +33.1.71.71.32.80
Fax: +33.1.71.71.14.16

Aurélia Cheval
IR Director

aurelia.cheval@vivendi.com

France Bentin

Eileen McLaughlin
V.P. Investor Relations North America

il l hli @ i diFrance Bentin
IR Director

france.bentin@vivendi.com

eileen.mclaughlin@vivendi.com
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For all financial or business information, 
please refer to our Investor Relations website at: http://www.vivendi.com


