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Cautionary Language Concerning
Forward-Looking Statements

Information set forth in this presentation contains financial
estimates and other forward-looking statements that are
subject to risks and uncertainties, and actual results might
differ materially. A discussion of factors that may affect
future results is contained in AT&T’s filings with the Securities
and Exchange Commission. AT&T disclaims any obligation to
update and revise statements contained in this presentation
based on new information or otherwise.

This presentation may contain certain non-GAAP financial
measures. Reconciliations between the non-GAAP financial
measures and the GAAP financial measures are available on
the company’s Web site at www.att.com/investor.relations.
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Areas to Cover

©. Wireless Network

©. U-verse

©. One AT&T

©. Summary




Wireless Network



Wireless Data Usage Growing

©. More customer

engagement with data

-

AT&T Wireless Data Usage

4X Increase YOY
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2009:

36% postpaid customers
have integrated devices

~ double 2Q08

~ 60% of postpaid sales
are integrated devices

>two-thirds of customers
are active data users

>50% of postpaid
customers have data plans

108 billion text messages
~ double 2Q08

> 1 billion multi-media
messages and growing
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Investing in the Network

7
850 MHz overlay

* Using best spectrum and deploying
across more sites to improve
coverage, voice and data quality
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New site build

 Scheduled to build —2,000
new sites in 2009
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Network capacity

* Adding approximately 100,000 circuits
to better manage the backhaul from

our cell sites to the switching centers
\_
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3G expansion
* Adding 3G to —4,400 sites in 2009
 Covering 372 markets by EQY

\_
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YoY Progress

Composite Quality
Index up 28%0*

Network-driven

churn down 28%%6
* Nov. 08 — Aug. 09

3G footprint up
18%06

Blocked calls
down 27%0

Downlink throughput
up 9%

Total 3G coverage
up 20%0
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AT&T Wi-FiI Services Deliver Superior
Wireless Customer Experience

Total Monthly Connections
Wi-Fi venues offload data

traffic fromm macro network Forecast 74 million
0 connections in 2009

Focus on data clusters
around hotels, sports
venues, colleges 32m  34M
More than 4026 connections
from integrated devices
Drives capital efficiency |
Jan Feb Mar Apr

6.0M

®iPhone = All Other
® Membership/ ELaptopConnect/
Starbucks Loyalty Blackberry

0 70%0 WI-FI cost advantage
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Next Evolution — HSPA 7.2

Why HSPA 7.2 before LTE?

0 Technology

- HSPA 7.2 platform is ready now
- Doubles theoretical speeds

0 Devices

- Variety of 7.2 devices available today;
more in 4Q09

- Limited LTE device portfolio in the
early years

0 Experience

- 7.2 better fallback experience
from LTE than competitor 3G networks

- AT&T will keep customers’ perceived
average speed optimized

Moving

to HSPA 7.2
then LTE will
provide

a more
consistent
customer
experience
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HSPA 7.2 Plans

Upgrading 3G sites over ,© ~
9 quarters (4Q09 — 4Q11) 0 Markets Planned

for 4Q09 Deployment
Deploy 25 of 30 top markets

by 2Q10 - Chicago - Los Angeles

Preparing for 7.2 upgrade
positions AT&T for LTE
deployment

e Dallas e Charlotte

e Houston <« Miami

Covering 90%0 of 3G POPs
with 7.2 and fiber backhaul \(Not necessarily in deployment order) /
by end of 2011
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Path to LTE
HSPA vs. CDMA

Peak 100
LTE Mbps (est.)

HSPA
. . . HSPA+ Peak 20
» Consistent with worldwide standards Mbps (est.)
- - Peak 14.4 Mb
- Efficient path to LTE HSUPA/ZHSPA oo bpe

* Fallback to faster HSPA /F:\e/k 736% “ﬁﬁi

Peak 384 Kbps
Avg. 180 Kbps

Peak 237 Kbps
EDGE Avg. 130 Kbps 2X to 3X speed
Peak 48 Kbps advantage
Avg. 40 Kbps

Past <« Present >
Peak 100
Mbps (est.)
CDMA
« Significant technology shift to LTE
Technology

* Limited device options in early years
 Fallback to slower EV-DO

Shift

Peak 1.6 Mbps
Avg. 600 Kbps

Peak
(04)Y/{ DYAN 14.4 kbps Page 10







AT&T U-verse Scaling as Planned

Over 1.6 million

customers

Delivering ©. 2008:
operational #1 Overall
Improvement Satisfaction

High customer
satisfaction

Focused on e
new features
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Continuing U-verse Operational Improvements

Productivity

Install Hours

\\

Q308 Q408 Q109 Q209

J

Repair Hours

\
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Q308 Q408 Q109 Q209
\_
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e 18% improvement in hours to install

e Offering install dates within 3 days

0 31% fewer in-home repair visits

0 15% improvement in repair hours

0 Scheduling same day repairs

0 Churn better than plan
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High U-verse Customer Satisfaction Ratings

j Speed

j Reliability
gProduct Features ? Customer Service
W single Bill

? Monthly Cost

@Network Quality

gPricing and Value

) )
U-verse video ahead U-verse high speed Internet
of DBS and major cable higher than cable modem
providers in all categories in all broadband attributes

J J

= Nielsen Total Communications Services, US, Q2 2009
at&t CCFS Internet Perception Study, Q2 2009 Page 14



AT&T U-verse: Feature Differentiation

'éar Immelman - statistics

0 Superior video experience
- 3" HD stream
- Multiview

e Best-in-class content
* Media Mall
* More HD than cable

0 Video anywhere

- U-verse content on PC and
handset

- Media Share
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VDSL Peak Downstream
Offered Load Over Time

-

A « Extended Band Plan/Spectrum
» Reduced Overhead — Capacity
* Video Compression
* Vectoring = Peak
Demand
— = Average
3K foot pair Demand
bonding
Bandwidth
(Mbps)
2008 2018
\ Time >
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One AT&T

Integrating the business...eliminating historical divisions
between products and platforms

Unified product sets

Organize sales Simple, single
operations customer interface
from customer’s
perspective: more
efficient, faster,

more competitive Premium service
experience for

Simplified billing
and customer care

the high-value
bundle customer
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One AT&T: Ahead of Plan in 2009

Consumer Sales

( \ « Leverage spend with outsourced
2009 Focus providers
* Organizational « Combine marketing & advertising
integration * Create common online
.. support experience
* Eliminate Bus?rﬁess Spales
redundant functions

. e Consolidate ordering
* Consistent & billing centers
approaches toward « Eliminate sales overlap/consolidate

vendors/partners interfaces with customers
* Integrated product Operations
offerings - Consolidate network centers
* Leverage  Raised floor integration
best practices  IP backbone consolidation
\ j * Integrate vendor maintenance
contracts
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One AT&T: 2010 Focus Areas

* Organizational
Integration

* Eliminate
redundant functions

* Consistent
approaches toward
vendors/partners

* Integrated product
offerings

* Leverage
best practices

@ atat
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2010 Action Plan

e Systems integration

* Integrated/converged
services

* Integrated
customer experience

e Combined care
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Summary: What Sets AT&T Apart?

© ©Scale: U.S. leader in wireless data, business services,
broadband, video and Wi-Fi

© ietwork: world-class iIntegrated networks with wired
and wireless, speed upgrades ahead of LTE

© rinancial Strength: sound balance sheet, strong
record of returning value to shareowners

© cSubstantial Opportunity: to further improve
operations with our ONE AT&T customer experience and
deliver new integrated services
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