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Certain statements in this presentation may contain assumptions or forecasts in respect to

forthcoming events within JSFC Sistema. The words “expect”, “estimate”, “intend”, “will”,

“could” and similar expressions identify forward-looking statements. We wish to caution you

that these statements are only predictions and that actual events or results may differ materially.

We do not intend to update these statements to reflect events and circumstances occurring after

the above-mentioned date or to reflect the occurrence of unanticipated events. Many factors

could cause the actual Sistema’s results to differ materially from those contained in our

projections or forward-looking statements, including, among others, deteriorating economic and

credit conditions, our competitive environment, risks associated with operating in Russia, rapid

technological and market change in our industries, as well as many other risks specifically

related to Sistema and its operations.

Disclaimer
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1.1. Summary 

I. Growth is coming back to the Russian telecom market – MTS/CMST  

combination: Best platform to capitalize on opportunity

- Corporate customers activity rebounds 

- Mobile and fixed Internet traffic doubles every 6-9 months 

- Quatruple play triggers step change in customer loyalty 

- 3,500 Mono-brand shops across RF are “only a step away»

II. Setting the Strategic Agenda over the last 3 months for the next 3 years 

- MTS – CMST: From access to total communications 

- MTS India: From “me-too” to differentiated player 

- Internationalization: Wait and see 
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1.2. Promised and delivered

Promised Delivered

Effective portfolio 

management

• Intergration of MTS and Comstar to fully leverage the convergence play

Value creation in the 

existing markets

• MTS gained revenue market share against Megafon and Vimpelcom in 

Russia during Q2/2009

Expansion into international 

markets

• MTS India has become a reality heading for 2.2 million subscribers and 7

circles launched by Q3/2009

Realizing synergies • Buying 51 % of Comstar by MTS will already generate more than US$ 

200 mln of synergies (2/3 cost synergies, 1/3 revenue synergies), over US$ 

300 mln potentially achievable with full merger
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Russia and CIS    
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656
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Mobile

Corporate (Fixed)

Fixed voice

Operators’ business

Handsets

1.629

7%

10%

3%

18%

5%

32%

9%

Highest absolute growth

(> 50% from Data & Content)

Highest

growth rate

CAGR 
2009-2012

Source: Various institutional, commercial and internal sources compiled by MTS & CS Blocks for Strategy & Corporate Development

2.1. Overall growth potential for MTS – CMST: CAGR 8-9 % in 

next 3 years

Fixed BB

Pay TV
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Internet user experience will strongly drive best-in-class customer experience

MTS - CMST game will stay a growth game, but easy growth capturing is over

Convergence opportunity (=Total Communications) is substantial but will not come over night 

and requires absolute excellence in execution

It will stay an infrastructure investment game: 

the quality of fixed and mobile pipes will be key success factor for driving growth

Growth will be more granular, multi-dimensional driven and to be manufactured closer to the 

customer: in his living room, on his device interface, in retail shops

2.2. Long  term strategic convictions for MTS - CMST
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2.3. Short term strategic steps for MTS - CMST

Integration

Innovation

Internet

 Re-Branding of Comstar

 Development of integrated Multi-Play bundles (especially for Moscow)

 Set-up of Joint Sales Models for Corporate Market (especially in Moscow)

 Build-up of ~3,500 Mono-brand retail shops 

 Development of best-in-class device portfolio

 Efficiency drive by Shared Service Centers and centralized functions build-up

 Roll-out of fixed BB and Pay-TV services in regions 

 Competitive 3G roll-out in regions (full WIMAX-play in Moscow)

 Launch of open hosting platform and drive-up of Omlet.ru

MTS – CMST 3i Strategy
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Bet on rich media 

aggregation and 

distribution

• Develop own music, video and games to portal offered to 

mobile and fixed PC customers

Create open hosting 

platform with 

integrated access & 

payment module

• Create open hosting platform to 

– Maximize data access and content revenues from long tail 

users

– Create stickiness for voice customers

– Promote payment revenues

– Promote MTS image as DCS leader

Maintain leader-ship 

in mobile-specific 

services

• Continue to be the leader in single largest mobile-only 

content category by providing ringtones, ring backtones, 

text-based infotainment, wallpapers, screensavers

Create alliance in 

Search

• Complement open hosting platform offering with leading 

search engine access

Facilitate access to 

social networks/IM

• Facilitate access to leading social networks to promote 

access revenues from long tail

Key objectives

2.4. MTS – CMST Platform and Content strategy: Key 
competitive differentiator

Key elements
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International

MTS India (Sistema Shyam Teleservices Limited)
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3.1. MTS India: Sharpening the profile in a tough but promising 
market

• Need to differentiate is key  for success in India, the largest and fastest growing emerging 

market economy after China.

• Every third net-add in the world over the next 4 years is going to come from India. Not 

every customer will be profitable.

• From a me-too, pan India, voice-only approach without a differentiating element …

• … to a data centric, focused voice value-player 

• While CDMA had to fight a poor man’s image on the voice side in India (limited handset 

range), more than 80 % of data-cards sold so far were CDMA.

• With launching a high-speed data network in the first 17 cities from October 2009, MTS 

India has something to offer which the leading GSM operators will not have for at least the 

next 12 months.

• Using this window of opportunity will establish MTS India as a quality-data-player with an 

expected  image transfer to voice in the respective core circles.
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3.2. India is a collection of  diverse markets with varying levels of  
prosperity and urbanization

Figures in brackets indicate literacy rates

Jammu & Kashmir

(67%)

Punjab

(74%)
Rajasthan

(57%)

(72%)

Gujarat

Maharashtra

(78%)

Madhya PradeshMadhya Pradesh

(61%)

Karnataka

(69%)

Kerala

(91%)

Source: Indian Ministry of Statistics

Tamil Nadu

(74%)

Andhra Pradesh

(64%)

Orissa

(69%)

West Bengal

(72%)

North

East

(70-90%)

Assam

(76%)

Bihar

(57%)

Uttar Pradesh

(62%)

Himachal

Pradesh

(81%)

• Per capita incomes 

range from ~$300-

$1500 p.a. by state

• Urbanization levels 

vary from ~10-50+%

• Literacy rates range 

from ~55-90+%

High per capita income, high urbanization

High per capita income, moderate urbanization

High per capita income, low urbanization

Moderate per capita income, high urbanization

Moderate per capita income, low urbanization

Low per capita income, low urbanization
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Haryana

West Bengal

Tamil Nadu

Maharashtra

Rajasthan

Bihar

Karnataka

Assam

U.P.(W)

Punjab
Himachal Pradesh

Orissa

Gujarat

U.P.(E)

North East

Madhya Pradesh

3,056K

Population

1,135M

Voice Revenue

Potential

$20B

Data Revenue

Potential

$1.8B

Delhi Kerala

Andhra Pradesh

3.3. By EoY 2009 MTS India will be present in circles covering 
~75% of data revenue potential and ~60% of voice revenue potential

States with MTS presence Key states not launched



14

3.4. MTS India strategy rests on three key pillars

Vision

Differentiated quality-data-player

Profitable player in high priority voice markets

Data

• Use high-speed 

data opportunity

• Position as data 

provider of choice

• Plug and play 

customer 

experience

Voice

• Focus on select 

high potential 

circles

• Focus on ARPU 

improvement

• Move to open 

market handsets

Costs

• Variable cost 

model

• Prioritise own 

infrastructure 

investments

• Aggressively 

manage handset 

costs

World class execution

Sales Marketing

High performance organization
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THANK YOU!

YOUR QUESTIONS, PLEASE

Investor Relations Department

Tel. +7 (495) 692 2288

www.sistema.com

ir@sistema.ru 


