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1.a. Ownership, Market Cap, Assets

Telkom Indonesia is listed at :
Government 52.1% NS “"“
Public 47.9% IDX

Indonesia Stock Exchange N YS E
Bursa Efek Indonesia
Share Price Trend

8000

7000 = < i

Top Market Cap (Rp. Tn) | Top Trading Value (Rp Bn) carann Total Shares

1|BBCA 495.5| | 1[TLKM 8,857|| | * W JKSE 11,4% 100.799.996.400
| | 2[BBCA

TLKM 4717 7,679 5000 .

HMSP 245.0 SBRI 6,207 W TLKM 17,6% Sha res
4000

2

3 3

4|UNVER 373.7| 4|BMRI 5,611 — R

5|BBRI 373.1| 5|Asn 5,034 2000 W,M Market Capitalisation
6|aas 319.8| 6|PGAS 2,782

7 7

8 8

El ]

BMRI 310.7| _7[BBNI 2,433 | IDR 471,7 Tn
BENI 136.6| _&|UNTR 1,763 | 1000
GGRM 126.6| _9|GGRM 1,683

10 UNTR 119'4 10 SMGR 1f612 30?12)’2015 02)’02}2017 03)’03;2017 11)’04;’2017 15)’05;2017 13,!'05‘,’2017 22)’07;2017 25,!'03;2017 23)’09;2017

8 . . l
« 17.7 Mio Fiber 153,6K Km Data Center : 102K sqm Customer Based: 201,2 Mio 25.149 Total
99‘0/ oooulat Optic Homes Passed Fiber Optic Backbone Domestic  : 52K sqm * 190,4 Mio Selular Employees of
* TSEL Coverage : £99% Population - 5 34 Mig Indihome  Network International : 50K sam ° 10,8 Mio Fixed Line TelkomGroup
» More Than 482 cities 4G LTE Coverage Customer q . 85,1 Mio Broadband

Data of 2017
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Telkom Holding Structure o GE
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Telkom is conducting business in the field of integrated telecommunication services and network in Indonesia which operating
domestically and abroad.

Telkom C‘:e

Indonesia
s
@ TELKOMSEL Telkomimetra plnf patraktm "‘ o d"‘\, Telkom Akses ¢ TEIII'I i émITR.&TEL. ”I Telkomm[ra ﬁi
65% T 100% anﬂiéé“m . J_HJ% ( . IDD% ) IOGIG 0o%— T ‘,‘ UO% TelkomProperty
100% el Tclkom Group as a
holding company with
ellonsic=  metrasat l | SR I 43 subsidiaries that
metrasa - elkomteistra .
tobomsifiid motras mdmed? e 51% fcs @Tﬂm _ established to support
100% 00 999 I inf di o Landmark
in -El_m-E 1a 4094 l l $ l Tower d t d
I 99.99% 49% ruos 51% s . o L . Touer an end-to-en
. Te:ll.n Timor Leske Te' I.n Singapore Te"“ Hong Ko " Tel 1N b sie 5% ranem s $0% vases ranor ecos Stem Of TIMES
peinter 5% 9% l 09% 100% 100% 100% 49% y ,
, | services.
} @ Balebat iSh l ]
* si - g
aanet i 1 I } 3 subsidiaries are sub-
F!H{Tﬁf A .Tehli_nl.ﬂusnah Tel i‘n LEA TEI i'l"l Macau TEI i'l"l Taiwan holdlng Companles
Fretrasys 60% AdMedika 100% 100% 100% 100% (Telkom Metra. Telin
v T 00% Wy ; ’
@ PT S1GMA SOLUSIH INTEGRAS (\0 TE% somasmed 75% vases mesem l l and Telkom Property)
0% e cac “ Telinh. Telinisr, . consist of various
l ¢ i T Branch Office Branch Office entities...
metra @ MDI= @ metrane£ 48% ru00/59% e

r
: (A0S 48% o/ 52% en NSS
“60% oosip %% L e T Tawe e s Tame T o6 5% N300

' Tel Batam B
Me'.dh EAE“ZC;' . /cSM @ A 7V o

1 PSN  TRANSVISION — mrmess Telco Consruction

VSAT Satellite  Fay TV Business Fixedline  gnd Maintenance

48% ueroe/ 52% uereue Voo o TUTTOT TTTE ool
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Wholesale voice & internet, CDN,

”ngapore enterprise data, Data Center,

2 Hongkong Wholesale voice, enterprise data, MVNO
3 limor Leste Mobile Network Operator
4 Taiwan MVNO
5 E\nalaysia MVNO
e .
6 ¥ ;( Ml\ustralia BPO,IT Outsourcing
7 “Vlyanmar Internet Wholesale
8 \Aacau MVNO
9 EUSA Managed service & network peering
] . ) .
10 -\rab Saudi Co-Branding Mobile Cellular services
L2
11 FI New Zealand BPO

50Km?

International Data Center

52 Point of Presence
network in 26 countries

t 15 International consortium
length: 64,6K km
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Digital Business Disrupt Telco Business Tﬂﬁzﬁf

the worid in your hand

Voice Usage Forecasting 2017-2022 in Global Traditional Voice Usage VS VoB Apps Usage...

CAGR
Voice Usage, Monthly MoU per Subscriber [2017-2022]
450 —————————— 1 - 5% —China
Forecast
1 |
400 - I ! 9
: , B 1%—rFrance
| 1
350 - .
I I | - 4% —Thailand
l 1
300 - h !
I 1 | 0% —Rusia
250 1 1
I I - 4% —India
200 - 1
I 0,
- 1 2% —south Korea
150 - I I o fE
. I 0 D]e]( nln]r Il{ I"] Il] M]3 nln] 13 1] ai? D]cl Ml:']' F]e!: nlnﬂ ‘ild Ilfll lef‘lJ D]{4-
1 SJ(ype Connects up to 70 Mllllon People at the 3ame Time
1 — e — 1 NUEDWr Of USEns SCorourently oning 00 Skype during peok activiy (On métons
__-..-'-__.
0, .
50 - /_"_/ 1 1 = 3% —indonesia
| 1
0 I ___________ I

- 4% ot
2000 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 Philippines

SOURCE Ana'ysys MaSOI'I & Statlsta 2016 - Boutn Sappe Mavercogy B0



The TIMES market is growing quickly and value is shifting into ‘Digital’ both globally and in

Indonesia

Global TIMES Revenues
USD Bn

CAGR
/ 6.294 Traditional

@ Media

yd /
. V1,061
/ Consumer

Digital

Enterprise
Digital

Telecoms

2015 2021E

Va/ue shift

Indonesian TIMES Revenues*
IDR Tn

Traditional media

Consumer Digital

ICT/Enterprise
Digital

Fixed BB/enterprise

connect.
Mobile Data
Fixed legacy
Mobile legacy
2015 2021E
41.7 - 70%

%

Digital Related Revenue Share

CAGR

) Value shift

Digital
related
businesses

@) Value shift
<>

*Adjusted from CSS 2016-2020 in device, payment, and retail logistic financial model



Revenue growth rate began to decline in 2016

20.0%

15.0%

10.0%

5.0%

0.0%

-5.0%

-10.0%

ISAT

2013
7.5%
6.4%
1.4%

2014

8.1%

1.0%
10.3%

2015
14.2%
11.1%
-2.5%

2016
13.5%
9.0%
-6.7%




Other Challenges

- People Culture

« Organization Structure

- Business Processes

« Heavy on Physical Assets



The environment demands you react

VO | ati | e quickly to ongoing changes that are

unpredictable and out of your control

u h - -
Uncertain s ervirenment requires you

CO m |eX The environment is dynamic,
~ p with many interdependencies

AMDIQUOUS ™ ity
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THE DIGITAL DNA

The What:

Using digital technology to transform the customer experience,
operational processes and business models

The How:

Successful transformations depend as much
on how firms manage digital transformation than solely on
Implementing new technologies

Digital Capability

Leadership Capability

Source: Westerman, Leading Digital Turning Technology into Business Transformation, 2014

Telkom éf
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Figure 3: Building blocks of the digital transformation

Customer
Experience

Customer understanding

* Analytics-based segmentation
* Socially-informed knowledge

Top line growth

* Digitally-enhanced selling
* Predictive marketing
* Streamlined customer processes

Customer touch points

* Customer service
* Cross-channel coherence
* Self service

+ Lnified Data & Proce:

¢ Analytics Capability

Operational

Process

Process digitization

* Performance improvement
= New features

Worker enablement

* Working anywhere anytime
* Broader and faster communication
* Community knowledge sharing

Performance management

* Operational transparency
* Data-driven decision-making

Digital capabilities

Source: MIT Center for Digital Business and Capgemini Consulting, 2011

Business
Model

Digitally-modified business

* Product/service augmentation
. Tr.ﬂnairiﬂn _1 p ysical to digital

* Shared dlr_]lr.:ll services

siness & IT Integration
+ Solution Delivery

TemonW‘:fE'

Indonema



DIGITAL LEADERSHIP CRITERIA

Envisionin Create a shared transformative vision of the
s \ S digital future
| TECHNOLOGY [R_) VISION . Engage employees at scale to make vision
\. Engaging ,
a reality
\‘\"‘-_ —
A ."llrz
GOVERNANCE || ENGAGEMENT , Establish strong digital governance to steer
G= Governing the course
\. - J
Technolo Fuse IT & business communities to build
gy digital skills & transform technology
Leadership clatforms

Source: Westerman, Leading Digital Turning Technology into Business Transformation, 2014
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A D A P
[ External } ANALYSIS ‘ DECISION » ACTION PERFORMANCE

7CC u stomer ; Strategic Situation Strategy Strategy Strategy Evaluation
* Channel Analysis Formulation Implementation and Control

* Company
* Complementor (SI)
* Competitor

. ' ( N\
. Eﬁgf,eg'; (PEST) External Envit:onment - - Progra.msl
| Analysis « Vision, Mission, Organization Key Performance

+ Shareholders & .
Other key | 7 C, PEST (TO) Strategic Structure Indicator (KPI)

Stakeholders Objectives Budget
« Policy Workforce

« Corporate Cultures Engagement Mana.geme1nt
Guidance Review *

(SSA)

(SF) (SEC)

EFAS :

PEST : (Opportunities & Threats)
IFAS :

* Political-Legal
* Economical
* Socio-culture

[ Internal ] Internal Environment
. BFA: Analysis

(Strength & Weakness

. * Human Resource ! A
. * Innovation /

* Tecnology
4 4
I I
* Marketing i - :
* Financial i BFA (WS) I 1
« Operational AN y - !
I
. i
I I
L L

Feed Back for Breakthrough and Continuous Improvement

*1 Management review is conducted weekly, monthly, quarterly in every level of organization.



Leadership Architecture of Telkom Group

A Great Leader is about the harmony of Managed by
Head and Lead by Heart and also balance in
Raga — Rasa — Rasio — Ruh (4R)

Physical — Emotional — Rational - Spiritual

A

Practices To Be The Winner

_Energize ' Function
fther O pusiness

/ _wn B o N

N

Principles To Be The Star

.......

Lead by HEART Manage by HEAD

TETITYYYY

Philosophy To Be The Best
Harmony & Synergy

Leadership Practices to be the Winner is the standard key behaviors and actions

towards winner-mental.

* Mega thinking, Leader as Father, Energize People are the implementation of Lead by
Heart

* Corporate Strategy, Business Strategy and Functional Strategy are the
implementation of Managed by Head

Leadership Principles to be the Star as core values, requires two things:

* Lead by Heart is the principle to lead people as lead self — Heart/Rasa

* Managed by Head focus on managing organization and business to win the
competition using the logical thinking — Head/Rasio

Leadership Philosophy to be the Best as basic belief, requires two things:
* Creating Harmony between Heart and Head and
* Implementing Synergy between Spirit and Strategy.

Balanced

Telkom
Indonesia
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THE BIG STEP: SHIFTING THE VISION

_________________________ 2016-2020
- L L New Vision :
( . A e e A Be the King of Digital in the Region
neep Undertsand“lg i _I_ b | 2§IonTiM ES PI . 'I'h i ,::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::l
i O pbecomed eCIR Iﬂg ayerin tne E Corpora’re Strqtegy . |
1. Dec“ning growth of "\_____________________________?9_'2':]_ ____________________________ / ° DiSfUpﬁve Compeﬁﬁve grOWTh i
. . !’“““-“““““-““““““““““““““: ------------------- \ e Customer value Through dIgITO| TIMES pOI"TfO“O i
legacy business was still | ! Corporate Strategy : i . : :
. . » ! Strategic Control .
t' H : * SUSTOanbIe Compehhve grOWTh i \:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::,‘
continuing. ! « Converged TIMES portfolio : Strategic Objective : !
2. Enterprise value were i‘ » Strategic Guidance ,i Top 10 Market capitalization Telco in APAC by 2020 j
shifting to digital related | | strategic Objective : ~ APAC'sRonk || Financial Oufiook | | Strategic Plan |
businesses ‘Superior value & IDR 300 T Market Cap in 2015! " {1 20152019 0f SOE |
R ! 2015 - 2020 H 603 i Ministry for I
3. The Strategic Objective CACh » § | Telkom
was no longer valid. A APAC'sRank . Rev:18% FORTUNE
4. The Portfolio strategy - EV:15% <‘ - e |
did not fit anymore. > LGS I
5. The parenting model Top 10 Rank Revenue BV Market | ¥ |
: ; TELCO in APAC ! ! S |
was no longer fit to i by 2020 ORTn e
enhance customer N m i . B O B L LR S oy2019
experience. i ! TO GAIN higher value, Telkom consider : }
i Rank #12 APAC Telcos 1. Competition Landscape trend which Moves from i
i IDR312T market cap Indusiry to Arena (From Product to Experience) i
i 2. New Paradigm to be Disruptive : Customer experience, !
i Digital and Lean ;
\_ [ D VA 2 !

* Market : Outlook of Indonesian TIMES Revenues



1. Transforming People (Mindset & Gapability)

Challenges:

*Less digital technical
and leadership skill &
knowledge and rarely
global exposure for
employess

*Lack of digital
company certified
employees

*Qutdated Human
Resource programs
with digital
enhancements/
international talents

. Based on Job Family

. Business

GREAT PEOPLE

”Shifting to Digital Competence & Style”

1S

qDTelkom Telkom o ACI] .

Corporate University  professionsi
From chmpatonce fo commor caton M

Technical Skill Personal Quality
Development Development

* Recuitment

ICT & Digital

Strategic Plan & Dev’t
Commerce & Relation
Risk & Compliance
Business Enabler

* Assesment
* Post Assesment

Development
recomendation

* Coaching &
. Knowledge ounseling
Management
. Scholarship & GTP /
NTP Leadership Dev’t
. Certification *Great People Dev’t Program (GPDP / GPMP)

* Executive Dev’t Program

(Sociodigi, ProHire,
Web recruit, Scouting)

Great

Leader
&

Great
People

with
Digital

Competency

& Style

Measurements:
Workforce Productivity

1

»
i

2014 2015 2016 2017
M Target 3387.0 3663.0 37983
Proyeksi 3798.3
M Realisasi 3547.5 4134.4 4872.4
Singtel 7327.3 7119.5 6725.4

Workforece Engagement

2014 2015 2016 2017
W Target 70.0% 83.4% 83.7%
Proyeksi 84.0%
W Realisasi 83.0% 89.2% 89.5%
Global Engagement 62.0% 65.0% 63.0%

t Employee Engagement Survey, CBHRM online measurement I

Temonw(sge'

Indonesia



2. Transforming Business

Business Transformation to Assure Business Sustainability
Converged TIMES to Customer Value Through Digital TIMES

P

L

Portfolio Strategy : ‘
Converged TIMES Portfolio

1.

Challenges

In both global & local markets,
TIMES are still growing, but
telco legacy business is
decreasing.

Telkom’s market share in
Indonesia telco industry is
dominant (est. 67%), but lower
scale presence in ICT and digital
services. (est. 16%).

How can we shift to be more
digital with an end to end
solution for each customer ?

Enlarge Digital Business and create
Customer Value is a Must

]

VISIONING

Be the King of Digital in the Region

Lead Indonesian Digital Innovation
and Globalization

Strategic Top 10 Market Capitalization Telco in
Objective

Asia-Pacific by 2020

CORPORATE STRATEGY

Directional Portfolio Parenting
Strategy Strategy Strategy

Disruptive
Competitive
Growth

Customer value
through digital
TIMES portfolio

Strategic
Control

To achieve “The King of Digital”

DIGITAL

CUSTOMER EXPERIENCE

Be More Digital TIMES
7 Product Portfolio

Mobile

Wholesale & International
Network Infrastructure

Enterprise digital

/ Digital Life & Smart Platform

Extensive Services

Telkom Group

CFU/ FU Structure CEO Higher Experience

CFU
Mobile

CFU Digital CFU
Service Enterprise
FU DSP, FU Finance, FU HC, FU NITS

FU Finance

FU HC
FU NITS

CFU
Consumer

CFU
Wholesale &
Int’l

Telkom C‘:e

Indonesia



3. Transforming Gulture oS

Strengthening Corporate Culture through Culture Activation Indonesia

Entropy: Energy used for unproductive
activities at work environment

Formllilatlon Culture Activation Program 2016 ZFATI ¢_>/\‘ N P
. b2 “Weting of Wl anironp N b be o . 1 ~ VERYHIGHZ I din s ds
Challenges: ERTE __ =¥ 7| w7 i
P ) ) WS /2 — — — — —>
= Living the Culture Activation Program 2017 AR ;/T\/\?// —— -
Telkom Way Socializati 3 3 Entropy Score Reference AGT
ocClalization B
in the Group * Top down mechanism up to the <M0% || BudayalrganisasiBEHAT
- Adopting sma”est unlt 110m0% |- ﬁl:::NGBEHAT,E}nemerlukanﬁbeberapaﬁbenyesuaian
* Innovative Communication 13309 |- [FIDAKGEHAT nasalah-masalaignifikanyangs
. e memerlukanierhatianBegera
dlgltal CUItU re e Leader talks values Jop— SANGATEI’IDibKISEHAT,IBitguasiBeriusByang@nemerlukan
" |lintervensi@an@erubahanfkepemimpinan@egera
and Millenial Activation | e ——
expectation * Leadership Involvement Entropy

* Build and Strengthen Culture Agent

) * From Culture to Customer Experience it - 20152 A
culture in Program oY% 6%

Digital era * Finding and promote Culture Heroes

= World class

i ”
CEO: “l am the role model Culture Activ.

Disruptive and Digital Culture is o

Deployed through Systems

Diarium: Internal Social Media

[ a Deocee

[
it

= =
\\r«.;. .

Employee Shuttle Bus (WIFI, Mini Office)




Gulture Activation

|FA

,,,,, Mermanakankamenangan ROIe MOdeIIIng
Imagine ® . Menetapkan target
- Antisi
KEY BEHAVIOR AR ko
Acion) SR Focus SRR ¢ . Menetapkan quick win
NER - Optimalisasi sumber daya

- Tindakan nyata

""" 8 - Evaluasi
- Perbaikan yang berkelanjutan

- Sinergl
----- .- Vlslegrsama

CORE VALUES S
ZSDOQL»,?‘:-‘ip‘E\"EeVS’MSTAEH ..... ¢ - Kecepatan melayani
INCIDLES 0 BE THE - Kecapatan memutuskan
= Memahami tujuan

o - Menetapkan prioritas
- Mencari cara baru

Upgrade skill to

ALWAYS THE BEST change
BASIC BELIEF : ALWAYS THE BEST - Integritas
(INTEGRITY . ENTHUSIASM . TOTALITY) j Integrity ""‘Ojﬁe"g"r"m”“““
PHILOSOPHY TO BE THE BEST

h Kesvngounen
""" & ngnanuﬁukmmadiymgtmbﬂk

Y oty S

“The Strength of the team is each W 4i .
individual member. The strength of each Our speed is our cc’>'mpet|t|ve
member is the team” advantage

Compelling Story

Culture
Reinforcement

“Work smart is not how hard you

work, but how much you get done”

“Smart enough is not enough. Disruptive is a must.” -CFo-

Telkom &

Indonesia
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IMPLANT AMOEBA PROGRAM AMOEBA

A LAB TO DEVELOP THE CULTURE OF EXPERIMENTATION, COLLABORATION AND DESIGN THINKING 4 ° 0 1

DIGITAL AMOEBA PROGRAM WHAT

... IS an innovation management lab ... is a digital innovation academy ... is an inhouse incubator & accelerator

n

(]

= SELECT  DEVELOP INCUBATE  _  ACCELERATE |  GRADUATE

>

0 teams & innovation 3 months boot-camp for new career pathway to continue integrate validated ideas to Group’s transfer validated ideas to
< ideas to be incubated teams to validate ideas validating ideas for selected teams businesses to be accelerated commercial implementation

WHY HOW
* DIGITAL INNOVATIONS: no options than to * PEOPLE: incubate new environment, culture

GOAL
* CREATE THE TEAMS

go digital & TG plans to be King of Digital and skills match with market trends
e UNCERTAINTIES: dlgltal innovations face e PROCESS: nurture lean processes inside * BUILD THE SYSTEM
unknown problems & unknown solutions corporation, with corporate-level impact * EMBRACE INNOVATIONS
* TOUGH PRIORITIZATION: small but many  TOOLS: create digital mastery showcase,
projects vs limited resources targeting exponential results FOCUS FOUNDER
e SLOWER PACE: albeit high capital, corporate § « STRUCTURE: create nimble & agile teams I dedicated e
. . ’ u edicate (V] authorize
innovations couldn’t defeat start-up speed inside big corporation to win the customers i ot i
* HISTORY: it’s 9 years already, TG has not « NETWORK: don’t fight, but work like & with riorities "ﬁZLSZ;“,ﬁL‘:‘;‘;ZTV
produce significant disruptive innovations start-ups and innovation ecosystem

Talkom Indonesia &

Divisi Digital Service




GOAL OF THE PROGRAM

CREATING INNOVATION TEAMS & SYSTEMS, TO EMBRACE 5 AREAS OF DIGITAL INNOVATIONS

2017 Target
6 batch x max. 15 teams

Improve effectiveness &
efficiencies on current

= max. 90 teams developed )
Telkom’s operations

50% continue incubated

Business Operations
(6% do NOT invest in this type)

30%

Strong, agile, nimble innovation
teams to enter the new markets

Improve employee
satisfaction & passion in
working for Telkom Group

Employee Experience
(25% do NOT invest in this type)

2017 Target
Basic patron formed (60%):
Operating Model &
Governance Model

New Business Models
(45% do NOT invest in this type)

' X e 3’
Strong management system
(business, human capital, finance)
to grow innovation all over Telkom

Group, anywhere, anytime

Divisi Digital Service '

AMOEBA

4.02

Improve Telkom Group’s
Customer Experience

Customer Experience
(11% do NOT invest in this type)
25%
Create new profit engine
for Telkom Group
25%

New Products/Services
(15% do NOT invest in this type)

Create new ways to
monetize existing Telkom’s
assets, products & services

1. A digital innovation is a new (from the point-of-view of your company) or significantly improved product, service, or process that
relies in large parts on digital technologies such as social, mobile and cloud computing, analytics or internet of things technology.

Source: 2016 MIT CISR Survey on Digital Innovation (N=201);

Talkarm H‘dnrm&



INNOVATION DEVELOPMENT PROGRESS ]

IDEAS
INPUT 469 ideas
/ from 1.027 talents
SELECT DEVELOP INCUBATE ACCELERATE GRADUATE
PROCESS 282 ideas 128 ideas 48 teams 20 teams on preparation
/ from 846 talents with 356 talents with 196 talents of 53 teams 6 teams

CV=7TIM PV=24TIM BMV=7TIM MV=10TIM
STORM
“““““““““ @00Ds | B vecr Y, . Na? s

Programamatic DOOH ) ‘ Tﬂb Hmmﬁ SR :: . L
o ®LI0ON IM k@ MPUS —uw = A2
- - Yellowpages WIG0 AR @) K @0 “rbagidota
WAL 1" & & _Amcrf sl o
_ @) <omerr L‘ﬂ o

oren” ngs &)

ac per 30 November 2018



PROGRESS TOP 10 AMOEBA

TOP 5 Digital Product

M Big

On-premise big data solution

(56%) Rp 4,2 B

Ymmmr (64%) Rp 1,6 B
E-learning & career platform for vocational student

G (33%) Rp 590 M

smarteyek

AR/VR service provider

(126%) Rp 378 M

SPRIN

Design thinking service provider

QZP.JEM}EE (8%) Rp 165 M

loT performance management system for manufactures

Team under Acceleration

13 Digital Product

S Digitization

Goal Big Bang on Jan ‘19

Revenue Rp 7,5 B

Revenue Rp 2,5B

Revenue Rp 1,8 B

Revenue Rp 300 B

Revenue Rp 2,0 B

TOP 5 Digitization

F .
lﬂ's (100%) 7 TREG

Project management web based application

<
oca” (66%) 2 TREG

Voice bot helpdesk assurance

OMECALL ’

Maobile apps appointment & real data customer Indihome

(66%) 2 TREG

K KETITIK (0%) 0 TREG, under development
Network monitoring & predictive analytics system

» OMBIT (0%) 0 user, under development
Telkom's digital catalogue product

Goal Big Bang on Jan ‘19

Implement on 7 TREG

Implement on 3 TREG

Implement on 3 TREG

Implement on 1 TREG

50 active users

Telkom C‘:e

Indonesia

LAST FAILED?

No AMOEBA

lAmoeba’s failed decision is
obtained through Monitoring and
Evaluation (Monev) or Amoeba
Committee’s Session

Ae mar 20 Mavesrbae 207!



4. Transforming Organisation

Challenges:

* Time to market and
channel conflict

* Customers today want
things simpler, faster and
delivered by people and
companies that truly care
and listen to them

* Complex collaboration

among the Group

CEOmics
Creative Comm CFU/ FU

Great Organisation to be Fit with
Business Strategy & Challenge

Telkom parenting strategy will see a shift to a CFU" based model

- Group BoE Role

Telkom BoD role

- Subsidiary

CFU
3 ] ' Cross CFU
Telkom ‘ Telkom Group CEO e | project/Initiative
Indonesia CEO office?

CFUs/ Digital - Wholesale &
P&L m e Enterpnse R matoes

Structural implication

Finance

Support |
functions -
| Network/IT

Functional Units

. (FUs)

Property
Foundations (YPT, Yakes, Dapentel)

1. CFU = Customer Facing Unit

E-Learning CFU/ FU
CFU/ FU Measurement
Understanding

= DIGITAL LEARNING )

[ICD Award 2016

The Best State Owned Enterprise
Indonesian Institute for
Corporate Directorship

Anugerah Perusahaan
Terbuka Indonesia 2016
Economic Review

TOEi 2016
Telkom Organization
Effectiveness Index

Kategori : Very good
Nilai diatas Rata?
Perusahaan Tbk Nasional

Structure Align with
Business Strategy:

Adaptive to market’s response
CFU-FU based organisation &
streamlined control over the
subsidiaries
Customer segment oriented to
deliver customer experience
Dedicated unit to supervise
synergy value to create:
v'Revenue growth up to 15.6%
v'Maintaned Cost growth less
than 9%
v/Cash out saving by
intercompany transaction
around 20%

78%

By Andrew Tani Consultant

Telkom éf

Indonesia

e i in e bt



5. Transforming Business Process

Challenges:

Performance
Organization
transformation
Speed response to
market

Short decision making
process

Digital ecosystem
solution

Unlocking The
Collaboration &
Synergy Resources

Improvement Business Process

Lean and Effective Business Process
to Support Transformation Towards King of Digital

Business Process Based on : . . .
Business Process align with Structure:

e |Lean Business Proces

* Risk & Control Based

ICOFR*

* Application Control Process

RISK PROEILE * Speed and accurate remediation

* Strong collaboration & synergy

SYNERGY
*eTOM : enhanced Telecom Operation Map

ICOFR : Internal Control Over Financial Report

Internal Control Compliance Assessment cosoO Framework Implementasi
(ICCA) Application Kebijakan Manajemen Risiko

Based on the assessment, the
management has concluded that
as of December 31, 2016, the
internal control over financial
reporting was effective.

s ffectlve
internal
controls

International
ngamzatm for

Jan 2017
KPKU BUMN 2016
awarded as Industry Leader
with score 730.50

Telkom &

Indonesia
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CONGLUSION
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PROBLE SOLUTION

Volatile

‘&) Uncertain U [ vomswone
: Complex ﬂ COLLABORATION
Ambiguous “ AGILITY
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THANK YOU



