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This presentation contains statements that constitute forward-looking statements within the meaning of the 

Private Securities Litigation Reform Act of 1995. These statements appear in a number of places in this 

presentation and include statements regarding the intent, belief or current expectations of  the Company with 

respect to  the customer base, estimates regarding future growth in the different business lines and the global 

business, market share, financial results and other aspects of the  Company's  activities and  strategies. 

Such forward looking statements are not guarantees of future performance and involve risks and 

uncertainties, and actual results may differ materially from those in the forward looking statements as a 

result of various factors. 

Analysts  and investors  are cautioned not to place undue reliance on those forward looking statements, which 

speak only as of the date of this presentation. Telecom Italia Spa undertakes no obligation to release publicly 

the results of any revisions to these forward looking statements which may be made to reflect events and 

circumstances after the date of this presentation, including, without limitation, changes in Telecom Italia Spa 

business or acquisition strategy or to reflect the occurrence of unanticipated events. Analysts and investors 

are encouraged to consult the Company's Annual Report on Form 20-F as well as periodic filings made on 

Form 6-K, which are on file with the United States Securities and Exchange Commission , which set out certain 

factors that could cause actual results to be materially different from the forward-looking statements 

contained herein. 

Safe Harbour
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Commitment vs delivery
What we didWhat we said

Regulation
pressure

No elasticity in incoming: Fixed-Mobile calls dropped by  
-12% with additional -90 mln euro on top of price cut

Low elasticity from Reding cut: -88 mln euro impact

Declining elasticity (0.4 in IVQ vs 0.6 in IIQ):
Net revenues impact: -404 mln euro (630 gross)

Market 
share

40.3% market share (vs. 40.4% YA) 
Leadership defended on key segments: 

Consumer: Revenue Share 45.5% (+0.5 pts YoY)
SoHo: Market Share 51.5% (+1,8 pts YoY)
SME: Market Share 52.0% (+0.3 pts YoY)

Stable in volumes
Focus on value

F-M termination cut (10 €cent as of July):
Price impact: -162 mln euro
Volume impact: +90 mln euro

International roaming tariff cut (30 €cent as 
of Sept.): impact -60 Mln euro*

Bersani Decree:
Net revenues impact: -350/ 400 mln euro 
(630 gross)

21% VAS on Service Revenues
Mobile Internet: +95%

Revenue 
growth

- 2.3% on Mobile Revenues (excluding H3G litigation)
- 1.9% Service Revenues Retail (+4.8% normalized)

Revenues: - 2/ - 3 % 

Outgoing traffic growth: +8 / +10%
Price reduction: -10%

Outgoing traffic growth: +13.9%
Price reduction: -6.3% (net of Bersani)

20% VAS on Service Revenues

*Retail and Wholesale
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Defended market share in a competitive environment
Italian market  - Number of lines

Penetration 137% 155%

mln lines, %

+12.1%

80.4
90.2

2006 2007

Net Adds 8.9 9.8

Gross Adds 26.7 27.6

TIM – Number of lines

mln lines, %

Market Share 40.4% 40.3%

+12.0%

32.4
36.3

Customer 
Base

3.9 3.9

10.6 10.8

Customer 
Base

>22% postpaid

Net Adds

Gross Adds

2006 2007
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61.4%

41.1%

Defended leadership on most valuable market segments

Customer Base

SoHo

SME

Enterprise

High value

Mass market

Δ YoY

2.1X

% on Retail 
Revenues

Churn*ARPU*

5% 8% 1.6X

7% 15%

69% 23%

54%

Market Share**

19%

-1.5pp

+0.3pp

+1.8pp

-0.4pp

0.5X

52.0%

51.5%

Consumer

Source: Internal analysis based on CRA Research, GFK-Eurisko surveys 

Revenue Share: 
45.5 (+ 0.5% YoY)

Revenue Growth

(%) % on lines

+9.2%

+12.8%

-5.4%

+11.7%

+15.5%

+1.3%

Reported Normalized

2.3X

* TIM average = 1X
NB: Excluding inactive lines, immigrants and kids < 11 for Consumer

Business

0.6X

1.0X

0,4X

1.2X

% of lines on 
Customer base

** Enterprise Market Share: July ’07 vs. July ‘06
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Key Results 2007: Domestic Mobile Revenue evolution
Mobile Revenues

mln euro, %

(88)

Mobile Discontinuities

F-M tariff cut

DL Bersani

Reding

(162)

(404)

(654)

Retail Service Revenues
mln euro, %

Retail
Service -1.9%

Wholesale

Total

2007 
organic

Handsets

8.919

480

10.210 9.978*

8.749

455

2006

-4.7%

-5.2%
812 774

654

2007
normalized

Disconti-
nuities

10.632

-2.3%
+4,1%

* Excluding H3G arbitration on Incoming Voice (-56 mln € IVQ07) 

1.642 1.921

8.919 8.749 594 9.344Total

682

6.183

VAS

Recharge Fees

Voice

Roaming 374

6.319

344
129

+2.2%

Other

-81%
-8.1% 23.4% of Total 

Revenues in IVQ’07

+17.0%

Guidance: -2/-3%

(29)

Retail Discontinuities

F-M tariff cut

DL Bersani

Reding

(162)

(404)

(594)

20072006 2007
normalized

Disconti-
nuities

-1.9%
+4.8%

38 36
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Outgoing voice, driver of growth

Revenues
(mln euro)

Volumes
(bln of minutes)

Price
(€/cent)

Outgoing Voice Incoming Voice

+1.6% +6.7%

-14.3%

-17.7% -9.2%

+5.8%

+4.2% -0.2%

Elasticity >0 Elasticity=0

-12,4% F-M

Revenues Retail 

4.394 4.466 4.764

2005 2006 2007

2.002 1.716 1.555

2005 2006 2007

-6.3%

+13.9%

-3.9%

-9.4%

27.926.3
31.7

2005 2006 2007

16.016.7
15.0

2005 2006 2007

11.9
14.4

10.8

2005 2006 2007

14.513.9 14.4

2005 2006 2007

Bersani Decree reduced
mobility price premium

No elasticity on incoming from
Fixed-Mobile termination cut

Focus on on-net tariff plan 
based on community (like TIM 
Tribù)

Postpaid flat rate packages
reduced mobility price 
premium and moved volumes
on Mobile network

Outgoing Voice increasing

Incoming Voice dropping
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VAS driver of growth: 
push advanced devices to foster Mobile Internet

Dimensioni di ValoreInteractive VAS

mln euro

Content & 
Other

Mobile 
Internet

Premium

+55%
+95%

-5%

+22%

+21% +42%

Dimensioni di ValoreVAS Revenues

Interactive

Messaging

16%

+2%

+21%
+42%

+10% +17%mln euro

VAS/ Service
Revenues 18%

+5%

Browsing growth by segment

%

Handset volume

mln Units

3G

2G

3.5G

4,9 4,9
4,0

1,8
2,2 3,1
0,3

0,8

5,8

7,4
8,8

2005 2006 2007E

+203%

+23%

+24%

-1%

+40%

Browsing

+120%

+55%

Consumer Business Enterprise

+82%

985 1.030 1.052

507 612
869

1.497
1.649

1.928

2005 2006 2007E

21%

+95%

142 121110

153
238

463
244

232

285612

869

507

2005 2006 2007E

23.4% of Total Revenues 
in IVQ’07

5
7

7

Other wholesale

% 3/3.5G 35% 44%

54% in 
IVQ’07
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Sources of growth:
step 1 – improve the Customer Satisfaction

From fixed to Broadband 
environment

From internet portal to 
Community

From mobile to personal 
communication

Increase customers share of wallet (moving vs. contiguous markets)
Full knowledge of customer behaviors in the IP world (context awareness)

3 Increase share of wallet

Expansion

Transformation

2 The Broadband seamless experience

Fixed & Mobile broadband to improve customer loyalty
Create value trough FMS & BB penetration

Improve Customer Satisfaction

Brand

Offering

Customer Care/ Go-to-market

1
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Improve customer satisfaction

Offering

Customer Satisfaction*

Reliability & 
Technical 
Quality

Relationship

Brand

Strengthen brand positioning:
TIM → Personal
Alice Mobile → Internet
Tribù → Teens
MTV Mobile → Youth

Improve customer service (119)
From Retention to Loyalty and Pre-Retention
Re-orienting Sales Channels to CRM approach

Develop “Ø defect policy” products roadmap/ 
superior customer experience
End to End product/ testing before launch
Improve user interface

Fixed Mobile

Leverage segmented approach:
an attractive offer for each customer segment
transparency/ simplicity

MTV Mobile to attack youth segment

New 
format

* Percentage of satisfied customers

Telecom ‘06
80%60% 70%

Telecom ‘07 Telecom ‘06
85%75% 80%

Telecom ‘07
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Strengthen brand positioning 
TIM Brand Positioning

LEADERSHIP PATH

DISTINCTIVENESS
and 

IMPORTANCE

AWARENESS
and

AFFILIATION

Standing

St
re

ng
th

EROSION PATH

Source: Young & Rubicam

Ambition and Relationship are key 

success factors of 2008 TIM Brand 

strategy

Strategy leverages :

Discontinuity: new format to 

capture client attention

Emotion: emotions drive actions, 

reason drives conclusions

More value to the customer

Launch new format
March 2008
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42,0%

Maintain segmented offering

Teens

Needs

Offers

VolumeValue
+

-
-

+

BUSINESS ELITE FAMILY

Bundle “All you can 
eat”

Flat tariffs 

Bundled plans

Flat tariffs  

Messaging

Convenience on 
community 

Family/ Friends 
networking

Youth
Second brand

* MS on Consumer postpaid customers

Market 
Share
(IVQ’07)

OthersOthers OthersOthers

YOUNG

NEW

51,7% 51,4%*
32,5%
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Reinforce customer relationship

Customer service Loyalty and Pre-retention Retention

Customer Care “on the field”

Re-engineering of Call Centers 
leveraging multichannel contact:

Human touch: critical needs

IVRs: services and offer activation 

WEB: self caring 

Caring
Pre-retention
Loyalty
Up-selling

The ultimate shop experience:

Handsets upgrade program to 
lock-in best customers (1 mln)

Relaunch loyalty program
Expected Customers YE: 9 mln

In 2008 focus effort on high-
value customers with 
successful rates

Increase volume of MNP
throughput

Shop

Target 2008

H-E Customers:
- ASR 90%
- SL 75%
- Back-Office <2 days
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Sources of growth: 
step 2 – the Broadband seamless experience

From fixed to Broadband 
environment

From internet portal to 
Community

From mobile to personal 
communication

Increase customers share of wallet (moving vs. contiguous markets)
Full knowledge of customer behaviors in the IP world (context awareness)

3 Increase share of wallet

Expansion

Transformation

2
1 Improve Customer Satisfaction

Brand
Offering
Customer Care/ Go-to-market

Fixed & Mobile broadband to improve customer loyalty
Create value trough FMS & BB penetration

The Broadband seamless experience
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Broadband development and Fixed-Mobile substitution

Percentages on traffic volumes

Fixed-Mobile Substitution

Mobile Traffic
Fixed Traffic

% 
Mobile 
of total

41 51 63

2005 2007 2010
30%

40%

50%

60%

Broadband development

Fixed

Mobile

% Mobility
price 
premium*

265 209 179

2007 
Mobile > Fixed

* Mobile price per minute/ Fixed price per minute

Mobile Broadband

5

10

15

20

25

30

35

2005 2007 2010

2.7
10.1

15.5

14.6

Penetretion
driven growth

ARPU driven 
growth

Fixed Broadband
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How to create value from convergence

Preserve High-End customers

Control churn of Low-end 
customer vs mobile only  
solutions

Control Wireline 
churners

Increase voice value thanks to 
mobile price premium

Leverage Voice 
“price up”

Accelerate mobile broadband
development trough convergent 
offers

Avoid price competition between 
fixed and mobile Broadband

Broadband 
development

Offering strategy

“Service Sensitive” customers 

“Price Sensitive” customers

Focus on Fixed and Mobile Broadband 

penetration

Focus on IPTV (3Play) and advanced 

digital contents

Naked ADSL

Home Zone Mobile
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TI offering roadmap

3 play
(BB/Voice-
Voip/IPTV)

“Pure Mobile”
“Service Sensitive”

Advanced 
fixed operator “Price Sensitive”

Customer attitude

2 play
(BB/Voice-Voip)

1 play
(Voice)

TIM ADSL Naked
(Femtocelle)

Mobile TV             
(Set Box DVBH /PC 
Card)

Self generated 
contents

Premium contents
Digital interactive TV

Loyalty program extended to 
other communities

TUTTO INCLUSO

SEMPRE
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3 play (BB/Voice-Voip/IPTV/DVBH)2 play (BB/Voice-Voip)1 play (Voice)mln household

2007 (100%: 22,7 mln TLC households)

6.9

9.3

16.6

0.3

5.2

5.5

0.6

0.6

Mobile
Only

Fixed Convergent

0.4

7.8

14.5

3 Play

2 Play

1 Play

Reshaping the Italian Consumer Market

2010 (100%: 23,6 mln TLC households)

1.4

4.9

0.1

6.4

2.9

0.6

3.5

Mobile
Only

0.8

7.6

5.3

13.7

Fixed

1.5

11.9

10.2

3 Play

2 Play

1 Play

Convergent

Increase of 
Pure Mobile 
customers

Increase of 
Broadband 

access

Increase of 
Convergent 
customers

0.4
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Sources of growth: 
step 3 – increase the share of wallet

From fixed to Broadband 
environment

From internet portal to 
Community

From mobile to personal 
communication

Expansion

Transformation

3

1 Improve Customer Satisfaction

Brand
Offering
Customer Care/ Go-to-market

Increase customers share of wallet (moving vs. contiguous markets)
Full knowledge of customers behaviors in the IP world (context awareness)

Increase share of wallet

2 The Broadband seamless experience

Fixed & Mobile broadband to improve customer loyalty
Create value trough FMS & BB penetration
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Exploit contiguous markets: 
increase customer share of wallet 

Potential Value generated by a “digital behavior” (2010)

TLC
Media & 
Entertainment

Internet & 
CommunityCommerce

Domotics
ICT

TLC

Mobile

Fixed

Digital TV Advertising 
(WEB+Mobile)

0thers 
(E-commerce 

& gaming)

Total potential 
agressible

market

27 10
8

145

100

59

41

1,4-1,5 X

Exchange

Contents 

Search/ 
Browse

Control

Personalize

My contacts

Communicate

My music

m-payment

automation
traffic

domotic

Calls

MMS SMS
Mail

Repository

Network

Place 
shifting

Everywhere 
Music

My images 
Community

Index
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Web & Content strategy in a convergent world

Digital 
Advertising

Web 
Technologies

Internet & 
Contents

Local

Front-end & web layer

Portals

Digital advertising platforms

IPTV MobileWeb

Niumedia as the first digital advertising 
house across web, mobile and TV platform
market (40% expected market growth)

Develop integrated multiplatform local 
digital advertising offering (leveraging on 
mobile location based customer knowledge)

Sell platform and solutions to external 
clients (WEB factory)

Leverage TI web technologies and know 
how to maximize usability and 
experience

Business Area

Synergize Media contents among TI 
Group content platform

Leverage Virgilio self generated 
contents to enrich mobile VAS and 
Digital TV portfolio

1

3

2

3

2

1
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Leverage on TI Group Assets …

Search

Networking 
and Self 

Expression

P2P

Entertain-
ment

Blog &
Communities

e-commerce

Content 
sharingAdvertising

Buy

Premium  &
UGC

… to create the biggest Italian 
internet marketplace …

… catching new business 
opportunities

… to evolve from service provider to community builder 

Addressable internet 

market in Italy 2008-2010

Internet contents

Web/Mobile Advertising

Web Services

M – Payment/ E-commerce

Braoadest Italian 
Customer Base

Widest Italian 
communities

32 mln customer on-net TIM

3.6 mln customers TIM Tribù

1.3 mln customer Alice Voice

10 mln Virgilio’s unique 
visitors/month

Deep knowledge on 
customer behavior

#1 on Mobile

#1 on Broadband 

#1 on Internet Portal

The ambitious of creating the biggest Italian Virtual Community



“SURF THE INTERNET WAVE”

LUCA LUCIANI

24

Agenda

Achievements 2007

Sources of growth

Outlook 2008 and conclusions



“SURF THE INTERNET WAVE”

LUCA LUCIANI

25

Outlook 2008
bln euro

* Gross of H3G litigation (56 mln euro in IVQ 2007)

2007 Handsets Wholesale Voice VAS & Other 2008

~10* ~9.8

Total Mobile Revenues: -2%

Retail Service Revenues “flat”

-2%

National and 
International 
roaming price

Retail Services Revenues flat

+5% normalized of expected discontinuities (bn 0,5/0,6)
Carry forward of Bersani Decree
Reding
F-M termination cut
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Targets 2008

Less focus on number of lines vs focus on Revenue Share

Defend key market segments (SME/ SoHo/ Postpaid
Consumer)

Slowdown ARPU dilution (vs. 21 current)

Market 
share/ ARPU

Revenue 
growth

Mantain Retail Service Revenues

-2% total Mobile Revenues
Less handsets
Less wholesale

VAS
Mobile 
internet

VAS/ Service Revenues

Mobile Broadband portfolio

Lines: 40%

Stable 

ARPU: 20 €

“Flat”

Total Mobile Revenues: 
~9.8 bn

~25%

2.6 mln lines

Target 2008


