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Who we are?
Global Telecom Holding S.A.E. (“Global Telecom” or “GTH” or “the Company”) is a leading 

integrated telecommunications services company operating mobile networks in Africa and Asia. 

GTH operates mobile networks in Algeria (“OTA”), Pakistan (“Mobilink”), and Bangladesh 

(“Banglalink”). GTH’s core belief is that communication is the essence of life, and the inherent 

right of every human. In addition it has an indirect equity ownership in Telecel Zimbabwe through 

its subsidiary Telecel Globe. Being a borderless company, GTH seeks to provide the means of 

communication to people wherever they are in the world.
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2014 Highlights
Solid performance across the board

For more details on the 
Company’s financial 
performance, please visit:
www.gtelecom.com

Customers1

87 mln $3.3 bln $1.4 bln
Revenue EBITDA2

2013 20132013

2014 20142014

84.1 mln 0.4 bln3.4 bln

86.9 mln 1.4 bln3.3 bln

mln

Mobile customers1 

Revenue (USD)

EBITDA2 (USD) 

Underlying EBITDA Margin

Group key performance indicators

86.9

3,283

1,434

45.2%

FY 2014

84.1

3,439

423

48.9%

FY 2013

3%

(5%)

(239%)

(3.7 p.p.)

Underlying EBITDA (USD) 1,484 1,683 (12%)

EBITDA Margin2 43.7% 12.3% 31.4 p.p.

Change

Net loss (USD)1

CAPEX (USD)

(443)

1,252

(2,878)

617

(85)

103%

1 Customer base in Algeria was restated to align with three month active definition
2 2013 and 2014 EBITDA include settlements as a result of closing of transaction in Algeria, USD 1.2 bln and USD 0.5 bln respectively
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Message from the Chairman & Chief Executive Officer
Continuing to build a robust framework

This year has been an important year for GTH. Firstly, following 
intensive work across our footprint, we are pleased to say we have 
now launched 3G services in all of our major markets with very 
positive feedback from our customers. The launch of 3G has been 
an important milestone to our position as market leaders in Algeria 
and Pakistan and a strong number two operator in Bangladesh.  
Our customer base is continuing to grow, increasing by 3% year- 
on-year, with GTH now serving 87 million customers across our 
three markets.

Secondly, on January 30, 2015, we also announced the successful 
closing of the sale of a 51% interest in Omnium Telecom Algeria 
SpA (“OTA”) to the Algerian National Investment Fund, Fonds 
National d’Investissement (the “FNI”), for USD 2.6 billion. Total 
net proceeds, including OTA dividends in respect of the financial 
years 2008-2013 paid to GTH, amounting to approximately USD 
3.8 billion net of all taxes and after settlement of all outstanding 
disputes between the parties, as well as the payment of associated 
fines, have been used by GTH to pay down existing shareholder 
loans provided by VimpelCom to GTH. As a key component of the 
transaction, we maintain operational control over OTA and, as a 
result, we will continue to fully consolidate the business. The sale 
agreement and completion has also allowed us to start investing  
in our 3G network in order to close the gap to our competitors.  
This process is not complete and will continue in 2015.  

Whilst operational performance has shown improving trends, 
group revenue decreased organically by 5% year-on-year to USD 
3.3 billion largely driven by the forced delay of the commercial 
launch of 3G in Algeria and the introduction of the biometric 
SIM verification system in Pakistan, which has continued into 
2015. Against this backdrop, we have focused on ongoing cost 
efficiencies measures resulting in solid group EBITDA margin 
of 43.7%, a significant increase on 2013 which was negatively 
impacted by one-off adjustments relating to the sale of OTH to FNI. 
Operating cashflow remains stable at more than USD 1.2 billion. 
Our net debt was USD 2.9 billion at the end of 2014, a 23% increase 
year-on-year, with Net Debt/EBITDA at 1.9x, which was reduced in 
January 2015 significantly following repayment of the shareholder 
loan to VimpelCom, using the proceeds from the sale of OTA to FNI.
 

In Algeria, we have been investing heavily in our 3G network with 
capex up more than fourfold year-on-year. However, revenues 
were still negatively impacted by the earlier 3G launches by our 
competitors and aggressive 3G-price competition in the market. 
Organic revenue decreased 5% and organic EBITDA decreased 14%. 
As of September 2015, we had launched 3G services in 25 provinces 
including Algiers and other main cities. A transformation program 
is well underway and we announced the appointment of a new CEO, 
Ghada Gebara, in June 2015. However we expect the operating 
environment to remain tough during 2015. 

In Pakistan, the 2G network modernisation program was 
completed during the year allowing us to fully switch our 
attention to launching 3G. This launch has been very successful 
with Mobilink performing the fastest 3G roll-out in Pakistan and 
being the first operator to reach 2 million 3G customers. However, 
revenue decreased by 6% as a result of competitive pressure 
and a challenging regulatory environment, with countrywide 
implementation of the biometric verification system leading to a 
year-on-year slowdown in customer base growth, which continues 
in 2015. Mobilink maintained its customer market leadership 
position ending the year with 38.5 million customers. For 2015, 
we still see significantly more potential for 3G growth although the 
SIM biometric re-verification process will continue  
to negatively impact overall customer growth. 

The launch of 3G has been an 
important milestone to our position 
as market leaders in Algeria and 
Pakistan and a strong number two 
operator in Bangladesh. 

Anton Kudryashov
Chairman
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In Bangladesh, Bangalink had a strong year with service 
revenue growth of 11% and EBITDA growth of 17%. The company 
maintained its leading customer satisfaction in the market due to 
its superior customer experience built around attractive 3G offers 
and affordable smartphones. In just over a year since launching 
3G services, we are pleased to say that Bangalink has the best 
population coverage of all operators, which is reflected  
in strong data revenue growth. Looking ahead, we are excited 
about the prospects for Bangladesh and expect the strong 
operating momentum to continue into 2015 driven by our  
attractive customer proposition. 

We have also been focused on risk management and compliance 
across the group and are pleased with the progress we have made 
in these areas. In 2014, we re-assessed our approach and we have 
undertaken considerable change, establishing a more coordinated 
and expansive risk management and compliance framework. 
We have also added resources and increased our provision of 
training and awareness programs. We will continue to focus on 
this area of our business and view it as a critical part of our future 
development. 

Our focus in 2015 will be on leveraging the benefits of our 3G 
networks in order to continue to improve the customer experience 
and drive further increases in our customer satisfaction. At the 
same time, we will look to further embrace digitalization, both 
relating to revenue and costs, whilst seeking further consolidation 
opportunities where possible, so that we can deliver better services 
in all of the markets where we operate. We expect the operating 
environment to remain challenging in 2015, however we are 
confident that we have the right strategy to deliver on our targets. 

Our focus in 2015 will be on 
leveraging the benefits of our 3G 
networks in order to continue to 
improve the customer experience 
and drive further increases in our 
customer satisfaction. At the same 
time, we will look to further embrace 
digitalization. 

Vincenzo Nesci
Chief Executive Officer
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Business review
Algeria

Company strategy
Omnium Telecom Algeria S.p.A. (“OTA” or “Djezzy”) (formerly 
known as Orascom Telecom Algeria S.p.A.) is the leading telecom 
operator in Algeria operating under the brand “Djezzy”. The 
company’s main focus during 2014 was to maintain its value 
through key strategic objectives. In July, the company successfully 
launched 3G services and has since expanded the service to 
25 provinces across the country, including Algiers. In 2015, 
Djezzy initiated a transformation program aimed at improving 
commercial offerings, investment in 2G and 3G and organisational 
restructuring. In addition, OTA continued to maintain its 
operational excellence and strived to provide the best customer 
services across all touch points, improve its relationship with the 
regulator and continue to train its workforce.

In January 2015, OTA shareholders established a long-term 
relationship with the Algerian National Investment Fund by 
creating a private-public ownership structure for Djezzy, thus 
resolving longstanding disputes with the Algerian Government. 
The closing of the transaction provides Djezzy with a strong local 
partner. 

The year in review
Our brand
OTA operates a mobile network in Algeria and provides a wide range 
of prepaid and postpaid products, encompassing voice, data and 
multimedia, under the commercial brand “Djezzy”. In 2001, OTA 
was awarded the second GSM license in Algeria; and in February 
2002, the company officially launched its operations. OTA originally 
launched under the brand “Djezzy”. Despite having launched its 
2G operation approximately three years later than the incumbent, 
Algérie Telecom Mobile (“ATM”, conducting business under the 
brand name “Mobilis”), OTA was able to rapidly grow and diversify 
its operations. Today, OTA is Algeria’s leading and preferred 
telecommunications operator.

Market share
During 2014, OTA maintained its leading market position although 
the delay in 3G launch by OTA negatively affected high-value 
customers. Despite these difficult conditions, OTA has retained a 
close to 42% market share, and ended the year with 17.7 million 
customers.

38.8 mln
Population

17.7 mln
Customers

#1
Market position

Revenue (USD mln)
Revenue (DZD bln)

EBITDA (USD mln)

EBITDA Margin
CAPEX (USD mln)

EBITDA (DZD bln)

Financial data

1,690
136

907

53.5%

415

73

1,796
143

1,054

59.1%

84

84

FY 2014 FY 2013
(6%)
(5%)

(14%)

(14%)

364%

(5.6 p.p.)

Change

Customers1 (mln)

ARPU (USD)

MOU billed
Churn

ARPU (DZD)

Operational data

17.7
7.4

204
6.4%

633

17.6

8.6

211

6.1%

689

4Q 2014 4Q 2013
0.6%

(14%)

(8%)
(3%)

Change

1 Customer base in Algeria was restated to align with three month active 
definition
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Business review continued
Algeria

Regulatory environment
Due to a ban on Djezzy’s foreign exchange and certain import 
restrictions, a special dispensation from the Bank of Algeria was 
required for importing 3G equipment/systems. The dispensation 
was granted in October 2013 and provided for a prior approval 
from the ARPT and the Algerian Ministry of the detailed lists of 
equipment/systems to be imported. As a result the first batch of 
3G equipment/systems arrived in Algeria in January 2014 and the 
deployment of the network could only start after this date. Our 
competitors started to deploy their 3G network before obtaining 
their 3G license and therefore, were able to launch their 3G services 
in the middle of December 2013 compared to July 2014 for Djezzy. 
In addition, the ban has remained in place for our non 3G equip-
ment/ systems and the approval procedure for 3G equipment/sys-
tems which has caused delays in our procurement process. The ban 
was lifted on 28 January 2015 and, as of that date, there were no 
bans for Djezzy on the import of equipment or exchange of foreign 
currency.

Leveraging revenue streams
Voice
OTA launched promotions throughout the year, part of a strategic 
focus to attract new customers. The promotions were geared 
towards both prepaid and postpaid segments, without creating 
peaks in the normal network usage. The competitive landscape for 
mobile operators heated up in 2014, with two main competitors 
rolling out multimedia communications campaigns and offering 
new products on the back of the 3G launch in December 2013.

Value added services
OTA continued to distinguish itself in the marketplace by launching 
new products and improving the performance of current top value 
added services. Following the launch of various commercial bundles 
and handset promotions, data users increased by 74% and mobile 
data revenue doubled year-on-year. Djezzy launched a number of 
commercial offers including its successful Millennium 3G (hybrid 
voice and data product), handset promotions with data packages, 
B2C and B2B, and 3G VAS products such as Facebook zero, Djezzy 
store, Djezzy App, and Be-Djezzy. At the end of the year, Djezzy 
also launched two new attractive 3G offers: a new prepaid offer 
“Go”, which achieved encouraging uptake, and an unlimited 
postpaid offer “Infinity”. 

Data
Djezzy focuses on expanding its 3G area coverage and customers 
base and growing data services following 3G launch in July 2014. 
As result of the introduction of various commercial bundles and 
handset promotions, mobile data revenue doubled year-on-year.

Opportunities for the future
OTA will continue to focus its efforts on maintaining Djezzy’s 
market position, growing its customer base and developing its 
3G network to take advantage of the tremendous data growth 
potential in Algeria. As customer growth in Algeria’s mobile market 
is expected to slow down, the company will focus on improving 
the average revenue per user, supported by data revenue growth 
over our 3G network. Additionally, OTA will continue to adopt 
a balanced value pricing strategy and provide “best in class” 
customer service across all areas of the business. It will encourage 
and reward customer loyalty, while improving quality control over 
the distribution channel. 
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Business review
Pakistan

Company strategy
Pakistan Mobile Company Limited (“PMCL” or “Mobilink”) operates 
under the brand “Mobilink” and has established itself as a market 
leader among Pakistan’s mobile network operators. Mobilink 
provides prepaid and postpaid mobile voice and data services 
along with Mobile Financial Services (“MFS”) to individuals and 
corporate clients across the country. As a market leader, Mobilink 
is committed to product innovation, value-added services and 
meeting the growing demands of consumers and businesses alike. 

The year in review
In 2014, the company continued to focus on data and establishing 
Mobilink as a leader in 3G. The company launched 3G services in 31 
cities and was the first operator to achieve 2 million 3G customers 
in the country. In addition, Mobilink made a strategic decision 
to exit from the International Clearing House (ICH) which drove 
international incoming revenue growth. The decision was driven  
by the fact that interconnect revenue in Pakistan declined as a 
result of incoming international traffic after ICH implementation.

Our brand
PMCL was founded in 1990 and began operations in August 
1994. Since then, the company’s flagship brand, Mobilink, has 
established itself as a market leader among Pakistan’s mobile 
operators, providing prepaid and postpaid voice, data and MFS to 
individuals and corporate clients across Pakistan. Mobilink focus 
in 2014 was on improving NPS (net promoter score) with consistent 
efforts to improve network perception and implement a transparent 
charging regime.

Market share
In a highly competitive five-player market, Mobilink remained the 
leader in 2014 with a market share by customers of 28.3%, and the 
operator of choice for over 38.5 million people across Pakistan. 
Following the rebranding in 2014, Mobilink remains focused on 
mobile voice, data, Value Added Services (“VAS”),  
and MFS.

Regulatory environment
The Pakistan Telecommunications Authority (“PTA”) serves as 
the licensing and regulatory authority in Pakistan. In 2014 the 
Pakistan regulatory authorities forced shutdowns of cellular 
services on various occasions for security reasons. After the 
terrorist attack on a school in Peshawar, the government put  
in place additional security measures in particular biometric  
re-verifications for all mobile subscriptions, which requires 
verification of all existing customers. This resulted in revenue 
losses to Mobilink. The number of shutdowns has been reduced  
in the last quarter of 2014. Further shutdowns could have an  
effect on our revenue and customer growth.

196.2 mln
Population 

38.5 mln
Customers

#1
Market position

Revenue (USD mln)
Revenue (PKR bln)

EBITDA (USD mln)

EBITDA Margin
CAPEX1 (USD mln)

EBITDA (PKR bln)

Financial data

1,010
102.1

386

38.2%
351

38.8

1,066
108.0

442

41.5%

190

44.5

FY 2014 FY 2013
(5%)
(5%)

(13%)

(13%)

85%

(3.3 p.p.)

Change

Customers (mln)

ARPU (USD)

MOU billed
Churn

ARPU (DZD)

Operational data

38.5
2.0

273
6.5%

204

37.6

2.0

222

5.8%

219

4Q 2014 4Q 2013
2%

(2%)

(7%)
23%

Change

1 CAPEX excluding licenses
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Business review continued
Pakistan

Leveraging revenue streams
Voice
Voice continues to be the major revenue stream for all operators 
in the country. In 2014, Mobilink completed its 2G network 
modernization program improving the capacity of the network and 
launched 3G. It also launched multiple products and promotions 
to maintain a diverse and competitive portfolio and revamped its 
range of offers to increase customer engagement, with a major 
focus on launching nationwide offers to attract new customers and 
engage the current subscriber base. 

Bundle offers have become an important revenue stream for many 
mobile operators. To capitalize on this evolving industry trend, 
Mobilink continues to rollout bundles, which offer minutes for an 
upfront subscription fee along with data. It built on this further 
to create an entire portfolio of segmented bundle offers, including 
acquisition and retention offers, accompanied by a range of 
incentives. 

Mobilink also offers a portfolio of tariffs and products designed  
to cater to the needs and requirements of specific market segments, 
including SOHOs (with one to five employees), SMEs (with six to  
50 employees) and enterprises (with more than 50 employees).  
We offer corporate customers several postpaid plan bundles, which 
include on-net minutes, variable discount for closed user groups 
and follow-up minutes based on bundle commitment. 

Value added services
VAS continued to be an additional source of revenue for Mobilink. 
During the course of the year, it launched several new and 
innovative services based on more dynamic and live content 
streams. In addition following customer experience program, 
Mobilink has made a deliberate decision to shift to a fully 
transparent charging regime which has a negative impact on  
the revenue. 
 
 
 
 
 
 

Data
With the launch and expansion of the 3G, Mobilink focused on 
successfully growing data services. Data usage more than doubled 
in 2014 through the introduction of attractive data bundles, 
promotions with free trial periods and the launch of the iPhone6.

Opportunities for the future
Mobilink has the largest subscriber base in Pakistan. Having 
launched 3G services, its goal is to grow these services over  
the country. However additional security measures put in place 
after the terrorist attack on a school in Peshawar, in particular 
biometric re-verifications for all mobile subscriptions, which 
requires verification of all existing customers, are expected to  
slow customer growth in 2015.

There has been a continued focus on data in 2014 building on the 
success of 2013 in strengthening Mobilink’s position as a leader in 
3G. MFS will also be a significant revenue stream moving forward. 
To ensure Mobilink has a stronghold in the MFS space, the company 
will continue to increase its retail presence, focusing on domestic 
remittances and product innovation. Mobilink intends to align 
all of its resources to achieve these goals, increase revenues and 
improve cost efficiencies. 
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Business review
Bangladesh

Company strategy
Banglalink Digital Communications Limited (“BDCL” or “Banglalink”) 
operates under the brand “Banglalink”. The company is a mobile 
telecom operator in Bangladesh providing a wide range of mobile 
voice and data services. BDCL’s marketing strategy is focused on 
targeting different consumer segments with tailored products and 
services. Since its launch, Banglalink has consistently increased its 
infrastructure and developed a strong and dependable network.

The year in review
In 2014, Banglalink completed the improvement and modernization 
of its 2G network and achieved its aim of extending 3G coverage 
to all 64 district capitals. At the end of 2014 Banglalink had the 
broadest 3G network coverage in the country.

Our brand
BDCL provides its services under the brand name “Banglalink”, 
which is associated with value for money, responsive customer 
service and strong network coverage. Under this brand, Banglalink 
provides a range of services tailored to the needs of various 
customer segments. The sub-brands “Banglalink business”, 
“Banglalink SME” and “Banglalink PCO” cater to the needs of the 
business community. The prepaid segment is served by sub-brands 
“Banglalink Internet” and “Banglalink 3G”, where the focus is on 
promoting data services, packages and tariff offers. 

Market share
Banglalink is one of the fastest growing mobile operators in 
Bangladesh. In 2014 it maintained its second position in the six-
player market, serving 30.8 million people with a 25.7% market 
share in terms of customer numbers. Over the past year, growth 
has been fuelled by innovative products and services, improvement 
of network quality, dedicated customer care and an extensive 
distribution network across the country. Strong brand loyalty 
has also been influential in attracting a high percentage of new 
customers.  

Regulatory environment
In 2014, the Government of Bangladesh reduced the international 
MTR from BDT2.34 to BDT1.17 which had an impact on the 
Banglalink’s revenue. In addition, effective July 1, 2014, the 
national board of revenue imposed a tax amounting BDT 100 on 
SIM replacement. Lastly, the cost to support and maintain the 
Lawful Interception Equipment for National Telecommunication 
Monitoring Center was scheduled to expire in May 2014. However, 
as the government did not contribute to the renewal of the 
equipment after expiration, the operators incurred the cost.

166.3 mln
Population

30.8 mln
Customers

#2
Market position

Revenue (USD mln)
Revenue (BDT bln)

EBITDA (USD mln)

EBITDA Margin
CAPEX1 (USD mln)

EBITDA (BDT bln)

Financial data

563
43.5

219

38.9%

178

17.2

504
39.4

187

37.1%

172

14.6

FY 2014 FY 2013
12%

10%

17%

18%

4%

1.8 p.p.

Change

Customers (mln)

ARPU (USD)

MOU billed
Churn

ARPU (DZD)

Operational data

30.8
1.6

186
5.1%

122

28.8

1.4

183

6.9%

110

4Q 2014 4Q 2013
7%

12%

11%
2%

Change

1 CAPEX excluding licenses
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Business review continued
Bangladesh

Leveraging revenue streams
Voice
Banglalink continued to launch market-leading services and 
offers, including: competitive tariffs, bonuses on recharge and 
usage, loyalty programs, reactivation promotions and innovative 
below-the-line (“BTL”) campaigns. The new prepaid products 
clearly demonstrate Banglalink’s commitment to innovation in 
creating customer value. The youth-focused package “Play” offers 
the highest number of friends and family (“FnF”) features, while 
the heavy off-net caller package “Hello” offers attractive off-net, 
recharge and usage based promotional tariffs and bundle packages 
at different price points. The “My Offer” package, introduced in 
2013, gives customers the opportunity to create their own bundle 
around their preferences. The driving motivation behind these 
packages and offers is to meet the changing usage needs.

Value added services
Banglalink customers continue to enjoy a comprehensive range of 
innovative and value-added services, including: caller ring-back 
tone, music station, voice portal, voice chat, news alerts, and many 
more. In recent years, Banglalink has been leading the industry 
in offering new and enhanced services for business customers, 
namely: premium field force locator, corporate SMS broadcast, and 
mobile advertising to name a few. Through constant innovation, 
Banglalink customers will continue to benefit from a wide range of 
market-leading services.

Data
Banglalink successfully partners with OTT players, including 
Wikipedia Zero, Facebook Zero and zero-rated WhatsApp to attract 
new data customers and create a more enhanced 3G experience. 
Several micro-segment campaigns were launched offering free trial 
periods, with many converting into paid usage customers. These 
campaigns provided the opportunity for customers to benefit from 
more affordable data and contributed to substantial data usage 
increased three times year-on-year. At the end of 2014, 5.1% of 
Banglalink customers were using 3G data services and mobile data 
revenue picked up grewing 41% year-on-year. Moving forward, 
Banglalink’s vision is to take data experience to a new service-
ecosystem and boost its revenue growth in the highly competitive 
telecommunication market in Bangladesh. 

Mobile financial services
In 2014, the boom in mobile banking continued to have an impact 
on Mobile Financial Services (“MFS”). Following the bank-led model, 
Banglalink capitalized on this opportunity through partnerships 
with retailers. 

Opportunities for the future
Moving forward, we will continue to focus on monetizing 3G 
services by rolling out attractive data products and special 
promotional activities. We will also expand on our innovation in 
mobile integrated content in the fields of education, agriculture, 
healthcare and financial markets. The growing 3G network is 
expected to increase average revenue per user as the use of the 
Internet grows with improving data speed presenting a significant 
opportunity to grow market share in significant urban centers.
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Corporate social responsibility
Investing in customer experience

Sharing value, making a mark
Global Telecom Holding’s approach to Corporate Responsibility 
(“CR”) is based on a commitment to contribute to more sustainable 
communities and societies across our wide international and 
diverse Company. This approach involves both the need to act as a 
responsible business, meeting the needs of different stakeholders, 
and making use of mobile technology to fulfil societal needs, which 
are not being met effectively by other means. For example, the 
latest mobile services can enable a more sustainable way of living 
by supporting connectivity, health, education, access to financial 
services, and a lower carbon economy.

As a large international Company with diverse customers with 
specific social, cultural, economic and environmental needs, we 
base our CR on both internationally recognized good practice, and a 
locally focussed approach, taking local needs, global challenges and 
VimpelCom group’s strategy into consideration.  

In 2014, VimpelCom group and Global Telecom Holding launched a 
new corporate responsibility strategy, which has two main elements:

• Risk Management – three strands of activity: i) ensuring 
consistent standards of responsible behavior, ii) open and 
transparent engagement and iii) participation in global 
initiatives (such as the United Nations Global Compact);

• Sharing Value – four strands of activity: iv) environmental 
efficiency and carbon emission management in our operations, 
v) community engagement through philanthropy and employee 
volunteering, vi) developing mobile value added services in 
areas of societal challenge (e.g. health, education, agriculture, 
financial services) and vii) Make Your Mark, a flagship group-
wide program which seeks to empower young people to make a 
positive difference through increased access to education and 
(through) inspiring social entrepreneurship, particularly in the 
digital arena.

Over the course of 2014, companies of Global Telecom Holding 
have been implementing a variety of corporate social responsibility 
projects which fall under the above mentioned areas.

Social investment
Global Telecom provides support to programs and projects that 
contribute to social development and improves standards of living 
through direct financial donations, as well as employee donations 
and volunteering. Some examples are given below and in the market-
specific sections that follow:

Mobile Financial Services (MFS)
We believe we can create value for our shareholders and broader 
society by designing and providing services which bring specific 
positive benefits beyond simple connectivity. By making the most use 
of our technology and our operational expertise, we aim to develop 
large-scale solutions which address some of society’s problems, whilst 
also representing good business. MFS is a particular priority within 
our business strategy and we offer various applications across our 
businesses. 

In Pakistan and Bangladesh, where banking infrastructure is 
underdeveloped, we focus on providing improved access to basic 
financial services, such as transferring money and paying bills. 
 We are working closely with government and charity organizations 
to help them provide welfare, donations, subsidies and social 
security payments directly to those who need them. The security and 
traceability of MFS transactions is also seen as a major tool in the 
fight against fraud and corruption in those countries.

We are also preparing Algeria for the introduction of MFS and are 
currently working to overcome legal, regulatory, commercial and 
technical hurdles to launch the services for the benefit of the whole 
country. 

Supporting universal
primary education

Strategy element Country Example of our contribution

Pakistan
Providing literacy lessons for women
in rural areas, reinforcing classroom
lessons with SMS-based exercises. 

Improving agricultural
efficiency and food
security 

Bangladesh

Delivering mobile-enabled services
for farmers. These services include
SMS-based advice and information,
an agricultural advice call center
and a voice-based mobile market
place for producers.

Improving access
to medical services 

Algeria

Funding construction of a reception
center for patients with cancer and
a medical mission to the south of
Algeria. Supporting a breast cancer
screening program for female
employees and providing support
for a blood donation campaign. 

Transforming lives
through innovative
mobile applications
with social, economic
and environmental
benefits

Across the group

Make Your Mark – VimpelCom’s
flagship CR program, which focuses
on helping young people shape their
future and aims to leverage our
technology, commercial expertise,
international contacts and resources
to improve the life chances of young
people through education and
building entrepreneurial skills and
opportunities.
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Corporate social responsibility continued 
Investing in customer experience

Employee development
In addition to the support of local communities, GTH is committed 
to developing its own people. GTH employs nearly 9 thousand 
staff members across its markets and each member is considered 
a valuable asset to the Company. We are investing in our people 
to ensure they have the skills and resources needed to develop 
successful careers and deliver exceptional services to our customers. 
Each of the company’s subsidiaries runs various tailored employee 
development programs.

• McKinsey Academy
This group-wide online program, initiated in 2014 for 16 ‘high-
potential’ employees, is taught by McKinsey practitioners and 
includes insights from internal and external business leaders.  
A number of employees from Pakistan have been enrolled in the 
program together with colleagues from Algeria, Bangladesh and 
VimpelCom HQ. The program includes practical learning based 
on real-life challenges, and is designed to offer engaging and 
memorable content that helps employees become more self-directed. 
A key focus of the program is learning how to measure, monitor and 
track business results. 

Pakistan - Mobilink
In Pakistan, many of Mobilink’s corporate responsibility programs 
are formalised under the Mobilink Foundation. This enables the 
company to better manage the significant volume of charity requests 
it receives and balance out the efforts. 

Mobilink is a signatory to the United Nations Global Compact 
initiative and a member of the WWF Green Office Initiative and the 
Pakistan Centre for Philanthropy. 

The following initiatives and development have been implemented  
in 2014. 

Famine, unrest and floods in Pakistan
Pakistan has been hit by a number of natural disasters and 
humanitarian emergencies in recent years, and the Mobilink team 
has been doing its bit to help those in need. When floods caused 
widespread damage during 2014, across Punjab and Sindh, Mobilink 
provided food supplies for around 500 families as part of the relief 
effort.

Mobilink also sent aid to 13,000 people affected by famine in 
the Tharparkar region. The aid was distributed by 25 Torchbearer 
volunteers from Mobilink with support from the Pakistan Navy. The 
Mobilink CR team provided food supplies for 8,000 people among 
displaced families in North Waziristan. Further initiatives have 
included the setting up of collection camps to take in clothing, 
bedding, cooking materials and basic medicines for distribution 
around Karachi, Islamabad, and Lahore. 

Mobilink saves 26 million liters of diesel
With power outages often lasting up to 16 hours a day in Pakistan, 
Mobilink’s base stations run on diesel when the grid fails. 
Throughout 2014, the company has been adapting base stations to 
use hybrid battery systems, and only reverting to diesel once the 
batteries run down. In this way, diesel use has dropped from 67 
million liters in 2013, to 41 million liters in 2014. By the end of 2016, 
90% of base stations will have moved to the battery-first model.

Mobile literacy
Mobilink developed a pilot scheme with UNESCO and the Bunyad 
Foundation to educate rural women, a group mostly excluded 
from the conventional educational system in Pakistan. Mobilink’s 
mLiteracy program helps teachers offer a basic literacy curriculum 
using SMS – with free connectivity for teachers and learners. The 
program’s project facilitators organize classes in small learning 
centers in villages, often in the houses of local elders, and learners’ 
responses are logged to monitor their progress.

The project started in 2009 with 250 female learners in rural Punjab, 
and by the end of 2013, it had embraced 5,000 women across the 
country. Early in the project, the proportion of students graded as 
‘A’ for their literacy skills increased from 28% to 60% after being 
enrolled on the program for six months.

The project has been expanded and now enables rural women to 
better manage domestic finance and raise subjects such as religious 
tolerance and equal opportunity. The program has noticeably 
reduced gender bias to mobile use, and participants have reported a 
heightened sense of security through having access to this means of 
communication.

In early 2014, the Mobilink Foundation secured a grant of USD  
286,000 from the Private Infrastructure Development Group (PIDG) to 
extend the scope and the scale of the literacy program in 2015. This 
will allow us to enrol an additional 2,500 rural women in 100 new 
learning centers in five districts of Khyber Pakhtunkhwa  
(KPK) in remote north-west Pakistan.

At the 5th annual Ethical Corporation Responsible Business Awards, 
the mLiteracy program won the ‘Most effective international 
community investment’ award. 
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Corporate social responsibility continued 
Investing in customer experience

Providing access to ICT equipment
Mobilink Foundation worked with Ranra School, a community 
school in KPK, to set up a state-of-the-art ICT Lab, which can now 
provide computer-based education to more than 200 students. The 
Foundation also set up a computer lab for Petalloid Higher School,  
a community school near Lahore, which now provides computer-
based education to 900 students. 

Bringing financial services to millions of new customers in Pakistan,
in late 2012, Mobilink launched its Mobicash service in Pakistan, 
in collaboration with Waseela Microfinance Bank. It is regulated by 
the State Bank of Pakistan under its Branchless Banking initiative, 
and in a country where formal bank use stands at just over 10% 
of the population, it is helping bridge the digital divide and bring 
financial inclusion across the country. Mobicash has become a major 
player and one of the fastest-growing MFS operations, with over 29 
million transactions since launch. With over 51,000 retail agents, 
urban and rural, Mobicash helps customers carry out basic financial 
transactions such as fund transfer, bill payment and domestic 
remittances, either over the counter or from their mobile accounts.

Mobicash also offers mass payment solutions to corporate and public 
entities, reducing the potential for corruption associated with cash 
payments. It has been used for disbursing government aid to victims 
of flooding in Pakistan, and NGOs are also major users of the service, 
collecting and distributing funds more efficiently.

The company has formed partnerships with other financial 
institutions, and is currently evaluating other partnerships  
with global payment service providers. It will soon also be offering 
services in savings, lending, insurance and retail payments. In a 
recent survey, Mobilink’s MFS users were found to be 40% urban  
and 60% rural, with 75% of all users in low-income segments.  
The predominant age group is early 30s, with males accounting  
for approximately 80% of overall transactions. 

Mobilink Guardian app for emergencies
Mobilink launched an app to enhance personal security – the 
‘Mobilink Guardian’, which lets a user send a range of different alerts 
to friends and family in emergency situations, quickly and easily.

Medical projects
More than 200 volunteers from Mobilink took part in an anti-tobacco 
health campaign, and the company sent 15 million SMS messages to 
customers encouraging them to quit smoking. 

Mobilink also provided support with the printing and publication of 
breast cancer awareness literature and equipment to support a blood 
donation campaign. 

Employee development
• Talent management
Mobilink has launched a ‘Talent Review and Succession Pipeline’ 
program, which is aimed at fostering the next generation of leaders 
by offering them challenging assignments that will help nurture 
their talent. 

• Employer branding
Mobilink’s Rising Star 2014 program for universities across Pakistan 
is designed to promote innovation and leadership qualities, 
and prepare young people in Pakistan for the corporate world of 
tomorrow. 

“Green Office” environment management initiative
Mobilink has introduced the World Wide Fund for Nature Green Office 
Initiative. This environmental management system (EMS) helps 
to reduce business carbon footprint and is now implemented at a 
number of offices. 

Plans for 2015
As part of the group-wide program Make Your Mark, which was 
launched in 2014, Pakistan plans to further develop and launch 
initiatives in 2015, including:

• continuing the mLiteracy program, and extending it to 3,500 
further learners in 2015 overall;

• providing six fully equipped ICT labs in different provinces,  
with volunteers helping build staff capacity. 

Bangladesh - Banglalink
The following initiatives have been managed during 2014.

mAgriculture - mobile solutions to support farmers
Of the total labor force in Bangladesh, 47% work in the agriculture 
sector. However, many people still struggle to make a decent living, 
often due to lack of expertise or access to information or markets. 
To help address these issues, Banglalink launched several services 
under mAgriculture initiative: Krishi Jigyasha, which provides 
suggestions and answers to queries about agriculture, vegetables, 
fruit, farming, poultry, livestock and fisheries; and Krishibazaar, 
a mobile voice-based agricultural marketplace and market price 
information service, where people can buy and sell their products by 
phone, and get a better price by removing the middlemen. Both of 
these services receive thousands of calls a day, and offer farmers an 
easy, relevant and readily available source of information or channel 
to market. 

In 2014, with its strategic partner, Katalyst, Banglalink piloted a 
field-based activation campaign in various agricultural districts of 
Bangladesh. It developed links with lead farmers to disseminate 
information to other local farmers to create awareness. Based on 
its success, Banglalink believes there will be good opportunities to 
expand this campaign throughout 2015.
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Corporate social responsibility continued 
Investing in customer experience

Banglalink Grandmaster idea contest
As a responsible corporate entity, considering creativity and 
innovativeness and to support enterprising spirit among the young 
– especially students – Banglalink launched an idea generation 
contest in 2011 under the platform of “making a difference”, named 
“Banglalink Grandmaster idea contest”. 

Following its success, Banglalink held the fourth season of the 
contest in 2014, where five finalists selected in 2013, presented 
their ideas on mobile applications that make a difference in 
people’s lives. In 2013, a total of over 1,200 applicants from more 
than 50 universities across Pakistan participated in the contest.  
The participants were from diverse backgrounds such as business, 
engineering, textile, medicine, etc. The ultimate winners, from 
Chittagong University of Engineering and Technology, created an app 
for booking bus tickets, which is often a difficult task in Bangladesh. 

Supporting orphans and education for school children
Banglalink ran a project to distribute food to various orphanages 
around the country and donated winter clothes to underprivileged 
people. In 2014, Banglalink also distributed more than 4,000 
recycled school bags among primary school children across 
Bangladesh.

Financial inclusion in Bangladesh
Banglalink plays a pivotal role in financial inclusion by partnering 
with a range of the country’s major MFS service providers and 
banks to act as a network and distribution provider for their 
MFS, all regulated by the Central Bank and BTRC (Bangladesh 
Telecommunication Regulatory Commission). The Banglalink 
network currently serves almost six million MFS subscribers, about 
a quarter of all MFS customers in the country. Banglalink also has 
approximately 24,000 cash points and provides connectivity for 
money transfer services for Bangladesh Post Office branches across 
the country. Plans for 2015 include expanding the retailer base to 
ensure availability of MFS services for customers across the country.

Employee development
Banglalink launched an Advanced Internship Program, which gives 
students an opportunity to complement their academic studies with 
hands-on learning in a professional setting. 

Future Plans 
As part of the group-wide program Make Your Mark, which was 
launched in 2014, Banglalink plans to continue the Grandmaster 
initiative in 2015 by expanding the scope of the business idea 
contest to anyone from age 16 to 35. The contest will be accompanied 
by greater publicity and will include app development. The winning 
app will be available to download at the Banglalink app store. 

Algeria - Djezzy
Corporate responsibility efforts in Algeria have been aimed at the 
following areas in 2014.

FIKRA
For the third year in a row Djezzy was the main sponsor of the 
FIKRA conference, which brings together various stakeholders 
of the information technology and communications (ICT) sector, 
including institutions, national and international experts. As part 
of the conference, Djezzy runs an annual competition for young 
entrepreneurs, rewarding the most creative and innovative ICT 
projects and promoting resulting start-ups. Out of 126 applications, 
Djezzy chose a winner in each of the categories: mLearning, 
mHealth, social media, games and mEnterprise. 

General fund-raising – supporting orphans, elderly and less 
privileged people
Djezzy provided funds for a wide range of charities supporting 
people with disabilities, the poor, the elderly, orphans and homeless 
children. 

Environmental efficiency
As part of group-wide efforts to minimize the environmental  
impact of our operations, Djezzy has implemented an environmental 
management system compliant with the ISO 14001 standard.

Plans for 2015:
Under the Make Your Mark initiative, Djezzy will be helping young 
people shape their future. The company plans to launch the following 
programs in 2015:

• build new partnerships with 20 universities to share resources 
and training; 

• fund a media library for a school at Beni Abbès in the South 
of Algeria, and provide a reading room for the children of the 
Casbah in Algiers. 
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Corporate governance
Building strength through effective leadership

The Company considers effective corporate governance essential 
to enhancing shareholders’ value and protecting stakeholders’ 
interests. Accordingly, the Board attributes a high priority to 
identifying and implementing appropriate corporate governance 
practices to ensure transparency, accountability and effective 
internal controls. The Board continued to further its commitment 
to corporate governance through reviewing existing processes 
and, where appropriate, developing new ones. The Company 
substantially complies with the practices enunciated in the 
Egyptian Code of Corporate Governance and will strive to comply 
with these and other appropriate standards and governance 
guidelines. The key corporate governance principles and practices 
are as follows:

The general assembly
The General Assembly (”GA”) of the Company is the ultimate 
governing body of the Company. In summary, it:
• includes all the shareholders of the Company;
• takes its decision by voting among shares represented in the 

meeting. The voting rule is: 1 share = 1 vote for all shares;
• holds at least one ordinary meeting per year and may hold 

extraordinary meetings as needed; and
• appoints the Board, approves the financial results, appoints 

the external auditors, and approves dividend distribution. 

The responsibilities of the GA are based on laws and the Company’s 
statutes.

The board of directors
The Board has the responsibility to work to enhance the value of 
the Company in the interests of the Company and its shareholders. 
In summary, the Board:
• is engaged in active and continuous strategic planning and 

approves corporate strategies, including the approval of 
transactions relating to acquisitions and divestments, and 
capital expenditure above delegated authority limits;

• reviews and approves the corporate plan for the forthcoming 
year and following two years, including the capital expenditure 
and operating budget, and reviews performance against 
strategic objectives;

• assesses business opportunities and risks on an ongoing 
basis and oversees the Company’s control and accountability 
systems;

• monitors and approves the Company’s financial reporting and 
dividend policies;

• appoints and has the authority to remove the Chief Executive 
Officer and approves the recommendations of the Human 
Resources department;

• ratifies the appointment and has the authority to remove the 
Chief Financial Officer, the Group General Counsel and the 
Company Corporate Secretary; and

• oversees succession planning for the Chief Executive Officer 
and senior management. 

The Chairman and the Chief Executive Officer establish meeting 
agendas to ensure adequate coverage of key issues during the 
year. In addition, workshops and strategy meetings take place. 
Executives and other senior people regularly attend Board meetings 
and are also available to be contacted by Directors between 
meetings.

The company is committed to achieving and maintaining 
the highest standards of corporate governance.
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Corporate governance
Composition of the board of directors & executive management

Anton Kudryashov
Chairman

Andrew Davies
Non-Executive
Board Member

Iskandar Shalaby
Non-Executive
Board Member

Gerbrand Nijman 
Chief Financial 

Officer2

Vincenzo Nesci
Chief Executive

Officer

Vincenzo Nesci
Chief Executive

Officer

Mohamed Shaker
Non-Executive
Board Member1

Board members

Executive management

1 On September 21, 2015, Mr. Mohamed Shaker resigned as Non-Executive Board Member.
2 On July 1, 2015, Mr. Gerbrand Nijman succeeded Mr. Hassan Helmy as Chief Financial Officer.
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Investor information

Global Telecom’s Executive Management and Investor Relations 
department maintains an open dialogue with all capital market 
participants, utilizing various communication tools.  
The Company retains a high level of disclosure for all stakeholders 
through interim, quarterly and annual reports, an up-to-date 
corporate website, and electronic news releases to ensure that all 
stakeholders are always up to date with the latest developments 
and changes. The Company’s consolidated financial statements are 
prepared and issued in accordance with International Financial 
Reporting Standards (“IFRS”) and the Egyptian Accounting 
Standards (“EAS”).

Trading information
The Company is dually listed, with its primary listing on the 
mainboard of the Egyptian Stock Exchange (“the EGX”), and 
a secondary listing in the form of Global Depositary Receipts 
(“GDRs”) traded on the London Stock Exchange (“the LSE”).

Investor relations contact
Ola Tayel
Investor Relations Manager

Email: ir@gtelecom.com
Website: www.gtelecom.com
Tel: +202 2461 5120
Fax: +202 2461 5055/54

Number of Shares Listed

Listing

Currency

ISIN Code

Ticker Code (Bloomberg)

Ticker Code (Bloomberg)

Share information

5,245,690,620

Egyptian Pound

EGS74081C018

GTHE:CA

GTHE:EY

Cairo, Egypt

Number of Shares Listed

Listing

Currency

ISIN Code

Ticker Code (Bloomberg)

Ticker Code (Bloomberg)

GDRS information

1,049,138,124

US Dollar

EGS74081C018

Conversion Ratio 5 Shares = 1 GDR

GTHDq.L

GTHD:LI

London, UK
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Disclaimer

This report contains “forward-looking statements” within the 
meaning of the U.S. Private Securities Litigation Reform Act of 
1995. Forward-looking statements are statements that are not 
historical facts, and include statements regarding the expected 
business plans of GTH and its subsidiaries; expected changes to 
market trends; and expected regulatory changes. Any statement 
in this report that expresses or implies or GTH’s or its subsidiaries’ 
intentions, beliefs, expectations or predictions (and the 
assumptions underlying them) is a forward-looking statement. 
Forward-looking statements involve inherent risks, uncertainties 
and assumptions, including, without limitation, risks relating to 
changes in political, economic and social conditions in each of 
the countries in which we operate; risks relating to legislation, 
regulation and taxation, including laws, regulations, decrees and 
decisions governing the telecommunications industry, currency 

and exchange controls and taxation legislation; risks that various 
courts or regulatory agencies in which we are involved in legal 
challenges or appeals may not find in our favor; risks relating to 
our business, including competitive product and pricing pressures 
or other market factors; and other risks and uncertainties. If 
such risks or uncertainties materialize or such assumptions 
prove incorrect, actual results could differ materially from those 
expressed or implied by such forward-looking statements and 
assumptions. The forward-looking statements contained in this 
report are made as of the date hereof, and we expressly disclaims 
any obligation to update or correct any forward-looking statements 
made herein due to the occurrence of events after the issuance of 
this report. Unless otherwise indicated or the context so requires, 
information contained in this annual report is presented as of 
December 31, 2014. 

...we will look to further 
embrace digitalization, 
both relating to revenue 
and costs, whilst seeking 
further consolidation 
opportunities where 
possible, so that we can 
deliver better services in  
all of the markets where  
we operate...
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Selected financial data

The following selected consolidated financial data for the two 
years ended December 31, 2014 are derived from our historical 
consolidated financial statements. The data should be read in 
conjunction with our audited consolidated financial statements 
and related notes included in our published IFRS FY 2014 Financial 
Statements. The effect of the restatements referred to herein are 
set forth in Note 28 to such financial statements.
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Consolidated income statement
For the year ended 31 December 2014 and 2013

        Year ended 31 December 

       
2014 

 
2013 

restated 
           
(In millions of US dollars, except per share amounts)           
Service revenue  3,269 3,437 
Sale of equipment and accessories  14 10 
Other revenue  56 15 
Total operating revenue  3,339 3,462 
             
Operating expenses         
Service costs  (537) (600) 
Cost of equipment and accessories   (16) (13) 
Selling, general and administrative expenses  (1,352) (2,426) 
Depreciation  (539) (666) 
Amortization  (132) (107) 
Impairment losses  (90) (64) 
Other operating losses  (13) - 
Management fees expense  (21) (18) 
Loss on disposals of non-current assets  (7) (8) 

Total operating expenses  (2,707) (3,902) 

             

Operating profit / (loss)  632 (440) 
             

Finance costs  (619) (503) 
Finance income  12 42 

Net foreign exchange loss  (126) (269) 
Impairment of financial assets  - (625) 
Share of loss of associates and joint ventures accounted for using the 
equity method  - (139) 

             
Loss before income tax  (101) (1,934) 

             

Income tax expense  (343) (944) 

             

Loss for the year  (444) (2,878) 

             
Attributable to:         
The owners of the parent  (460) (2,842) 
Non-controlling interests  16 (36) 
   (444) (2,878) 
             
Earnings per share (expressed in USD per share)    

Basic and diluted, loss for the year attributable to ordinary equity 
holders of the parent  (0.09) (0.54) 
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Consolidated Statement of comprehensive Income
For the year ended 31 December 2014 and 2013

        Year ended 31 December 

       
2014 

 
2013 

restated 
           
(In  millions  of  US  dollars)           
Loss for the year  (444) (2,878) 
             

Other comprehensive income to be reclassified to profit or loss in 
subsequent years 

        

Foreign currency translation   (91) 150 

Treasury Shares  - 1 

Other comprehensive (loss) / income for the year, net of tax  (91) 151 

             

Total comprehensive loss for the year  (535) (2,727) 

             

             

Attributable to:         

The owners of the parent  (551) (2,691) 

Non-controlling interests  16 (36) 

   (535) (2,727) 
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Consolidated statement of financial position
As of 31 December 2014 and 2013

  
        Year ended 31 December 

      2014 
 

2013 
restated 

 (In millions of US dollars)         
Assets             
Non-current assets         
Property and equipment  2,302 2,044 
Other Intangible assets  933 701 
Goodwill  706 716 
Deferred tax assets  74 79 
Financial assets  15 9 
Non-current income tax assets  11 - 
Other non-financial assets  7 - 
Total non-current assets  4,048 3,549 
             

Current assets         
Inventories  20 20 
Trade and other receivables  222 249 
Other non-financial assets  312 322 
Current income tax asset  77 63 
Financial assets  25 219 
Cash and cash equivalents  2,853 2,838 
Total current assets  3,509 3,711 
             

Assets classified as held for sale  - 170 
             

Total assets  7,557 7,430 
             

Equity and liabilities         
Equity         
Equity attributable to equity owners of the parent  (1,700) (1,150) 
Non-controlling interests  55 39 
Total equity  (1,645) (1,111) 
             

Non-current liabilities         
Financial liabilities  5,445 141 
Provisions  196 85 
Other non-financial liabilities  95 104 
Deferred tax liabilities  274 213 
Total non-current liabilities  6,010 543 
             

Current liabilities         
Trade and other payables  954 855 
Other non-financial liabilities  654 632 
Financial liabilities  289 5,033 
Current income tax payable  5 29 
Provisions  1,290 1,379 
Total current liabilities  3,192 7,928 
             
Liabilities associated with assets held for sale  - 70 
             

Total equity and liabilities  7,557 7,430 
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Consolidated statement of changes in equity
For the year ended 31 December 2014 and 2013

 

  (In millions of US dollars) 

Number of 
shares 

Issued 
capital 

Treasury 
shares 

Other 
capital 

reserves 

Accumulated 
deficit  

Reserves 
of 

disposal 
group 

classified 
as Held 
for Sale 

Total Non-
control-

ling 
interests 

Total 
equity 

As of 1 January 2013 as 
previously reported 5,246 598 (1) (240) 1,214 - 1,571 75 1,646 

Restatement  - - - (30) - (30) - (30) 

As of 1 January 2013 restated  598 (1) (240) 1,184 - 1,541 75 1,616 

Loss for the year restated  - - - (2,842) - (2,842) (36) (2,878) 

Total other comprehensive income  - 1 150 - - 151 - 151 

Total comprehensive income 
/(loss) restated  - 1 150 (2,842) - (2,691) (36) (2,727) 

Reserves of disposal group 
classified as Held for Sale   - - (28) - 28 - - - 

As of 31 December 2013  5,246 598 - (118) (1,658) 28 (1,150) 39 (1,111) 

  

  

  

  

  (In millions of US dollars) 

Number of 
shares 

Issued 
capital 

Other 
capital 

reserves 

Retained 
earnings 

Reserves of 
disposal 
group 

classified as 
Held for 

Sale 

Total Non-
control-ling 

interests 

Total equity 

As of 1 January 2013 restated 5,246 598 (117) (1,658) 28 (1,149) 39 (1,110) 

Loss for the year restated  - - (460) - (460) 16 (444) 

Total other comprehensive income  - (91) - - (91) - (91) 

Total comprehensive income 
/(loss) restated  1 150 (2,842) - (2,691) (36) (2,727) 

Reserves of disposal group classified 
as Held for Sale   - (28) - 28 - - - 

Disposal of subsidiaries  - - 20 (20) - - -   

As of 1 January 2013 restated 5,246 598 (200) (2,098) - (1,700) 55 (1,645) 
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Consolidated Sstatement of cash flows
As of 31 December 2014 and 2013

 

(In millions of US dollars)  2014 
 

2013 
restated 

     
Operating activities      
Loss for the year  (444) (2,878) 
Income tax expense  343 944 
Loss before tax  (101) (1,934) 
Non-cash adjustment to reconcile loss before tax to net cash flows 
from operating activities:    

Depreciation  539 666 
Amortization  132 107 
Impairment losses  90 64 
Loss on disposals of non-current assets  7 8 
Finance income  (12) (42) 
Finance costs  619 503 
Impairment of financial Assets  - 625 
Net foreign exchange loss  126 269 
Shares of loss of associates and joint ventures accounted for using the 
equity method  - 139 

Other non-operating losses  13 - 

Movements in provisions  83 1,188 

Operating profit before working capital adjustments  1,496 1,593 
    

Working capital adjustments:    

Change in trade and other receivables  (95) (284) 

Change in inventories  (10) 3 

Change in trade and other payables  173 169 

Cash flows from operating activities  1,564 1,481 
    

Interest paid  (91) (113) 

Interest received  11 12 

Income tax paid  (242) (253) 

Net cash flows from operating activities  1,242 1,127 

Investing activities    

Proceeds from sale of property and equipment and intangible assets  4 6 

Purchase of property and equipment and intangible assets  (1,216) (544) 

Change in other financial assets  196 18 

Disposal of subsidiaries, net of cash disposed  68 50 

Net cash flows used in investing activities  (948) (470) 

Financing activities    

Proceeds from borrowings, net of fees paid  1,954 1,283 

Repayment of borrowings  (1,926) (1,152) 

Change in other financial liabilities  - 29 

Net cash flows from financing activities  28 160 

Net increase in cash and cash equivalents  322 817 

Net foreign exchange difference  (307) 21 

Cash and cash equivalents included in assets held for sale  - (26) 

Cash and cash equivalents at beginning of year  2,838 2,026 

Cash and cash equivalents at end of year*  2,853 2,838 
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Glossary of terms

Average revenue per user (“ARPU”):
Average monthly recurrent revenue per customer (excluding 
visitors’ roaming revenue and connection fee). This includes 
airtime revenue (national and international), as well as monthly 
subscription fee, SMS, GPRS & data revenue. Quarterly ARPU is 
calculated as an average of the last three months.

Capital expenditure (“CAPEX”):
Tangible and intangible fixed asset additions during the reporting 
period, includes work in progress, network, IT, and other tangible 
and intangible fixed asset additions but excludes license fees.

Churn:
Disconnection rate. This is calculated as the number of 
disconnections during a month divided by the average customer 
base for that month.

Churn rule:
A customer is considered churned (removed from the customer 
base) if he exceeds the 90 days from the end of the validity period 
without recharging. It is worth noting that the validity period is a 
function of the scratch denomination. In cases where scratch cards 
have open validity, the customer is considered churned 
where he has not made a single billable event in the last 90 days 
(i.e. outgoing or incoming call or sms, wap session). Open cards 
validity is applied for OTA, Mobilink and Banglalink so far.

Minutes of usage (“MOU”):
Average airtime minutes per customer per month. This includes 
billable national and international outgoing traffic originated by 
customers (on-net, to land line & to other operators). This also 
includes incoming traffic to customers from landline or other 
operators.

Organic growth for revenue and EBITDA:
Non-IFRS financial measures that reflect changes in revenue 
and EBITDA excluding foreign currency movements and other 
factors, such as business in liquidation, disposals, mergers and 
acquisitions. We believe readers of this earnings release should 
consider these measures as they are more indicative of the Group’s 
ongoing performance. Management uses these measures to 
evaluate the Group’s operational results and trends.
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