¥ MIITICOM Investor Day
. THE DIGITAL LIFESTYLE tho 2022

February 14, 2022



SafeHarbor

Cautionary Language Concerning Forwduambking Statements

Statements included herein that are not historical facts, including without limitation statements concerning future gtisteggbjectives, expectations and intentions, projected financial results, liquidity, growth and
prospects, are forwartboking statements. Such forwal@bking statements involve a number of risks and uncertainties andlgeesto change at any time. In the event such risks or uncertainties materialize,
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products and services, global supply chains and economic activity in general. The risks and uncertainties include liputedeamdhe following:

A global economic conditions and foreign exchange rate fluctuations as well as local economic conditions in the markets we serv

A Potential disruption due to diseases, pandemics, political events, piracy or acts by terrorists, including the impadboéaikeof the COVHDO virus and the ongoing efforts throughout the world to contain it;

A telecommunications usage levels, including traffic and customer growth;
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industry consolidation;

A legal or regulatory developments and changes, or changes in governmental policy, including with respect to the abgilabitiyroand licenses, the level of tariffs, laws and regulations which require the
provision of services to customers without charging or the ability to disconnect such services during tHEO@@wiBmic, tamatters, the terms of interconnection, customer access and international settlement
arrangements;

A adverse legal or regulatory disputes or proceedings;

A the success of our business, operating and financing initiatives and strategies, including partnerships and capitales{pasgitu

A the level and timing of the growth and profitability of new initiatives, startosts associated with entering new markets,shccessful deployment of new systems and applications to support new initiatives;

A relationships with key suppliers and costs of handsets and other equipment;

A our ability to successfully pursue acquisitions, investments or merger opportunities, integrate any acquired busirtéastsame coseffective manner and achieve the expected benefits of such transactions;

A the availability, terms and use of capital, the impact of regulatory and competitive developments on capital outlayisy tieeaahieve cost savings and realize productivity improvements;

A technological development and evolving industry standards, including challenges in meeting customer demand for new wehtimamst of upgrading existing infrastructure;

A the capacity to upstream cash generated in operations through dividends, royalties, management fees and repayment désloare)cnd

A other factors or trends affecting our financial condition or results of operations.
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subsequent U.S. Securities and Exchange Commission filings, all of which are awailablseatgovTo the extent the COVMd LI YRSYA O I ROSNB St & | FFSOI aAfftAO2YQafodzaAySa
heightening many of the risks described in its filings.

All forwardlooking statements attributable to us or any person acting on our behalf are expressly qualified in their gritnistgdutionary statement. Readers are cautioned not to place undue reliance on these-fookiagl
statements that speak only as of the date hereof. Except to the extent otherwise required by applicable law, we do akeangeabligation to update or revise forwdabking statements, whether as a result of new information,
future events or otherwise.
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Non-IFRS measures
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defined below. Annual growth rates for these ABRS measures are often expressed in organic constant currency terms to tveceftkrt of changes in foreign exchange rates, the adoption of new accounting standards, and are pro
forma for material changes in perimeter due to acquisitions and divestitures.

ThenorL Cw{ FAYLlIYOALlFIf YSI&adz2NBa NS LINBaSyGdSR Ay GKAAa LINBKi al yNBIf RBR AAGA 2 val fa AKX yf A2ONWIQERA 2YF v AN YISK/SI  10ySH fASHNSE  A1K Se
LISNF2NXIFyOS FTNRY 2yS LISNA2R (2 -IFRSHidakchiNddaswaes fo imak® @araidg detisioifé, A8 YBIYGA fdAaBIal S 2WVRRAGA2Y I AYOGSNYFE O2YLI NRAaA2Y a
O2YLISGAUO2NRY NBadz Gaz YR LINP@ARSAE (GKSY (2 Ay@Saizigi R¥FaR adfliAOZESNE 22)SAX UA VA2 YISAF RBINE MIOSIKRRS BiBabufet ©2 Y §
gKSy FaasSaary3d GKS LISNF2NXIyOS FyR O02YLSyal (A2 y-IFRSHinaSckalatsaras 8s&diby Milicgrdmayzieicgicllated AliffetertlDffoM, @uid thref@eOneayi ot comparsiied@ol 2 N
similarly titted measures used by other compan&S F SNJ (12 ( K wH{ S @Whn2 W QR Xy a S & dzNMiBforriaBoi. O\ dititin At se ndRf RS rdebisuresR v dldinbt be/donsidered in isolation as a substitute for,

A

2NJ & AdzLISNA2NJ (23 FAYFYOALFf YSIFadaNBa OFf OdzZ I § SR riafice with FRINIRd rgcanSiliatipis okhode Gharcial stateyhents ahbuldiba cafMipevaluBitady | Y OA | £ NX

NonIFRS Financial Measure Descriptions

Service revenue is revenue related to the provision of ongoing services such as monthly subscription fees, airtimesagefdasa imterconnection fees, roaming fees, mobile finance service commissions and fees from other telecommunicati® sscbengiciata
services, short message services, installation fees and otheradilad services excluding telephone and equipment sales.

EBITDA is operating profit excluding impairment losses, depreciation and amortization, and gains/losses on fixed asét degpest of the segmenitstamor Africa it is shown after the allocation of Corporate Costs anddatepany eliminations.
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EBITDA Margin represents EBITDA in relation to Revenue.

Proportionate EBITDA is the sum of the EBITDA in every country where Millicom operates, including its Guatemala afjdiydondugaS y G dzZNBa > LINE NI G F2NJ aAfft A02YQa 26ySNRERKALI aidll1S Ay SIOK 0O2dz
Organic growth represents yean-year growth excluding the impact of changes in FX rates, perimeter, and accounting. Chzergaster are the result of acquisitions and divestitures. Results from divested assets are immediately removed fromdmtivipereas the
results from acquired assets are included in both periods at the beginning (January 1) of the first full calendar yeshif.own

Net debt is Debt and financial liabilities less cash and pledged deposits.

Net financial obligations is Net debt plus lease liabilities.

Proportionate financial obligations is the sum of the net financial obligations in every country where Millicom opdtates/ilc A 1 & Ddzr G SYlI t+ FyR |1 2y RdzZN} a 22Ay 0 @Syidz2NBaz LINEP NIGF F2NJ aAfftAoz
Leverage is the ratio of net financial obligations over LTM (last twelve month) EBITDA, proforma for acquisitions mhedakiringlve months.

Leverage after leases is the ratio of net debt over LTM (last twelve month) EBITDA after leases, proforma for acqdesitioimsyrtize last twelve months.

Proportionate leverage is the ratio of proportionate net financial obligations over LTM proportionate EBITDA, profoguigifmmacmade during the last twelve months.

Proportionate leverage after leases is the ratio of proportionate net debt over LTM (Last twelve month) EBITDA afteofleesador acquisitions made during the last twelve months.

Capex is balance sheet capital expenditure excluding spectrum and license costs and lease capitalizations.

Cash Capex represents the cash spent in relation to capital expenditure, excluding spectrum and licenses costs.

Operating Cash Flow (OCF) is EBITDA less Capex.

Operating Free Cash Flow (OFCF) is OCF less changes in working capital andaatsieitaors and taxes paid.

Equity Free Cash Flow (EFCF) is Operating Free Cash Flow less finance charges paid (net), less advances for distohnodipintnests, plus dividends received from joint ventuless lease principal repayments, less spectrum.

Operating Profit After Tax displays the profit generated from the operations of the company after statutory taxes.
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period.

Average Invested Capital is the capital invested in the company operation throughout the year and is calculated witly¢é @vening and closing balances of the total assets minus current liabilities (excluding debt, joint ventures, accaigddetened and current
tax, cash as well as investments and-onontrolling interests), less assets and liabilities held for sale.

Underlying measures, such as Underlying service revenue, Underlying EBITDA, Underlying equity free cash flow, Unledt)\ilgledying leverage, etc., include Guatemala and Honduras, as if fully consolidated.

Average Revenue per User per Month (ARPU) for our Mobile customers is (x) the total mobile and mobile financial sewd¢esalading revenue earned from tower rentals, call center, data and mobile virtual network operator, visitor roamindithiedipagties
roaming and mobile telephone equipment sales revenue) for the period, divided by (y) the average number of mobile sidvsheheesod, divided by (z) the number of months in the period. We define ARPU for our Home customers in our Latiregmerices $X) the
total Home revenue (excluding equipment sales, TV advertising and equipment rental) for the period, divided by (y)e¢hwmmEnagf customer relationships for the period, divided by (z) the number of months in the period. ARPU is not sulgectaial anslustry
definition and our definition of ARPU may be different to other industry participants.

Tolo To  ToDoToDoToToloToloPoloPoTo o ToDoToDolo  I»

Please refer to our Annual Report for descriptions ofIk&5 measures. 3
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Our
Journey

SO far




@Centered Tigo around a strong purpose

We Dbuild
Digital Highways

that connect people, Improve lives
and develop our communities




DRIVE ORGANIC
OCF GROWTH
TO 10%

»  Network centric

>

> Customer driven b~ p
ticomoney

> Profitability focused OUR PURPOSE |

We build digital highways 8
that connect people,
improve lives and develop
our communities
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" Expandbroadband

B@ Monetize mobile
: Custome

centricity




@Consistent capital allocation decisions to drive strategy

° Out of Africa

G Wentbig Into cable

e Investedorganicallyto improve market positions

Investedinorganicallyto strengthenour position In
Latam




@Out of Africa

@ Africa disposals
[ Helios Tower%
[ DRC] [Senega] [ Jumia} [ Ghana]
2015
o

|

Tanzania

Pending completion

|
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@ Cable turned into our engine of growth

Homes Passed O
[ FOGFY I C/kC¢¢l oWnnno O
<P CAGR/w/
12,413 Fibercable

11,460 11,888

10,559 contribution to Latam

revenue in 2021

2017 2018 ZAONRS) 2020 2021

Customer Relationships
[ FdFY 1 C/ kKC¢ ¢l SWwnnno

- 1104

Fibercable ®rvice
revenue growth in
2021

2017 2018 ZAONRS 2020 2021



@ Invested organically to Iimprove our market positions

4G coverage
+25 p.p. 4(':Ii

Network
modernizations

customer
centricity

Digital
transformation
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@ Invested inorganically to strengthen position inatam

Investment grade & dollarized economy
#1 in fixed broadband and Payw December 2018
#1 mobile operato unlocking synergies

Improving market structure August 2019

53! Panama
Y
Y
Y
Y

D’ Nicaragua

v #1 mobile operator
y  Cash flow and synergies to fund organic cable build May 2019

[~ Guatemala
v Highly accretive minority buyout
vy Cash generative with historically stable macro & FX

November 2021



@Painted ourselves blue with Sangre Tigo

4N
v \

N ~ )
& s 1000%
“_%" por nuestros clientes

[

y
TU f TENES |- SQNGre ti@w

Our strongest competitive tool
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Tigo
Todaye




Market leader in Latam

1) This data is based on subscriber numbers as of Dec 31, 2021 and
SELISNRARSYOS

NEFTf SO0 a

alfftAaAOo2YQa

Guatemala
#1
#1
#1

El Salvador
#1
#2
H2

Costa Rica
#3
H2

\

Bolivia

#1

#2

#1

Honduras
#1

#1
#1

Nicaragua
#1
#2
#3

Colombia
#3

#2
H#2

Paraguay
#1

#1
#1

SG O2yRAGAZ2YV A
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Favorable narket structures
Combined market share of Tigo and the other top 2 provider

-\

= Mobile
100% 100% 100%

Guatemals
Honduras

92%

Nicaragua
Panams

88%

80%

59%

Tigo #3with 20% share

El Salvado

Colombia

90%

El Salvado

Sources: Company estimates. Panama mobile reflects pending acquisition of Cl&évily Boes not consider small regional players.

83%

Guatemals

80%

/8%

4%

Colombia

1%

51%  49%

O (J

- — O
z T3
— q0] )

S 7 c
QO o o
Z O L
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Underpenetrated markets

Mobile broadband Fixed broadband

As % of total mobile users As a % of total households

87% 93%

65% 6095 61%
55% 53% 51% 490
47% 45% 410, 45% 43%
38% 35% 3194 31%

0
270 30% 2506 249 2204
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Pay TV

As % of total households As % of population over 15 years

67% RS
49%
" 41% 41% 40% 39% 39% 39% 36% 3306 310, 5% 54% 499 4695 agv6 46% 45% 44%
I I ° 22% I 31% 30%
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Sources 4G data users, Millicom. Broadband RagITy Global Data and Millicom analysis. Banking penetration: World Batdknmobile broadband penetration is average of all of
Central and South America using GSMA 4G connection data. USA fixed broadband penetration calculated with informatiol/8Genties Bureau and the World Bank.



Solid foundation

PURPOSE

We build
Digital Highways

that connect people, improve lives
and develop our communities

BRAND
tico
e’
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Core, Infrastructure and fintech businesses

+44m +4m +12m

(D)

@)

O Mobile Home Homes
customers customers Passed

o

-

: 13

17

@ Datacenters

|=

i

(@)

Q

=

LL

1) All figures relate to the Latam segment and owned infrastructure as of December 31, 2021
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Balanced portfolio

Latam($m) Latam($m)
2021 1% 2021

16%

549% S
0

Mobile B2C [ Home BOB B Other Guatemala [l Honduras [ El Salvador
B Colombia [ Bolivia Nicaragua
Panama Bl Paraguay [ Costa Rica
1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures. 21

A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center



Historically $able sources of revenue and cash flow
Service revenué

Latam($m) Latam($m)
2021 2021

. e

I Subscription revenue B Dollarized, dollatinked
or stable currencies

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures 22
A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center
Non-dollarized or non-dollar-linked currencies include Colombia and Paraguay



What next?

Q Upsizecablebuild to>20m homes(15m by 2024)
® win in Colombia

a Cement ouleadership in ES@ the region

a Unlock hidden value dffrastructure and ftech assets
@ sShowthet & K HO%RGCK growth

$0.8-1.0 Equity Free Cash Flew

“11: Cumulative 2022024 target
billion ehaced

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures

A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center
2) Excluding Honduras and Africa, after leases and including spectrum




a Accelerate cable

(HFC/FTTH, millions) >20

@ Targeting 15m homes passed by 2024

000
000
000

Return focused network expansion

o Continued evolutionto FTTH

% Drive network penetration 34% above 35%

@ Sustained home growth and accelerate B2B

2021 2024 Potential
24

1)Including Honduras



e Gain scale in Colombia mobile

Colombia mobile market share % (Tutela) Colombia mobile service reven@Pm

516

35

30

487

25 e

468
459

20 463

15

10

2016 2017 2018 2019 2020 2021 Our Q4 20 Q121 Q221 Q321 Q4 21

ambition

((( ))> Strong spectrum position Convergence

Best network Commercial distribution and service

1) Best network in six out of seven categories in the January 2021 OpenSignal Colombia report
2) NonlFRS measure. Please refer to the #16RS disclosures in this presentation for a description ofiRBI$ measures
A reconciliation of noHFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investorshagreting




e ESG: agent of positive change In the region

Committed to ret zero Technologybased
programs

el
T W |5

/ Ly "-—-} I"-—-". | E [ "."J l"--_--II E

Y

o
N\
[ Yy 'qa"'-.
Y
b
o

BASED

s

DRIVINS AMBITIOUS CORPORATE GLIRATE ACT /0N

Governance

Robust governance
framework and
oversight
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° New ventures- Infrastructure andTigoMoney

Infrastructure Tigo Money

v Towersfiber and datacenters v Accelerate growth

y Prioritizing towers v Equity partner with fintech experience
y Improve asset utilization A Targeting initial 26B0% stake sale
y Optimize capital structure v Optionality for full monetization

vy Optionality to:

A Attract a partner
A Combine with other similar assets

o ™ /
ticomoney @

towers of fiber datacenters  active users transacted volume revenue

-8

() S

Values as of December 31, 2021




Targeting cash flow growth acceleration
Over the medium term

~10%

Organic growth

OCF

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures

$0.81.0
billion

Rebased

EFCF

A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center

28



ENVIRONMENTAL (E)

B0 oo Sangre Tigo
that connect people, @

improve lives and develop
our communities



Purpose
|

Culture

<

s o

We build the digital highways that connect people,
Improve lives and develop communities

our Strategy,
facilitating its
execution

Alignour culture to

v

Sang re ti.Ga aspiration:
o’/

-

\_

~

QP

Attract and Engage
talent and customers
through a compelling

value proposition

J

-

®

Contribute to
build abetter
soclety

~
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v o

sangre tiGO Milestones

Sangre Tigo DE&I ST Leader success
IS born Strategy profile

2018 ‘ 2019-2020 ‘

2020 2021
\J
4 -
Culture All employees DE&I training and
Strategy Immersed in ST awareness

31



Great
Place
To

Work.

s o

As a result, we have built one of the best workplaces
In Latin America

Evolution of GPTWTrust Index GPTWEXxternal ranking

© 20 B 721

2017 2018 Latest

2017 AONRS! 2019 Latest

#1 Telco In the region

32



w4
We have a cleapE&Istrategy

WE provide2qual opportunitiesfor all

WE builddiverseand inclusiveleadership & teamshat represent,
the markets where we operate and the customers who we serve

WE foster eculture of inclusion (Sangre Tl1Geyeryone has a voice

WE monitor and address any equity pay gaps

33



s o

2030DE&I targets

€ 50%of women at all levels of the organization

Q 50%gender balance in upper management positions globally

9 Train 100%o0f employees annually on DE&I
@ Work only with strategic suppliers withbE& | policies & training in

place

34



ENVIRONMENTAL (E)

e » Environment
that connect people,

improve lives and develop
our communities



A watershed year for our ESG strategy

We have stepped up our overall ESG approach, our climate and DE&I work

ESG context Low~carbon transition DE&I

Emissions reduction Strategy, Adaptation 2030 DE&I targets set fgender parity

Tone from the top

and Climate Risk key focus areas and for DE&I Training
Focus orEDG targets _ , . . . .
KeyESG disclosuremntinueto evolve Broad crosgunctional collaboration Work in progress to identify baselines
Comprehensive climate risk disclosurdn minority representationat local level
CDP Report beyond gender
Integration with Enterprise Risk We continue to monitor fogender pay
Management and Risk Committee variancesand address any potential ga

A \ SCIENCE
ELGO BASED
> TARGETS

q:‘CDP susness1 5°C IS < | RS

DRIVING SUSTAINABLE ECONOMIES




\ SCIENCE
BASED
/ TARGETS

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION

1.5°CZC <.

BUSINESS
AMBITION FOR

We have submitted

are building partnerships for ia




Reducing scope 1 and 2 emissions

Combiningtechnology, new sourcing models and market instruments

Lower electricity / fuel consumption

Evolving technologies in new investments
@ Deliberate bcuson energy efficiency
Improvements to existing infrastructure for operational efficiencies

Cleaner energy Decarbonize
Innovative energy sourcing models which are cleaner than local
our energy

and competitive economically

Work with local governments to support countries in their
commitment to climate action

consumption

Market instruments

r—) —\l, Close any remaining gaps by certifying grid electricity consumption
with Renewable Energy Certificates

(_] Develop local generation of renewables



Leveraging our impact across the value chain

The multiplying role of Procurement

Engagement Procurement Processes

' Q A

vy Tools for key procuremerdaff

Accountability

y Suppliertraining program Y REP v Monitor data for tracking and
v Ecovadis vy Contract negotiation reporting
vy Partnerships v Business review meetings v Enhance data available for most

v Advocacy with_atampeers on v Recognition carbortintensive categories

common challenges

<

Scope 3 reduction Is an industiyide opportunity

39



ENVIRONMENTAL (E)

Society
that connect people, @

improve lives and develop
our communities



[20AS0Ff AYLI OG&a S6AGK NRLILIS STFFS

8%

Teachers trained Women enrolled in digital Strategic suppliers trained in
on digital tools inclusion programs Sustainability
(112%2021 target) (166962021 target) (104%2021 target)
~MAESTR@S N A FuNoAc 6

C@NECTAD@S

educa CiNECTA DAS ' Realmadrid

41



Collaborating for scale and impact

We build relationships with key partners to foster conditions for ESG developme

BROADBAND COMMISSION ¢ i

FOR SUSTAINABLE DEVELOPMENT e 1.
“ United Nations Institute

MERIDIAN for Training and Research

COALITION FORTHE

United States | R U LE O F LAW

Telecommunications
Training Institute IN GLOBAL MARKETS




ENVIRONMENTAL (E)

- Governance
that connect people,

improve lives and develop
our communities



Psweoen

®

LUXEMBOURG

UNITED STATES

GOVERNANCE STRUCTURE

At Millicom, we are proud to provide investors with the opportunity to invest in emerging markets
through a company that is subject to rigorous governance standards. These governance standards provid
a high level of transparency to investors and ensure that Millicom is and continues to be a source for

positive change in our markets.

e

44



® LUXEMBOURC

Shareholder

Insider
trading Articles of

°22 ' Associatio
am  \coulalions’) ,xEMBOURS
Shareholder CORPORATE. Corporate
meetings AIA LAW Q transactiong

Takeover
law

Transparency

Millicom is a public limited liability law

company organized under the laws
of Luxembourg

European
market abuse
rules

45



9%

I LILINRPEAY L 0SSt & o
common shares are represented by
Swedish Depository Receipts that
trade on Nasdaqg Stockholm

"
(g}
(g}

© SWEDE

SwedishSecuritiesRegulationsand
B NASDAQ.istingRules

vy Takeovelaw
v NASDAQstingrules

v ReportingDisclosure

# SwedishCodeof CorporateGovernance
e 06 o
2 F v Aoningtiofs X C") 2 Y Q/éBoard& CEQemuneration

vy  CEQdnstructions vy Independence
v Boardsize composition &tasksY Reporting Disclosure
vy Board& CECevaluation
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UNITED STATE

.- UnitedStatesSecurities
Regulationgand NASDAQ
ListingRules

v U.S.Securitied.aws

FOREIGN PRIVATE ISSUER;"*"*"

v NASDA@overnancdrules
(FPI)

v SEC Rules

y FCPA .



818 Principal legal frameworks

ANTICORRUPTION
& COMPLIANCE

v Millicom ethics and compliance
program

48
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Millicom Is subject toall

" local anticorruption laws in
our countries of operation

49



Anti-Bribery Provisions

LffS3alf G2 2FFSNI alyeuKAy3d 2F @I f dzS3¢
officialsfor the purpose of seeking an |mproper advantage |

Accountlng Provisions |
Books, records, and accounts must accuratelﬁ aﬁd\t@; 54 reﬂect transactlons in

o reasonable detall R o | | e
» — _—
N L=
1 [N

Outlaws offers, payments, and promises of bribes; requesting, accepting or
agreeing to accept bribes.

Covers public and private (i.e., commercial) bribery.

{0



ETHICS &
COMPLIANCE
PROGRAM

Common risk areas

4 ) (- | )
Post Regulatory
KYC M&Nprg acquisition treatment and
acquisition ) .
Integration changes
L J . J
(- . ) S q ( )
: Obtaining Sttjc?(\)/\r/:t]reollgc; Facilitation
icenses, govt : payments
permits, etc. customers
. J . J
: 4
- Third-party
Transaction Sl agents Govt. suggeste
monitoring =il g| | agents or vendo
entertainment SEIEL I O
profess. Serv., \_

(" ) (- )
Cus-tom§ & Cha_mta_ble Sponsorships
Immigration contributions

. J G J

( W4 )

UIEINSEE00 Taxes Suspicious Dealers
volume changes activity reporting
. J \L J
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ETHICS &
COMPLIANCE
PROGRAM

Oversees compliance program

_______o Strong tone from the top
Executive Team reviews
compliancerelated matters

» VP of Compliance oversees
Directors of Corporate
Compliance, Compliance
Strategic Response and AML

Ethlc

pllance Team

wmﬁrﬁmw m il
Local Compliance Officers, Local Investlgators, and
Local AML Officers

» Local Team implements
the strategy and provides
boots-on-the-ground level
deployment

Unified & streamlined company strategy
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g Anti-Money Laundering

ETHICS &

COMPLIANCE o
PROGRAM

53



S -

( \ Millicom Global Compliance
Hotline
ETHICS &

COMPLIANCE - (.
PROGRAM @ [upgymnsouenes

||E4ﬁ| Provided corrective action plan for
each substantiated Ethics Line case

o4



Key features of our Compliance Program

o
——
0006

6

GLOBAL COMPLIANCE LOCAL INTEGRATION OVERSIGHT
PROGRAM
Communications y Boneatthe i 2 LJE - GMbonustied to Complianc&KPls - DedicatedComplianceCommittee
- Trainingg 99%completion . LocalComplianceOfficers of Boardof Directors
- Automatedthird party due diligenceg Investigatorsand AMLOfficers . Oversightoy ExecutiveélTeam

prerequisitefor paymentto suppliers
EthicsLine andnvestigationgeam

Internaland ExternalAudit
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Millicom corporate governance framework

Purpose

Board of directors

s

Listing rules
NASDAQ, SEC, SFA,

Financial controls
S10)¢

Corporate law
Luxembourg, Sweden
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ETHICS &
COMPLIANCE
PROGRAM

C2NJ Y2NB AVTF2NXI UA:z
culture of compliance, please visit
the Millicom website
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ENVIRONMENTAL (E)

DRIVE ORGANIC
OCF GROWTH
TO 10%

»  Network centric

»  Customer driven

RSN OUR PURPOSE N Org anic Growth
that connect people,

improve lives and develop
our communities




Our strategy

" Expandbroadband

B@ Monetize mobile

Custome

centricity

59



Cable track record of growth ==——p=

[ o || @) ||
Home revenue growing rapidly Cable now 40% of Tigo revenue

Latam Home Service Reveh(b) LatamCable Service Revenue as % of total Service Réye&s)ue

@D c/GR

1.7
33%
1-1 I

2017 2021 2017 2021
Bl Home B Cable (Home + B2B)

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures
A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center

10



| |
Bolivia case study e
[ o || @) ||
Network size 10x in 6 years +600 subs and 40% penetration
.28 AQAF 1 C/ 12YS& tlhadSR oWnnno C2EAGAE I C/ 12YS Odzai2YSNI NBfIFGA2YVAKALIA 6Wnnno
‘ Network penetration %
1,563 614

16

150 2015 2016 2017 2018 2019 2020 2021

2015 2016 2017 2018 2019 2020 2021 @ @ @ @ @ @ @ 61




Tigo markets In steepest part of U.S. adoption curve

US broadband penetration

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Mexico
Chile
Brazil
United States
Costa Rica Sweden
Tigo Averagh
El Salvador
Colombia Guat |
Bolivia H“a gma a
Paragua onduras
Nicaragua
D O O O A& OO X K OO QA © O O VYN VYWY XY W o AN YW Y 0
O O " M O 1 O O O O " O & NN A N & &N N &' A&
N R AT DT AT AT ADT ADT ADT ADT ADT AR ART AT AR ADT ADT ADT AR ADT ADT ADT AP

«==JS Broadband Home Penetration %

Source: US Census Bureau for Households and World Bank for Broadband Connected Households

‘ 2021 penetration

62



Significant opportunity to grow Home for years

32Mm
/TOTAL HOUSEHCm‘)

In Tigofootprint today
growing atc.2% p.a

_ [

1) Including Honduras

v

S

60%80% of total

Based on
comparable
Latam markets

mmmmmmmm

20-25m

ADDRESSABLE POTENTIAL
HOUSEHOLDS CUSTOMERS
Potential 35%40% penetration 2-5M additional
sl potential CUSTOMeErs
current
experience




Home- 2024 targets =y

Home cusiomer elaionships

>15

(HFC/FTTH, millions) (HEC/FTTH, millions)

10.6

2018 2021 2024 2018 2021 2024
* Including Honduras
v Network expansion across most markets y Network penetration 34% above 35%
O v Majority FTTH B y Stable ARPU in dollars

Highsingledigit
Home revenue Jirsingiedig

Organic growth




H

Consumer Mobile; Investmentled growth —

Latam(m)

@) CAGR
_9 Colombia 700Mhz
398 41.7
(( ))) O El Salvador AWS
O Panama network upgrade

Nicaragua network upgrade

2017 2018 2019 2020 2021

@ & @

@D \obile broadband as % of total mobile customers

4G population coverage 4G points of presence

Latam (%) 78% Latam
74% - CAGR

2017 2018 AONRS) 2020 2021 2017 AONRS! 2019 2020 2021 65



Mobile ¢ 2024 targets m—

| 5J' Drive convergence | @ éﬁ;

Mobile Customers Postpaid customers*

(millions) (millions)

44.9

2021 2024

* Including Honduras, projections for B2C mobile business 2021 2024
-1 v Sustain market leadership via customer © Brat ¢ miarati

it R network Investment y Piﬁ:eO drl)ggl rlmgrgr:glnim roving market structure
. v Gain scale in Colombia - ) Y P RUERTIIS

B2Cmobile servicerevenue Lowsingledigit

Organic growth




Drive convergence

Customer,
Cao lerate B2B

Panama case stud
Rapid growth since acquisition Improving profitability

tFyFYl Y20AES OdzaG2YSNABR 6Wnnno Panama EBITDAnd OCFmargin (%)

Mobile Postpaid EBITDA OCF

2,095 213 44.4% 24.3%

20%
Growth Growth

Q3 19 Q4 21 Q3 19 Q4 21 2020 2021 2020 2021

69%

V Leveraged #1 brand in fixed to secure #1 position in V Churn reduction

mobile

V Operational efficiencies from increased scale
V On pace to double in three years

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures.
A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center.



Accelerate B2EK Our game plan A =

Implement robust
customer value o Fill the network

management
practices

Mission
Become thenost

trusted allyfor
businesses in their

digital journey

9 Harmonize product suite tico
~ 68

Q Deliver exceptional
customer experience

9 Drive higher ARPA

=) Lever
=p Enabler



B2B¢ 2024 targets
Digital Service Revendé

6.H. {a9 ! 002dzydaz WwYnnnbo ($m)
- % Of BZB Service revenue - % Of BZB SerVice revenue >200

134

2021 2024 2021 2024

i o

477

_ vy Leverage Tigo digital infrastructure
ﬁ y Customer segmentation & focus [-1\ v Upgrade salesforce technical skills
D —_

vy SME accounts and digital as key growth drivers

vy Strategic partnerships

Accelerate to

B2B service revenue Mid-singledigit

Organic growth

1) Including Honduras
2) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures. A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center.




N\

Go Digitalc Multi-e S| NJ a C

N
Z
.
N
n
LL]
(D’
=
N

Build own
ecosystem

Connect to other
ecosystems
Platforms

mereLuGenT saLEs MPROVED CustoMER ExEmENEE

E2E digital journey
Digital is first customer
choice

T}
M,

|_/)

+ Efficient

Acquire and
Develop

New ops model
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X SENAGAYI NILAR FTR2LINAZY
Mi Tigo: Best ranked App

$m Public Play Store rating as of Jan 3rd, 2022
@) CAGR %
)| S T e
4.7
46 46 4.5 4.5 4.5
4.6 : : . iy
40| .‘lb _____________ 40 __ 40 _
2019 2020 2021 (a5 a5 - '
Digital collections 3ob___ '_ ________________________ ]

$m

@) CAGR
2.3
ool @7 _
X
wn © C_B o] > o 8
E g > g o < IS © 04
s g 5 & 5 B8 = £ g
< S S s S S O @ &
T Z 0 O % m o
TIGO @ Player2 Player 4 () Player6
' Player 1 Player 3 . Player 5 ' Player 7

2019 2020 2021 71



Customer centricity and brand equity

Tools to support management decisianaking and track performance to enhance brand equity

Brand health tracker Digital listening

Measuring changes in brand perception over time Providingrealil A YS O2y &dzYSNJ Ay aA3IKi:e
on Digital Platforms (Social and web)

Ql: FMC Customers Better Sentiment Score
D:‘ 2 7 of 8 8 of 9
markets

markets against key
Tigo has superiority or parity against our key competitor

competitor

1) As of December 2021

Relational NPS Transactional NPS

Moments of truth that define the relationship with the customer, Perception based on each interaction during the custome
whose experiences matter the most.NJ& & Y y#WoHdAClass journey. It can vary from touchpoint to touchpoint.
INP3Platform

A S "IIIIIIII"""""""
J;':mFebMarAprMayJun Jul AugSepOctNovDecJanfebMarAprMayJun Jul AugSepOctNovD'ec

Tigo has superiority or parity against our key competitor 2020 2021
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Efficiencies for growth: Objectives and scope

HEAT

AURORA

NOW

Continuous waves of efficiencies to strengthen bottom line and fuel growth

Scope

vy HEATALL
v AURORACentral America

v NOW:EI Salvador, Honduras, Cos
Rica, Panama, Bolivia, Colombia,
Paraguay

y TAJY: Paraguay
vy PLUSGuatemala

v SUMMIT EI Salvador, Honduras,
Panama, Colombia

Increase efficiency
y  Embed efficiency and continuous
Improvementinto our DNA
y  Standardizébest practicesacross
countries

Streamline our organization
vy Increasandividual accountabilityand
responsibility

Improve the way we work
y Improveprocesses, tools and systems

y Driveefficiency for growth mindset
across countries

SUMMIT
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ENVIRONMENTAL (E)

DRIVE ORGANIC
GROWTHTO 10%

» Network centric

. Customer driven

PSPPSR O UR PURPOSE Guatemala
We build digital highways
that connect people, @

improve lives and develop
our communities



Key dates in our 3¥ear history in Guatemala

e

Tigo launches first Tigo enters home | Mobile becomes | Millicom acquires
mobile operation in business 2-player market minority interest
country

75



Guatemala Overview

11.8m

Mobile customers

675k

HFC Home customers

4,400

Towers

2 Datacenters

+21,000

Km of fiber

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures.
A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center.

Service Revenue

$1,365m

9%

Mobile B Cable ! B2B

2021 Service 2021 EBITDA
revenué growth growth

76



Tigo is the market leader in Guatemaila

MOBILE BROADBANI

04% 43%

Market share Market share

PAY TV

38%

Market Share

77



Track record of growth and profitability
Mobile base steadily expanding

Guatemala mobile customers (m) DdzF SYIFfl K2YS 0OdzaA(2YSNJ NBf L & KA LJa

675

361

@ crcr017 PAONRS 2019 2020 2021 2017 PAONRS 2019 2020 2021
@» CAGR

{ SNWAOS NBODSY dzS YR 9. L¢5! (22

Guatemala EBITBA Wb Y U

Guatemala service revenué Y b Y U
@» CAGR 1,365 @» CAGR 957
1,273

1,182 1,200 S

663

2017 AONRS 2019 2020 2021

2017 AONRS AONRS 2020 2021

49.9%

@ Margin%

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures.
A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center.




Cable growth track record and potential

I RSOFRS 2F N} LAR 3N XFYR LRUSYUALFT | KSI
Ddzt GSYFfIl 12YS OdzAdG2YSNI NBfl §A2yaKALA 6Wnnno Home % of Service Revenue

@ c Gr

675 29%
15% T~
: - Broadband
penetration
2011 2021 Tigo Guatemala Tigo Latam .



Keys to our success In Guatemala

DISTRIBUTION
70,000 points of sale
NETWORK TEAM
89% coverage Continuity and track
76% on LTE O"O record
e
BRAND OPERATIONS

Market-leading NPS Operational efficiencies

80



ENVIRONMENTAL (E)

DRIVE ORGANIC
GROWTHTO 10%

» Network centric

. Customer driven

PSPPSR O UR PURPOSE Colombia
We build digital highways
that connect people, @

improve lives and develop
our communities



Colombia overview

11.3m

Mobile customers

1 . 8 m Home customers

4,000

Employees

Certified
data centers

ICREA Uptime Institute

+50,000

km of fiber

1) Non-IFRS measure. Please refer to the non-IFRS disclosures in this presentation for a description of non-IFRS measures.
A reconciliation of non-IFRS measures to the nearest equivalent IFRS measures is available at millicom.com/investors/reporting-center.

2021 Service
revenué growth

revenué growth

39%

8%

2021 Mobile service 2021 Home service 2021 B2B digital

revenué growth

Mobile

B Other
- Cable

'B2B

Looos

revenué growth

82



Sustained top 2 In fixed services and growing share in mobile

BROADBANC PAY TV MOBILE
32% 21% 21%

Market share Market Share Market share

+1pp +1pp +3pp

In last year In last year In last year

83



2019auction greatly enhanced our competitive position

Newlyacquired low band spectrum allows us to rapidly improve coverage

Holdings In total MHz

MHz Low bands m High bands

D

4G Coverage Evolution

135 m
125
85 85 85 85 @'
70
85 50
I |
: I
|
25 | 25 25 -
‘__/I
2019 2020 | 2019 2020 | 2019 2020 | 2019 2020 4G urban coverage in Colombia fro&y%in 2019 to in 2021
Player 1 Tigo Player 2 Player 3




Gaining scale in Colombia mobile

Tripled 4G network size in 2 years

Colombia 4G Points of Presence

AONRS AONRS 2020

700MHz I 1900MHz Bl AWS

2017 2021

Driving customer growth

| 2t 2Y0ALlF Y20AfS 0Odzad2YSNABR oWnnnbo
B Prepaid [l Postpaid % >
@D CAGR - 11,271

9421 10,025

8,601

3,139

2020

2017 AONRS AONRS 2021

Investmentled growth

v New 700 MHz spectrum acquired early 2020
Accelerated 4G network deployment

More than 90% of data traffic and 40% of VoLTE now
supported by 700MHz network

Best quality network driving customer satisfaction

Doubled distribution capillarity to accelerate customer anc
revenue growth

Service revenue now inflecting

Colombiamobile Service revenu€€QOPm

516

487
468

463

459

Q4 20 Q121 Q2 21 Q321 Q4 21
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Mobile experience angpeedtestawards

Bpen:Signar

/A ((A))

In6 of 7 categoriesTigo was the absolute winner Tigo'sdownload speed improved 40%going Thetime in LTE of Tigo users grew 5.6ipgthe
among the othetelcos from 13.5Mbps to 18.8Mbps, 29% higher than  last 6 months, reaching 89%. Much higher than
Claro and 70% higher than Movistar Claro (80%) and Movistar (78%)

January 2020 January 2022
?PENS GNAL OPENSIGNAL

lanLery 2022 Czlemaia Peps t

2 years later

Ookla

Best Mobile Video Experience
during Q3Q4 2021 period with a video | m

Mobile network speedduring Q3 Q4  (
2021 with a speed score of 25.26, 39% m
higher than WOM and 44% higher than soresr score of 70.49, 8% higher than Claro | secorest
Claro = and 11% higher than Movistar s




Continuing to increase fixed footprint

Upgraded and expanded network Home growing rapidly

/] 2f 2Y0Al K2YSa LI aasSR o6wWnnno L . :
vy Significant investment since 2015 to upgrade and expand
Other [l HFC / FTTH :
network and migrate customers

5,774
5.032 5422 5,575 5,610

4,253 4,980

1| v Customer base growing since 2018

ES .Y ARPU up yeamn-year in local currency in 14 of last 16
guarters (+4% in 2021)

5015 2016 2017 2018 2019 2020 2021 $ v Revenue growth accelerated strongly in 2021
Upgraded majority of customers Home growth accelerating
| 2t 2Y0Al K2YS Odzau2YSNAE oWYnnno Colombia Home service revenue local currency growth
Other [l HFC / FTTH 8.2%

1,708 1641 1633 1,674 1,710 1,740 L1.797
’ ’ 5.5%

0.1%
2015 2016 2017 2018 2019 2020 2021 2016 2017 2018 2019 2020 2021 87




Solid foundation for future growth and profitability

Colombia local currency service reveni$b) Colombia local currency EBIT$b)

5.0 17 1.7

2017 2018 ZAONRS) 2020 2021

2017 AONRS! 2019 2020 2021
D B B B

@D EBITDA margin %

Resilience in 2020

Resilience in 202 i i iSiti
esliience gze New entrant and increased subscriber acquisition

Acceleration in 2021

cost impact in 2021
Lower cost per gross addition and shorter paybach:3

1) NonlFRS measure. Please refer to the#IBRS disclosures in this presentation for a description oflRBI$ measures.
A reconciliation of no#FRS measures to the nearest equivalent IFRS measures is available at millicom.com/investorsAcembeting



ENVIRONMENTAL (E)

DRIVE ORGANIC
GROWTHTO 10%

» Network centric

. Customer driven

i s [N -  lechnology Roadmap
that connect people,

improve lives and develop
our communities



Executing within our capex envelope

Stable capex investments, while growing the mobile and home business

2019 2020 2021 CAGR
N HFC / FTTH Homes passed 4.1%
n HFC / FTTH New S§tomers 8.7%
Pop. coverage 6.4%
() Traffic (TB) >7.0%
Points of presence 18.9%

Annual capex

Latam $m

Around $1b

Capex guidance

1) Excluding Honduras



Establishing key 5G enablers in advance

We have been preparing organically for 5G introduction within our Capex envelope

l;\,
N
Core virtualization

Securing strategic 5G spectrum

LTE still mainstream and
expanding reach
I 2500 MHz TDD

Virtual packet core and \AAi

3500 MHz Multi-market RAN
351 modernization offload
Growing adoption of Improved signaling and telco
VOLTE NW security
170 e 45%+ of mobile HW Key tools deployment: IMS,
100 Capex on 5@eady tech UVASVSDM
120 125 g 50 Het

SV GT HN CO PY BO NI PA

& Multi tenant, multi country cloudification

Iridium




Strengthening our spectrum portfolio

We have a strong spectrum position in all markets

@ Target of 90 MHz FDD spectrum achieveglimarkets

@ Low and High frequencies iall markets

eEchuding other spectrum assets not paired in 700MHz,
El Salvador Guatemala Honduras Colombia Paraguay Bolivia  Nicaragua Panama 2.6GHz, 3.5 GHz and mm Wave not used for Mobile

B High band temporaryllll High band ¥ Low band

5G spectrum regulatory landscape is still unknown

@ Target of 60 to 100 MHz TDD spectrum

70 24 63.5 GHz as the band of choice for 5G

El Salvador*Guatemala Honduras* Colombia Paraguay* Bolivia* Nicaragua Panama*

Il 2600 Mhz (b38) 3500 Mhz (b78) 92

1) Spectrum holdings as of December, 2021.
DS2aNJ LIKAOIFffe fAYAUGUSR A C2fFAOAl T Of F f 1 R2 NJ | yrRHondurasl YI @ SNIBADOS f



Introducing FTTH efficiently

We are prepared to efficiently introduce FTTH where and when required

We have a young, fibedeep HFC network that continues to demonstrate competitiven@sur
markets given relatively low overall speeds (c.73 Mb offered vs. up to 300 Mb capacity)

FTTH is our technology of choitar greenfield deployments. Most of our greenfield build will be
done on FTTH in 2022

We are ready to transition to FTTH cesfficiently via:
1. Existing GPON networks with feeder capacity
2. Existing HFC networks with fiber rings capacity
3. Distributed Access Architecture nodes
4.

Transition to FTTH will release HFC traffic, helping us balance Capex requirements between
both networks

We have also made significant strideslodustrializing our FTTH capabilities

93



Leveraging new technology levers

Technology openings to increase efficiency and create new enablers for our business

LTE deploymemivith
OpenRAN

Iridium

¢ A 3 Ztufy regional,
multi-tenant hybrid cloud as key enabler

15t O-RAN Te), 362
Compliant | I I LTE sites on
network in LatAm - 700 MHz

Automation / Al / ML

Leveraging available technologies to take our
operational excellence to the next level

=] TODO EN UN SOLO LUGAR 0 ((( CONTROL POR VOZ [ﬂ] MULTIPANTALLAS @GRABAClON EN LA NUBE
—=— TV COMO QUIERAS: EN VIVO O EN STREAMING Y BUSCA LO QUE QUIERAS SOLO CON TU VOZ e LO QUE TE GUSTA, EN EL DISPOSITIVO QUE QUIERAS GRABA Y Mil 2 ]

RABA Y MIRALO CUANDO QUIERAS

\» L. | o e |G e : /v’;!!. i )
e LA T T A
“‘7' e gl =y T"’ﬂ‘-‘@»"kv /

] B o PR

94
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ENVIRONMENTAL (E)

DRIVE ORGANIC
OCF GROWTH
TO 10%

» Network centric

>
» Customer driven i )/
ticomoney g

» Profitability focused OUR PURPOSE §
We build digital highways §8
that connect people,
improve lives and develop

our communities

Unlock hidden shareholder value



f‘fAﬁ) +10,000 towers

¥/} 150,000 km fiber

=| 13 data centers

Q)
/ﬁ\\ +12m homes passed

1) Towers and fiber reflect owned assets and include assets owned by entities in which Millicom has a minority partn,

aAfftAO2YQa Ay TN

=l sl r —— v e~

Pr— R p—

.
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P >
» O 0.0l ntod




Tower portfolio

Q +10,000 towers across 8 markets

O Significant assets reflectifgA JsBddg@market position

O Average tenancy ratio of ~1.1x

O Portfolio with significant scale

Full ownership of Guatemala portfolio (42% of total)

Guatemala [ Panama

42%
+10,000 [ ] Honc!u.ras B Paraguay
Towers " Bolivia [ EI Salvador

B Colombia B Nicaragua

97



Tower company to create optionality

Pillars of value creation

Q Operational independence

Q Increase asset utilization
Q Optimize capital structure

Crystallize and unlock value with partial or full monetization

Timeline

Scope and data Structuring Separation Value creation &
collection blueprint & MLA execution strategic optionality
definitions

,
L

7

o
"' ;n W oty 4]
s B e
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eV sh) @D 1563 572 5.4
e @ @ @ @ ®

31,000
28,000

22,000

20,000 19.000

10,000 9.000

IHS Mitratel Sarana Menara Tower Bersama Telesites Millicom Helios Towers

99

Source: Public disclosures
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Tigo Money Journey ti@moneyy

Strategic review

Tigo Cash LaunchedTigo
launched in Money in Bolivia ACHand o

_ : : : : _ _ go Money Paraguay
Paraguayto € W"é”et SILIEREE 11t I with P2P services, salaries Tigo Moneyin El Salvador  ;sed for the disbursement of
replace cash Hlon luraj, Guatemala,  cashin, cash out SRS authorized as firse-money the gov. pandemic subsidies
(P2PinuUsSsD) & Salvador and top-ups Bolivia provider in the country and P2P interoperability

Q 2012 2015 2017

Central Bank Paraguagrants e Hondurasthe

Set up Fintech
Hub in Panama
(May 2021)

with
2021 standalone

organization

AONRS

Giro Tigo Cash Tigo Cashrelaunched asTigo : . Paraguaylaunches B2B

launched inParaguay Money in Paraguay,expands money license to Tlg@araguay services, Bulk payments, ;ité?ek;?rzonr;le léia:[zg?nhed

with focus onlocal into invoices collection e-commerce and :
remittancesleveraging El Salvadomand Guatemala payment buttons \r;V:rl::t/(E;rTeor‘r;ey g:&zsgts(lgelzp:t)
Tigo agent's network; International remit aunch IMT withWestern Union Institugtion and QR Code
focus on financial (IMT) and bil Bolivialaunchlos + Android EAUNEICIVB [FEbLIEIE (INDEL)in Merchantin

o lus : olivialaunc + Android app  ; .

inclusion paymentsin Guatemala in ecommerceand Honduras(still Honduras (Nov)

utilities bill payments the only one) 101



Tigo Money today ticomoney

5+ million $4 billion $50million

activeusers transacteavolume revenue




The Opportunity ticomoney @

a B e ¢ 0 mileadyng finte@h playerin the markets where we operate

Population with smartphone: 62 MP)

Total revenue addressable market: $14B

Unbanked population: 67 M®

Share of smartphone penetratiof Ui TimEe e ot U] 1 B o
Il Smartphone user  No-smartphone user S?&?S) I?,?/Se I Unbanked  Banked PO(?\;J)I?;[)ion
Paraguay 34% 4.8 3.4 Paraguay 31% 7.2
Honduras 30% 5.6 4.7 Honduras 43% 10.0
$ 1 4 Bolivia 30% 7.8 3.9 Bolivia 51% 11.8
El Salvado 28% 4.5 2.8 El Salvado 29% 6.5
Guatemala 17%  10.0 11.2 Guatemala 44% 17.1
B - I I - Nicaragua 16% 3.4 3.5 Nicaragua 28% 6.7
I I O n Panama 2904 3.7 2.0 Panama 46% 4.3
Costa Rica 20% 4.0 - Costa Rica 68% 5.1
Colombia 22%  36.8 10.4 Colombia 45% 1.2
LATANS) 22% 3806 42 3 LATAM®) 44% 120.0
Source: Millicom preliminary estimates Source: GSMA Intelligence Q3 2021 Source: Global Findex DB, World Bank

(1) Banked and Unbanked Population % based on World Bank Global Findex Database over total Population (2) Population BTD{RP PA3ed on World Bank Data Outlook 2021 (3) Tigo calculation based on World Bank Data, calculated as follows: Total
Population x % Unbanked Population in the geographies considered (4) Tigo calculation based on GSM Intelligence datar@B@0@ie users = unique mobile internet subscribers / total mobile unique subscribers (5) Unique mobile subscribers GSMA
Intelligence data Q3 2021 (6) Tigo calculation on GSMA Intelligence, calculated as follows: Population with Smartphbueiguigd#obile Subscribers x Unique Mobile Internet Subscribers on the geographies considered (7) Total Revenue Addressable
Market in the Tigo Geographies (Paraguay, Honduras, Bolivia, El Salvador, Guatemala, Nicaragua, Panama, ColombiacafpdsGustareliminary Millicom estimate (8) LATAM median of Tigo geographies above



: 2= 1/
Our reasons to believe tt@moneyy

OBl ue oceano opportunity

o Established user base

Credit data on millions of
customer relationships
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ticomoney @

brand
awareness

Leverage capillarity of
Telecom distribution

Already the leading
mobile wallet




Becoming the leading Fintech player where we operate  tigomoney %

Monetization
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Engagement

Traffic Traffic & Engagement




