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To our Shareholders,

Pursuant to the legal and statutory provisions, the Management of Tele Norte Celular Participacdes S.A. (Amazdnia
Celular) would like to submit to your evaluocial Balance Sheet, and Financial and Consolidated Financial Statements,
with the report of the Independent Auditors and the Fiscal Council, for the fiscal year ended December 31, 2005.

MESSAGE TO SHAREHOLDERS

In 2005, Amazonia Celular undertook a series of internal adjustments to strengthen it and support the beginning of a
new growth period.

The Company focused on quality instead of prioritizing the achievement of quantitative results at any cost. The impact
of this attitude is evidenced in the financial recovery recorded over the year, as a result of the adoption of initiatives to
reduce operating costs and expenses, the debt and bad debt, and to its maintenance as one of the main market players
in its authorization area. Accordingly, in 2005, EBITDA (Earnings before Interest, Taxes, Depreciation and
Amortization) margin was equivalent to 32.0% on net service revenues, as compared to 24.4% in the previous period.
This attitude was based on the seriousness with which Amazdnia Celular attempts to fulfill its commitment to create
value for shareholders, customers and communities. The Company further contributes to society via the taxes it pays
and through a series of corporate responsibility projects in the social, cultural and environmental areas. The Operator
remained competitive thanks to the wider coverage in the region it operates, the better quality of its signal and the
most advanced technology it offers GSM/EDGE.

It has always followed a rational path in the handling of its businesses and, in 2005, it decided to be stricter in the
selection of its customers, focusing on acquisitions that could result in better financial returns. Therefore, the
Company moved away from the stiff price dispute promoted by its competitors in the region. As a result, the focus on
quality instead of quantity proved to be highly advantageous.

The offers and initiatives were aimed at attracting high- and mid-value subscribers for its postpaid plans. In addition,
Amazdnia Celular obtained positive results not only in the acquisition of customers, but also in the retention of users
already in the Company s customer base: its churn rate for the segment leveled out in the period. One of the
innovations contributing to these results was the launching of the Televendas service, whose goal is to attract users to
higher value-added plans. The corporate market was another target for the Company s initiatives. The expansion of the
service offer, together with the development of customized solutions for companies provided by the GSM/EDGE
technology and its high data transmission rate, were pivotal for the success of Amazdnia Celular. The Company also
launched a project to further qualify its customer service team for the corporate market: interns received training in
customer service, in entrepreneurship, and in telecoms, which increased the participation of the after-sales area and
ensured customer satisfaction. In order to achieve higher business profitability, the Company adopted a series of
internal changes, such as the restructuring of its market strategy, which became based on the division of its
authorization area into regional centers, instead of using just the geographical criteria, but always pursuant to the
social and economic profile of the localities. Thanks to this segmentation, it further enhanced its marketing and
relationship strategies.

Because it respects its customers, the Company maintained its TDMA network operating with the same quality, while
providing access to the most up-to-date mobile telephony products and services via the GSM/EDGE technology.
Since consumers from
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the North Region still primarily use voice services, the Company identified an opportunity to continue negotiating
new products using those services.

In the area of Corporate Governance, Amazdnia Celular promoted changes in the Fiscal Council (Conselho Fiscal) so
that it could act as an Audit Committee (Comité de Auditoria) in order to fully comply with the Sarbanes-Oxley Act.
Introduced in the United States to protect its stock markets, the Act also applies to foreign issuers trading shares on the
US stock markets, such as Tele Norte Celular Participagdes S.A., which has American Depositary Receipts (ADRs)
traded on the New York Stock Exchange. The Act is aimed at improving Corporate Governance standards,
establishing rules that ensure the transparency and credibility of the information companies present to their
shareholders and the market.

An important innovation in 2005 and which already prepares Amazdnia Celular for the launching of services using
new technologies was the Charging Gateway, a system that enables the Company to instantly charge for value-added
services, reducing losses and providing more flexibility to carry out differentiated promotions, which offers
advantages for the Company, customers, partners and suppliers. Thanks to the comprehensiveness of the services
handled by the solution, it became a worldwide benchmark: all value-added services are treated in a single system, for
both post- and prepaid customers.

Still in the innovation arena, as a pioneer in testing the WiMAX technology, Amazo6nia Celular enjoys a comfortable
position vis-a-vis the competition should the technology be launched and related services offered.

In order to contribute to the construction of a fairer society, it continued to invest in social, cultural and athletic
projects, and to put into practice its Environmental Management System.

All of the Company s achievements which increased its confidence entering 2006 had something in common underlying
their success: the employees. They assimilated the Company s corporate values and put them into practice, carrying
out their activities as true entrepreneurs, dedicated to ensuring good results for the community, customers and
shareholders. It is thanks to this good performance that Amazodnia Celular continued to be further recognized, being
ranked one of the 150 Best Companies to Work for, according to the magazine Exame, and appearing among the 82
companies with the Best Personnel Management, according to the newspaper Valor Econémico. In addition, two of its
internal vehicles, the magazine Pulse and the newsletter Clic+, were awarded by the Brazilian Association of
Business Communications (Aberje).

For the next year, it is expected that customer acquisition will remain subject to intense competition. Nevertheless,
Amazodnia Celular has already decided to maintain its strategy of pursuing profitability based on rational decisions in
handling its businesses. Accordingly, it expects to achieve this profitability objective and fulfill its goals. And this is
very close to become true, due to its important competitive differentials, such as technology, coverage and, naturally,
a staff capable of developing and creating the most advanced and qualified solutions for the customers.

Finally, Amazdnia Celular would like to thank its investors, employees and customers, who contributed to the growth
recorded in 2005 and who really back the Company, striving to find ways of always shaping an ever brighter future.
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STRATEGY, INVESTMENTS AND PROSPECTS

Amazonia Celular devotes considerable efforts based on the Qualification of the Customer Base and of the Operation to
reinforce its three foundations: Growth, Clientivity and Profitability. These foundations are interconnected and are
being strengthened as a result of the alignment of its employees with the Company's corporate values and due to a
series of initiatives and measures adopted by it.

Market

In 2005, the Company decided to adopt a model based on regional centers to structure its operations. As a result, it is
always closer to the local needs, providing independence for the development of specific initiatives that respect the
communities, such as tailored promotions, marketing campaigns, etc.

Customer Relations

The Company is customer-oriented and believes that, in order to achieve growth with profitability, it is necessary not
only to attract customers to the base, but also to establish with them relations that ensure their satisfaction and
retention. Accordingly, its business conduct is based on the "Clientivity" concept, in which all employees share the
responsibility for the customers. The Company disseminates and embraces this model, making each customer contact
with the Company an unforgettable experience. It also attempts to get an in-depth knowledge of each user, identifying
their decision-making processes, wishes and needs.

The Company maintenance of its own customer relationship center is in line with this concept, as employees who are
directly connected to it are better prepared and interested to know the customer and work for them.

In addition, the relationship program Vocé fulfills an important role, further approaching the Company to its users and
fostering their retention in the customer base. This is carried out by rewarding them for their loyalty and for using its
services.

Team qualification and motivation

Employee involvement is a key element for carrying out the Company's plan. By adopting the Entrepreneurship
culture, disseminated by the Company, employees act with a business vision, pursuing the best possible results in
order to ensure the Company's sustainability in the long-term and the best possible return to its customers and
shareholders. In order to disseminate this concept and its corporate values such as Clientivity =~ Amazodnia Celular offers
constant training, through sessions that require the physical presence of the employee or via its Virtual Campus. In
addition, the Company adopts a wage policy which includes a fixed portion, above the average wage paid by the
telecoms market, and a variable portion, according to the results achieved and offers benefits that not only value the
work of its employees, but also contribute to inspire them.

Distribution and sales
Amazodnia Celular is investing in the qualification and expansion of the sales channels to attract and retain customers.

In 2005, the Company created its Televendas sales channel, which is currently responsible for attracting a significant
portion of the new postpaid customers through its own stores.
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Acquisition and retention

The Company chose to be rational in a highly-competitive environment. Accordingly, it pursues the qualification of
its customer base instead of the maintenance of its market share at any cost. In order to do so, it makes a careful
customer selection, to ensure the best return and to control default levels.

Its way of working, its ample coverage in its authorization area, and the technology it offers comprise differentials
capable of attracting new customers and retaining those who are already in its customer base, even without
substantially reducing the prices of its products and services or lowering entrance barriers.

Technology, quality and coverage

The Company invests in the expansion and quality enhancement of its GSM/EDGE network to increase its customer
base and profitability. Amazo6nia Celular s TDMA and GSM/EDGE networks offer the best coverage among the
operators present in the states of Amazonas, Amapd, Maranhdo Pard and Roraima.

Amazdnia Celular also identified a strong potential for a TDMA network in the region, especially for being the most
commonly adopted network among the operators in the area. In addition, TDMA handset prices are increasingly more
accessible and remain very attractive to the public, who is primarily interested in using mobile voice services.

Products and services

In order to be aligned with the users' wishes and needs, the portfolio of products and services of Amazdnia Celular is
created based on surveys with consumers and the analysis of the information kept in the Company's Customer
Relationship Management (CRM) system. Because it has the most up-to-date network in its authorization area, with a
high data transmission capacity, Amazodnia Celular is investing in the development of Value-Added Services (VAS)
and has adopted a multiple-platform model, which enables it to look for partners to develop and supply the most
varied solutions and content.

Management

The Company maintains the Center for Planning and Management of Information Technology, and the Environmental
Management System.

Social responsibility

The Company acknowledges the fact that its growth is directly related to the social and economic development and
the environmental sustainability. For that reason, it invests in social, cultural and environmental projects, as a way of
contributing to improve the standards of living of the communities of its authorization area.

INVESTMENTS

One of the main tools for evaluating the Company's performance and its ROI is the EVA (Economic Value
Added Valor Economico Agregado) indicator, which is capable of showing the return on the capital directed to specific
programs of the business units, in addition to aligning the interests of managers and shareholders. Thanks to it,
Amazonia Celular is able to detect and promote operational efficiency and the best
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usage of assets and projects that lead to productivity increases and the Company's growth.

In 2005, the investments made by Amazo6nia Celular in its networks, Information Technology and other areas
amounted to R$65.2 million. This is 57.1% lower than the amount recorded in the previous year, primarily due to the
fact that implantation and launching of the GSM/EDGE network occurred in 2004 and consumed most of the
investments.

By the end of 2005, the Company served 135 locations with the GSM technology, a 7.1% growth in comparison to
2004, when 126 locations were covered by it.

Networks

Of the R$57.9 million invested in networks, almost everything was allocated to the expansion and improvement of the
GSM/EDGE network quality. A smaller portion was directed to the maintenance of the TDMA network, which still is
highly demanded in the region. The Company also introduced a new Switching Center in Sao Luis, in the state of
Maranhio.

Information Technology

The Company invested R$5.9 million in Information Technology. Most of the funds were directed to mid-sized
projects, the opposite of what was taking place in previous years, when priority was given to few, large-sized
initiatives.

In the beginning of the year, the Company created the Center for Planning and Management of IT Projects, based on
discussions held by the IT team. The Center is aimed at facilitating the satisfaction of demands with the identification
of opportunities and the planning and adoption of new solutions in addition to ensuring maximum productivity, the
meeting of deadlines, and an adequate response to the expectations.

With the new center, two action groups were formed. The first made the weekly monitoring of all demands possible,
with the identification of the issues or actions requiring adjustments to achieve the Company's goals. The second,
called Systems Management Center, consists of the adoption of IT governance principles and the use of tools that
enable the Company to follow good practices. It is supported by a series of tools that monitor and ensure the quality of
the operating systems.

Moreover, the installation of the Backup site the new Computer Center (CC) was concluded, providing additional
safety for stored data. Thus, should one of the CCs present failure or be destroyed by fire, for example, it can be
replaced with the other one, without any prejudice to the operation.

Investments (R$ million) 2001 2002 2003 2004 2005
Network 148.4 21.9 14.2 123.0 57.9
Technology/Information Systems 22.4 19.3 9.8 20.1 5.9
Other 2.7 2.3 2.1 8.9 1.4
TOTAL 173.5 43.5 26.1 152.0 65.2
OUTLOOK

The year 2006 should present a reduction in the growth rhythm of the customer base in the mobile telephony industry.
Still, this will be a period of stiff competition among companies seeking potential users. Under these circumstances,
Amazonia Celular s great challenge is to continue attracting and retaining high-value customers. In order
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to achieve this, it bases its operations on the following differentials: its technology, coverage and, primarily, its
customer relationship.

The Company will continue to focus its efforts on improving its customer relationship because it believes that, with
the market saturation, this asset which is also associated to the offer of better services will become crucial.

The Company will also maintain its investments in its networks; in Information Technology and corporate education;
in renewing and enhancing its collection, prospecting and sales initiatives; and in the other activities affecting its
relation with consumers and their perception of the Amazdnia Celular brand.

The TDMA network remains an important secondary asset for sustaining the market share and will be kept in
operation with the same quality standards that underscore Amazonia Celular s activities. There are also expansion
plans for the GSM/EDGE network, in addition to new sales channel projects which are being developed, one of which
provides for door-to-door sales.

New investments in VoIP, Wimax and PoC (Push-to-talk on the Cellular) are being analyzed and, should they be
implemented, they may result in new revenue streams for the Company.

The investments in property, plant and equipment in 2006 will amount to an estimated R$50-65 million.

THE MOBILE TELECOMMUNICATIONS INDUSTRY IN BRAZIL

The year 2005 was marked, once again, by the strong expansion in the number of active mobile telephone lines (20.6
million customers were added) and by the increase in mobile density (9.95 percentage points increase in 2005). At the
end of December, the handsets in operation in Brazil already totaled 86.2 million, which means a density of 46.58 per
100 inhabitants. In September, according to Anatel, Brazil's National Telecommunications Agency (Agéncia Nacional
de Telecomunicagdes), mobile handsets accounted for twice the number of fixed terminals in service.

The GSM, the world's most used mobile technology, is also the leading technology in Brazil, being offered by seven
out of the eight operators in Brazil. At the end of 2005, it had a 52% share of the Brazilian market, with 44.6 million
customers, up by 99% in comparison to 2004. The second most used technology in Brazil is the CDMA, with 28% of
market share, or 24.0 million customers (a 23% rise in the year). The TDMA the industry's leading technology until
December 2004 experienced in 2005 a 15.3% drop in its market share mainly due to the migrations to the GSM
technology, which virtually put a halt to its growth. Nonetheless, there are still 17.4 million customers using the
TDMA networks, which will still remain in operation for some years. The analog handsets (AMPS) in operation
represent only 0.2% of the market. At the end of 2005, the prepaid segment accounted for approximately 80.8% of the
Brazilian mobile telecom market. This segment appeals mostly to low-income consumers, who basically use their
handsets to receive calls, without committing to a fixed monthly expense.

REGULATORY ISSUES

In 2005, the free negotiation on the Personal Mobile Service (SMP) Network Usage Remuneration (VU-M) began. In
July 2005, an agreement was reached between local fixed-line operators and mobile telephony service providers for a
4.5% provisional adjustment in the VU-M value for local calls. Accordingly, the VU-M for local calls, which was
R$0.38755 at the beginning of the year, increased to R$0.40498.

Still at the end of 2005, the Company entered into an agreement for a 4.5% provisional adjustment of the VU-M in the
Domestic Long Distance, VC2 and VC3 calls,
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which involves the local fixed-line operators and the mobile telephony service providers. However, by February 2006,
the approval of this adjustment by Anatel had not yet taken place.

Anatel carried out some public hearings during 2005. One of the most important of them was Public Hearing 642,
which dealt with the Proposals for Changing the Regulation of the SMP. The companies' deadline for sending their
comments ended in January 2006. The original text establishes changes, such as: (i) the user's right to maintain their
access code when the operator changes the technology or when changing their service plan from post- to prepaid, and
vice-versa; (ii) the suspension of the service for up to 180 days, free of charge, by customer request; (iii) the mailing
of a detailed report to prepaid customers, free of charge, when requested; and (iv) the expansion of the deadline for
partial and total access blocking, in case of default, from 15 and 30 days after the bill is due, to 30 and 60 days.

In addition, during the year, discussions were initiated about the operational procedure for the provision of co-billing
services by the SMP providers. The market began to discuss the responsibility for compensating the networks in cases
of fraud in VC2 (long distance within the primary numeration area) and VC3 (long distance to an area outside the
primary numeration area) calls.

AMAZONIA CELULAR MARKET

Amazodnia Celular provides mobile telephony services in the states of Amapd, Amazonas, Maranhao Pard and
Roraima, covering an area totaling 3.5 million square kilometers, equivalent to 41% of the Brazilian territory. The
region presents a low population density: 4.9 inhabitants per square kilometer, which means that a total of 17.3 million
people live there. The area has 453 municipalities, and the states account for 4.9% of Brazil s Gross Domestic Product,
which means R$75.9 billion and a per capita GDP equivalent to R$4,600 (data from 2003).

Four operators offer Personal Mobile Services (SMP) in the Region, three of which using the GSM technology and
one the CDMA technology. Amazo6nia Celular is the only operator offering both the GSM/EDGE and the TDMA
technologies. In 2005, the states of Amapd, Amazonas, Maranhao Pard and Roraima recorded the following densities:
45.98, 37.28, 18.14, 29.67 and 34.41 per 100 inhabitants, respectively. During the year, 1.1 million new lines were
activated in the region, a 29.0% increase in comparison to 2004. At year-end, the prepaid segment had an 84.5%
share, while the postpaid handsets accounted for 15.5% of the mobile phones in the area.

OPERATING PERFORMANCE

The Company's customer base amounted to 1,223,041 in 2005, representing a slight 2.6% drop in relation to the
previous year. As compared to 2004, the postpaid segment presented a 4% reduction, accounting to 21% of the
Company s total customer base at the end of 2005.

In the prepaid segment, the number of activations amounted to 25,653 in 2005, totaling 965,886 customers. Therefore,
at the end of the period, the share of the prepaid segment reached 79% of the base.
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Postpaid segment churn rate remained virtually stable in 2005, closing the year at 32.8%, as compared to 32.5% in
2004. This indicator shows the success of the retention initiatives directed at value-added customers.

In the prepaid segment, however, the indicator presented a rise of 16.5 percentage points, which means a churn rate of
52.8% in the year. This growth was already expected due to the profile of a great number of consumers who entered
into the Company s customer base in the 2004 Christmas Campaign and the aggressiveness of the promotions from the
competition, an issue that impacts the decision of low-income consumers. As a result, consolidated annualized churn
rate increased 12.8% when compared to the previous year, amounting to 48.1% .

RESTRUCTURING

In 2005, one of the main events for Amazo6nia Celular was the restructuring of its market division. The authorization
area was divided into eight regional centers Sao Luis (Maranhio), Manaus (Amazonas), Macapd (Amap4), Belém
(Pard), Imperatriz (Maranhdo), Boa Vista (Roraima) and Santarém (Pard) to facilitate and expedite the identification of
needs and to allow the adoption of different strategies to capture the market.

Each center now has a manager, who works in line with the Company s main guidelines. Accordingly, there is an
important gain in terms of speed and adaptation to the environment, which makes possible, for instance, the use of
different media to announce the same products in each location.

In the corporate market, customers are divided into two groups: large accounts and mid- and small-sized companies.
To serve the first segment, Amazdnia Celular has a team consisting of technical engineers. The second segment is
assisted by a team that operates through dealers. In 2005, Amazdnia Celular offered training to a group of interns, who
received lessons in entrepreneurship and telecoms service so as to enhance the services they provide to corporate
customers.

10
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COVERAGE

Amazdnia Celular provides the best coverage in its authorization area for both the GSM/EDGE and the TDMA
networks. The GSM/EDGE network is being expanded and a substantial enlargement of its overlay is expected in
2006. At the end of 2005, its networks covered 210 municipalities and 68.7% of the population.

Coverage
2001 2002 2003 2004 2005

Locations served (TDMA and GSM/EDGE) 123 157 203 212 210
Number of BSs (Base Stations) 383 411 401 711 723
Number of SCs (Switching Centers) 11 9 11 11 13
% of population covered in the authorization

area

(TDMA and GSM/EDGE) 65% 65% 69% 68% 69%
QUALITY

Tele Norte Celular appears as the best ranked company in Anatel's monthly complaint ranking among Personal
Mobile Services companies with over 1 million customers.

DISTRIBUTION NETWORK

In 2005, Amazonia Celular invested in the efficiency and qualification of its chain of own stores and indirect sales
channels. The Company s logotype was rejuvenated, using green as its main color, which favors the exploitation of the
brand strength and makes the layout of its own stores more similar to the one of the indirect channels.

Own stores
The direct channel presented a 10% increase in the number of stores, which represents one new own store in

comparison to 2004.

Televendas (Telesales)
This channel was responsible for attracting over one thousand new customers in the postpaid segment, in the period
from July to December 2005, which represents a 25% share of the acquisitions made in the chain of own stores in the
same period. In 2005, nearly 90,000 contacts were carried out by teams of agents from the Customer Relationship
Center (CRC). The service is operated by Amazonia Celular s own staff.

Indirect Channels
The number of resellers increased 11% in 2005, totaling 545 stores, of which 304 were exclusive resellers.

Cards
At the end of 2005, Amazodnia Celular had 9,020 POSs for the physical card and 2,635 for virtual recharges. In 2005,
the Virtual Recharge reached a 44% share of the sales, resulting in savings of approximately R$3 million in fees and
in the manufacture of physical cards.

11
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PLANS AND SERVICES

Amazodnia Celular was capable of developing more solutions to offer its customers due to the high-speed data
transmission capability of the GSM/EDGE technology.

For instance, the Company launched a solution for users of the GSM technology that allows them to exchange
messages, via their mobile telephones, with online users of instant messengers, such as ICQ, MSN-Messenger and
Yahoo-Messenger. In addition, with the creation of competitive data transmission plans, every month customers to
receive exclusive access to this type of service were added, which, in several occasions, did not require Amazdnia
Celular to subsidize handsets, since the only thing customers receive is the chip, which is used in modules/
modems/equipment. On top of these additions to the customer base, the revenues from data transmission bring further
returns to the Company, since the core network belongs to Amazdnia Celular, and it does not have to pay for
interconnection costs as in the sale of voice plans. For that reason, the Company created an area specialized in the sale
of solutions and these types of data services.

PROMOTIONS

Among the promotions carried out during the year, two deserve to be highlighted for their originality. The first one
was the sponsorship of the classified session of two of the main newspapers in its authorization area, which enables
customers to place ads for free in the publications. The second one, of a social nature, was the Natal da Esperanca
(Christmas of Hope). For each prepaid recharge card sold, with a value equal to, or higher than, R$30, Amazonia
Celular donated one kilo of nonperishable food. A total of 11 tonnes of products were donated.

CORPORATE MARKET

The portfolio of products and services was expanded in 2005, due to the launching of the GSM/EDGE network and
the technical differentials it presents. Here are the main highlights for the year:

Agenda Backup (Backup Agenda) it makes a security copy of the agenda of the mobile handset chip;

GPRS/EDGE Internet this service provides wireless connection to the world wide web with speeds of up to 40 kbps
and 200 kbps, respectively;

Conexdo MAX (MAX Connection) an exclusive Amazodnia Celular solution that provides users with unlimited
GPRS/EDGE Internet access at no additional cost;

Plano Conexdo Equipe (Team Connection Plan) it enables companies to optimize their data communications,
offering megabyte packages that can be used by all mobile telephones registered in the plan. The megabytes are
automatically distributed as they are used by employees. This is an exclusive Amazonia Celular solution;

Connection plans and services offer of packages of 2 MB, 10 MB or 50 MB for GPRS/EDGE Internet use.

In addition, solutions using the TDMA network were kept and new services were launched targeted both at this
technology and at the GSM. Here are some of them:

Mensagem Livre (Free Message) messages sent between mobile telephones of the same customer are free of charge.
This is an exclusive Amazodnia Celular solution;

E-mail Simples (Simple E-mail) customers can check e-mails arriving at their personal account through text
messages;

12
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Mensagem Empresarial (Corporate Message) it enables users to send a single message from one mobile telephone to
the handsets of all employees and to create predefined groups of recipients;

Discagem Rdpida (Fast Dial) it makes registered mobile telephones from a company to become mobile extensions;

Automacdo da Forca de Vendas (Sales Force Automation) employees may record sale orders, check inventory
information, receive and send e-mails from wherever they happen to be, through mobile equipment;

Gerenciamento de Frota (Fleet Management) a company can locate its vehicles and monitor drivers stops 24 hours a
day, in addition to remotely obtain further information about the vehicle;

Telemetria (Telemetry) it allows users to measure performance, prevent accidents caused by wear and tear or bad use
of equipment, carry out preventive maintenance, and speed up the remote solution of problems; and

Consulta a dados (Data consultation) it enables users to access information about the inventory, sales, and orders
available at company's database.
In addition, customers can use several services that ensure an intelligent monitoring of expenses and calls, such as:
professional calls; call blocking; call monitoring; call monitoring per hour of the day; online accounts; and online
reports.

ADJUSTMENTS

As from July 2005, due to an agreement entered into with the operators Oi, TIM, Vivo, Claro, CTBC (fixed and
cellular), Telemar and Telemig Celular, Amazonia Celular promoted a 4.5% provisional adjustment in the SMP
Network Usage Remuneration (VU-M) of local calls (VC1). Therefore, the local call VU-M, which, at the beginning
of the year, amounted to R$0.38755, net of taxes, and R$0.40223, with taxes, at year-end rose to R$0.40498 and
R$0.42032, respectively. At the end of 2005, the Company took part of an agreement for the provisional adjustment of
4.5% of the VU-M in national long distance, VC2 and VC3 calls, which involves the operators Telemar, Brasil
Telecom (fixed and mobile), Telefonica, CTBC (fixed and mobile), Sercomtel (fixed and mobile), O1, Vivo, TIM,
Claro and Telemig Celular. The agreement determines the adoption of the provisional adjustment of 4.5% over the
VU-M rate immediately after the approval, by Anatel, of the new public prices of these calls for users of the STFC
(Servigo Telefonico Fixo Comutado - Public Switched Telephone Network). By the end of fiscal year 2005, such
approval had not yet occurred.

Over 2005, there were two tariff adjustments for outbound calls both in the postpaid and the prepaid segments. The
average increase was 1.65% in January and 2.50% in July for the postpaid segment. In the prepaid segment, the
average adjustment was 2.97% in January and 1.71% in July. Basic subscription, in turn, was adjusted by 0.38% in
January and 2.30% in July.

ROAMING

The Company maintained its international roaming agreements for its TDMA technology users and implemented
international GSM roaming agreements, with over 30 signed contracts at the end of 2005. Amazonia Celular already
has roaming agreements with Argentina, Uruguay, Chile, England, Portugal and Germany. In 2006, the service should
be available in other Mercosur and other European countries, in addition to the United States.
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Moreover, the national automatic GSM roaming is consolidated and covers the entire country through contracts with
the operators Claro, TIM, Brasil Telecom Celular, CTBC Celular and Telemig Celular.

SMS and MMS

In 2005, Amazdnia Celular completed a full integration with the operators Claro, TIM, Oi, CTBC Celular, Brasil
Telecom, Sercomtel, Nextel and Vivo the last one in the North and Center-West Regions of Brazil to allow the
exchange of SMS texts among their customers. In addition, it entered into agreements with the seven main SMP
operators (Telemig Celular, Brasil Telecom, Claro, CTBC Celular, Oi, TIM and Vivo) so that their users may
exchange multimedia messages, including audio and video (MMS).

MULTIMEDIA COMMUNICATION SERVICES

In April 2005, Amazo6nia Celular purchased a license to provide Multimedia Communication Services, being able,
therefore, to provide this service throughout Brazil and increase its portfolio of products, generating new revenues.

RADIO FREQUENCY

In October, the Company requested to Anatel an extension of its radio frequency usage right a measure provided for in
the industry's regulations, which establishes that such requests must be made 30 months prior to the license expiration.

FINANCIAL PERFORMANCE

At year-end 2005, Tele Norte Celular had an EBITDA (Earnings Before Interest, Taxes, Depreciation and
Amortization) margin of 32.0% on net service revenues, a result 7.6 percentage points above the EBITDA margin
recorded in the previous year. EBITDA amounted to R$124.6 million, a 16.2% increase in comparison to the R$107.3
million recorded in 2004.

NET REVENUES

Net service revenues amounted to R$390.0 million, an 11.4% decrease in comparison to 2004. Handset sales provided
net revenues totaling R$42.0 million.

As a result, total net revenues of Tele Norte Celular amounted to R$432.0 million, R$66.8 million below the amount
recorded in 2004. It is worth to mention that the service revenues recorded in 2005 cannot be directly compared to the
same item in 2004, since part of the 2004 revenues was not impacted by the changes related to the migration to the
SMP, which took place in August 2004. With the new rules, the Company began to offer the Operator Selection Code
(OSC) option and, as a result, customers began to use the OSC in national (VC2 and VC3) and international long
distance calls originated from their mobile telephones. Therefore, the Company no longer received VC2 and VC3
revenues and began to receive interconnection revenues for the use of its networks in these calls. Additionally, the
Company shifted its network usage remuneration to the bill & keep rule, which established that the remuneration of
SMP companies for the traffic within the same registration area will only take place when the traffic balance between
any two companies is lower than 45% or higher than 55%, which resulted in a substantial reduction in interconnection
revenues.
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Data revenues, the portfolio of which could be expanded and improved due to the launching of the GSM/EDGE
technology, represented 4.4% of total service revenues. Data revenues have been growing over the last years and
should remain increasing in 2006.

AVERAGE REVENUE PER USER (ARPU)

Average monthly usage per customer of the postpaid segment was 193 minutes, below the 202 minutes recorded in
2004. As a result, the average monthly revenue per user of the postpaid segment was R$72 in 2005, below the R$81
recorded in the previous year.

Average monthly usage per customer of the prepaid segment was 30 minutes, below the 39 minutes recorded in the
previous year. As a result, in 2005, the average monthly revenue per user of the prepaid segment was R$10, below the
R$14 recorded in 2004.

Consolidated average monthly revenue per user dropped to R$24, as compared to R$32 recorded in the previous year.
These drops can be explained by the lower number of minutes used both in the postpaid and the prepaid segments and
by the implementation of the above-mentioned SMP rules in August 2004. Results were also impacted because only in
July 2005 the Company was able to adjust by 4.5% its SMP Network Usage Remuneration (VU-M), exclusively for
local calls between the Company and the operators Oi, TIM, Vivo-NBT and Telemar.
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OPERATING COSTS AND EXPENSES

Operating costs and expenses (excluding depreciation, amortization and cost of handsets sold) decreased by R$53.8
million, amounting to R$251.3 million, equivalent to a 17.6% reduction in relation to 2004 (R$305.1 million). The
volume represents 64.4% of net service revenues.

This drop can be primarily explained by a less aggressive commercial strategy and by the reduction in defaulting
customers.

ACQUISITION AND RETENTION COSTS

In 2005, in spite of stiff competition in its authorization area, the Company once again pursued a coherent and rational
customer acquisition policy. One of the guidelines of Tele Norte Celular is to focus on the profitability and, therefore,
the acquisition cost per customer decreased 11.2%, totaling R$158.

Retention costs, as a percentage of net service revenues, rose 2.4 percentage points, totaling 13.5%, as a result of the
efforts for the maintenance of the best and most profitable customers in the Company's customer base.

BAD DEBT

Bad debt recorded by Tele Norte Celular in 2005 was 3.4% over net service revenues, thus reflecting the Company's
good credit and collection management. This index presented a substantial drop in relation to the previous year and
attests the Company's management of the entire life cycle of the customer within its base, which includes the
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adoption of measures such as the identification of user profile prior and after its inclusion into the Company's base, to
indicate the most adequate plans and solutions. Although consumers still face low entry barriers, these have not
followed the drop promoted by other companies, favoring the acquisition of value-added users. In this sense, the
careful analysis of the customer profile when the handset is sold is an important differential, since it remains rigorous,

albeit less rigid.

PROFITABILITY

As a result of the above, in 2005, EBITDA (Earnings Before Interest, Taxes, Depreciation and Amortization)
amounted to R$124.6 million, equivalent to 32.0% over net service revenues. The profitability increase in the period
arises from the Company s increased efforts to maintain its strategy of growing with profitability.

EBITDA Statement - Consolidated (R$ thousand)

Operating income

Financial income

Result from operations aimed at reducing foreign
exchange risks (hedging)

Financial expenses

Expenses (income) with foreign exchange fluctuations
Depreciation and amortization

EBITDA

2004
(9,080)
(22,113)

23,577
34,379
(17,847)
98,375

107,291

2005
(14,412)
(17,826)

48,327
32,728
(36,908)
112,738

124,647
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PROVISION FOR LOSSES

On March 15 and 16, 2006, pursuant to CVM Instruction 371/2002, the Boards of Directors of the Company and its
subsidiary, respectively, approved, and the Fiscal Council verified on 