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safe-harbor statement

“A number of forward-looking statements will be made during this 
conference. Forward-looking statements are any statements that are not 
historical facts. These forward-looking statements are based on the current 
expectations of Motorola and there can be no assurance that such
expectations will prove to be correct. Because forward-looking statements 
involve risks and uncertainties, Motorola’s actual results could differ 
materially from these statements. Information about factors that could 
cause, and in some cases have caused, such differences can be found on 
pages F-28 through F-33 of Motorola’s Proxy Statement for the 2001 annual 
meeting of stockholders and in Motorola’s other SEC filings.”

“This presentation is being made the afternoon of March 5, 2002. The content 
of this presentation contains time-sensitive information that is accurate only 
as of the time hereof.  If any portion of this presentation is rebroadcast, 
retransmitted or redistributed at a later date, Motorola will not be reviewing 
or updating the material that is contained herein.”
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PCS key messages:  2002

following profitable H2 2001, we are playing to win in 2002.

key imperatives:

total cost competitiveness

compelling products and signature experiences

we are partnering to deliver the ultimate end-user 
experience with applications and solutions

technology and innovation (including software capability 
improvements)

build on leadership in GPRS and 3G

operator partnering

our strategy balances consumerism and operator partnering 
and is supported by great products, solutions, and innovation.



what is it like in
the market?
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industry handset forecasts today . . .

> industry’s channel inventory levels have normalized.

> 2002 industry handset shipments – expect about 420 
million units, higher if economic conditions improve. 

> 2002 Q1 industry handset shipments expected to be 
about 90 million units.

> average selling prices (ASPs) are expected to be 
stable, with new models offsetting deflation.
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global handset market dynamics

> short-term: excess year-end industry inventory and weaker 
global economy resulted in slow H1 2001 sales.

> progress was made in reducing industry inventories, and 
by end of 2001 inventories were near normal.

> long-term: many network operators are changing focus 
from increasing market share and growth to improving 
financials due to large financial commitments for 3G 
licenses and network build-out.

> handset subsidies reduced in some markets, resulting in 
higher retail prices and slower growth.

> GPRS and CDMA1X momentum to accelerate through 2002.
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best opportunities for industry growth . . .

usa, brazil, mexico – penetration

western europe – replacements

china – penetration and replacements (7% GDP)

korea – replacements

in markets such as the USA, Europe and 
Hong Kong, we need to think beyond 
penetration and replacements.  …



what are our
objectives?
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vision, mission and culture

> our vision
to be the market leader in providing superior wireless solutions and lead the 
internet around the world to be wireless.

> our mission
drive success by exceeding the expectations of customers, consumers, 
shareholders and co-workers.

> our culture
customer-driven employees winning through the 4Es + 1 (eNVISION, 
eNERGIZE, eDGE, eXECUTE, ETHICS) – recognizing and celebrating 
successes.

objectives

1. superior customer service

2. high employee motivation

3. strong financial results

4. recognized motorola brand

5. active community involvement

longer-term targets

1. 90%+ top 2 boxes,
25%+ share

2. 80% employee satisfaction

3. 15%+ PBT

4. top 10 in brand value

5. 200,000 hours
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2002 priorities

> make the numbers

cash, profit, market share, revenue

> commitment to the long-term

3G

IPR renewal

non-device revenues

> 2002 priorities

deliver compelling products AND solutions

total cost competitiveness

improve quality – particularly software and ease of use

energize and support go-to-market teams



how are we
performing?
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2001 financials at a glance . . .

Q1 2001 Q2 2001 Q3 2001 Q4 2001

sales

PBT

YTD 
operating
cash flow

$2.3B $2.5B $2.7B $3.0B

($402M) ($238M) $15M $189M

>$50M        >$500M >$700M >$1.2B
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PCS highlights:  2001

> captured $1.5 billion+ in annualized savings from restructuring 
activities, and we and improved our cash flow

> introduced 24 new products – and cut product complexity by 50%

> shipped more than 4.1 million GPRS units

> signed a 3G handset agreement with Hutchison – and we are on 
schedule for delivery in Q3 2002

> partnered with China Unicom, enabled China’s first CDMA 1X call

> increased market share – now about 17% vs. low of 14% in late 
2000/early 2001.

> and delivered a profitable Q3 and Q4



major initiatives
at PCS
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major initiatives

1. strengthening PCS senior leadership team 
using leadership supply

2. compelling new product solutions

reduce products/parts complexity by 50%

3. cost competitiveness

reduce product cost by 20%

SG&A costs flat

4. focus on consumers

5. continued investment in GPRS, applications 
and 3G

x

x

x
x

carriers and
down 30%+

25%

75%
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improved customer relationships . . .

segmentationsegmentation
... and c o n s u m e r
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5 key consumer segments targeted . . .

Aligned to Customers and Consumers
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goodgood

entryentry
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. . . to deliver certain somethings for certain someones
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as we ended 2001 … global media began to buzz
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at the start of 2002 … the revolution is in full swing!

“Slip a look at the 
stunning swivel-flip 
Motorola V70.”
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CeBIT 2002
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“A whole range, from a sensible 
budget phone that offers everything a 
phone should, to the world’s first dual 
mode 3G phone, meaning a model that 

will work with both GSM and 3G”



23© 2001 Motorola, Inc.

design innovation and consumer experience

c o n s u m e r   e x p e r i e n c e
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motorola design criteria ... rich minimalism

distinctive motorola forms

consistent design details

consistent physical interface

consistent use of product graphics

consistent color, material and finish
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an experience trajectory . . .
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the head-turning V70 … “HYPNOMOTO”

Bands:
- GSM 900/1800 MHz GPRS
- GSM 1900 MHZ GPRS

Physical and Digital 
Personalization

Talk Time: Up to 190 Minutes
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the T720: giant color screen plus!  …“MIGHTYMOTO”

GSM/GPRS, CDMA

Physical and Digital 
Personalization

Talk Time: Up to 168 Minutes
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the C330 …change is good: “MIXMOTO”

GSM/GPRS

Physical and Digital Personalization

Talk Time: Up to 330 Minutes
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the A388 … surf.  organize.  play.  … “GIZMOMOTO”

GSM/GPRS

Physical and Digital Personalization

Talk Time: Up to 270 Minutes



30© 2001 Motorola, Inc.

the sleek and stylish V60i … “DIVAMOTO”

GSM/GPRS, CDMA, TDMA

Physical and Digital Personalization

Talk Time: Up to 240 Minutes
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the v66i: express yourself!  . . . “CANDYMOTO”

GSM/GPRS

Physical and Digital Personalization

Talk Time: Up to 240 Minutes



what will drive our
ongoing progress?

design  – user interface  – accessories  – applications 
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enhanced and evolving synergy™ user interface  . . .

personal 
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social

Motorola’s New User Interface

everyday
communication

everyday
communication
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synergy 2.0 UI enhancements

graphical front-end and iconic treatment 
> bundling applications
> highly graphical interaction

tabs and transients
> represent intermediate steps through functionality, 

layered content

enhanced title and scroll bar
> consistent location reference 
> added functionality (categories); flexible scrolling
> higher resolution, indicates relative position in list while 

scrolling

dedicated media viewer

month-view for datebook and enhanced personalization

Connected call tab

Controller

Month View
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accessories – enrich the experience

... and enhance ARPU.
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accessories: it’s all about ARPU . . .

> historical winners:

VPA

batteries

headsets,

interchangeable 
faceplates

easy-install car 
kits

> new growth 
opportunities:

data kits

fm headsets

mp3 headsets

258

142

115

90

headset

VPA

124% 
greater use

124% 
greater use

57% greater 
use

57% greater 
use

> accessories correlate 
to higher use . . .

> average minutes:

Have accessory

Do not have accessory
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increasing entertainment and content 

major kick-off brands:

supporting quiz:

sports brands:

PGA

July/Aug

July/Aug

Sept/Oct

ringer tones: Aug/Sept

Q4/01
Ducati

music, lifestyle, and other categories are in the queue.

charity: € £ $
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messaging strategy

> working with industry leaders to ensure interoperability 
for MMS:

support open-standard solutions to deliver rich, integrated 
services and content

deliver a consistent, intuitive user experience

provide enhanced revenue generating capabilities for 2.5G 
and 3G

provide complementary tiered experiences for users . . .

SMS       EMS    MMS     email
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EMS-ready as market demands . . .

expect to have largest EMS-enabled portfolio of any 
global handset provider during H1 2002.

• large animation 
16x16

Meet you at 
Starbucks…

C U at the       
Ebert gave 
Planet of the 
Apes 

• multiple 
pictures 

• small animation
8x8

I miss you!
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market-moving technologies ... our solutions

investing and innovating for the . . . 

2.0        2.5       3G
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2001 GPRS/GSM product portfolio . . .

talkabout®

192
timeportTM 

280

accompliTM 008

v.seriesTM 66

v.seriesTM 60g

accompliTM 009

world’s most 
complete – and 
completely available 
– portfolio.
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2002 3G handset offering: the A820 - “UBERMOTO”

world’s FIRST UMTS handset –
ready and working today!

3G/UMTS – 3GPP compliant
- GSM/GPRS & WCDMA

Digital Personalization

Multimedia functionality, including 
MPEG4 audio/video, MP3, games.

High-speed packet data 
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3G market opportunity

* motorola estimate* motorola estimate

> around 80 3G licenses awarded in over
20 countries, over 150 still to be awarded

> $200 billion in 3G business over 4 years*

infrastructure

subscriber devices

applications and services

> PCS announcements to date

Hutchison: >$700M UMTS device contract

- start shipping H2 2002

Nortel: MOU



so, what do we see
next?
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total year 2002 outlook

> expect sequential improvement in sales and PBT.

> expect stable ASP increased as new, feature-rich 
products offset normal pricing cycles.

> expect positive H1 PBT.

> expect continued strong focus on cash.

> expect to maintain / grow share achieved at end of 2001.
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personal communications sector

> no specific PCS projection for 2002, except to say 
that our program will continue

and

> you can always rely on 3 things from PCS ...

relentless pursuit of cost leadership

passionate focus on operators and applications 
that consumers desire

continued innovation and technology leadership



your turn . . .
questions?
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