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Financial Summary

*  Excluded restructuring cost
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Condensed Balance Sheet
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Cash and Working Capital



Page 6 of 23Lenovo Group Limited FY2010/11 Q1 Results | © 2010 Lenovo

Q1 Geography Summary
• China

– PC shipments up 43% YTY; Market share gained 2.4 points to 28.7%
– Robust growth was driven by Notebooks
– Extend leadership position and widened the gap between key competitors
– Mobile shipments up 82% YTY; Market share gained 0.9 points to 4.9%

• Emerging Markets (Excluding China)
– Shipments up 69% YTY; Market share gained 1.4 points to 5.4%
– Gained shares in all regions
– Improved profitability QTQ and YTY

• Mature Markets
– Shipments up 49% YTY; Market share gained 1.3 points to 5.6%
– Solid growth was driven by Idea products and on-going recovery of Think products
– Achieved break-even under strong shipments growth and stringent expense control

* Included Lenovo Mobile

(Excluded restructuring cost)

Sales Segment Operating Profit Segment Operating

US$ Million US$ Million Profit Margin

Q1 
FY11 Y/Y Q/Q Q1 

FY11
Q1 

FY10
Q4 

FY10
Q1 

FY11
Q1 

FY10
Q4 

FY10

China * 2,508 50.1% 28.3% 138 105 108 5.5% 6.3% 5.5%

Emerging Markets (Ex. China) 821 79.6% 10.3% (25) (32) (39) -3.0% -7.1% -5.1%

Mature Markets 1,818 38.5% 12.4% 0 (37) (6) 0.0% -2.8% -0.4%
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Q1 Product Performance
• Idea

– Shipments up 74% YTY; Sales up 74% YTY
– Launched first 3D multi-media notebook Y560d and IdeaCentre 

A700 AIO

• Think
– Shipments up 29% YTY; Sales up 32% YTY
– Launched L series and ThinkCenter M90z AIO

• Notebook
– Shipments up 58% YTY; Sales up 50% YTY
– Notebook market share gained 2.0 points to become the fourth 

largest notebook PC company

• Desktop 
– Shipments up 36% YTY; Sales up 35% YTY
– Maintained solid performance through AIO and SMB targeted 

desktops

• Mobile 
– Shipments up 82% YTY; Sales up 89% YTY
– Rapid and widespread customer acceptance and encouraging 

initial sales
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Others
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Share Repurchase Update

• Objectives
– Enhance shareholders’ return
– Management confidence on company prospects

• From June 21, 2010 - July 16, 2010
– Total number of shares repurchased: 77 million shares
– Total consideration: US$43 million
– Average repurchase price/share: HK$4.33
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Historic Market Share Breakthrough, Continued Strong Momentum

Sources: IDC and Internal Data

• Market share reached double-digits: 10.2%, up 1.9 points YTY
• Improved profitability: PTI of US$76 million, up US$77 million YTY
• Lowest E/R since acquisition: 8.6%, drop of 2 points YTY
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Effective Execution of “Protect & Attack” Strategy

• Protect & Attack strategy aligned with our dual engines: 
– Protect:  China / Mature Relationship; Attack: Emerging / Mature Transactional
– Profit Engine: Think & Relationship; Growth Engine: Idea & Transactional
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Protect China Leadership

• Strengthened China leadership
– Grew 43% YTY, gained 2.4 points market share YTY
– Widened gap with competition

• Improved Segment Operating Profit by US$33 million YTY

Source: IDC Source: IDC
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Attack Emerging Markets
• Achieved rapid growth

– Volume grew 69% YTY, gained 1.4 points market share YTY
– Increased market share in all key emerging markets

• Improved Segment Operating Profit by US$7 million YTY
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Mature Markets: Protect Relationship, Attack Transactional

• Mature Market volume grew 49% YTY, gained 1.3 points market share YTY
– Relationship volume grew 30% YTY, twice as fast as market
– Transactional volume grew 60% YTY, 4 times as fast as market

• Achieved break-even for first time since economic downturn 

Source: IDCSource: IDC
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Capture Growth Opportunities in Mobile Internet

• LePhone launch successful; reached 12% share of premium internet phone market

Source: SINO, excluded Symbian O/S
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Building Strong and Long-term Foundation for Growth 

• Investing in our competitiveness
– Further invest in innovation, improve innovation capability
– Refine business model, maximize value and efficiency
– Increase branding efforts, raise brand recognition
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Outlook

•  Facing challenges:

– China market experiencing slight slowdown

– Mature Markets’ demands not fully recovered

•  Capturing opportunities:

– Commercial replacement demand improving gradually

– Emerging Markets offer growth opportunities

– Strategy in place to seize opportunity presented by mobile internet

Drive Faster

Than Market Growth
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Appendix

• Sales Breakdown
• Consolidated Income Statement
• Condensed Consolidated Cash Flow Statement
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Sales Breakdown

Balanced Geographic Mix

US$5,147mUS$3,441m
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49%

16%

35%

49%
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Consolidated Income Statement
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Condensed Consolidated Cash Flow Statement
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