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§ Record highs in market share, shipments and revenue
§ Fastest growing for 8th straight quarter
§ Improved profitability, net earnings up 88% YTY
§ E/R ratio lower QTQ even with continued investments in innovation/branding

Strong Performance Drives Lenovo to #2 in world

Source: IDC and Internal Data
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§ Extended lead vs. competitors in world’s largest PC market
§ Improved segment operating profit by 35% YTY

Protect China
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§ Grew almost 4x the market rate (37.9% v. 10.9%)
§ Reached 8% share outside China, up 1.6 points YTY
§ Strengthened #1 rank in Global Emerging Markets, including China
§ Gained 3.5 points in India, reached double-digit share in Russia

Attack Emerging Markets

Source: IDC and Internal Data
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§ More than doubled profitability
§ Record high market share of 9.1%, up 3.4 points YTY
§ For the first time, contributed more revenue than China
§ Returned to Top 5 PC companies in United States

Mature Markets: Protect and Attack

Source: IDC and Internal Data
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NEC/Medion: Successful integrations
§ Bold moves in line with the strategy
§ Unusual success：grew faster than the market, contributed decent profit
§ M&A now a core competence

“The joint venture will push Lenovo 
  into top position in two of the world’s 
  three major PC markets”

–Nihon Keizai Shimbun

“The move reflects Lenovo's ambitions 
  to further expand outside China…"

–Wall Street Journal
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§ Tablet volume doubled QtQ
§ Launched Idea and Think tablets worldwide

− Business-friendly ThinkPad tablet received good customer feedback

§ Smartphones: LePhone A60 fueled faster-than-market growth

Attack Mobile Internet

A60 SmartphoneLePad Thinkpad Tablet
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§ Protect & Attack strategy
§ Diverse talents
§ Global ownership culture
§ Successful business model
§ Innovation

Success Factors and Core Strengths

#1 WW Commercial Notebook market

#2 WW Desktop market

#3 WW Consumer market
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§ Optimistic about the future of PC industry
§ Fully committed to the PC industry for the long run

− To be the leader of the traditional PC market
− To win in extended PC categories, e.g. tablet & smart phone 

Outlook

The right strategy…

…diverse talents & global culture …
…successful business model
…innovation



Wong Wai Ming
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Financial Summary
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Condensed Balance Sheet
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Cash and Working Capital
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Performance By Geography

– Leading market share at 31.5% (+2.7pts YTY)
– Continued to outperform China market driven by strong demand from emerging cities 

– Continuous share gains; over 10% market share benchmark in selected countries (e.g. India and Russia)
– Investments in brand building to strongly attack the fast growing Emerging Markets

– Record high market share at 9.1% (+3.4pts YTY) benefited from strong commercial PC demand 
– Continued share gains and be profitable in all regions
– NEC JV and Medion in good progress, started contribution in Q2

*  Excluding restructuring charges & one-off items 
#  Financials on China PC extracted from management report are not presented as a separate reportable segment in external report and are shown for 

reference only 
^  Reclassified after the adoption of new IT expense allocation method
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– Shipments up 36.3% YTY; Sales up 37.8% YTY
– World’s second largest desktop player
– Market share up 3.5pts YTY to 13.7%
– Good growth momentum of AIO and SMB targeted desktops

– Shipments up 35.4% YTY; Sales up  29.6% YTY
– Market share up 2.8pts YTY to 13.3% 
– World’s largest commercial notebook player 

– New generation of ultraportable laptops to target SMB customers

– Sales up 30.0% YTY
– Strong feature phone shipment growth at 28.4% YTY with market share up 

1.3pts YTY to 6.5%
– Strong smartphone shipment growth at 335.2% YTY driven by strong 

demand of A60 Smartphone
– Tablets achieved good initial start and received good feedback
– Became number 2 tablet player in China with 8.4% share

(3.7%)
3.6%

(3.2%)
4.8%

Performance By Product

34.1%
(32.8%)

57.5%
(60.3%)
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Appendix
• Consolidated Income Statement
• Condensed Consolidated Cash Flow Statement
• Historical Performance By Geography (Reclassified)
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Consolidated Income Statement
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Condensed Consolidated Cash Flow Statement
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Historical Performance By Geography (Reclassified)

*  MIDH included
# Financials on China PC extracted from management report are not presented as a separate reportable segment in external report and are shown for reference only
^ Reclassified after the adoption of new IT expense allocation method




