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Executive Summary:
The mobile phone industry as a whole is a one of the fastest growing industries in the world and expanding globally rapidly as developing countries emerge. Cell phones have gone through major changes since their introduction in 1994, are constantly evolving to meet customer expectations. In January 2009 the total number of mobile phone subscriptions in the world reached over 4 billion. Worldwide, sales to end users in first quarter of 2010 totaled over 314 million units recording a 17% surge compared to the same period in 2009 from a recent Gartner report. This growth was majorly driven by double-digit growth of smart phone sales in more mature markets. According to a recent analysis, IDC has predicted that “the sales of cell phones are going to grow by an additional 11% – 12% in the coming few year(s).” 
Concerning Porter’s Five Forces, buyer power is moderate/low, supplier power is moderate/low, threat of new entrants is low, substitutes are low, and rivalry is high.
The global mobile phone industry is best defined by overall market share and price based upon product type. The industry can be further defined into three different segments: low-end, middle, and high-end. In the global mobile industry, scale and market share are everything. The ability to expand globally is crucial as emerging markets arise and new potential customers come forth. However, it is still possible to be profitable in the market without expanding rapidly against fierce competition by creating your niche.
Samsung has upheld its mission statement that responds both to its own change, and to new developments in the world. Samsung’s management philosophy represents strong determination to contribute directly to the prosperity of people all over the world.
Motorola's history is marred by marketing missteps. Motorola's plodding culture is contributed to its inability to deliver new phones to market as quickly as competitors and furthermore hindering its competitive strategy.
Return on Assets, Age of Inventory, and R&D as a % of sales were chosen for financial analysis. Samsung is above Industry averages in ROA and R&D as a % of sales showing the company’s commitment to innovation and technology as a competitive advantage for the Industry. Motorola’s Age of Inventory is above industry average reaffirming the company’s success in process methods and distribution channels.
Future strategies proposed for Samsung: 
◙ Provide latest in technology, innovation, and product design concerning smart phone segment while attempting to be first to market and potentially creating a differentiation advantage from a Cross Platform development perspective. 
◙ Compete for market share on a global level while recognizing potential of emerging markets

Future strategies proposed for Motorola: 
◙ Utilize distribution and process methods to continue success of capitalizing off of emerging markets
◙ Gain financial stability with recognition of importance of R&D spending towards budgeting and possible cuts with focus towards corporate software integration
Industry Characteristics:
	“Economics define an industry as a group of firms that supplies a market, hence why a close correspondence exists between markets and industry (Grant, Contempory Strategy Analysis, 2010).” The global mobile phone industry consists of all analog and digital handsets used for mobile telephony (Marketline, 2009). One of the major boundaries of the industry deals with geographical location. Though mobile phones are readily available across the globe, many regions and countries are without cell service rendering the device useless in that part of the world and leaving out potential buyers (Vick, 2010). Combined with technology this boundary goes further as certain parts of the world only use one standard for mobile telephony. The leading technological standard is GSM (Global System for Mobile Communications) followed by CDMA (Code Division Multiple Access) (Lovekar). Also, as mobile phones progress, so do the standards. With smart phones becoming more and more popular, the demand for data continues across networks. New standards are emerging to meet this demand such as 3G on AT&T and Verizon’s imminent LTE standard which is on track to launch by the end of 2010 (Shein, 2010).
	The mobile phone industry as a whole is a one of the fastest growing industries in the world and expanding globally rapidly as developing countries emerge. Cell phones have gone through major changes since their introduction in 1994 undertaking three major upgrading phases. The first major upgrade occurred in 2002 with the addition of the first colored screen, followed by the introduction of multimedia mobile phones during 2004-2006, and finally the birth of the smart phone in 2007 by Nokia (PRlog). The mobile phone will continue to evolve and be reinvented as customer expectations and wants are changing with today’s ever-emerging technology and constant innovation that is occurring within the industry. One of the major contributions to the mobile phone industry growing is largely because it has become a necessity in our everyday life.  Whether it is parents getting mobile phones for their teens because they want to communicate in case of an emergency, or sharing photos while on vacations, cell phones have become a staple item in all our activities. The wireless carriers have even made it easy to add users to their existing plans causing entire families to be connected and children younger and younger are starting to own these devices and overall increasing buyers and market size worldwide (Chen, 2006). 
	In January 2009 the total number of mobile phone subscriptions in the world reached over 4 billion. Out of total population on the planet, that equates to 59% owning a subscription. With taking into account owning multiple subscriptions, the world contains 3.1 billion unique owners and at the end of 2009, topped over 50% of total population. The size of the user base increased by over 19% in 2008 even with the several months of economic decline in the world causing it once again to be one of most rapid expanding industries (Ahonen, 2009). 
	The compound annual growth rate of the market volume between the years of 2004-2008 was 16.9% (Marketline, 2009). The global mobile phone sales were totaled at 1.137 billion in 2007, and 1.213 billion in 2008, up 6.7% year-to-year with over 15% of sales being smart phones (PRlog). Compared to 2008, the total number of shipments for 2009 went down about 4% (Figure 1). However a strong end in the 4th quarter of 2009 proved that the worst was behind the industry as consumers started spending again (Reardon, 2010). Worldwide, sales to end users in first quarter of 2010 totaled over 314 million units recording a 17% surge compared to the same period in 2009. Gartner has also reported global cell phone sales at 325.6 million units for the second quarter of 2010. This growth was majorly driven by double-digit growth of smart phone sales in more mature markets (heavily in the United States). This was also helped by wider product availability and mass market price tags (Tutor & Pettey, 2010). According to a recent analysis, IDC has predicted that “the sales of cell phones are going to grow by an additional 11% – 12% in the coming few year(s). (Smith, 2010)”
Figure 1:
Source:Gartner


The global mobile phone industry is not fragmented, as a few relatively large firms hold most of the market share and heavily compete in a global market.  However recent surges in production from less known companies have made some strides at the top competitors. Collectively, manufacturers across Asia made a big impact in market share in the first quarter of 2010 accounting for 19%, impacting the top five companies causing their market share to drop from 73.3 to 70.7% (Whitney, 2010). Nokia, the market’s leader, mobile sales to end users reached over 110 million units in the first quarter of this year instituting a 1.2% decline from one year ago. Nokia’s mid-tier mobile phones sold well, but the company was quoted as “lacking a high-volume driver in the high end segment (Tutor & Pettey, 2010).” “MeeGo (Nokia’s new operating system) based devices and other high-end products will not rejuvenate Nokia's premium portfolio until the end of the third quarter of 2010 at the earliest, and Nokia will continue to feel pressure on its average selling price from vendors such as HTC, RIM and Samsung,” said Carolina Milanesi, a research director with Gartner Inc.’s U.K. unit. Samsung in second place in market share sold 9 million devices in the first quarter of 2010, an increase of 26.3% from 2009.  These were healthy margins for Samsung and grew its presence in developing markets such as India and the Commonwealth of Independent States (Tutor & Pettey, 2010). RIM also saw growth in market share and sales while LG and Sony Ericson watched their results drop. In the smart phone segment of the market the strongest year-over-year sales growth occurred since 2006. Nokia still leads the way in market share at 44.3%, but that is a decrease from 48.8% one year ago (Whitney, 2010). This is majorly due the success of Apple’s iPhone and Google’s up and coming Android operating system (Figures 2 and 3).
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Figure 3:


The mobile phone industry is in a mature phase in the product lifecycle.  Nearly all potential customers are already users of the industry’s product and the industry’s growth depends entirely on its companies’ ability to attract new customers (Chen, 2006). One way of doing this is expanding into ever-developing countries and markets where a mobile phone is becoming more affordable and attractive for its countries’ citizens. Leading companies are now looking at new markets, markets where people may have not even picked up a regular telephone let alone a cell phone. “There is a massive opportunity for our business in India," said Arun Sarin, CEO of Vodafone, the world’s largest mobile telecommunications company when measured by revenue (Reardonn, 2007).
 For sustaining markets of the industry, companies have two major distinct factors that yield the potential to attract more potential buyers during the mature lifecycle of the industry: service and innovative phone style. By making mobile phones more affordable, attraction will increase among possible consumers and competition between cell phone service providers will increase to lower their fees. As stated earlier, mobile phones are constantly evolving to adapt to our lifestyles and needs. Technology and innovation are advancing every year causing the industry to become more and more competitive. Companies that continue to design, make those crucial evolutionary upgrades, and hit the market first will be able to sustain a competitive advantage over their competitors. The new designs and improvements in the physical appearance of the device and add-on features are what continue to attract consumers the most and to buy the mobile phone at a higher rate (Chen, 2006).
	Various external influences affect performance in the industry and carry weight and sway in impending consumers’ minds when purchasing cell phones. One of the major issues is dealing with health and safety and the risk of using the device. In recent studies concern has been raised about cell phones leading to possible cancer risk. This is due to several reasons; one being that cell phones emit radiofrequency energy which is a form of radiation that has been understudied for its effects on the human body (National Cancer Institute, 2010). Another external influence is federal government agencies such as the Federal Communications Commission (FCC) in the United States. The FCC regulates all interstate and international communications by radio, television, air, wire, satellite, and cable (Federal Communications Commission, 2010).




Porter’s Five Forces Analysis:
Figure 4:
Potential Entrants:
-  Industry is highly concentrated
- 5 firms take up 76% of market
- Start up costs are high
- Threat of new entrant is low

Supplier Power:
- Rise of open source software
- Many hardware manufacturers
- No threat of forward or backward integration
- Supplier power is moderate/low

Buyer Power:
- 2 Categories (Carriers and 3rd party retailers)
- Buyer has superior knowledge
- Early termination fees
- Buyer Power is moderate/low



Rivalry:

- Market dominated by top 3
- Niche markets
- Ever-changing market
- Rivalry is moderate/high







Substitutes:

- Seen as a complementary product
- Brings all technologies into one device, unlike nothing else
- High research and development to continually evolve as a product
- Threat of substitutes is weak










	The overall threat of new entrants in global mobile phone industry as a whole is low. The Capital requirements for a startup company are high as a large sum of money must be heavily invested to be able to attain economies of scale that leading companies thrive on dominating over 76% of the market (Chen, 2006). Much capital needs to be invested into research and development, technology, and production facilities which in turn would be costly (Marketline, 2009) 
The easiest way for a company to enter the market would be if the company was involved in similar operations and diversify into mobile production. This would reduce the impact of spreading the company’s assets too thin and keeping its structure stable. Also, most raw materials used in production are the same (Marketline, 2009). This strategy has best been demonstrated by Apple in 2007 with addition of the iPhone into the marketplace, targeting the smart phone segment.
Economies of scale play an important role in the top performing companies in the industry. Market leader Nokia is able to leverage its economies of scale to pull in a greater share of industry profits. However, even Nokia has seen its market share and profits decrease as customer’s expectations are constantly changing in the industry. This is largely due for the want of more sophisticated smart phone models from smaller competitors in the market as that segment continues to increase rapidly (SILVER, 2009). Potential strategic alliances with producers allows major cell phone providers to share in these economies of scale, lowering costs for both companies while minimizing even more the threat of new entrants (Marketline, 2009).
One major absolute cost advantage in the industry is a patent. Patents are abundant in the mobile phone industry.  All top competitors hold various patents, and continue to invest in intellectual property to stay competitive. Apple’s iPhone is a recent and a prime example of cost advantages through patent holding with recent lawsuits against HTC for infringing on 20 different Apple patents related to the iPhone’s user interface, underlying architecture and hardware. “We think competition is healthy, but competitors should create their own original technology, not steal ours,” said Steve Jobs CEO of Apple (Dowling, 2010). This is nothing new to the industry as in 2008 RIM and Motorola had similar disputes over patents. Patents add to the high barrier of entry for the industry, are the core technology around mobile phones, and make the industry appear attractive (Foxtrot, 2009).
Hardware differentiation has played a decreasing role in the value of mobile phones and towards the development trends of smart phones. The major emphasis has recently been put on differentiation in operating systems, applications, and content services. Major manufacturers have shifted their focus from hardware to software. HP’s recent acquisition of Palm’s mobile operating system, Web OS, was in fact that reason and to jump-start their entry into the mobile device markets. Application stores have also become popular with Apple’s ‘App Store’ leading the way. The application store business strategy is to compete for developers by making them money off your popularity and high user base and to obtain competitive advantages in content and services (My News Desk, 2010). Manufacturers have the ability to use their own proprietary software packages and software platforms also adding to the high barrier of entry (Foxtrot, 2009). 
Industry distribution access is not a deterrent to the mobile phone industry. The channels of distribution include primarily shipping straight from the manufacturer to the mobile phone network provider (AT&T, Verizon), as well with some specific retail outlets (Best Buy, Radio Shack) (Foxtrot, 2009). In Europe, network providers compete for spectrum licenses which are auctioned off as a government regulation. This allows government to control the entry into the industry and government deregulation would cause a serious threat to existing network providers, but this problem does not seem to be in the immediate future (Byles, 2006).
Chipsets for mobile phones are developed and processed by multiple companies which normally do not exclusively manufacture for a given cell phone manufacturer until recently. Apple in the past year has started making in-house processors for its mobile devices. Trademarked as the ‘A4,’ Apple’s processor boasts a 1GHZ speed, over 10 hours of battery life, and has been featured in latest iPhone 4 (Miller, 2010). Motorola has also in the past contained exclusivity in its chipsets, but has recently pursued other ventures. The software operating system from Google does not pose a significant retaliation as it fully open source and is welcomed by the industry with major early adapters being HTC and Motorola (Foxtrot, 2009).
Buyers in the global mobile phone industry fall into two different categories: mobile carriers and third-party distributors. AT&T and Verizon Wireless are neck in neck in the US market with first quarter of 2010 results yielding AT&T 87 million wireless customers and Verizon Wireless in the lead with 92.8 million. Both companies have struggled to meet demand for data and smart phone users as FCC’s net neutrality rules limit what service providers can do to manage data traffic throughout their clogged networks (USA News Week, 2010). Sprint and T-Mobile round out the third and fourth spots in the US market. Major retailers include Best Buy, Radio Shack, and Wal-Mart which recently started selling Apple’s iPhone in hopes of increasing sales. Retailers represent a much smaller portion of the industry’s distribution. The U.S. buyers are more concentrated than that of the rest of the world and therefore hold the power as most mobile phones are readily available and most cases launch first in the United States (Foxtrot, 2009).
 Buyer switching costs continue to remain relatively low when moving between different manufacturers. The one exception to this is Apple’s iPhone which is only exclusively available on AT&T’s network. Meeting technical requirements can often be difficult for such an exclusive contract but in most cases worth it because products of that statue are few and far between. In most cases phones only experience medium or low levels of popularity (Foxtrot, 2009). The industry does have control over its consumers switching, suggests that buyers/consumers have little bargaining power in this end. The 2005 Florida PIRG Education Fund report revealed how early termination fees hurt customers. The report cited that over 4.6 billion dollars had been paid in the last year in penalties alone, causing the industry to look unattractive (Chen, 2006).
In such a mature industry, buyers of mobile phones understand all it takes to make a successful device. All the prices of vital components (processors, software, and camera lenses) can easily be obtained within the industry. Benchmarking is possible to compare similar phones and to provide what it takes for a phone to be deemed potentially successful. Buyers contain the power in the industry in regards towards knowledge. All associated costs that occur during the manufacturing process can be determined (Foxtrot, 2009). 
From a network provider standpoint, backward integration does not seem to be a popular option for the top companies. However from a manufacturing standpoint, Apple once again is an example with recent acquisitions of companies involved in processor development (Miller, 2010). 
From a network provider standpoint, the goal for profit results in monthly contract fees that consumers are normally ‘locked’ into for 2 years ranging anywhere from $49.99-$129.99 per month. Very little profit is actually made from the initial purchase of the mobile phone. If a popular phone is scheduled to be released, buyers will normally pay the increased cost from the manufacturer as it will increase their user base and provide that crucial monthly payment. Thus buyers do not hold the power in the industry (Foxtrot, 2009).
Suppliers in the mobile phone industry are defined as those providing technology, equipment and parts for the mobile telephone manufacturers including highly specialized software and electronic components (Marketline, 2009). In the past, suppliers had little to choose from as far as software options for their mobile phones. Basically all that existed was Nokia’s Symbian and Microsoft’s Windows Mobile or a company could create its own proprietary software. Now with the rise of open source software and in particular, Google’s Android creates more options for suppliers. A recent new report has shown that Android is consistently growing its U.S. smart phone market share, whilst its rivals have not fared as well. Android is now at 19.6%, closely following Apple for the 2nd spot while posting a 6.6% market share increase in the third quarter of 2010 (ITProPortal, 2010). Hardware, unlike software, provides many options for suppliers including, Broadcom, Qualcomm, Texas Instruments, Infineon, and Ericsson.  Companies have been looking at every opportunity to save cash as Samsung has recently switched to Infineon chips which are saving the company over 20% from previously using Qualcomm's (Ju-min, 2008). Because chipset suppliers are fragmented, the buyers (manufacturers of cell phones) have the power (Foxtrot, 2009).



Separate technologies exist providing all functions and benefits of a mobile phone but never all seen in one device such as a smart phone. Fixed lines can be seen as a substitute to cell phones but how lifestyles have changed in the 21st century in such a “Go-Go-Go” themed world, landlines are becoming a thing of the past and are seen as a very low threat. Laptops are able to provide many of the same features of a mobile phone but several lack in portability and actually can be seen as a complementary item. This is due to software synchronizations that are possible between devices and tethering options that are now provided with some phones which consists of sharing your phones internet connection with your laptop. Overall the threat of substitutes is deemed weak (Marketline, 2009). 
The global mobile phone industry is concentrated with a few companies dominating the market share thus making rivalry high. The industry has five major competitors that contain over 76% market share, with Nokia leading the way at 36.2% (Reardonn, 2007). While all companies have decided to focus on low-end and medium-end mobile phones, there is one strategy that is evident across all firms for financial success when preparing for the future and when trying to sustain a competitive advantage: the development and constant improvement of the smart phone (Foxtrot, 2009). Apple, which targets only this segment, doubled its worldwide market share to 14.4% in 2009. The iPhone still trails behind Nokia’s Symbian-powered smart phones with a small decline in market share in 2009 down to 46.9 (Schonfeld, 2010). Samsung, the world’s second largest mobile phone maker which like Nokia, competes in multiple segments in the market. Samsung though aims to double its smart phone market share by the end of 2010. This is helped by the introduction of its Galaxy S model which is wide spread across all major U.S. carriers, unlike Apple’s iPhone which exclusively locked to AT&T (Kang, 2010). Low-end and medium end phones still hold the majority of the global market share but in the upcoming years will become less popular as the smart phone segment demand increases.
Exit barriers are somewhat high based on the high costs that are involved with attempting to exit out of this industry.  This in turn increases rivalry (Foxtrot, 2009). Specialized assets such as early mentioned spectrum licensees for network providers maintain a high resale value, though from a manufacturing standpoint high exit costs exist and a merger has never occurred in the United States (Byles, 2006). 
Strategic Group Analysis:
Figure 5:


	Strategic group analysis segments an industry on the basis of strategies of the members. A strategic group can be defined as the group of firms in an industry following the same or a similar strategy along the same strategic dimensions (Grant, 2010).  The global mobile phone industry is best defined by overall market share and price based upon product type. The industry can be further defined into three different segments: low-end, middle, and high-end. A low-end phone is cheap in price, normally offered free with a 2 year activation contract, with various network providers, and only contains the basic capabilities of mobile phone technology. A mid-line phone is a set above the low-end. It is normally priced at around the $100 mark with a 2 year contract, and contains some multimedia capabilities (AT&T, 2010). The final segment, high-end is the fastest growing strategic group as demand for smart phones continues to rise. The smart phone market grew by 64% annually worldwide in the 2nd quarter of 2010 on a year-to-year basis reported Canalys, an independent technology focused analyst house. Initial shipments of Apple’s new iPhone 4 were predictably strong but the biggest growth has been seen in Google’s Android posting an astonishing 886% growth from one year ago (Alto, 2010). Apple dominates the smart phone market share, but when competing globally, contains only 1.5% market share proving that though the high-end strategic group is growing rapidly, most of the world still does not have smart phones. In the upcoming years this trend will continue with low-end and mid-line phones lose market share to high-end/smart phones (trends shown in figure 5) (Smith, 2010). 
	The scale and scope of the industry heavily affected the performance of major competing companies. In the global mobile industry, scale and market share are everything. The ability to expand globally is crucial as emerging markets arise and new potential customers come forth. This once again is the case currently occurring in India as leading competitors race to the market where 70% of the population still lives in villages or rural conditions (Reardonn, 2007). It is however possible to still be profitable in the market without expanding rapidly against fierce competition. This selectively can be done by targeting your niche and frequently occurring in the high-end strategic group. HTC, an example of this strategy, recently shifted its focus taking advantage of Google’s open source operating system (Android) and has seen its profits nearly double and is now ranked third in the smart phone market (Mick, 2010).
Missions, Culture, Organizational Structure:

The mission statement is the basic statement of organizational purpose, it addresses why a company exists while the vision statement addresses ‘where they want to be.’ A mission statement is a company's verbalization to its customers, employees and the entire world of the purpose of its existence. Obviously, businesses exist to make money, maximize profits and shareholder value, but the mission statement is more about the front line than the bottom line. An ideal mission statement should be inspiring to employees. The statement brings a certain focus to the staff as the purpose of their work allowing them the see the value of their contribution (Khatib). A mission statement helps remind people of the purpose of their company, keeping them on path for the future, and setting the standard of what needs to be accomplished. It yields the ability to direct you back to the proper course if you stray from it.
Samsung Mission:
Since his initial founding in 1938 by Byung-Chull Lee as trade export company, Samsung has upheld its mission statement that responds both to its own change, and to new developments in the world (Samsung History). The mission statement of Samsung reads as follows: "Economic contribution to the nation, Priority to human resources, Pursuit of rationalism.” Each slogan represents different significant moments throughout Samsung’s history and reflecting different stages of the company’s growth. Samsung has transformed from a domestic industrial leader into a global consumer electronics powerhouse. In the early 1990’s the mission statement was altered to keep pace with global operations, rapid changes in the world economy, and escalating competition from well-established rivals. Samsung’s management philosophy represents strong determination to contribute directly to the prosperity of people all over the world. The talent, creativity and dedication of its employees are key success factors to its efforts and the strides that have been made in technology. Samsung’s employees are quoted as being able to “offer endless possibilities to achieve higher standards of living everywhere” and it is Samsung’s belief that the success of its contributions to society and to the mutual prosperity of people across national boundaries truly depends on how they manage their company. It is their goal to create the future with their customers (Samsung). Samsungs dedication to its mission and purpose is a major contribution to Samsung being one of the world's leading companies.
Samsung’s mission is what helps define and later achieve its current company goals:
· Launching reseller channels and acquiring vendor partnerships
· Pursuing innovation at all times throughout all the six main areas of Samsung’s business operations
· Aspires to be one of the top three companies in terms of new patent holdings
· To achieve 61 billion US dollars in sales with 24 domestic Fabrication Plants (FABs) by at least 2012
· Providing environmentally-friendlier semiconductors for its customers while promoting coordination with raw material providers (understanding that raw materials determine the level of eco-friendliness of finished semiconductors)
			       	  	                (Bosch, 2010), (Samsung Green Memory)
The context for strategic fit, indicating how well the firm's mission and strategies fit its internal capabilities and its external environment, is created for Samsung through its mission (Grant, Contempory Strategy Analysis, 2010). “The pursuit of rationalism”, in their mission statement will help keep Samsung on track for their future ventures, eliminating the potential of stretching themselves too thin or avoiding promising opportunities for growth, profit, and/or gaining a completive advantage in the market. “Economic contribution to the nation” can primarily be attributed to the nationalistic culture of Asian countries.  From a culture standpoint, the Asian population identifies with its dominant national culture and has a sense of history and tradition that dates back over one thousand years.  This reaffirms Samsung’s commitment to its nation, willingness to contribute, and pride (Countries and Their Cultures, 2000). “Priority to human resources” can be predominantly linked to Samsung’s pride of its employees’ expertise and Samsung’s devotion of giving people a wealth of opportunities to reach their full potential. All three aspects of Samsung’s mission statement contribute to their strategy of supplying the newest product, built on the latest technology and innovation, heavily relying on its employees’ capabilities, while contributing its part to a world economy. This results in a superior competitive position in the market. 
Motorola Mission:
	Motorola's history is marred by marketing missteps. When the industry shifted from analog phones to digital in the mid-1990s, executives and engineers at Motorola completely underestimated the significance of this huge shift, causing them to stumble into introducing digital phones, and thus losing their lead in the market to a Finnish upstart called Nokia. Every CEO who has run the company since Gary Tooker took over in 1993 has attempted to infuse the company with more and more of personal entrepreneurial DNA causing the mission of Motorola to be somewhat lost in the chaos (Crockett & Kharif). Motorola’s mission reads as follows: "We are a global communications leader powered by a passion to invent and an unceasing commitment to advance the way the world connects. Our communication solutions allow people, businesses and governments to be more connected and more mobile. (Motorola).” From its context, the mission puts forth Motorola’s enthusiasm and passion towards innovation and as well as its commitment to enterprise and business markets. This really correlates with the company’s recent decision to break the company into two departments: consumer side, dealing with cell phones and smart phone and an enterprise side, selling various kinds of equipment. 
Motorola’s mission and commitments is what helps identify and try to accomplish its current company goals:
· Motorola Mobility will separate from Motorola Solutions 
· Deliver profitability for the upcoming years as it continues to diversify its product portfolio to combat the threat of a potential Verizon iPhone.
· Introduce new “competitive dynamic” at Verizon Wireless in Q1 2011, Motorola’s premier carrier partner in the U.S.
· Motorola Mobility participation in the tablet space
· Focus on software differentiation with its tablets, targeting the enterprise, international and retail market places
· Continue to focus on top-tier and mid-tier devices, mid-tier devices have sold in greater volume internationally, while top-tier phones are successful in the U.S.
        (Billy, 2010)
	The context of strategic fit is somewhat created for Motorola through its mission statement. It highlights the importance of technology and innovation in the marketplace as customer’s expectations are continually evolving and increasing. It correlates with Motorola’s strategy of being first to market before its competitors.  It also addresses the enterprise and business sector of Motorola’s focus and products and defines clearly a niche market that Motorola is targeting. However it neglects the importance of globalization and capitalizing of emerging markets around the world which are key success factors of the industry. Being first to market is a competitive strategy for Motorola and yields a high level of importance towards their success.
Samsung Culture and Values:
	Samsung follows a simple business philosophy: “to devote its talent and technology to creating superior products and services that contribute to a better global society (The Samsung Philosophy).” This philosophy is brought to life by Samsung’s talented employees from utilizing the resources they are given efficiently and effectively. The result is their extensive list of products that add to a better, more connected, global society. Samsung has a list of five values driven from this philosophy: People, Excellence, Change, Integrity, and C0-prosperity.  For people, it once again comes down to Samsung’s self-confidence that it puts in its employee base with creating and supplying its products. For excellence, Samsung has committed itself to developing the best products and services on the market. This links with its strategy of being first to market with the latest product relying on state of the art technology and the newest product innovation. This value also connects back to its mission statement and its segment of “Pursuit of rationalism” as rationalism leads to excellence. Change is what helps Samsung remain competitive in such a fast-paced industry and world economy and its critical to a company’s sustainable survival. Anticipating market needs and demands will help Samsung toward long-term success.  Integrity also links back to the mission statement with Samsung’s “Priority to human resources.” Operating in an ethical way is the foundation for any business. Co-prosperity is also what allows Samsung to be successful in the marketplace as quoted from Samsung, “success cannot be achieved unless it creates prosperity and opportunity for others (The Samsung Philosophy).”

Motorola Culture and Values:

The pace of product cycles has been increasing during the last few years in the industry to keep up with customer expectations; Motorola's plodding culture is contributed to its inability to deliver new phones to market as quickly as competitors, furthermore hindering its competitive strategy. Motorola has been sluggish and stuck in its bureaucratic ways. The company has been quoted as “A company that has long let engineers drive product development to think more like marketers, in tune with consumer tastes.” For Motorola’s recovery and potential future success it has to be fully cleansed of this mentality and organizational behavior. This has been a challenge that has proved impossible and overwhelming for several top Motorola executives. Jha, the newest Co-CEO and an engineer by training, sounds hesitant to overhaul the company's deep-rooted engineering culture believing it to be a tremendous asset to Motorola. He told BusinessWeek in an interview, "I think the challenge is to make that culture stay in tune with the marketplace. When it's a problem is when it gets disconnected with the marketplace. And my job is to keep it connected. (Crockett & Kharif)." 
From a values standpoint, Motorola has a much more green initiative than that of Samsung and the rest of the industry at large.  It has recently set some long-term objectives that reflect Motorola’s ideals, culture, values, and provide a vision on how they intend to contribute to this sustainable development and effort:
· Product stewardship: Design all products for the environment and for safety
· Zero waste: Reuse or recycle all waste materials
· Lowering emissions: Eliminate from manufacturing sites all emissions that adversely impact the environment
· Zero occupational injuries and illnesses: Create a workplace free of occupational injuries and illnesses
· Green energy: Use energy in highly efficient ways, and increase use of renewable energy
								(Motorola, Corporate Resonsibility)

Motorola is already responding to these ‘green’ market shifts. Motorola is beginning to play an important role in reducing the carbon emissions of customers, primarily by helping to improve their efficiency. Motorola technological markets are demanding ever-greener products, which is met with its strategy of ensuring that its newest devices consume less energy than earlier models, innovate in the use of environmentally preferred materials and can be easily recycled. The company has even gone as far as creating ‘take-back programs’ for reuse and recycling. While helping its customers reduce their environmental footprints, Motorola continues to reduce its own environmental impact.  As stated in their vision, they have set targets to reduce emissions from operations and conserve natural resources (Motorola, Corporate Resonsibility). Motorola’s values towards environment sustainability support the behaviors of the organization. With goals set, it helps Motorola better position itself for the future and in the long term. This decision making gives a unified sense of what the company stands for.

Samsung Organizational Structure:

[image: ]
“We are boosting our business capabilities, reaping the benefits of reorganization and optimizing smart growth opportunities.” – Geesung Choi, President and CEO

Organizational structure can be considered as the arrangement of organizational parts that exist to provide organizational effectiveness. Its complexity, formalization, and centralization characterize an organization's structure (Erickson, 2005). The organizational structure of a firm should always support its strategy. Coordination needs to occur vertically while cooperation needs to occur horizontally to execute the company’s strategies. As the organization becomes more complex, task coordination must be broken down in order to stop conflicting goals, as well as different values and cultures (Heuer, 2010). Samsung’s organizational structure is neither traditional nor functional. Samsung has one CEO and President and is then broken down into several divisions: visual display, IT solutions, digital appliances, mobile communications, telecommunication systems, digital imaging, semiconductor, LCD, and division broken down by geographically locations (North American, Europe, China, Southeast Asia, Southwest Asia, CIS, Middle East, Africa, Latin America, and Korea). Divisions are broken down into product, market, and geographical location, thus displaying Samsung’s divisional organizational structure. For product, divisions are organized for the wide range of products that Samsung offers, from LCD monitors to semi conductors. This structure allows for flexibility and quick response to environmental changes. This is crucial for profitability as the industry competes on such a global level with intense rivalry for rapid expansion into emerging marketing and as well as fierce competition in existing marketplaces. It also enhances the innovation and differentiation strategies that Samsung uses for its success and competitive advantages (Irani).  This divisional structure supports a robust, individual focus for each one of Samsung’s businesses while providing ready access to its wider resources, expertise and economies of scale (Divisional structure and strategy).

Motorola Organizational Structure:
[image: ]




 
“Being first to market is vital to Motorola’s prosperity and future; I will have 4G devices in the marketplace early next year.” – Co-CEO Dr. Sanjay K. Jha

Motorola’s organizational structure is traditional and functional. Efficiency is one of Motorola’s primary concerns when selecting this organizational structure with a few selected managers at the top and most at the bottom.  This allows the employees within Motorola’s functional structure to be differentiated to perform a specialized set of tasks. For instance, the marketing department would be staffed only with marketers responsible for the marketing of the company's products. This specialization leads to operational efficiencies where employees become specialists within their own realm of expertise and leading to economies of learning (Galbraith). One distinct advantage to this structure is that lines of command are clear, allowing knowledge to develop across the group. However many disadvantages exist in this structure that hinder Motorola’s strategy of ‘being first to market.’ The company competes on such a global level and the lack of divisional aspects in the structure causes poor communication across groups and slow response to changes in the environment, which in turn affects the company’s ability to leverage its resources and capabilities to maximize its competitive advantage. However, the structure has been ever-changing over the past couple of years due to loss in profits and internal issues. A new co-CEO has been signed in hopes of sustainability and profit gains. Shares actually jumped 11% on Wall Street when the news was publically released to the media because the new CEO brings strong experience in wireless technology and mobile phone business. Jha's high level of experience in innovation could prove to be most helpful for Motorola as the industry is completely reliant on technology. His first priorities are to attract the best and brightest from around the industry and world to lead execution in areas where he doesn't have deep experience. Motorola has recently lost several top executives, especially some talented marketing and product sales executives to the likes of Apple, Blackberry, and Google, in an employee snipping battle that is continuously occurring in the industry (Crockett & Kharif). 
Financial Analysis:
Return on Assets:
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Return on Assets is an indicator of how profitable a company is relative to its total assets. ROA gives an idea as to how efficient management is at using its assets to generate earnings. Calculated by dividing a company's annual earnings by its total assets, ROA is displayed as a percentage and is sometimes referred to as "return on investment". ROA tells you what earnings were generated from invested capital (assets) and for publicly traded companies such as Motorola and Samsung can vary substantially and will be highly dependent on the industry. The assets of the company are comprised of both debt and equity. Both of these types of financing are used to fund the operations of the company. The ROA shows how effectively the company is converting its money it has to invest into net income which is crucial with Research and Development for the Global Mobile Phone Industry. The higher the ROA number is the better as it displays a company is earning more money on less investment. From a managerial standpoint, management's most significant job is to make intelligent choices in allocating its resources. Simply anybody can make a profit by throwing a ton of money at a problem, but very few managers excel at making large profits with little investment (Return On Assets - ROA).
For Samsung, its ROA is 8%, above the industry average and much higher than that of Motorola. This is big strength for Samsung as it seeing high profits from its expenditures and investments.  This ratio is crucial as how fast the global mobile phone industry moves and the massive impact technology persistently has.  This ratio displays Samsung as well positioned for the future, unlike its counterpart Motorola. Motorola is actually in the negative with a ROA of -0.1, well below the industry average. This is detrimental for Motorola as it is not seeing returns on its investment and further crushing its strategy of being first to market. This is a major weakness for the company and presents future challenges as the company is constantly facing financial burdens.  
Age of Inventory:
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The Age of Inventory shows the number of days that inventory is held prior to being sold. Age of inventory can help purchasing agents make buying decisions and help managers make pricing decisions for example discounting existing inventory to move product and increase cash flow. Age of inventory is critical in this industry as it experiences rapid sales and product cycles driven by technologically advances. If a firm is not capable of moving inventory, it will take an inventory write-off charge, meaning that the products were not equivalent to their stated value on a firm’s balance sheet (Investopedia).  The higher a firm’s average age of inventory, the greater its exposure to obsolescence risk and an increasing age of inventory ratio indicates a risk in the company's inability to sell its products and is not properly managing its inventory. Individual inventory items should also be examined for obsolete or overstocked items. A decreasing age of inventory may represent under-investment in inventory (Age of Inventory Ratio). This ratio is essential for the industry as the industry competes on such a global scale and shows how effectively the company manages what may be its most valuable asset, its inventory. Inventory sitting is simply a loss on investment. 
This shows a competitive advantage for Motorola as its Age of Inventory is 22.53 days compared to that of Samsung’s, as its age of inventory is worse, 26.55 days. This is a strength for Motorola as this displays that Motorola’s distribution chain is stronger than of Samsung’s on a global scale. Motorola’s ratio is low due to it’s extremely efficiently production line with full smart phone dedication to rapidly meet customer demands. A large resource, is than applied to Motorola’s capability of being first to enter new emerging markets such as Brazil and India. This is a weakness for Samsung in the industry due to the massive audience for the product could potential hurt their future efforts of entering emerging markets.
This also links back to ROA because a better age of inventory ratio will increase your return on assets. It will also cut down on depreciation and inventory holding costs thus also increasing ROA further while also increases profit and providing a cost advantage.
Research and Development as a % of Sales:
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R&D as a % of Sales can be calculated as R&D expense divided by sales and is used to compare the effectiveness and efficiency of R&D expenditures between companies in the same industry. This ratio is also crucial for the Global Mobile Phone Industry because the industry is so reliant on the newest innovation and products that must meet customer’s future expectations. This ratio displays how well a company is using its research and development costs towards its total sales. R&D is vital to success in the Global Mobile Phone Industry. Even in 2008 during the economic downturn, R&D expenditure rose 5.7 percent in the U.S. to $532 billion with leading companies in the industry recognizing the importance of focusing on R&D in order to better position themselves for the future and also in an attempt to gain an advantage over competitors in the market (Garvey, 2009). Motorola has also realized this importance and has also increased its R&D spending even though currently faced with financial trouble. Overall, Motorola's R&D spending has increased from about 29.7 percent of gross profits in 2006 to around 45.2 percent by the end of 2009, as its profit margins shrank faster than the actual R&D spending.  Motorola's revenues and market share both declined in recent years, forcing the handset maker to undertake several cost-cutting measures to fund this endeavor. In addition to laying off over 8,000 people in 2008 and 2009 alone, Motorola also cut salaries of top management and froze pension plans as competition is fierce, especially in the smart phone segment of the market (Wireless Industry News, 2010).
Samsung has a higher R&D as a % of Sales than Motorola showing that they are better utilizing their expertise and assets though both ratios are above that of the industry average. This is a competitive advantage and strength for Samsung however it does creates a cost disadvantage for the company as the company is spending nearly 6 times as much as Motorola. However it does create some drivers of cost advantages because the company is producing as such a high rate. The drivers are economies of scale and product design. Economies of scale gives big companies like Samsung access to a larger market by allowing them to operate with greater geographical reach and as well as lowers the average cost per unit through increased production. Product design also offers similar economic benefits and still drives down the cost per unit.
R&D as a % of Sales also has the ability to generate a higher return on assets ratio. R&D is such a vital part of driving sales in the industry. The consumer wants the latest and greatest product which correlates with Samsung’s strategy of supplying the latest and greatest product with the newest innovation and attempting to be first to market. This strategy also supports Samsung’s resources. A lot of Samsung’s internal components of its handsets are made and designed in house. For Samsung’s creation of an AMOLED (Active Matrix Organic light emitting diode) screen for its smart phone line: each pixel is activated directly,  three times faster than the speed of conventional motion picture film  and making these displays ideal for fluid, full-motion video. They are also best in the industry dealing with direct sunlight and glare issues. (Strasser). 
Cost Advantages:
	Recently both Samsung and Motorola have been competing vigorously in the smart phone segment of the industry as customer purchasing trends have shifted towards that segment yielding the potential for profit. The segment as a whole has experience double digit growth over the last few years and smart phone popularity and sales has greatly increased in the United States and Europe. Both companies have been using the strategy for this segment of trying to provide the latest consumer product equipped with the newest innovation and features and racing to be first to the market. Both firms have relied on third party platforms such as Android and Windows Phone 7 for software and have been competing for differentiation advantage, as selling for a premium price and marketing the product as unique. This causes a necessary emphasis on branding advertising, design, service, quality, and technology. This all together though, cause a cost disadvantage for both firms. This strategy that both firms have selected has a massive impact on research and development spending. However this strategy has also created some drivers of cost advantage.
One driver that both firms enjoy is economies of scale. Internal economies of scale are economies made within a company as a result of mass production.  So as both companies produce more and more products and services to consumers, the average cost begins to fall. The external economies are made outside of the company as a result of the company’s location. From their corporate headquarters, concentration and focus can be put on the following to keep track of the company’s progress towards franchises that operate to sell products and services to consumers (Chen, 2006). This overall has a moderate effect on performance, the ability to mass produce is crucial to also meeting customer demands for the newest products. Though, a high production rate combined with limited channels of distribution could greatly affect performance and raise the Age of Inventory ratio displaying an inability to sell your products and a loss on investment.
	One driver of cost advantage specific for Samsung is economies of learning. Economies of learning play an important role in such technology reliant industries and lead to increased individual skills and also improved organizational routines thus rising performance levels (Grant, Contempory Strategy Analysis, 2010). This can be viewed as an intangible asset for Samsung and once again correlates with the amount of emphasis they put on the expertise of their employees in their values the culture of the company. This could potentially lead to a faster production process thus decreasing their Age of Inventory ratio, while increasing their R&D as % of Sales for better positioning for the future.

	One driver specific to Motorola is their production techniques that include process innovation and constant re-engineering with increases in technology. Motorola recently introduced new manufacturing software solution called Manufacturing Pulse. Manufacturing Pulse was developed to maximize enterprise profitability through productivity improvement, scrap reduction and quality control of manufacturing processes. Manufacturing Pulse eliminates the error in data collection by removing human intervention and offers the distinct advantage of bringing process monitoring to the level of the factory equipment (Business Wire ). Motorola’s production procedures increase inventory accuracy thus leading to their above the industry average Age of Inventory ratio. 
Future Positioning:
The mobile phone industry as a whole is still one of the fastest growing industries in the world and has been predicted to grow by an additional 11% – 12% in the coming few years proving the industry is not going anyway, only evolving. Samsung is well positioned from a financial stand point for the next years, much better than that of Motorola helping support its competitive advantage. Samsung has a strong ROA of 8%, much higher than that of the industry average. Its R&D as a % of Sales, arguably the most crucial ratio in the industry combined with growing importance on investing in the best technologies for a successful future, is also above the industry average. Samsung has greatly capitalized off third party software, driving down costs and as well has created product differentiation with the recent release of its Galaxy Tablet, an Apple iPad competitor (Johnson, 2010). The company and industry as a whole competes on a massive global level and Samsung is well positioned to capitalize of those crucial emerging markets. The area though that needs to be addressed concerning Porter’s Five Force is rivalry in the industry. This is predominately caused by the market being dominated by the big three: Nokia, Samsung, and Motorola. Rivalry is further increased as these companies are competing for these niche markets, mainly dealing with emerging markets in the world and the smart phone segment. The market like said before is ever-changing as customer expectations change with new increases in technology and innovation.
Though Motorola and its CEO are “confident of the future,” Motorola does not share the financial success compared to that of Samsung at this time with financial future still looking a little shaky. Its ROA is much below that of the industry average and its R&D as a % is below its competitors.  Motorola does however put forth a strong Age of Inventory ratio. This shows that Motorola can also capitalize off the emerging market strategy and do arguably better than that of its competitors. Motorola also shares the threat of a high rivalry level in the industry as competition continues to be fierce. With its recent organizational structure changes, dividing the firms into two main divisions, hopefully Motorola can effectively produce better products all around and as a result contribute to the overall wealth of the company as it is under such financial stress (Sood, 2010).


Competitive Advantage:
Key Resources and Capabilities:
The biggest and most influential resources for Samsung are the expertise of its employees and the determination of its management. As stated before, Samsung takes massive pride in its employees and their contributions to the company. Samsung’s talented employees utilize the resources and assets they are given efficiently and effectively leading to such positive ROA and R&D as a % Sales ratio for the company. The result is their extensive list of innovative and state of the art products. Samsung has even established an educational system for the entire company that touches on all aspects of the environment, products, and facilities further pushes the cost driver, economies of learning. Fields of study include but are not limited to:  environmental awareness, legal education, and job-specific education. This in turn cultivates a common ground and instills a Green Management mindset in all of Samsung employees (Samsung Employee education). The determination of its management is also allows Samsung to excel in the industry. Creativity, collaboration, and excellence are the hallmarks of leadership and management at Samsung. It is management’s constant goal to attract the world’s most talented, and continuously evolve the company’s culture to support them. It is management’s belief that this will bring innovative ideas that advance technology and the company’s strategy of creating the newest products that improve every day the life of Samsung customers.
Motorola’s greatest resources are: its channel distribution and its production process. Motorola’s production procedures contain the highest inventory accuracy in the industry. This leads to their above the industry average Age of Inventory ratio combined with their effective channel distribution. Motorola’s distribution contains high levels of automation providing real-time remote monitoring and control of its infrastructure and facilities. By combining multiple technologies, the system meets reliability indices, reduces and prevents outages and accelerates response to problems delivering a better service to the customer. The main distribution center is located in Texas. Motorola receives its supplies from both foreign and domestic assembly plants. The main distribution center then distributes supplies (phones) to its many hubs based on order size. (Motorola distribution and how it works , 2010). 
	Samsung’s most influential capability is its in-house innovation and product design. Combined with its resource of its talented employees, Samsung develops the majority of the internal components of its mobile phones giving the chance for patents and proprietary aspects of its products further increasing differentiation advantage against its competitors. This is what helps create Samsung’s above industry average R&D as a % of Sales ratio. As a result of its commitment to innovation and unique design, Samsung is one of the most decorated brands in the global mobile phone industry with recent strides in the smart phone segment with AMOLED screens as discussed earlier. (SAMSUNG’S Innovation Further Demonstrates Its Commitment To The Environment, 2009). This capability matched with Samsung’s resources of effective management and brilliant employees go hand in hand and support the development of Samsung’s strategies of offering the newest product with technological advances and achieving product differentiation through in-house creation and unique innovation.
 Motorola’s predominate capability is its success of capitalizing off of emerging marketing across the globe. This is achieved through its superior distribution methods and production processes and in turn lowers its Age of Inventory ratio. In virtually every emerging market around the world, there exists a tremendous demand for the wide range of communication devices that Motorola can deliver. Potential customers are eager for instant access to voice and data services, social and professional connectivity, and anywhere and everywhere access to the information that fuels their lives (Emerging Market Penetration, 2009). Though, this high demand in emerging markets leads to high expectations among awaiting customers.
Core Competences:

Value Chain:
[image: ]

Key Success Factors/Competitive Advantage/Future Strategies:
The key success factors of the industry are: technology, marketing, skill, and distribution. Both firms utilize all four categories, but distribute different weight to each factor to achieve their strategic fit. Samsung heavily relies on technology and innovation as it such an important aspect to achieve success in the industry especially concerning smart phones. This strategy is put forth in their recent Galaxy S line, releasing a top of the line smart phone on every major U.S. carrier (Verizon, AT&T, Sprint, and T-Mobile). With customization of open source Android software and in-house product design, Samsung is able to set itself apart from the rest of the competition in the industry by continually innovating and product differentiation. This competitive advantage is sustainable as long as the capital and resources are available. All of this is able to be achieved through its skill, or employee expertise, another key success factor in the industry and heavy spending on research and development which can be seen as a comparative advantage for Samsung. Samsung’s employee’s have a strong since of nationalism which helps contribute to their dedication and effectiveness in the workplace (Countries and Their Cultures, 2000).  Motorola achieves its strategic fit differently as it utilizes its strong network of distribution and processing for its strategy of attacking emerging markets. This competitive advantage will remain sustainable for Motorola as long as it continues to innovative and further develop its techniques. This, combined with the power of marketing and consumer targeting effectiveness as Motorola is a well-known brand, allows Motorola to better position itself within the industry. This is also a comparative advantage for Motorola as it jointed deal with Verizon Wireless and the trademarked ‘Droid’ name giving Motorola a marketing and potential sale advantage as Verizon Wireless is the U.S. biggest provider. Though strategies differ between the companies, one is clearly not superior over the other, as neither dominants the market nor the rapidly growing smart phone segment. 

Samsung company’s strategies are as follows:
· Provide latest in technology, innovation, and product design concerning smart phone segment while attempting to be first to market and potentially creating a differentiation advantage from a Cross Platform development perspective. 
· Compete for market share on a global level while recognizing potential of emerging markets
		Samsung should continue to provide the latest in technology as all design in done in house thus increasing differentiation and should fully embrace the smart phone segment as it is where consumer demands are moving to for the next five years as smart phones are predicted to start out selling PCs by 2012 (Yoskowitz, 2010). Their success will rely on their ability to innovate more so from a software with a focus on Cross Platform development. External relationships and potential joint ventures would need to be formed to achieve this prospect. It is the concept of combining more of life activities into a smart phone. For example, if my smoke alarm goes off in my house, I would receive a notification on my phone. Another example would be in the checkout line at a grocery store, making it so I had to personally type my pin number in on my cell phone, not the store reader to complete the transaction and further decreasing the possibility of identity theft. This would give Samsung a niche and a competitive advantage by providing this newest technology while staying congruent with their mission statement and their priority to human resources.
		Samsung should also not abandon its lower-level mobile phone line as different regions of the world contain different demands. Samsung should continue to combat Motorola at the marketplace primarily concerning emerging markets as being a first mover yields huge potential and profit. 
Motorola company’s strategies are as follows:
· Utilize distribution and process methods to continue success of capitalizing off of emerging markets
· Gain financial stability with recognition of importance of R&D spending towards budgeting and possible cuts with focus towards Corporate software integration

Motorola should continue to utilize its superior distribution techniques and process methods in the future to continue its successful capitalization off of emerging markets. This will allow Motorola to quickly attract and retain profitable customers, and service providers. They will have to effectively and efficiently manage growth to meet demand to remain successful (Emerging Market Penetration, 2009). This strategy will increase rivalry in the market and give Motorola a more competitive edge and potential higher market share.
For the next strategy, Motorola must cut costs to come closer to gaining financial sustainability though cutting of the R&D would present problems if it occurred as it would hinder their ability to effectively compete in the smart phone segment. This is why I believe R&D budgeting should not be cut over the next five years and the company should begin a focus on corporate software integration.  With the sales of Blackberry lowering, RIM in somewhat of a managerial crisis, and the growing popularity of Android leaves the door open for potential towards the corporate world. With Motorola’s up and coming smart phone, the Droid Pro, shows that Motorola is already moving in this direction. The Droid Pro spots a QWERTY keyboard much like that of a Blackberry and gives that sturdy feel and hold that makes the customer think quality. This would also be a project that the two newly formed divisions in Motorola, the consumer division and enterprise division to work together bringing knowledge from both backgrounds to achieve on this potential. This once again builds a competitive advantage for Motorola and as well as a new potential niche market.
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