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Rumors have circulated recently about Google offering its own branded Android 
tablet in the marketplace that would compete with its myriad of OEMs, and 
including it soon to be wholly owned subsidiary Motorola. But is that really Google’s 
strategy? 
 
We believe the rumors are probably true and Google will likely offer such a device. 
But If Google does, its goal is not to compete head-on with Samsung, Motorola, 
HTC, etc. Rather, Google’s intent is to use its market muscle (and visibility) to drive 
an advantage in the market, primarily against Apple, but soon to be competitor 
Microsoft as well. In fact, this is a repeat of what it did with the Nexus phones early 
in the Android adoption curve, and which we believe was largely successful.  
 
We believe marketing its own tablet would offer Google a strategic benefit in 
several ways, including: 
� De-Fragmentation - the Android smartphone and tablet market is all over 

the place on OS versions and device HW. This could give Google a chance 
to establish a reference design that vendors would have to move towards in 
order to be competitive, thus substantially reducing fragmentation and 
making the market less confusing for consumers. 

� Forcing OS version upgrading -Google needs to get more users with 
existing hardware onto the latest version of the OS so it can get a better 
understanding of the pros, cons, and challenges of the new releases. That 
way Google can improve future versions while eliminating the need to 
support many older versions. Its efforts here could force an OS upgrade 
cycle, including from vendors who have been lax in proving consumers an 
upgrade path for their devices. 

� Increasing installed base - Google needs to get some substantial numbers 
of tablets sold to compete head on with the iPad’s market dominance and 
to improve its position before Windows 8 is available. Only the Kindle tablet 
has done well from a market perspective (although Samsung is beginning 
to move in the upward direction). A Google tablet could stimulate market 
demand and enable more devices to be sold which would benefit all 
vendors 

� App compatibility – with all the various versions of Android, its becoming 
increasingly difficult for app vendors to assure their SW will run across the 
installed base. Anything Google can do to reduce the fragmentation will be 
a major benefit to the app community, and users as well. 

 
It is important to note that Google has a very large treasure chest it can use to 
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drive market dynamics. And it has relationships with all of the major HW and SW 
vendors driving the Android ecosystem. It unlikely Google is doing this in a vacuum 
and probably consulted with many of its partners before undertaking any such 
action. Further, as stated above, many partners could benefit from such action, and 
therefore may see Google not acting only in its best interest, but also in theirs. 
 
Bottom Line: We believe Google’s intent by entering the tablet market with its own 
device is to stimulate the market and consolidate the wide diversity/fragmentation it 
currently faces. We see this as a strategic initiate probably of short duration (similar 
to what Google did in smartphones). We don’t believe it to be a direct threat to 
compete with its licensed Android vendors. Overall, this could be a smart move on 
Google’s part that could stimulate demand and increase product quality at the 
same time. 
 

“…we don't think it’s 
necessarily over for RIM 
and BlackBerry… RIM 

needs to execute and get 
the new OS out quickly… 
BB10 is really a make or 

break for RIM....” 

RIM’s Future - Troubled but not Necessarily 
Bleak 
There is no doubt RIM’s fortunes have been receding of late. The share of 
BlackBerry smartphones in North America is plummeting (although still strong in 
other parts of the world) and revenues are down. Competition is fierce. Can new 
management and stated objectives for future products at RIM turn things around or 
is it too late? 
 
Despite what some believe, we don't think it’s necessarily over for RIM and 
BlackBerry. They still have a loyal, if shrinking, following in the enterprise and 
government. And in other parts of the world like Latin America and Indonesia, they 
are a leading consumer smartphone brand. However, without being a leader in 
North America, long term prospects are bleak. RIM needs to recover from a market 
perception of being old, clunky and uncool. It needs a compelling user experience 
fuelling that perception change before it can recapture market momentum. 
 
To that end, RIM needs to start executing on its long delayed vision, including 
getting BlackBerry 10 out to market post-haste on new, compelling and competitive 
products that replace the stop-gap BlackBerry 7 devices (but without turning off its 
current loyal fans by offering a completely radical new design). If BB10 slips past 
the fall of this year, we expect it will get even uglier for RIM. We believe the new 
management team (Heins) understands the urgency, and seems to be making 
some moves that weren't taken before, including management shakeups and 
bringing in some new faces. And he seems to be open to exploring all kinds of 
business models from licensing to ODM outsourcing, which we see as positive. 
Despite the doom and gloom, it is important to note that RIM is still making money 
(the last quarter would have shown positive earnings if RIM hadn't booked a loss 
for write-down's), so they are not without resources, nor are they without some 
compelling technologies (e.g., QNX, Balance, Cascade). 
 
Management recently stated they would focus less on the highly competitive and 
cut throat consumer market. However, RIM can't afford to completely ignore the 
consumer space, as so much of business buying is now influenced by consumer 
attitudes and desires. We believe RIM should focus on Pro-sumers, while 
decreasing focus on the lower end of the consumer market (it's hard to make 
money in low end smartphones and tablets, which is becoming a key market for 
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the Android camp). RIM refocusing on its strengths is a good thing. It's OK to be a 
smaller company with good margins, and that seems to be the direction RIM is 
pursuing. Further, its core business users are willing to spend more than 
consumers, so targeting these higher margin accounts is a smart move. 
 
One positive note for RIM did emerge recently. RIM stated that they sold about 
500K PlayBooks last quarter. Part of that substantial increase in sales was due to 
the fire sale price used to clear out inventory. But there’s a significant number of 
units in the market (>1.5 M) to potentially leverage if RIM can keep the momentum 
going. Of course, this is not exactly iPad numbers, but at least RIM is moving 
forward with a device that has potential for its core business users. Further, the 
PlayBook with OS 2.0 indicates what the BB10 experience will be like (they both 
share the same core DNA), so continued acceptance of the PlayBook may be a 
leading indicator of how well BB10 devices will be received (assuming the final 
device hardware is as compelling as the OS). 
 
Bottom line - RIM needs to execute and get the new OS out quickly. 
They will continue to bleed market share until then. And if the new devices with 
BB10 aren't compelling, they won't be able to keep the business users they now 
have for long either, given the increased momentum to other platforms. A lot is at 
stake here. BB10 is really a make or break for RIM. They seem to understand this. 
Now it just requires execution. Most organizations (and end users) are in a wait 
and see mode until the new devices become available, after which RIM will be 
judged accordingly. 

AT&T and Nokia i-Lumia-nate the Market 
AT&T and Nokia announced they are launching the high end Windows Phone 
powered smartphone, the Lumia 900, at a very aggressive price point ($99). At first 
glance, this seems like just another smartphone launch. But there is a lot going on 
here that affects Nokia, AT&T and Microsoft, as well as Apple and the Android 
camp. 
 
First, the really low $99 price point for a device of this caliber is meant to make the 
device very attractive to consumers (in fact, AT&T had a short term promotion that 
made it free for on-line orders). No doubt Nokia (with the assistance of Microsoft) is 
being very aggressive and trying to buy market share to kick-start both the Nokia 
brand (which has been essentially absent from the US market for several years) 
and Windows Phone which has yet to gain much traction. The promotion will likely 
be attractive to consumers, but it’s doubtful this will really make much difference to 
business users, as they are much less price sensitive and more 
feature/function/performance/compatibility focused. Nor will it drive IT adoption of 
the devices (from an IT perspective, the acquisition cost of a device is <20% of the 
TCO and the cost and resources necessary to support another device is 
burdensome). So while the promotion may gain traction with consumers and 
increase Nokia’s presence in the market, we don’t expect any big uptake by 
business users, at least not until Windows Phone has gained more market share. 
 
But success or failure of this launch has implications for AT&T as well, beyond 
simply launching another device. They are putting substantial resources behind the 
launch, far more so than similar device launches. From the AT&T perspective, they 
are looking for two results from this effort: differentiation and volume of the 
platform. AT&T needs to differentiate itself from other carriers as everyone now 
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has iPhone (and many Android devices). So AT&T wants to have something new 
and exciting to offer its customers. And AT&T needs the device to generate high 
volume as an alternative platform so they can have an option and leverage against 
Apple in negotiations for future offerings. That’s part of the bigger picture of why 
AT&T (with silent partner Microsoft’s assistance no doubt), is expending so many 
resources on this launch. 
 
As for the phone itself, it is a nicely built phone and worth more than the $99 price 
point. But adoption will depend on users embracing Windows Phone. How much 
they do remains to be seen, but certainly the price of this device will be a 
compelling argument. And of course Nokia needs to re-establish some presence in 
the US market, which it has been absent from for many years. And while this is an 
LTE phone, we don’t expect that to be a primary selling point as most new releases 
of phones will be LTE going forward, certainly of phones in this class of device (we 
expect >50% of mid to high end smartphones released in 2012 to be LTE 
compatible). 
 
Bottom Line: The price point, feature set, and aggressive marketing of the device 
benefit everyone – Nokia, Microsoft and AT&T. This is a bargain price entry for 
many users sitting on the smartphone fence.  While, this is may be a win for 
everyone, it is not without risk. If it doesn’t do well, Nokia (and Microsoft) will have 
a major challenge on its hands. If it can’t be successful in the US market, Nokia 
faces a very uncertain future. AT&T has very little to lose (other than marketing 
dollars), and could attract some new users with this approach if the device is 
successful. For business class users, we don’t expect Nokia and Windows Phone 
to be a major competitor unless it achieves a significant following and generates 
user demand for corporate support. We don’t expect most companies to offer 
BYOD support for Windows Phone in the next 1-2 years, but becoming more likely 
once Windows 8 is released. 
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J.Gold Associates provides advisory services, syndicated research, strategic consulting 
and in-context analysis to help its clients make important technology choices and to enable 
improved product deployment decisions and go to market strategies. We work with our 
clients to produce successful new product strategies and deployments through workshops 
and reviews, business and strategic plan coaching and reviews, assistance in product 
selection and vendor evaluations, needs analysis, competitive analysis, and ongoing 
expertise transfer.  
 
J.Gold Associates provides its clients with insightful, meaningful and actionable analysis of 
trends in the computer and technology industries. We have acquired a broad based 
knowledge of the technology landscape and business deployment requirements, and bring 
that expertise to bear in our work. We cover the needs of business users in enterprise and 
SMB markets, plus focus on emerging consumer technologies that will quickly be re-
purposed to business use.  
 
We can provide your company with a trusted and expert resource to maximize your 
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