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S&OP Innovation in a 
Dynamic Environment

In a global environment with 
hyper-competition, buyouts, 

and ever-changing 
macroeconomic conditions, 
the S&OP process can be a 

pillar of stability.  
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2016201420122010

- Launched the Moto X 
family

- Launched MotoMaker 
and Direct to Consumer 
model

- Lenovo acquisition
- Leverage scale and 

manufacturing 
capabilities

- Relaunched in 40 
new global markets

- Expanded 
MotoMaker globally

- Google acquisition
- Streamlined regional 

operations focus on 
core markets

- Scaled back and 
streamlined portfolio

- Launched Moto G 
family

- Smash hit in Brazil and 
India markets

Timeline

Motorola split into 
Mobility and Solutions

2008

Broad portfolio,
100K+ employees

100% Android 
Devices

Re-entry to 
China market

Beginning of 
S&OP Journey
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What’s 
next….

Have an 
S&OP but….

Just starting

Maturity of S&OP Process

Next 30 mins ...

Motorola’s journey in 
relation to your 
S&OP maturity
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Giveaways!
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1) What are the gaps in the current S&OP process that will 
limit its effectiveness in 3 years?

2) What’s your recommendation to close this gap?  

Top 5 responses - Deck by Motorola, Tracks Air by Motorola, 
Jax by Motorola
● Please respond via the SurveyMonkey link at the end of the 

presentation: https://www.surveymonkey.com/r/ZJFM3F3
● Responses & winners will be announced at the end of the 

presentation



Lenovo + Motorola

1#
PC & TABLET

SALES

#
SMARTPHONE

SALES

5
Strong Global 

Coverage

World Class 
Supply Chain

& Logistics

Complete 
Technology 
Ecosystem

Strong Brand 
& Marketing
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Moto and Vibe Product Franchise

Moto E Family Moto G Family Moto X 
Family

Nexus 6

7

Moto and Vibe Product Franchise



Traditional Sales & Operations Planning 
Process

Adapted from Sales & Operations Planning : The How-To Handbook by Thomas F. Wallace
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Motorola S&OP At A Glance
Through all of the changes, Motorola has evolved to continue 
to sustain its current growth curve.  This extensive expansion 
has been stabilized through knowledge ushered to leadership 
via the detailed analysis provided in the monthly S&OP 
meetings.

○ Predictive Analytics
○ Financial Forecast vs. Supply vs. Sales
○ Supply Commit vs. Supply Request
○ Future Spend
○ Financial Out-of-Bounds Analysis
○ Product Launches
○ Product Landings
○ Product Sales Forecasts & Targets
○ Excess & Obsolescence
○ Working Capital
○ White Papers
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Keeping the S&OP process grounded in facts is critical 
to making sound decisions based on key metrics.  
Often times with the business development process, 
emotion and opinions enter the conversation.

It is the job of the S&OP process to focus on facts, 
historical data, and future predictions to enable a 
STABLE environment for business critical decisions.

More Facts. Less Opinions.
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A monthly cadence allows for 
actions from the meeting to be 
taken and preliminary results 
to be shared.  Longer intervals 
allow for gaps in the decision 
process or a lack of 
awareness of off-cycle 
decisions.
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S&OP Cadence



S&OP Pre-Work
Prior to entering into any S&OP meeting, 
participants of the meeting should be aware 
of any and all decisions that need to be 
made.  

By allowing each individual/team time to 
discuss and review, this allows the S&OP 
meeting to be the forum where decisions are 
locked down as well as distributed to the 
greater team(s).

90% of decisions completed prior to 
S&OP.
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The S&OP processes and 
meetings need to garner full 
participation across all 
functions to fully maximize 
the intended outcome.  

Participation also yields 
support, all while increasing 
company-wide awareness of 
the issues at hand.

S&OP is a Collaborative Environment

Sales Operations Finance

Executive 
Leadership 

Team
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Just Starting
What’s 
next….

Have an 
S&OP but….

Just Starting

○ Consultant guidance

○ Road Show

○ Demonstrate specific benefit by 
organization

○ Prove alignment between 
● Financials
● Supply 
● Sales 

○ Drive Decisions

○ Executive Support
Motorola 

2008
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Executive Support

In establishing the S&OP process, clear 
executive support needs to be obtained in order 
for the right discussions to take place. Executive 
support is essential in asking questions, 
challenging the answers, identifying areas of 
weaknesses, promoting healthy debate, and 
holding people accountable for corrective actions.
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○ Full Executive Participation

○ Increased scope

○ Centralized data

○ +1 Level

○ White Papers

Have an S&OP but...
What’s 
next….

Have an 
S&OP but….

Just Starting

Motorola 2010

16



Centralized Data
As an organization’s S&OP process 
matures, it should move to include an ever 
increasing amount of auto-developed data.  
This data, which can include all aspects to 
a firm’s business processes, should be 
able to automatically be downloaded into 
the report, allowing for a more nimble 
generation of critical details.  

More With Less.
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      White Papers

White Papers are used as tools to aid in 
complex, detailed decisions.

○ Complex strategic decision

○ Introducing & implementing new 
business processes

○ Capital investments

○ Product mix discussions
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○ Extend the S&OP beyond your 
four walls.  Suppliers, etc.

○ Predictive analytics

○ Rapid scenario planning

What’s next...

Have an 
S&OP but….

Just Starting

Motorola 2012 and beyond

What’s 
next….
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Supplier S&OP Process

S&OP is about integrating disparate links in the value chain in 
order to build consensus around forecasts. Applying the 
concepts of S&OP to suppliers builds supplier trust and results 
in higher inventory turns and improved supply assurance.

Range Forecasting ensures the steady supply of parts and 
products. For critical components, especially those with high 
cost and long lead times, replace the single number forecast 
with a variable forecast consisting of high, medium and low 
ranges. The actual quantity can be adjusted in line with late 
developments, such as a sales promotion. 
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Predictive Analytics and Simulation
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From Reporting to Competing with Analytics

○ Moving from ‘where is the 
problem’ to 

○ ‘what will happen’

○ ‘what can we do about it’
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Rapid Scenario Planning

Forecasting based on:
• Experience
• Intelligence from Customers, 

Heuristic 

Scenario 
based forecasting 
(art and science)

Experience 
based forecasting

Forecasting based on:
• Drivers of demand identified and 

validated using historic data
• Assumptions based on 

Experience and Data

Increases the agility of the 
organization by allowing the business 
to perform real-time analysis. 

Enables executives to visualize 
different scenarios and plan for how 
the organization would operate under 
a given situation, to anticipate 
threats and opportunities. 

Encourages strategic thinking and 
promotes proactive leadership 
initiatives.
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   S&OP is not…

...a singular group’s function

...a top level financial review

...a passive listening environment

...a short-term business issue    

   resolution process

Lessons Learned
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○ Drive decisions.

○ It’s work.  Be ready.

○ Move quickly through the “Just 
Starting” phase.

○ Increase quality of data & analytics.

○ Be flexible.  Not one size fits all.

Lessons Learned
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joeg@motorola.com
224.715.4469
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