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IN 2001, FAIRCHILD CONTINUED TO GAIN MARKET SHARE AND
OUTPERFORM ITS COMPETITORS, DESPITE THE WORST DOWNTURN

IN SEMICONDUCTOR INDUSTRY HISTORY. QOUR FOCUSED
MULTI-MARKET MISSION, COUPLED WITH OUR STRATEGY OF
GROWTH THROUGH NEW PRODUCT INNOVATION AND ACQUISITIONS,
HAS PROPELLED FAIRCHILD TO A LEADERSHIP POSITION IN THE
POWER SEMICONDUCTOR AND HIGH PERFORMANCE LOGIC SEGMENTS
AND CONTINUED TO ADD SIGNIFICENT SHAREHOLDER VALUE,
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B INDUSTRY SALES INTERSIL DISCRETE POWER PRODUCTS B
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Sales growth normalized to our first quarter ag an independent company.

CORPORATE PROFILE

Fairchild Semiconductor International is a global company dedicated to designing,

manufacturing and marketing high performance semiconductors critical to multiple
end markets. With a focus on developing [eading-edge power and interface
solutions to enable the electronics of today and tomorrow, Fairchild’s components
are used in consumer, communications, computer, industrial and automotive
applications. Fairchild is headquartered in South Portland, Maine, USA,

with 10,000 employees worldwide.
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While 2001 produced the most severe downiurs iz the
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supplier ofhlg seriormar !
components for multiple enc marels,
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Continued to balance our end market segmeiiis w2
31% of sales into computing, 18% into communicz-
tions, 27% into industrial/automotive and military-zs-c
space applications and 24% into consumer and display
products. This end market diversity helps cushicz
Fairchild from a downturn in any one segment.

°

Brought more than 485 new products to market in
2C01 through our focused R&D efforts. New produc:
development is critical to the future success of any
semiconductor company.
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New Product Sales Percentage of Total Sales

More than 485 new products intreduced in 2001

Increased our revenues from new products—products
less than three years old—to a record high of 36% of
total sales by the fourth quarter of 2001, up from less
than 5% in 1997.

Completed two strategic acquisitions in 2001:

- In March we purchased Intersil’s discrete power
products business, strengthening our position in the
automotive and industrial markets in the United
States and Europe. We also gained a significant
intellectual property and patent portfolio while
acquiring the world’s only 8" wafer fabrication line
dedicated to the manufacture of power discretes.

- In the latter half of the year we acquired Impala
Linear Corporation, broadening our portfolio of
low voltage, analog power management products
and strengthening our opportunities in the consumer
and wireless communications markets.

Announced plans to build an 800,000 square foot
assembly and test facility in Suzhou, China, which
will reduce our dependency on contract assembly/test
services. The factory—to be built in phases—will

supply a wide range of power products to the growing
China market and the rest of the world. Construction is
slated to begin in the first quarter of 2002.

° Increased our year-to-year revenues in China, while
most members of our industry peer group saw their
revenues decline.

¢« Aggressively managed our costs and our balance
sheet, ending the year with a cash balance exceeding
$500 million.

Everyone in the industry will long remember 2001, but
the employees of Fairchild can look back at their
accomplishments with pride. They were tested, and
they outperformed the industry. I’'m proud to say that
our employees are among the best in the business.

Fairchild’s goal is to continue to be the leading global
supplier of high performance products for a wide
variety of electronic applications. With a focus on
developing leading edge power and interface solutions
to enable the electronics of today and tomorrow,
Fairchild’s components are critical to computing,
communications, consumer, industrial and automotive
applications. Our strategy is clear and focused and our
dedicated employees perform. Fairchild will continue
to lead, providing power and performance to multiple
end markets.

s Ry

Kirk P. Pond
Chairman of the Board, President, CEQ
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PRODUCTS
Diszrele

Power MOSFETs

IGBTs

Rectifiers
Transistors/Diodes

Analey & Mined Signal
Voltage Regulators
Battery Management
Power Controllers

Power Switches

Data Conversion

Op Amps & Comparators
References & Timers
Configurable Products

Interface

Backplane Praducts
LVDS Drivers/Receivers
Fairchild Data Switches
Memory Module Drivers

Logle
TinyLogic™

Low Voltage Logic
Standard Logic

Tplesizslmenles

LEDs & Displays

infrared Devices

High Speed Optocouplers

ol Amymny 1| P L,
Teaknclogy Lesderelln

PowerTrench® technology &
innovative wireless packages
enable best-in-class, on-resistance
products and fast swiiching
applications

Power Switch: leader in integrated
power solutions for simplified
BC/DC converters

SMPS (switch made power supply)
and EcoSPARK™ IGBTSs:; leading-
edge high-voitage products targeted
at AC-DC power supplies and
automotive ignition applications

High voltage MOSFETs and bipotar
transistors serve a wide variety of
consumer and industriat applications

Stealih™ rectifiers combine high
speed and soft recovery characteris-
tics to achieve world-class efficiency
and lower electromagnetic
interference (EMI)

Fairchild -T@%\Wﬁf S

The ability to creatively manage, convert,
distribute and minimize power will be among the
most important defining characteristics of a
semiconductor company in the early 21st century.
Growing populations and developing countries
with increased access to today’s portable technolo-
gies will require high-performance consumer,
industrial, computer and communication
appliances that work faster and more efficiently
while consuming less power. And few companies
offer more products for the management, conver-
sion, distribution and minimization of power than
Fairchild Semiconductor.

Evolving customer needs and new application
technologies are driving a semiconductor industry
revolution, creating exciting new products amid
emerging markets. Traditional system needs in
computer, industrial, consumer, and communica-
tion markets have become highly specialized,
driving even more demanding requirements for
integrated circuit (IC) design. A key element in
these new designs is the ability to combine
performance and power efficiency in smaller
applications. As IC voltages drop and current
requirements rise, electromagnetic interference
compliance, power conversion, power distribution
and heat dissipation have become critical factors
in advanced circuit and system designs.

Through strategic acquisitions and innovative
new product development—we introduced more
than 485 new products in 2001—Fairchild has
become the leading global supplier of broad-based
power discrete and power standard linear
components. In less than five years, we’ve grown
our power revenues to more than $700 million,
capturing nearly 8% of a $9 billion global market.
QOur market share gains have now placed us
among the leaders in supplying power MOSFETs,
analog power management, power transistors, and
standard logic.

From the wall outlet to the circuit board,
Fairchild’s high performance products are key
enablers for today’s leading-edge technologies.
They enable your cell phone to catch a voice from
thousands of miles away and place it instantly in
your ear. They tell laptops and handheld digital
appliances when to utilize or conserve power.
They make the Internet server you reach run faster
and more reliably. They even help your car
ignition start more quickly while using less
battery power.

The time is coming when many home and work
appliances and information tools will become
untethered, using wireless connections. Universal
remotes will allow you to access and control
everything in your home and at work.

kS




The power of the Internet already is available to you while
you're basking in the sun on the beach. You’ll even be able
to change the thermostat, lock the doors or turn off the oven
at home while vacationing thousands of miles away. The
wireless, portable, information-at-your-fingertips revolution
is underway and Fairchild is on the front line, supplying
the technologies that manage, convert, distribute and
minimize the requirements of today’s most important
enabling asset: power.

Think of the possibilities...even the impossibilities...and
Fairchild—The Power Franchise™—is there creating the
power products that are transforming our world.

Worldwide Power Analog IC and Power Discrete Leaders

FAIRCHILD*
Mitsubishi
OnSemi

Toshiba
International Rectifier
Hitachi

Texas Instruments
Philips

ST Micro
Motorola

National Semi
Sanyo

Vishay

Linear Tech
Maxim

Sanken Electric
Analog Devices

Sales in $ Miflions
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Source: Venture Development 2000 (Analog), Dataquest 2000 (Power Discrete)
*Pro forma for DPP (Intersil) acquisition
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The Power Franchise~

A tracitionzl view aof (s Includies geographic
leunderies. A Fairehild, the location,
pelites and culture of & netien are guidklings for
growiti, not barrers o possibilies.

Every parson on Earth can bens from the
fachnologies we enable. We can fouch everyons, no
mettier wihvere ey lve, And thet’s how we define eur
merles, current and futurs.

From s beginaing we hevs had 8 snguler
sirafagy: to be 1e leading globel supphier of Righ
perermance semicencuesr produets t muliple end
merkets. We've reached cur goal by meking sirategic
acguisitions, develeping Hew preducts end focusing
on preduct epplications end market segments with
e miest potentiel for growith, Butt Fafrehild wen't stop
here. Our terget merkets ars projectse (o grow to $40
Biliten in 2004, Our geel s to capturs & 10% shars of
those markels by reaching beyond radiionel beound-
&5fes with an increesingly diverse pertiolio of power,
infieriecs, and cplosiecironic products for e glalal
consumer, indusiril, cemputer, avtemetive and
communications markes.

WhylRowedisithelkeyltolGrovuth
Power Menagement cempensnts &rs te key
growiin. Why? Servers ane networks require eritical
porEbls accsss equipment requires @densive betiery
menagement; ther i an increasing demend fior
higiher cfificiency in portebie elactronies; 6nd
eauipment (s migrating toweand distributed power
wivieh requires various veliege steps; sutemelive
electonic contant centinues o grow—up © 50% of
fte sticier price in the ned decads versus 20% tedey;
gevernment reguietions raquine raducsd pewer
consumpiion; and here s 2n increesing Cevelepment
and adteptien of power ManAYEmMant: SERCETS.
Incustry trends lsen teward lewer euiput volages,
mere pevwer, tighter power raguletion, end faster
TESpONSs o chengss in load cumsent.
menagement will require mors aceurERs Gauging
and menagement ef & veriety of chemicels, efi-ling
switehing wil require under- and ever-veltage
prataction, new backight technelegies wil requirs
higher power and betier eitciencies, Micropracessors
il o (rom one-volt supplies et consume twe walls
of pawer in perebie dighel appliencss e personel
digitel assistants (PDAS) and digitel cameres, and
higher eutemative elsctenic confent will reguirs
smeller, more siicient, mers relbust CoMPensRSs.
Falrehild’s brogg pover periiclo features & civerse
mumber of GoMpOneRtS faor menaging, Gomvering,
distributing &nrd minimizing requirements.

For consumers and businessss worldwids,
Fairehild’s compensnts effer masdmum slecirenic per-
flormencs with minimum power reguirements. [
emenging end develeping countries, spasifically In
Asfe—a regien that curently represents 70% of
Felrchiid’s seles—Fairehilds predusts play an Integrel
relie in bringing the capebilifes end cenvenisnes of

chnelegy inte every business. Wherever
s &t 2 premium, Faireiiid’s mulid-market
AU PEMCrMAaNGS.

RairehildisiGrowthiStiategy]

Our stretieglc and aggressive growih sategy fes
positioned us &s ene of e tep suppliers-el-cholice for
e world's leading clecienics compenies. To increess
ftret leed, Fairehily is focused on inereesing 18
penetralion inte e emerging end high grewin
Chinese, Koreen and greeler Ase/Paciiic markets,
wihens censumen, persenal computer and wireless
applicettons ars key componsnts to future develop-
ment. n Evregean merkels our focus will be on (e
growing cement! for telecommunicatiens, wireless
infresiiuciure and avtomotive appilicatiens. (n the
Americes we will coniinus o target ley design-in
opporiuniies in SavEL, NEtworking,
supply and evtemotive applicetions while (everaging
our breed preduct pertiolio inte the distribution and
eleciron’c menviacuring Services sscion

Feirehile plens to continue to graw The
(Francihiss™ By:

o Banding edsting with ew produet
develiopment
acquisitiens;

o Driving &n incressss mumbder of Felrehiid
nens [n every system through new power oiferings:

o Reusing and raselling tsehnalogy Into mulitale
mATES:

o Impreving and expanding our distrbuiion
telenstieJeasylyioballaceesshiclotgniod sy

Ne mefier wihere yeu go—=art home, &t worlk, 2iong (e
sfreet, or &t play-—Fairehild is thers. Falrehild is the
frenefise thel’s pewering e werld with ens of the
Industry’s most exensive offerings ef high perferm=
ance power anslog, power diserete, interiace and
prodiuets for today's leading-etge teehnologies.

Computing
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No metter where you go. Thers we are.

TV

Caliuler phonss, Stetions, swifiches,
Switehes

camerss, set top boxes, TVEVERS, systems, handheld dighal
appliences, DVD/CD-ROM players, housslhold

Motebeol/Daskien hemdheld Intemet servers, monfors/displays,
SYSEEmS

Industrial & Avutemoetive Povver supplics, DC/DC power bricks, power acapiors, lEmp

« lgniten control, starter/afiemetors, car amglifiers, entereinment

e X Consumer & Displays
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strengths in Fairchild’s strategy. While our
revenues were ¢own this year, they held up
better than the industry overall. When the
\ \ } computing and communications markets
"\l " dropped early in the year, we were able to increase
sales into consumer, industrial and automotive
markets. While other companies were divesting businesses
to sharpen their strategic focus, we were able to make
acquisitions that 2!iowed us ‘o broaden our served markels
and strengthen cur wrecuct portfelio, We continued invest-
ing in new preduess, ex¢ drove our mew product sales
percentage i¢ g 21 “ime zigh, We gained market share in
all of our terget product segments. And we anncunced 2

’ / \\ it was a time that act.ually highlighted .some of the

major manulecturing exzension nto Ching, which we
believe wili allow us ‘o continue fe enhence our oserational
performance and continue %o recuce our oSt siruciure in

the future.
X.3K POXND

Crzimzn of the 32272, President, CEO ; @
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MARTIN //g; \ J@@s Lel’s fece .. e semiconducior indus-
nc:el OSASIC“::“ ‘_.// T \ try is cycica, and seriocic cownturns ere
TN | inevitable. = our cereers, Kirk and - have
// / f { ' successfully menzged Tusinesses Lrough
’ . T&;} ./ several downtizms...2nd we 2iways focus or the
—

same things. You masximize szies, conTol cos's,
and you manage your balznce sheet very ¢ Cse.y
Maximizing sales is 2! abeur e¥ecking meny <

markets and taking market shere. We 2isc proectively cut

costs by instituting hiring freezes enc cutt
spending wel: sefore many pecn e ealized we ware even

B3 discreticngr

heading ir‘c g ecession. But the ree. Koy wes our 52.ance
sheet. We menegec cur inventories, we imoroved cur
working cz3?

we increasec our cest velance throughout 2001,

We TeCUCes Our TeCeivesies gnd 28 2 result




¥irE<z Clearly our acquisition of the Power
business from Intersil was & huge event for
us. We gained a significant foothold into
the automotive power segment, we strengta-
ened our presence in the ‘ndustrial market
and we acquired a top-notch menufacturin
facility with six-inch and and eignt-inch
wafer fabrication lines. Most importantly,
we became the leading worldwide supplier
of power analog and power discrete products
that sell into multipie end markets.

Lj 0 | Jee, how [0

(‘.D@@a Power is one of tbe ‘astesL gr Wi rg areas in

talking abcut managing oattery power for a cell
phone or digitzi camera, menaging ¢istributed
power in an Internet server or network switch,

converting AC ‘o DT power in a mejor

‘,.\ ‘\ \“\/

! appliance like ar. 2ir conditioner or refrigerator,
generating multiple voitage levels for a personal
computes, or providing surge power for your automobile’s

£ty

ignition...we have power products that go into 21l of these
applicaticns. Our broad array of power technologies,
ircluding cur PowerTrench® processes, our indusiry leadin
miniature packaging, and our wide base of power anziog
buliding blccks allow us to increase our return o7 our R&D
investments 5y selling similar power products into multivie
different end zpplications. With cur internal development

and e eccuisitions we've made, we now cen leverage an
ever broade: product porifolio with our weoridwide access
to customers end cur distribution reletionshins.

Kirke: Ourlong term goel is to grow our marke:
share o at least 10% of our served merkets. As
these markets resume their historical growta rate
of 12-15% over the next few years, that means
we weuld like to grow our own business to
upwards of $4-5 billion in revenues, or roughly
three times bigger than we are today. We balieve
much of cur growtn will come in China, as we ate

already 2 very large supplier there and we think the Ching
marke! wiil cutgrow the rest of the world over the naxt few
years. That’s one of the reasons we have announced plans to
build 2 new assembly/test facilis

Wim e gnlag Tntn
[PFS VIR VS L<RYvh. R

there. Cur goalis o dou-
few yeer:

Jem 4
hing in the next

@) Joe, how does your acquisition strategy factor into
Kirk’s growth plans?

Joe: we continuously look at opportunities to acquire
synergistic businesses that will help us grow. We would like
to-further strengthen our power analog and power discrete
product lines. We would also like to extend our penetration
into consumer and automotive applications. Right now, we
feel our biggest opportunity to grow through acquisition is to
sttengthen our geographical reach...especially into Japan
and Europe. Acquisitions will continue to be a major part of
our growth strategy.

Kirk: Since our spin-out in March, 1997 we have grown
into the largest worldwide supplier of power components
into multiple end markets. We’ve strengthened our business
through an industry downturn, and are positioned to con-
tinue to outgrow our competition as the industry recovers
oveer the next few years. We have leading technologies, we
sell to the largest electronics customers in the world, and our
manufacturing and sales capabilities are on a scale that few
of our competitors can match. We look forward to continu-
ing these successes over the next five years.
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When Kirk and  spun out Fairchiid in 1397,
one cornersione of our sirategy was defining
a business mode! unique t¢ the industry, 2
business model we believed weuid enable us
to become the leader in cur segment of the
semiconductor business. QOur strategy—
developing and selling high-performance
building block products critical to multiple
end markets-—integrates several key ele-
ments in this business model: long product
life cycles, cost control, a focus on cash flow
and operating margin, and growth through
new product development and acquisitions.

Cur model is very simple:

= Our products typically have life cycles of
five to fifteen years. Profit margins are
usually higher earlier in a product’s life
so we focus on continually increasing
our new product sales percentage. Later
in a product’s life, margin pressure from
increased price competition tends to be
offset by decreasing needs for further
engineering and marketing investment
SO we can continue to generate cash flow
throughout a product’s life. Our goal
is to average 30 to 40 percent gross
margins throughout a semiconductor
business cycle.

o

Because of these long product life cycles,
and the fact that our technology invest-
ments sell into several end markets, we
can keep our research and development
(R&D) spending lower than industry
averages, while bringing a high number of
new products to market.

o

We keep our selling expenses low by
using distributors to help sell our products,
allowing us to spend more on field
applications engineers and focus on
gaining design wins for our new products.

10

Cur goal is to minimize overail spending
2nd 1o Tun average operating margins in

the 12-20 percent range tirough 2 business
cycie. Since we are in 2 cyclical industry,
peak and trough vears within a cycie wiii
iikely fall outside of this range,

Feirchiid’s plan is to drive haif our growh
from internal develonment end half from
meking sirategic, financiaily sound accuisi-
iions that compiement our product [ines,
our end market sales end cur geographic
merket share,

An important key to our business medel is
the cash Fairchild generates. We heve deen
ab:e to achieve our growtn targets waile
maintaining cur capital spending at roughly
10-12 percent of sales, a level about haif the
historical indusiry average. Combining long
product life cycles with lower costs and
capital requirements has enabled Fairchila
to generate positive operating cash flow for
twelve straight quarters. Generating cash
strengtitens our bzlence sheet and gives us
the financial {lexibility to build our
company through acquisitions, which we
have often financed with debt. Using this
leverage on our balance sheet has helped
enhance our return on equity.

In the end, we keep it simple. Grow
revenues with new products and acquisi-
tions, grow cash flow throughout a product’s
life and control costs. At Fairchild, our
winning strategy is no more complicated
than that.
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EBIT is earnings before interest and taxes
EBIT and EBITDA exclude restructuring and other non-recurring gains and charges.

financial highlights

“We keep it simple. Grow revenues

with new products and acquisitions,

grow cash flow throughout a

product’s life and control costs.”

-JOE MARTIN

mnnu!al Revenue Growth
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EBITDA is earnings befare interest, taxes, depreciation and amortization.
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selected financial data

The following table sets forth our selected historical consolidated financial data. The historical consolidated financial data as of December 30, 2001
and December 31, 2000 and for the years ended December 30, 2001, the seven months ended December 26, 1999, and the fiscal year ended May 30, 1999
are derived from our audited consolidated financial statements which are not included in this report. This data can be found in our Form 10-K. The his-
torical consolidated financial data for the year ended December 26, 1999, and the seven months ended December 27, 1998 are
derived from our unaudited consolidated financial statements which are not included in this report. We believe that such unaudited consolidated
financial statements inctude all adjustments necessary for the fair presentation of our financial condition and the results of operations for such peri-
ods and as of such dates. The historical consolidated financial data as of December 26, 1999, May 30, 1999, May 31, 1998 and May 25, 1997 and for
the years ended May 31, 1998 and May 25, 1997 are derived from our audited consolidated financial statements which are not included in this report.
This information should be read in conjunction with our audited consolidated financial statements and “Management’s Discussion and Analysis of
Financial Condition and Results of Operations” which can be found in our most recent Form 10-K.

Year Ended Seven Months Ended Fiscal Year Ended
December 30, December 31, December 26, December 26,  December 27, May 30, May 31, Mag 25,
2001 2000 1999 1999 1998 1998 1998 1997
Consolidated Statements
of Operations Data:
Trade revenue $1,3389 $1,681.6 $1,037.6 § 714.0 $ 3223 $ 654.1 $ 6358 $ 587.8
Contract manufacturing revenue 68.8 101.6 116.9 72.2 38.0 81.0 153.4 104.2
Total revenue $1,407.7 $1,783.2 $1,154.5 $§ 786.2 $ 360.3 § 735.1 $ 789.2 $ 692.0
Trade gross profit $ 33209 $ 6029 $ 2732 $ 2141 $ 697 § 1357 $ 1942 $ 1457
% of trade revenue 24.9% 35.9% 26.3% 30.0% 21.6% 20.7% 30.5% 24.8%
Contract manufacturing gross profit 212 36.3 32.6 20.8 51 16.6 36.3 6.8
% of contract manufacturing revenue 30.8% 35.7% 27.9% 28.8% 13.4% 20.5% 23.7% 6.5%
Total gross profit 3541 639.2 305.8 234.9 74.8 152.3 230.5 152.5
% of total revenue 25.2% 35.8% 26.5% 29.9% 20.8% 20.7% 29.2% 22.0%
Net income (loss)" 417 273.1 (52.6) 213 (30.5) (114.1) 20.6 15.5
Other Financial Data:
EBIT® § 662 $ 3259 $ 1136 § 908 § 06 § 233 $ 1028 $§ 513
Depreciation and other amortization 126.0 113.5 104.8 62.8 53.2 95.4 83.4 77.1
Amortization of intangibles 53.1 37.6 26.0 19.5 1.9 8.4 1.4 —
EBITDA®® 2453 477.0 244 .4 173.1 55.7 127.1 187.6 128.4
Pro forma net income (loss)® 235 282.5 54.6 545 (25.3) (33.4) 335 34.9
Capital expenditures 117.8 301.9 97.2 74.8 24.1 46.2 78.0 47.1
Consolidated Balance Sheet Data
(End of Period):
Inventories $ 209.1 $ 1928 § 1663 § 1663 $ 148.6 $ 108.0 § 731
Total assets 2,149.2 1,837.5 1,137.6 1,137.6 1,095.7 634.3 555.0
Long-term debt, less current portion 1,138.2 705.2 717.2 717.2 1,045.9 526.7 487.9
Redeemable preferred stock — — — — 90.1 80.5 71.8
Stockholders’ equity (deficit) 808.0 8377 213.2 2132 (240.4) (116.6) (133.3)

(1) Prior to March 11, 1997, the amounts presented include all revenues and costs attributable to the Fairchild Semiconductor business including an allocation of the costs of shared facilities
and overhead of National Semiconductor. In addition, certain costs incurred at Fairchild plants for the benefit of other National Semiconductor product lines were allocated from Fairchild to
National Semiconductor. All of the allocations and estimates were based on assumptions that management believes were reasonable under the circumstances. However, these allocations
and estimates are not necessarily indicative of the costs that would have resulted if the Fairchild Semiconductor business had been operated on a stand-alone basis.

(2) Excludes other (income) expense and is adjusted for the (gains) and charges detailed below:

Year Ended Seven Months Ended Fiscal Year Ended
December 30, December 31, December 26, December 26,  December 27, I\llag 30, Mag 31, Mag 25,
2001 2000 1999 1999 1998 1999 1998 1997
Distributor and inventory reserves in
connection with Memory restructuring § — (55.4) $154 $ — 5 — $15.4 $ — $ —
Inventory charges associated with the
Analog restructuring 2.5 — — — — — — —
Restructuring charges 214 2.1 16.8 4.5 21.3 — 53
Purchased in-process research and development 13.8 9.0 34.0 — — 34.0 15.5 —
Gain on sale of former Mountain View, California facility - (3.5) — — — — — —
Forgiveness of certain management tax related loans — — 83 8.3 — — — —
Retention bonuses — — — — — — 14.1
$37.7 (82.0) $74.5 $8.3 $4.5 $70.7 $15.5 $19.4

EBIT as defined is not stated in accordance with generally accepted accounting principles and is presented because we believe it is useful as an alternative measure of our operating results.
(3) EBITDA is computed using EBIT as defined in note 2.

(4) Pro forma income (loss) is net income (loss) excluding restructuring and other unusual gains and charges impacting EBIT, as defined above, and amortization of acquisition related intangibles,
net of tax. For the year ended December 30, 2001, it also excludes the write-off of an equity investment of $4.0 million. For the year ended December 31, 2000, it also excludes the one-time
reduction of deferred tax asset valuation allowances of $26.3 million and the write-off of deferred financing fees of $12.4 million. For the seven months ended December 26, 1999, it also
excludes the write-off of deferred financing fees of $7.2 million. This data is provided for informational purposes and is not intended to present results of operations in accordance with
generally accepted accounting principles.
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