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Huawei Technologies Co., Ltd

Background Information

Huawei Technologies is a private high-tech enterprise which specializes in research and
development (R&D), production and marketing of communications equipment, and provides
customized network services for telecom carriers.

Huawei was founded by Ren Zhengfei in 1988, as a distributor of imported private branch
exchange (PBX) products, with an initial registered capital of 2,4000 RMB. By 1989, Huawei
started developing and later marketing its own PBX. After accumulating knowledge and resourc-
es on PBX business, Huawei achieved its first breakthrough into mainstream telecommunication
market in 1993, by launching C&CO08 digital telephone switch, which had a switching capacity
of over 10K circuits. Huawei’s switches were first deployed only in small cities and rural areas.
It eventually gained market share and made its way into major city switch offices and toll serv-
ice. Other Huawei products also likely have such a history for their adoption, against the com-
petition of then dominating foreign telecom equipment manufacturers.

In 1994, Huawei established a long distance transmission equipment business, launched
its own HONET integrated access network and SDH product line. In 1996, Huawei captured its
first overseas contract, providing fixed-line network products to Hongkong’s Hutchison-Wham-
poa. Later, in 1997, Huawei released its GSM product and eventually expanded to offer CDMA
and UMTS.

From 1998 to 2003, Huawei contracted with IBM for management consulting, and under-
went significant transformation of its management and product development structure. After
2001, Huawei increased its speed of expanding into overseas market. By 2004, its overseas
sales had surpassed that of the domestic market. Huawei has a joint venture with Siemens for
developing TD-SCDMA products. In 2003, Huawei entered into a joint venture named Huawei-
3Com with 3Com for Internet Protocol-based routers and switches, eventually selling its 49%
stake to 3Com in 2007 for $US 882 million.

In May 2007 Huawei and American security firm Symantec announced the forming of a
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joint-venture company in developing security and storage appliances. In May 2008, Huawei
joined Optus in developing a mobile innovation centre in Sydney, Australia, aimed at accelerat-
ing the adoption of high-speed mobile and wireless broadband. In July 2010, Huawei reached
Global Fortune 500 for the first time with the annual sales of 21.8 billion U.S. dollars and net
profit of 2.67 billion U.S. dollars.

After years of hard efforts, Huawei is becoming more and more internationalized. Its prod-
ucts and solutions are deployed in over 100 countries and serve 45 of the world’s top 50 op-
erators, as well as over two billion users worldwide. Huawei has set up more than 100 branch
offices in order to provide quick services to its customers. It has also established 17 R&D cent-
ers around the world, in places such as the Silicon Valley and Dallas in the United States, Stock-
holm in Sweden, Moscow in Russia and Bangalore in India to ensure global R&D with outstand-

ing people.

Huawei Ranked 5th Most Innovative Company in the World

Fast Company, the highly-respected and award-winning U.S. based monthly magazine, has
ranked Huawei the fifth most innovative company in the world for 2010, behind only Facebook,
Amazon, Apple, and Google. Huawei was the only new-entrant to the list of the top five most

innovative companies.
Fast Company credited Huawei’s strong business growth in 2009 to its leadership in

customer-centric innovation. In an article in the March 2010 issue, Fast Company said of Hua-
wei: “Huawei Technologies shot past Alcatel-Lucent and Nokia Siemens in 2009 to become the

- world’s No. 2 telecom-gear provider, powered by quality and product upgrades ... in the past
year, it has won a slew of lucrative, prestigious contracts ... the sum of these deals was good

enough to double Huawei’s global market share.”

Commenting on this honor, Charlie Chen, senior vice president, marketing and product

management of Huawei USA, said: “One of Huawei’s key differentiators is our customer-cen-
tric innovation strategy that is focused on understanding operator needs and rapidly delivering

customized network solutions to create maximum value. It is a long term investment towards

continuous innovation designed around close partnerships with operators to overcome chal-

lenges and achieve business success.”

Huawei as Innovator

Huawei has a deep and longstanding commitment to innovation:

Huawei ranked No. 2 in global patent filings, with 1,847 in 2009, according to the Unit-
ed Nations World Intellectual Property Organization patent list.

In 2009, 46 percent of Huawei’s employees were dedicated to R&D.

As part of a worldwide integrated product development process, Huawei operates 17
global R&D centers and operates over 22 joint innovation centers with its customers.
Huawei has successfully deployed the world’s first LTE (long-term evolution) commer-
cial network for TeliaSonera in Oslo, Norway.
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e Huawei promoted its leading SingleRAN@Broad solution for CDMA industry, marking
a continued commitment to delivering innovative and cutting-edge SingleRAN solutions
to operators to ensure continued profitability and business growth. '

e Huawei has deployed an integrated solution for providing multi-media video communi-
cations between mobile callers and traditional fixed-line customers using a VIG (video

interworking gateway).

Research & Development

Huawei’s value proposition is based on “cost of ownership” i.e., the total lifetime cost of
their equipment, rather than the price. Huawei is not always the lowest-priced competitor. “Our
focus has been on lowering the total cost of ownership for the network as a whole,” Edward
Zhou notes. In an era when telecom’s ARPU (average revenue per user) is falling, cost of own-
ership is crucial. For instance, Huawei’s SingleRAN multipurpose wireless network that trans-
mits in 2G, 3G and LTE (long term evolution) signals saves operators’ money, because they can
buy a single grid rather than install separate ones for each technology.

In order to meet the needs of our customers, Huawei focuses on a strategy of continuous
customer-centric innovation. The goal of its product R&D is to deliver timely solutions for an-
ticipated and actual customer needs by developing innovations in technologies, products, solu-
tions and services.

Huawei has more than 43,600 employees engaged in R&D and has established 17 research
institutes and over 20 joint innovation centers with top operators to transform leading technolo-
gies into a competitive edge for customers and achieve business success.

Huawei proactively joined, supported and made significant contribution to international
standards. Huawei has become a member of 123 standards organizations in 2009, taking 148
leadership positions. Huawei was widely recognized for its contribution in this area and was the
only company that received “2009 Corporate Award” from IEEE Standards Association.

In the R&D area, the company intensively promoted Integrated Product Development (IPD)
process. As a result of thorough comprehension of the needs of its customers, the company
dramatically reduced its time to market and facilitated the success of its customers.

Based on its strong innovation capabilities, Huawei won R&D assistance from several gov-
ernment programs in 2009 through competition processes, such as China’ s Next Generation
Broadband Wireless Networks, Next Generation Internet and EU FP programs etc.

% Task 1 Read about the case carefully and answer the questions given below.

1. Search the Internet for the information about Huawei’s products & services, solutions & in-

novations, and research & development.

(Suggested Website: bttp://www.buawei.com)

Products & services:

Solutions:

Innovations:
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Research & development:

2. What do you think has created Huawei’s strong business growth?

3. What are the key differentiators that make Huawei stand out from its competitors?

4. What major innovations has Huawei made?

= Task 2 Find the words or expressions in the passage which correspond to the

following definitions.

. The act of binding yourself (intellectually or emotionally) to a course of action

C

. A person who enters a competition or contest

E

. Ability of a firm to generate net income on a consistent basis. It is often measured by price to

earnings ratio

P

. Having a good reputation
P
. Producing a profit; profitable
L

. Creations of the mind: inventions, literary and artistic works, and symbols, names, images,

and designs used in commerce

I P

. Having existed for a long time

L

. Alarge amount or number; a lot
S
. Equipment and supplies for a particular operation, sport, etc.
G

10. One who, or that which, differentiates

D

‘s Task 3 Complete the sentences below using the words and expressions from

Task 2.

1. How to forecast the sales of an early to a market?
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2. Do you know much about the rights?

3. He inherited a business from his father.

4. These costs will impact on our

5. In view of our business relations, we can consider accepting your
counter-offer.

6. China’s Huawei broke into the next-generation communication market
in Korea.

7. In 1981 Murdoch bought the failing but London Times.

8. Westill have a of unpaid bills this month.

9. The customer-centric innovation strategy is our key

10. Our company has a to quality and customer service.

= Task 4 Translate the following paragraph into Chinese.

Huawei’s global innovation drive dovetails nicely with the government’s goals. Beijing is
keen to make China a leader in technology to reduce manufacturers’ reliance on foreigners for
key components, and to narrow the gap with Japan, Europe, and the U.S. China’s leaders figure
the local heroes can take advantage of the country’s large home market and talented engineers
to help set the standards for emerging technologies such as 3G, the digital home, and the next-

generation Internet.

= Task 5 Translate the following sentences into English.

1. e R PR GUSEH BRI T RUERIRT o

2. BAIFESABRFTRCELNHT2IRI0BMNEEK, RE2ERZERFS05RPHI4SK .

3. Az HEESHERAE, HBAMMARMEEHS.

4. 20094, RELSREFIFEARI, LAIRFFEMABEEBA .

5. BNMERLHFE—RH AT (Hlntel. Microsoft FIIBM ) #4175 VEH i r BE & 50I0 =,
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Facebook Inc.

Background Information

Facebook is a social networking website that is operated and privately owned by Facebook
Inc. Facebook allows anyone who declares themselves to be aged 13 or older to become a
member of the website. Users can add people as friends and send them messages, and update
their personal profiles to notify friends about themselves. Additionally, users can join networks
organized by workplace, school, or college. The website’s name stems from the colloquial
name of books given to students at the start of the academic year by university administrations
in the U.S. with the intention of helping students to get to know each other better.

Facebook, the brainchild of Mark Zuckerberg while he was still studying at Harvard Uni-
versity, was founded in February 2004. The website’s membership was initially limited by the
founders to Harvard students, but was expanded to other colleges in the Boston area, the Ivy
League, and Stanford University. It gradually added support for students at various other univer-
sities before opening to high school students, and, finally, to anyone aged 13 and over.

Website Features

Users can create profiles with photos, lists of personal interests, contact information and
other personal information. Communicating with friends and other users can be done through
private or public messages or a chat feature. Users can also create and join interest groups and
“like pages” (formerly called “fan pages” until April 19, 2010), some of which are maintained
by organizations as a means of advertising. To allay concerns about privacy, Facebook enables
users to choose their own privacy settings and choose who can see what parts of their profile.

Facebook has a number of features with which users may interact. They include the “Wall,”
a space on every user’s profile page that allows friends to post messages for the user to see;
“Pokes”, which allows users to send a virtual “poke” to each other (a notification then tells a
user that they have been poked); “Photos”, where users can upload albums and photos; and
Status, which allows users to inform their friends of their whereabouts and actions. Depending
on privacy settings, anyone who can see a user’s profile can also view that user’s “Wall”. In July
2007, Facebook began allowing users to post attachments to the “Wall”, whereas the “Wall”
was previously limited to textual content only.

“We are constantly testing new ideas,” said a Facebook spokesman. Over time, Facebook
has added features to its website. On September 6, 2006, a News Feed was announced,
which appears on every user’s homepage and highlights information including profile changes,
upcoming events, and birthdays of the user’s friends. One of the most popular applications
on Facebook is the Photos application, where users can upload albums and photos. Facebook



Unit 1 Corporate Innovation

allows users to upload an unlimited number of photos. Privacy settings can be set for individual
albums, limiting the groups of users that can see an album. For example, the privacy of an
album can be set so that only the user’s friends can see the album, while the privacy of another
album can be set so that all Facebook users can see it. Another feature of the Photos application
is the ability to “tag”, or label users in a photo. For instance, if a photo contains a user’s friend,
then the user can tag the friend in the photo. This sends a notification to the friend that they
have been tagged, and provides them a link to see the photo. “Facebook Notes” was introduced
on August 22, 2006, a blogging feature that allowed tags and embeddable images. Users were
later able to import blogs from “Xanga”, “LiveJournal”, “Blogger”, and other blogging services.
During the week of April 7, 2008, Facebook released a Comet-based instant messaging
application called “Chat” to several networks, which allows users to communicate with friends
and is similar in functionality to desktop-based instant messengers. Facebook launched “Gifts”
on February 8, 2007, which allows users to send virtual gifts to their friends that appear on the
recipient’s profile. “Gifts” cost $1.00 each to purchase, and a personalized message can be
attached to each gift. On May 14, 2007, Facebook launched “Marketplace”, which lets users
post free classified ads.

Now, many new smartphones offer access to the Facebook services either through their
web — browsers or applications. An official Facebook application is available for both the
iPhone OS and the Android OS. Nokia and Research in Motion both provide Facebook applica-
tions for their own mobile devices.

Facebook’s Rapid Growth

Facebook, the six-year-old firm, is growing at a dizzying rate around the globe. On July 21,
2010, Facebook issued its own eye-popping status update: The world’s most popular social
networking site had surpassed 500 million users. The milestone figure comes only five months
after the social network signed up its 400th million user. The pace of its growth accelerated
rapidly — Facebook had only 150 million registered users in January 2009.

Facebook said it was aiming to have 1 billion members, matching the reach of Internet
search giant Google Inc. According to Mark Zuckerberg, it was “almost a guarantee” that the
site would hit one billion users. If it can keep up its current breakneck pace, Facebook could
reach that goal by next year.

Behind the Scenes at Facebook’s Growth

Having all but vanquished MySpace, and pushing Twitter ever closer to becoming a mere
utility for ego-streaming, Facebook lords over the social-media landscape, with no pretenders
in sight. But part of the genius of Facebook is that it has used this seemingly unassailable posi-
tion to double down on its commitment to improving itself, even in the least-visible aspects of
the site. Despite the grim economic outlook early in 2009 — “We didn’t know how bad things
might get,” says Zuckerberg — the young CEO did what every great Valley CEO has done in
down years: sink money and time into continually perfecting “the product.” At the same time,
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the company encouraged its people not to fear the monstrous thing they had created.

The site recently faced heavy criticism from both European Information Commissioners
and users alike, for over-complicated privacy settings, which users said led them unwittingly
to make personal information public. Concerns about privacy on the site were running so high
that 60 per cent of the 1,588 Facebook users questioned by Sophos, a computer security organ-
isation, in May, said that they were considering deleting their accounts on the social networking
site.

A further 16 per cent said they had already stopped using Facebook because they felt they
had inadequate control over their data, while a quarter said that they would not be quitting the
social networking site, which has almost 500 million users worldwide.

Facebook then bowed to pressure and unveiled a raft of changes to their privacy settings.

mm Task 1 Read about the case carefully and answer the questions given below.

1. Search the Internet for the information about Facebook’s products & services, and its impact

and criticism.
(Suggested Website: bttp://www.facebook.com;
bttp://en.wikipedia.org/wiki/facebook )

Products & Services:

Impact:
Criticism:

2. What do you think are the factors that contribute to Facebook’s success?

3. What major applications does Facebook offer to its users?

4. What was the criticism Facebook faced recently?

w

. What suggestions can you make for Facebook?

Task 2 Find the words or expressions in the passage which correspond to the
following definitions.

1. A product of your creative thinking and work
B

2. The opening or main page of a website, intended chiefly to greet visitors and provide infor-

mation about the site or its owner



