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Case I

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 24 000 RMB. By
1989, Huawei started developing and later marketing its own PBX. After accumulating
knowledge and resources 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 service. Other Huawei products also likely
have such a history for their adoption, against the competition of then dominating foreign
telecom equipment manufacturers.

In 1994, Huawei established a long distance transmission equipment business,
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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-Whampoa. 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 un-
derwent 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 USD 882 million.

In May 2007 Huawei and American security firm Symantec announced the forming
of a 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 accelerating 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
products and solutions are deployed in over 100 countries and serve 45 of the world’s top
50 operators, 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 centers around the world, in places such as the Silicon Valley and Dallas in the
United States, Stockholm in Sweden, Moscow in Russia and Bangalore in India to ensure

global R&D with outstanding 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
Huawei: “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 up-
grades ... 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
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customer-centric 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 opera-

tors to overcome challenges 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
United 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 cus-
tomers.

* Huawei has successfully deployed the world’s first LTE (long-term evolution) com-
mercial network for TeliaSonera in Oslo, Norway.

* Huawei promoted its leading SingleRAN@Broad solution for CDMA indus-
try, marking a continued commitment to delivering innovative and cutting-edge
SingleRAN solutions to operators to ensure continued profitability and business
growth.

* Huawei has deployed an integrated solution for providing multi-media video com-
munications 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 com-
petitor. “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 ownership is crucial. For instance, Huawei’s SingleRAN multipurpose wire-
less network that transmits in 2G, 3G and LTE (long term evolution) signals saves opera-
tors’ 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 continu-
ous customer-centric innovation. The goal of its product R&D is to deliver timely solu-
tions for anticipated and actual customer needs by developing innovations in technologies,
products, solutions and services.

Huawei has more than 43 600 employees engaged in R&D and has established 17 re-
search institutes and over 20 joint innovation centers with top operators to transform lead-

ing technologies into a competitive edge for customers and achieve business success.
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Huawei proactively joined, supported and made significant contribution to interna-
tional 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 Stand-
ards Association.

In the R&D area, the company intensively promoted Integrated Product Develop-
ment (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 cus-
tomers.

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

i

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 &
innovations, and research & development.
(Suggested Website: http://www.huawei.com)

Products & services:

Solutions:

Innovations:

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
following definitions. .

e

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

C
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2. A person who enters a competition or contest
E
3. Ability of a firm to generate net income on a consistent basis. It is often measured by
price to earnings ratio
P
4. Having a good reputation
P
5. Producing a profit; profitable
L

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

images, and designs used in commerce
I P

7. Having existed for a long time
L

8. A large amount or number; a lot
S

9. Equipment and supplies for a particular operation, sport, etc.
G

10. One who, or that which, differentiates

D

Task 3 Complete the sentences below using the words and expressions from Ta

How to forecast the sales of an early to a market?
Do you know much about the rights?
He inherited a business from his father.

These costs will impact on our

gl |

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. We still 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.
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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 foreign-
ers 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 dig-
ital home, and the next-generation Internet.

Task 5 Translate the following sentences into English.

1. MR ERSEH AE R T R RRS .

2. FAMIFE SRR T R LN HT2EKk1002MNEE , IRGEEREE 5091455 .

3. Az HEFESURERME L, HMUANBMAREE LS.

4. 20094F, RUERIREFIFEAZ, CAMRFEIMABABN

5. FA1S5MREZHR RN (. Intel, MicrosoftFIIBM ) #f7EVE @ T EES LI .

Case 11

Facebook Inc.

Background Information
Facebook is a social networking website that is operated and privately owned by Fa-
cebook Inc. Facebook allows anyone who declares themselves to be aged 13 or older to
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become a member of the website. Users can add people as friends and send them mes-
sages, 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
University, 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 universities 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. Depend-
ing 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,’

y

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 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




