Corporate Communication Strategy

ENHANCE LENOVO’S REPUTATION
FOR INNOVATION IN THE MARKET
By Raymond Zhou, Communication Director
Date: March 2014
Considering the fact that Lenovo is a successful multinational corporation, this plan is
conducted to offer some general principles, which are not geographically focused.
Ideally, it would be adapted in different countries or regions to benefit Lenovo’s
reputation for innovation.

ABOUT LENOVO
Lenovo, a US$34 billion personal technology company, is one of the top two PC
makers all over the world and an emerging PC Plus leader, serving customers in more
than 160 countries. Dedicated to exceptionally engineered PCs and mobile internet
devices, Lenovo’s business is built on product innovation, a highly-efficient global
supply chain and strong strategic execution. Formed by Lenovo Group’s acquisition
of the former IBM Personal Computing Division, the Company develops,
manufactures and markets reliable, high quality, secure and easy-to-use technology
products and services. Its product lines include legendary Think-branded commercial
PCs and Idea-branded consumer PCs, as well as servers, workstations, and a family of
mobile internet devices, including tablets and smart phones. Lenovo, a global Fortune
500 company, has major research centers in Yamato, Japan; Beijing, Shanghai and
Shenzhen, China; and Raleigh, North Carolina (Lenovo, 2013).
Uniqueness
When it comes to the flexibility of convertibles, Lenovo is the second to none in the
industry. Combining the portability of tablets with the productivity of a PC, Yoga,
Helix and Lenovo’s entire family of convertibles provide the computing device
customers need whenever they want it.

EXPLORING THE NATURE OF LENOVO
Personality/Identity
The company’s personality or identity is decided by the following three crucial
elements.
Core Mission:
According to its latest annual report, Lenovo’s main task is to achieve differentiation
through innovation. The company has the gene of innovation and possesses the global
innovation triangle (in the U.S., China and Japan), which enables Lenovo to create
new markets with groundbreaking ideas. They will continue to deliver further
breakthroughs on the core products, creating a better user experience and driving
differentiation.
Strategic Vision:
Chairman and CEO Statement: We will accelerate our transformation and become not
just a PC market share leader, but a global PC+ innovation leader (Yang, 2013).
Corporate Culture:
From its CSR reports and employee satisfaction survey results, it is clear that Lenovo
emphasizes on creativity, diversity and social responsibility in business operation and
internal management. As a multinational company originated in China, Lenovo has

built up a very international and diverse cultural atmosphere by balancing traditional
Chinese thoughts (dedication, heritage, modesty) and modern western values
(profitability, innovation, power).
Image
The stakeholders’ current and overall impression of Lenovo is a company featured
with innovation and high-end technology and owning a very high market share in PC
industry (Image 1).

	
  
Image	
  1

Reputation	
  
According to the attached reputation audit, for the last three months Lenovo has been
under the spotlight and gained considerable media coverage because of its three very
crucial and influential business actions. After the big news, Lenovo continues to enjoy
a relatively positive image and reputation but many doubts and questions from media,
customers and shareholders emerged.

Stakeholder Analysis
Customer: For Lenovo, customers are absolutely a key group. They are the ones who
decide to buy the products (services) or not. Decisions they make will strongly
determine the company’s destiny. The majority of them care about innovation only if
it clearly makes life better. However based on the social media and customer
satisfaction research we have done, there are some customers used social media
platforms and customer review website to complain about the weak product durability
and customer service of Lenovo, which deserves our attention and concern. The
message of Lenovo’s concern and determination to improve should be convey to them
through the corporate communication strategy.
Media: Good media relations will help the company bring uplifting stories to the
public, which forms positive attitudes and gives people confidence about Lenovo. The
recent business activities already won plenty of exposure and most of the media chose
a neutral position to report the news, some even showed their doubts and questioned
about the validity of those activities. Large media coverage is not a problem now. The
challenge is how to refine the tonality of reports. Lenovo has to offer the journalism
evidence or proof of corporate capability together with vitality and gain their trust.
Government: Every single action Lenovo takes must be followed the local regulations
and law. To win the support from government will dramatically increase the brand
reliability and credibility, and the convenience of further development. The message
we should send to the government is that Lenovo is an innovative company, which is
conscious of sustainability and will contribute to the community by developing
sustainable products with high-end technology.
Employee: Employees are the faces of the company. They represent Lenovo during
the daily work and create organizational productivity. The top management team is
the most distinctive icon or symbol of the company and their leadership matters a lot
to the investors, shareholders and markets. Internal communication and management
should be very well designed to enhance their faith in Lenovo, generate unshakable
admiration for Lenovo and finally help the organization achieve a higher working
effectiveness and efficiency.
Investor and Shareholder: Company’s performance directly influences their
profitability and in return, their understanding and support can back up all the
organizational decision-making. The consequences of recent extremely active
financial performance (fluctuating stock price and trade volume) are still unclear,
which may worry them in many ways. So one of the tasks of this strategy is to explain
the behind ideas of those business decision, remove their anxiety and obtain support.

STRATEGIC CORPORATE COMMUNICATION
STRATEGIC INTENT
A strategic corporate communication is not only some tactical and functional plans
but more about to span the boundary between organization and environment, identify
emerging perceptions and issues that impact upon the company and implement the
corporate strategy via communication of strategic intention to stakeholders. After all
the above intensive analysis and a relatively comprehensive reputation audit, the
researcher found out how is Lenovo seen by stakeholders is not exactly equal to how
does Lenovo want to be seen. To be brief, Lenovo’s image (or reputation) is not
exactly as innovative as its vision, which means we need reinforcement or a light
alignment. Ideally, by conducting it, Lenovo will accomplish authentic identity, clear
and consistent image of innovation, and positive reputation.
COMMUNICATION OBJECTIVES
---To raise public awareness of Lenovo’s determination, devotion and achievements
of innovation.
---To enhance positive brand image by expressing company’s vision and ability in a
precise way.
---To clear up the negative doubts and questions about the company and refine
corporate reputation by emphasizing Lenovo’s unmatched innovation nature and
capacity.
---To stimulate adoption and diffusion of innovation.
---To build closer stakeholder relationships and win customer satisfaction, employee
engagement, investor (shareholder) trust, and government support.
AUDIENCE PRIORITIZATION
As a big international corporation, Lenovo has many key publics like suppliers,
retailers, trade associations, and global citizens. But in this project, customers, media,
employees, investors, shareholders and government are prioritized.
THEMED MESSAGE
Lenovo will capture the vision of user experience-centered innovation in the overall
themed message: Free and Flexibility, through which Lenovo can reinforce
perceptions in line with the vision of how the organization wants to be known.
Specific themed messages will be developed to support the overall one in each
audience segment.
Customer: Quality products (services) with high flexibility and freedom, genuine
customer empathy.
Media: Leadership in innovation and sustainability, effective two-way communication
with public.
Employee: Care for employees, powerful internal communication and management.
Investor and Shareholder: Leadership in innovation, promising business prospect.

Government: Practitioner of long-term economic, pioneer in environment and social
sustainability.
The messages could enable Lenovo to establish the legitimacy amongst those key
groups and become their “first-choice” status.
MEDIA STRATEGY
The communication strategies designed for Lenovo make full use of many different
kinds of promotional techniques from public relations, advertising, marketing. So this
part is also like an integrated marketing communication created to send the themed
messages, engage the key stakeholders and achieve the strategic intent and objectives.
l

One-way Persuasion Strategies

The first strategy is transmitting themed messages and innovation image though
corporate and product TV and print advertising. As one of the most traditional ways
of corporate communication, TV ads are still quite influential, which can delivery
Lenovo’s innovation image to the audience in a vivid and impressive way. Quality
print ads are also very suitable for strengthening the innovation image, especially
when placed in some business, economics and technology magazines.
The second one is designing creative point of purchase promotional materials (Image
2) to indicate free and flexibility nature of the products. The functions of POP
promotional materials are not only to stimulate consumption but also to showcase
Lenovo’s innovation nature and visually distinguish it from other competitors. The
materials will help consumers to find Lenovo easily in the markets, offer them
important information and provide well-organized product display. In a word, smooth
their buying experiences so as to dramatically improve their impressions on Lenovo.
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The third strategy, film sponsorship, is considered as a crucial one as its great
likability and popularity. Nowadays, considerable digital and technology companies
choose to sponsor commercial films and arrange product placement in the movies. If
it is a proper one, the brand with the specific product will enjoy an incredibly
successful viral marketing outcome. As a high-end personal computer and smartphone
producer, Lenovo’s image and reputation are fit with many amazing movies (such as
the following four in Image 3) that will be released in 2015 or 2016. It is our
opportunity to select one or two to make a co-branding with and merge the latest
product into a posh even surrealistic scene, which may generate positive
word-of-mouth and deeply enhance the innovation reputation of Lenovo in the
market.
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The fourth strategy is about publicity and PR. Throughout the campaign, a
professional PR team must be formed and stand by for releasing the latest news or
stories, and preparing for any potential crisis.
The last one is publishing internal (employee) magazine, named as Innovation Issue.
Aimed to build up a Lenovo employee community, inform them new achievements
made by the company and arm them to the teeth with useful knowledge, the magazine
will be published monthly and every “Lenovoer” is able to access to it. Employees are
the most valuable resources in the company. They represent Lenovo and create the
essential image and reputation. The magazine will give management team the ability
to directly talk to employees, mostly in a top-down approach, show the care and
inspire them to become more creative. Some related events (employee training, guest
speaker talking, discussion and conference) should be organized in the name of the
magazine. Consequently, a consistent cultural atmosphere for innovation could be
achieved, which will enhance the reputation inside out.

l

Two-way Persuasion and Dialogue Strategies

This year Lenovo has already attended two significant international events
(International Consumer Electronics Show, Mobile world Congress), which has
continuously helped Lenovo gain credibility and attention from the public. It is a very
smart strategy to take part in those global events because they are the most
appropriate platforms to claim our leadership in innovation by demonstrating new
products or ideas, communicating with concerned visitors and sending our messages
to the world. Therefore, the first two-way strategy is to keep attending similar events,
wining recognitions from the world.
Secondly new product launch press conferences will be hosted to introduce the
innovative products and answer all the questions from mass media. This month,
Lenovo just announced that series of cool products will be launched for holiday
season, including next generation of multimode products: New Yoga, uniquely
designed tablets; new wave of smartphones: Thinner, lighter with more and better
features around security, collaboration and cloud. All of those are the most
convincing proofs of our excellent innovation capability, which must be nicely
presented to the public through several press conferences. What’s more, the press
conference is also best chance for us to explain why Lenovo did recent business
operations and clear up the doubts from media.
The next one is to invite Yuanqing Yang, the Chairman and CEO of Lenovo, to serve
as the official spokesperson of Lenovo during the campaign. Just as Phil Knight with
Nike, Steve Jobs with Apple, Yang is the prime person speaking for the company. It
has been a long time that Yang keeps a relatively modest and humble image to the
public. Actually, he has acquired countless recognitions and credits all over the world
and just a few days ago, he honored for second year in a row as one of “world’s best
CEOs” (image 4). Yang, himself is the reflection of innovation. So maybe now it is
the time for him to step forward and increase media exposure in order to refine
Lenovo’s innovation reputation through his credibility and influence. He will be
expected to join in the product launch press conference, introduce the new products
and answer some questions. Except that, he will also be arranged to participate a
series of activities: influential TV talk shows, as guest speaker of some top
universities and colleges. The exquisitely planned activities will let Yang to have
in-depth conversations with public and express the corporate vision in an intimate
way. Hopefully, Yang will become a good brand storyteller, send out the themed
messages and involve his audience.
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The last and the vital one is upgrading Lenovo’s webpages and establishing a new and
powerful online presence system, including new homepage (featuring “free and
flexibility”), online newsroom or information center for innovation, a more
exhaustive annual report page, employee homepage, and CSR showcase, customer
service.
A new homepage is supposed to be designed coherent with the overall themed
message: free and flexibility. Some feature articles and images will be uploaded at the
same time. A 24-hour updated information center for innovation should be linked
with the homepage to share any Lenovo innovation related news at the first time. As
mentioned in the audit report, Lenovo’s financial calendar is still too general for
shareholders to collect accurate information and data. A more rich and detailed annual
report page containing improved financial calendar, reports and other related
materials would be actualized to intensify the transparency and benefit investors and
shareholders. The Lenovo employee homepage will be completed as a brand new
digital platform for internal communication. Family members can start conversation
with staff at any level, organize entertaining or relaxation event, and download the
online version of Innovation Issue (the employee magazine). The company just
started a CSR campaign called “Think green Act green” on social media (image 5).
We are going to adopt this big idea and develop it into a comprehensive online CSR
showcase of Lenovo. The CSR projects and records will be filed into specific
categories. A great deal of supporting footages will be available there. Finally a CSR
archives is expected to be fulfilled. In the hope of gathering feedback, solving
problems and attain customer loyalty, an online destination customer service must be
set up. From then on, there is no need to make complaints through social media or
customer review website any more. Consumers will be able to directly talk to us and
we will let them know Lenovo customer service is the one who are responsible for the

products and can help them out through our innovative services.
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STRATEGY IMPLEMENTATION
Considering it is a really big plan, so it may be better for us to hire two agencies and
manage them to fulfill the assignments professionally. Our communication and PR
team will be in charge of the film sponsorship, publicity, internal communication,
international events attendance, press conference and spokesperson’s activities. For
the creation of traditional advertising and POP promotional materials, we need a
professional advertising agency to handle that. For the online presence system
establishment, a professional IT team is more likely to be invited to contribute to the
campaign. We will formulate the working structure and schedule as soon as possible
and start the whole project swiftly because now is already a perfect opportunity for
Lenovo to make a difference.
EXPECTED OUTCOME
Lenovo will achieve a strong reputation for innovation with the following
characteristics.
Visible: innovation is prominent in all Lenovo’s internal and external communication
Distinctive: innovation is closely connected with the corporate identity or positioning
Authentic: as the vital value, innovation are embedded in the organizational culture
Transparent: the enhanced reputation reflects the fact that Lenovo is open and
transparent about its behavior
Consistent: the key message, innovation is communicated consistently through all
internal and external channels for a long time.

BUDGET

l

l Offline
Online + Offline
l Online

Tactic 1: TV and Print Advertisement (placement)
Cost: 50 000£

Deadline: 20th April 2014

Tactic 2: POP Promotional Materials
Cost: 7 000£

Deadline: 25th April 2014

Tactic 3: Film Sponsorship
Cost: 100 000£

Deadline: 30th September 2014

Tactic 4: Employee Magazine (editing, printing and distributing)
Cost: 15 000£
Deadline: 30th April 2014
Tactic 5: Press Conferences
Cost: 4 000£

Deadline: 31th May 2014

Tactic 5: Spokesperson Activities
Cost: 1 000£

Deadline: 23th April 2014

Tactic 6: Evaluation (survey, content Analysis…)
Cost: 9 000£

Deadline: 31th May 2014

Tactic 7: Online Presence
Cost: 0£

Deadline: 25th April 2014

Agency Fees
Cost: 50 000£

TOTAL: 236 000£	
  

MA in Public Relations: Corporate Communication

REPUTATION AUDIT REPORT
FOR LENOVO
(January to March, 2014)
by Raymond, Anh, Lynn, Lisha

TABLE OF CONTENTS
Introduction .............................................................................................................................
Lenovo ......................................................................................................................................
Traditional Media ....................................................................................................................
Overview .......................................................................................................................
Key media .....................................................................................................................
Key highlights ...............................................................................................................
Key figures …………………………………………....................................................
Conclusion .....................................................................................................................
Social Media .............................................................................................................................
Platforms .......................................................................................................................
Overall Performance .....................................................................................................
Customers .................................................................................................................................
Word-of-Mouth .............................................................................................................
Employees .................................................................................................................................
Communication Team .................................................................................................
Employee Communication ..........................................................................................
Cultural Integration .......................................................................................................
Diversity ........................................................................................................................
Employee Survey ..........................................................................................................
Recognitions …………………………………………..................................................
Community ..............................................................................................................................
Overview .......................................................................................................................
CSR Definition of Lenovo ............................................................................................
CSR Commitments ........................................................................................................
Initiatives & Activities ..................................................................................................
Recognitions ..................................................................................................................
CSR Reputation .............................................................................................................
Investors …….............................................................................................................................
Stock Price .....................................................................................................................
Goodwill ........................................................................................................................
Limitations ....................................................................................................................
Conclusion & Recommendation ............................................................................................
References ...............................................................................................................................
Appendix ..................................................................................................................................
Digital News Clipping ...............................................................................................

	
  

2	
  

3
3
4
4
4
5
6
8
10
10
12
16
16
17
17
17
17
17
18
18
19
19
19
19
19
20
20
21
21
22
22
24
25
26
26

INTRODUCTION
The Lenovo Reputation Audit 2014 is commissioned to gain a comprehensive view of how the
brand is viewed by its different stakeholders such as the media, social media users, customers,
employees, community and investors.
More specifically, this report will look at key elements of the brand reputation namely: Financial
Performance, Digital Media Coverage, Social Media Performance, Customer Satisfaction,
Internal Communications, Corporate Social Responsibility, by separate reports with the aim of
coming up with general summary and analysis about the brand reputation of Lenovo over 2month period between January and February 2014.

LENOVO
Lenovo was established in Beijing under the name of ‘Legend’ in 1984. In 2004 the brand was
changed from Legend to ‘Lenovo’, becoming market leader in China. The brand has been
popular among the PC consumers over a long period of time. Lenovo bases its communication
on the same values and the brand is positioned in a similar fashion everywhere. In 2005, Lenovo
acquired IBM’s PC division, becoming the world’s third biggest PC-maker. This acquisition
marked as the official start point for the company’s global expansion and its reputation reached a
peak level. The company is praised for its good management, strong brand recognition, and
growth potential.
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Traditional Media
(1 January to 28 February 2014)
OVERVIEW
•
•

•
•
•

Total number of coverage: 140
The key activities / events (Press Releases):
-‐ released third quarter 2013/14 financial report (13 February 2014)
-‐ bought Motorola Mobility from Google (29 January 2014)
-‐ Statement on January 2014 Reorganization (28 January 2014)
-‐ acquired IBM’s x86 Server Business (23 January 2014)
-‐ introduced new products: S-Series Smartphones (24 February 2014), Yoga Tablet 10
HD+ (23 February 2014), ThinkPad 11e series of laptops (28 January 2014), etc.
Main coverage drivers / journalists’ area of interests: Computer / Mobile / Technology /
Business
Main types of articles: News / Interviews / Analysis / Opinion
Tonality of coverage: Positive / Neutral / Negative

KEY PRESS
Publications
BBC News Business
The Wall Street Journal
The Economic Times
Reuters
The Financial Express
Bloomberg Business Week
The Register
The Financial Times

TOTAL
Positive (+)
7
5
7
2
6
2
6
5
1
5
1
4
3
Image 1

Neutral (=)
1
5
4
6
4
2
3
1

Negative (-)
1

2
1
2

Based on figures regarding the number of posted articles, the tonality of these articles, major
media is sorted due to their level of influence as well as support for Lenovo during the time
period:
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Image 2

HIGHLIGHTS
There are some main aspects which were mentioned in the content of articles:
• Updates about the share prices of Lenovo after their major activities during the time period
• Analysis and predictions about the opportunities and new challenges for Lenovo as the result
of these activities
• Authors’ predictions about the possible impacts of the activities on the countries’ as well as
global economy
• Assumptions about the global aims of Lenovo in time to come
• Strengths and weaknesses of Lenovo in comparison with competitors Apple, Samsung
(Mobile)
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KEY FIGURES
1. Media tone:
TOTAL
140

Positive (+)
44

Neutral (=)
77

Negative (-)
19

Chart 1
The tonality of articles varies widely: reporting articles are often neutral (55%) as their purpose
is providing plain information without comments while experts' analysis are either positive
(31.4%) with the belief in good influences of these events on the business of Lenovo or negative
(13.6%) when indicating possible drawbacks.
2. Generation of coverage:

Chart 2
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Of the 140 articles, 75 were in forms of news, which made up a percentage of 54% opposed to 8%
of interviews with Lenovo’s representatives. 23 pieces or 16% of them were produced in the
form of analyses while 31 experts’ opinion pieces (22%) were monitored.
3. Coverage of press releases:

Chart 3
Lenovo has introduced 24 press releases in total during the time period, each of them has come
up with different level of coverage on digital media.
Two of the most important ones are the announcements about Lenovo’s acquisitions with IBM
and Google, which lead to different views from the media and industry experts in terms of
assessing or predicting Lenovo's coming plans as well as financial performance. Especially,
these two activities of Lenovo have been used as case study for many industry and business
analyses, which contributes considerately to the massive media coverage of Lenovo over this
time period.
The most recent event namely the release of Q3 2013/14 financial report with good results has
triggered the great concern from a wide range of media including big names such as The
Financial Times, BBC News Business.
More specifically, the numbers of coverage of three main press releases namely Lenovo’s
aquisition with IBM, Lenovo’s deal with Google and the release of recent financial report were
30, 69 and 45 articles respectively.
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4. Lenovo in headlines and/or subtitles:

Chart 4
137 monitored articles contain the name of Lenovo in headlines and / or subtitles, making up
98%.
In the meanwhile, 2% of articles did not directly referring to Lenovo in the headlines but all of
them included the name of the company in the content.
5. Use of visual:

Chart 5
Many of monitored articles were inserted with the pictures which are related to Lenovo such as
logo, the image of products / leaders (67%) while 33% of the total had no visual aid. The use of
visuals in the majority of articles helped the readers know more about the products or the
company; consequently, the name of Lenovo would be engraved in the mindset of target
audiences.

Lenovo has a massive media coverage during the period of two months from January to February
2014 owing to their crucial events including acquisitions with IBM and Google as well as the
release of new financial report. Apart from news articles, which simply repeat the information
from the company’s official press releases or the media interviews with Lenovo's representatives,
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there are many journalists / experts who show their special interests in Lenovo’s activities
through their own analysis / opinion / prediction about possible results or further suggestions for
the company in the time to come.
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Social Media
PLATFORMS
The study was conducted based on the following social media platforms:
•
Domestic platforms:
Sina Weibo
Lenovo: http://www.weibo.com/p/1006062183473425

Image 3
Lenovo Services: http://www.weibo.com/p/1006061806527195

Image 4
Lenovo News: http://www.weibo.com/p/1006061680482282
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Image 5
•

Global platforms:

Facebook: https://www.facebook.com/lenovo

Image 6
Twitter: https://twitter.com/lenovo
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Image 7
YouTube: http://www.youtube.com/user/LenovoVision

Image 8

OVERALL PERFORMANCE
According to the statistics and evaluation from HowSociable (which has been providing the
service of measuring brands’ impacts on the social web since 2008), Lenovo made full use of its
social media platforms and possessed a relatively active and influential performance in more
than thirty popular websites.
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HowSociable calculates the magnitude score (ranged from 0 to 10) by taking a sample of one
week's activity across the social web and analyzing it to find out what portion of the activity
references a brand. As Image-9 shows, 8.4 is the magnitude score for Lenovo last week, which
means a high level of social network activity and engagement.
Even though Lenovo is quite active on line, people’s attitudes regarding this brand are not all
good and positive and instead they are very contradictory. Refer to Sentiment140’s monitoring
result (Image-10), over thirty percent Lenovo related tweets are negative. Many people tweeted
to make complaint about the unsatisfactory customer service and low product quality.

Image 9
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Image 10
High Impact Mentions
Some crucial mentions (Image-11) helped Lenovo enlarge its social media communication
effectiveness.

Image 11
Dramatic Change through Last Two Months
Image-12 indicates the big leap in level of social media activity and engagement during February
and March. Since the middle of February to now, new product launch or promotion (Yoga 2 Pro,
ThinkPad, Smartphone, Yoga Tablet…) and attendance of international event (International
Consumer Electronics Show, Mobile world Congress) have continuously helped Lenovo gain
attention from the public.
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Image 12
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Customers
WORD-OF-MOUTH
Based on some previous data (PCWorld, 2012), Lenovo enjoyed a very high customer
satisfaction especially in 2011 and 2012. However by using the ConsumerAffairs’
(ConsumerAffairs is a consumer news and advocacy organization founded in 1998 by James R.
Hood, a veteran Washington, D.C. journalist and public affairs executive. The website includes
consumer news, recall information and tens of thousands of pages of consumer reviews) service,
a lot of criticisms and negative word-of-mouth was found. As Image 13 shows, Lenovo recently
only got one star in overall satisfaction rating. Once again, customers focused on complaining
the poor customer service and product durability.

Image 13
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Employees
COMMUNICATION TEAM
Lenovo’s internal communication department is responsible for the delivery of information and
corporate communications to staff. The key responsibilities include developing, writing and
editing content for the intranet, staff newsletter, announcement, team briefings, notice boards and
other internal communications channels.

EMPLOYEE COMMUNICATIONS
·
·
·

Meetings - regular “All Hands” meetings in each business units and functions. In person, or
take remote participation through a combination of Web stream and conference calls.
Employee Engagement Survey - seeks the insights of its employees worldwide on how they
view their jobs, their management, their teams, their rewards, and the company as a whole.
Office of the ombudsman – serves as a designated resource who is independent of the
formal management structure, and available to all employees for a confidential and off-therecord discussion.

CULTURAL INTEGRATION
The acquisition of IBM global PC business in 2005 speeded up the process of
internationalization. The companies took a cultural integration approach of internal
communication to overcome the gap between different cultures and differences. Key initiatives
include “Cocktail Culture Forum” in 2007.

DIVERSITY
Key diversity initiatives:
- Women in Lenovo leadership
- Gay, lesbian, Bisexual and Transgender activities
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EMPLOYEE SURVEY
The 2012 Lenovo Listens survey, which boasted an incredible 94%participation rate (up from 84
percent in 2011), showed that Lenovo employees are proud and see the positive impact their
work has on customer satisfaction. Scores on all 2012 survey items improved from the previous
year, most notably relating to positive perceptions of management, direction from managers,
pay-for-performance, and employee growth and development.

RECOGNITIONS
- Named by Universum as the one of the world’s most attractive employers in 2013
- Obtained optimal health employers Slovakia Year 2013 Award
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Community
OVERVIEW
Lenovo has been among the companies with the best-performing corporate social responsibility
programmes in China. As a global company, Lenovo supports and implements sustainable
business practices and is devoted to ensuring that its products, employees, sites and suppliers are
following the commitments the company has made to environmental and socially responsible
business practices.

CSR DEFINITION OF LENOVO
Sustainability for Lenovo means taking care of the long-term economic, social and
environmental health of the company and the communities in which it operates.

CSR COMMITMENT ENCOMPASSES
Ø

Ø
Ø
Ø

Environmental protection - Protecting the environment as a strategic focus in all aspects
of the company’s business, from product design and supplier selection to manufacturing and
product life cycle management
Philanthropy & Charity - Donating time and resources to philanthropy to help those less
fortunate and when disaster strikes
Products - Focusing on product quality and safety throughout the entire life cycle
Employees - Building a safe and healthy workplace where Lenovo treats its people as the
company’s greatest asset

INITIATIVES & ACTIVITIES
- Signatory and member of the UN Global Compact
- Response to the CDP on climate change management strategy and greenhouse gas emissions
inventory
- Participate in the China Greentech Initiative project
- Climate Saver Computing Initiative
- Green Box Program
- Electronics Recycling Product Program
- Sea Turtle Event
- Supporting NGO "landscape ecology

	
  

19	
  

- Donation to China Rural Info platform Office in Association of Poverty-Alleviation(2009)
- Donation toWenchuan earthquake-hit areas (2008)
- Donation to the areas affected by snowstorm(2008)
- Investment to start public welfare plans for the development of Chinese NGOs (2007)
- Donation for disaster relief through the Chinese Red Cross(2007)
RECOGNITIONS
- Selected as a constituent stock of the 2013 of the Hang Seng Corporate Sustainability Index for
the 4th consecutive year
- Earned a position on the RepuTex Hong Kong ESG Honour Board for the 3rd consecutive year
- top 5 of the 353 companies whose corporate sustainability performance was examined
- Top rated company in the Information Technology sector and the only company in its sector
among the Hong Kong top 20
- “Performance band A” in CDP 2013 Carbon Disclosure Score
-Selected for inclusion in the first United Nations Global Compact 100 (GC 100)
- Rated as “Prime” by oekom research AG

CSR REPUTATION
Ø

Brand reputation - Ranked among the 100 companies with the best CSR reputation in 2013
CSR RepTrak® 100 study by Reputation Institute

Image 14
Ø

	
  

Leadership reputation - CEO Yuang Yuanqing donates $3 million of his bonus to Lenovo’s
hourly employees
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Investors
STOCK PRICE
Lenovo’s share price was influenced by the acquisition with Motorola in 30th January of this
year. As can be seen from Image 15, Lenovo's share price has a great fluctuation during the
period, there is a sharp fall before and after Lenovo acquired Motorola. This is because before
the acquisition, a large amount of people are expecting the decision Lenovo made while until
Lenovo announce this breaking news, people became worried about whether this acquisition was
a risk.
The share price is the most directly reaction which can reflect the expectation of this brand from
the market. Therefore, as is shown on image-1, based on Lenovo's continuing raised share price,
the overall market presents a high expectation for this brand. Thus, all in all, most of the
information is positively affected Lenovo.

Image 15 - Trade Volume

Image 16
As can be seen from Image 16, Lenovo's trading volume reached the highest point in both
January and February during a whole year. Stock trading volume means a high activity,
indicating that the investors have a highly concern about this stock at this time. Meanwhile, it
also reflects the investors’ enthusiasm is very high after Lenovo’s acquisition of Motorola. It also
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represents the value of the brand has been fully improved during this time.

GOODWILL
Due to the annual report of this year is not published until March 31, all the other evaluation and
analysis can only be based on the annual report from last year.
The goodwill in 2012 is 1101 million dollars while 1123 million dollars in 2013 in China area.
Although it is just a slight raising, the reputation in the Great China area is increasing anyway.
In addition, the goodwill of North America has risen from 160 to 231; the goodwill of European
area has increased from 242 to 261; although the oversea market of Lenovo is emerged during
2013, it is not hard to see the goodwill of other market has increased over all.

Image 17
Lenovo is steadying its Chinese market and expanding the overseas market at the same time.
This raising number of goodwill also stand for the reputation of Lenovo is grow all the year
around.
LIMITATIONS
Compared with Image-19 and Image-20, the financial calendar became more general from
FY2011/2012, which is not that good to the investors to collect information. The financial
calendar before that period are more in detail, so that investors can get more information they
want from that.
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Image 19
The system of the Lenovo is not prefect yet. The ex-dividend date cannot be found in Lenovo’s
financial calendar. The ex-dividend date, also known as the reinvestment date, is an investment
term involving the timing of payment of dividends on stocks of corporations, income trusts, and
other financial holdings, both publicly and privately held. That also reflects a common limitation
of the majority Chinese company, which is the system of the company is not transparent. That is
the fatal weakness of a company’s reputation audit.

Image 20
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Conclusion & Recommendations
By looking at Lenovo’s performance in the past two months from different perspectives of
traditional media, social media users, customers, employees, community and investors, it can be
concluded that the company draws a huge attention and high expectation from various
stakeholders. It also shows a generally positive brand image based on the tradition media
coverage, social media response, customer and employee reviews and social recognitions.
Whereas the reactions towards the company’s financial performance is fluctuant with mixed
attitudes, which imply the company needs to make continueing efforts in building investors’
confidence.
Recommendations:
·Customer service – The company can further improve its communication with customers
through both off-line and online ways. On one hand, it needs to provide an upgrading after-sales
service for the products; on the other hand, its activities on social media platforms need to be
more interactive and engaging.
·Media coverage – Despite the fact that the company gained a general neutral and positive
media coverage, there still are negative or untrue reports and articles. The company needs to get
more command of the information and to reduce the unfavorable reports.
·Financial report – Based on the analysis of its financial publications and the reactions towards
each announcement, the company needs to be more transparent in communicating its financial
results to make sure that the investors have a clear understanding of its messages and have more
confidence on the company.

	
  

24	
  

REFERENCES:
Fama, E., (2013). Efficient Capital Markets: A Review of Theory and Empirical Work. The
Journal
of
Finance,
25(2),
page
383-417.
[Online]
Available
from:
<http://onlinelibrary.wiley.com/doi/10.1111/j.1540-6261.1970.tb00518.x/full> (Accessed 7
March 2014).
Lenovo, (2013). Investor Relations - Annual & interim reports. [Online] Available from:
<http://www.lenovo.com/ww/lenovo/pdf/report/E_099220130531d.pdf> (Accessed 7 March
2014).
Lenovo, (2014). Investor Relations - Dividend History. [Online] Available
<http://www.lenovo.com/ww/lenovo/financial_cal.html> (Accessed 7 March 2014).

from:

Lenovo, (2014). Investor Relations - Financial Calendar. [Online] Available from:
<http://www.news.lenovo.com.html> (Accessed 7 March 2014).
Lenovo,
(2014).
News.
[Online]
Available
<http://www.lenovo.com/ww/lenovo/financial_cal.html> (Accessed 9 March 2014).

from:

Lenovo,
(2014).
Social
Responsibility.
[Online]
Available
from:
<http://www.lenovo.com/social_responsibility/us/en/index.html> (Accessed 9 March 2014).
PCWorld, (2014). Apple and Lenovo desktop PCs tops in satisfaction. [Online] Available from:
<http://www.pcworld.com/article/2020964/apple-and-lenovo-desktop-pcs-tops-insatisfaction.html> [Accessed 9 March 2014]
Yahoo Finance, (2014). Lenovo Group Limited (0992.HK). [Online] Available from: <
http://finance.yahoo.com/q;_ylt=A7x9QX6DWxxTrToA5HxLBQx.;_ylu=X3oDMTE
1bjlpZW90BHNlYwNzcgRwb3MDMwRjb2xvA2lyZAR2dGlkA01TWVVLMDhfO
DE?s=0992.HK> (Accessed 7 March 2014).

	
  

25	
  

APPENDIX
Appendix 1: Digital News Clipping
No.
1.

Date
26 February 2014

2.

25 February 2014

3.

14 February 2014

Title
Looking for the Next Lenovo on the Drab
Margins of the Mobile World Congress
Lenovo’s CEO is determined to end
Motorola Mobility’s losses in four to six
quarters
Lenovo’s Motorola Deal: Let’s Look at the Positives

4.

14 February 2014

Lenovo may fail to crack North America,
predict analysts

5.

14 February 2014

6.

14 February 2014

7.

14 February 2014

8.

13 February 2014

9.
10.

13 February 2014
13 February 2014

11.

13 February 2014

12.

13 February 2014

13.

13 February 2014

14.

13 February 2014

15.

13 February 2014

16.

13 February 2014

	
  

Lenovo to relaunch Motorola brand in
China; posts strong sales, earnings
Lenovo profits and sales reach beyond
expectations
Aggressive Lenovo Might Be Worth Your
Investment
Chinese PC maker Lenovo posts record profits and
sales
Lenovo cracks its first ever $10bn quarter
Lenovo head confident of turning around
Motorola handset unit
For Lenovo, ThinkPad turnaround provides
blueprint for Motorola handset future
Googorola's Dennis Woodside shuffles over
to Dropbox
Lenovo Says Motorola Buy Could Hurt
Near-Term Earnings
(Third-Quarter Net Profit Rises 30%,
Beating Street Views)
Motorola Mobility CEO to join Dropbox
ahead of Lenovo deal
Acquisitions likely to hit Lenovo's profits in
short term
Motorola could turn around "in a couple of
quarters"

26	
  

Publication
Bloomberg
Business Week
Binary Tribune

Sector
Mobile
Electronics
Stock News

The Wall Street
Jounal
Computer Business
Review

Asia
Mobile &
Tablets

South China
Morning Post
Business Standard

Business
Companies

The Street

News

BBC News

Business

The Register
The Financial
Times
Reuters

Business
Companies

The Register

Data Centre

The Wall Street
Jounal

Business

Reuters

Business

PC Advisor

News

PC Pro

News

Business

17.

13 February 2014

18.

13 February 2014

19.

13 February 2014

20.

13 February 2014

21.

13 February 2014

22.
23.

13 February 2014
13 February 2014

24.

13 February 2014

25.

13 February 2014

26.

13 February 2014

27.

13 February 2014

28.

13 February 2014

29.

13 February 2014

30.

13 February 2014

31.

13 February 2014

32.

13 February 2014

33.

13 February 2014

34.

13 February 2014

35.

13 February 2014
	
  

Lenovo Projects End to Motorola Losses With China
Phone
Lenovo Says Motorola Mobility Buy Could
Hurt Near-Term Earnings - 3rd Update
Lenovo rides increased smartphone sales to
report strong Q3 numbers
Lenovo profit up 30 percent on smartphone
growth
Will we be seeing Lenovo on UK desks?
Lenovo plots Motorola comeback in China
Lenovo 3Q profits hit $321M, but Motorola
buy may impact future earnings
PC giant Lenovo posts record revenue and
profits
After the news Lenovo has bought Motorola
for $2.9 billion, the CEO is confident he can
turn the company around
Lenovo profit up 30 percent on smartphone
growth
Lenovo P780: A versatile workhorse with
great looks
China's Lenovo aims for third in global
smartphone market
Lenovo Projects End to Motorola Losses
With China Phone Plan (2)
Lenovo Group forecasts to end Motorola
Mobility unit losses, re-establishes the brand
in China
Lenovo Group forecasts to end Motorola
Mobility unit losses, re-establishes the brand
in China
Branding de novo
(Lenovo's turnaround trick will be harder
this time)
Lenovo, Even Without Motorola, Grew
Smartphones 47 Percent in Q3
Motorola’s rockstar CEO jumps ship as
Lenovo promises smartphone profits
Lenovo maps path to smartphone
27	
  

Bloomberg

Technology

The Wall Street
Journal
Gadgets (Reuters)

Article

The Financial
Express
Computer Business
Review
Rethink Wireless
ZDNet

Industry
Mobile &
Tablets
News
Hardware

IT Pro Portal

Business

Know Your Mobile

News

The Financial
Express
The Financial
Express
AFP

Industry

News

FE Special

Bloomberg
Business Week
Binary Tribune

News
Stock News

Binary Tribune

Stock News

Business Standard

Opinion

E-Week

Mobile

Extreme Tech

Mobile

The Hongkong

Business

36.

12 February 2014

37.

12 February 2014

38.

12 February 2014

39.

12 February 2014

40.

12 February 2014

41.
42.
43.

11 February 2014
11 February 2014
11 February 2014

44.
45.

10 February 2014
10 February 2014

46.

9 February 2014

47.

7 February 2014

48.

4 February 2014

49.
50.

4 February 2014
4 February 2014

51.

4 February 2014

52.

4 February 2014

53.

4 February 2014

54.

4 February 2014

55.

4 February 2014

56.

4 February 2014

57.

4 February 2014
	
  

heavyweight
Lenovo posts record earnings on $10.8bn in
Q3 revenue
Q&A: Lenovo CEO On How To TurnAround
Motorola
China Sales Buoy Lenovo Net Profit
Lenovo Was Right To Buy Motorola - Just
Look At ThinkPad
Lenovo Reports Income Increase as It
Expands
Goodbye Moto Hello Lenovo
Motorola – a high price for Lenovo to pay
Lenovo Earnings: What to Watch
Google to take 6 per cent stake in Lenovo
Lenovo Group announces plans for
expansion in West Africa in 2014
Lenovo takes on a fixer-upper with
Motorola acquisition
Post Motorola deal, Google Inc to own
5.94% stake in Lenovo
Lenovo Group Ltd collapses on analyst
downgrades after latest acquisitions
Lenovo shares drop 15% on strategy concerns
PC maker Lenovo's shares tumble
16.40%
Lenovo shares tumble 16.40% in Hong
Kong
UPDATE 2-Lenovo shares dive on Sony PC
buy report, downgrades
Lenovo crashes on concerns over aggressive
deal making
Lenovo shares dive on Sony PC buy report,
downgrades
Lenovo Shares Plunge Amid Sony Vaio
Takeover Report
Motorola Phones From Lenovo? Investors
Aren't Impressed
Lenovo: The yin to Apple's yang?
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Standard
The Financial
Times
The Wall Street
Journal
The Wall Street
Journal
Forbes

Companies
Asia
Article
News

The New York
Times
Mobile News
Mobile News
The Wall Street
Journal
TechRadar Pro
Binary Tribune

Technology

The Seattle Times

Business &
Tech
Tech

News
News
Asia
News
News

The Financial
Express
Binary Tribune

Stock News

BCC News
The Arab News

Business
Economy

Channel News Asia
Reuters UK

International
Business
Business

The Financial
Times
Reuters UK

Companies/T
ech
Business

Yahoo! Finance
UK & Ireland
Bloomberg
Business Week
ZDNet

News &
Opinion
Technology
PCs

58.

4 February 2014

59.

4 February 2014

60.

4 February 2014

61.

4 February 2014

62.

4 February 2014

63.

3 February 2014

64.

3 February 2014

65.

3 February 2014

66.

3 February 2014

67.

3 February 2014

68.

3 February 2014

69.

3 February 2014

70.
71.

3 February 2014
3 February 2014

72.

2 February 2014

73.

2 February 2014

74.
75.

2 February 2014
2 February 2014

76.

1 February 2014

77.

1 February 2014

	
  

Lenovo-IBM Server Deal to Jump Start IT
Businesses
Lenovo shares continue to sink after news of
Motorola deal
Hong Kong shares have worst day in 1-1/2
years, Lenovo crumbles
Lenovo shares dive on Sony PC buy report,
downgrades
Lenovo Slumps onAnalyst DowngradesAfter Buying
Spree
Sony, Lenovo in talks for PC business
alliance, says report
Lenovo's Thinkpad Yoga 11e is the first
convertible Chromebook
Lenovo, Sony consider rejuvenation of Vaio
PCs
Lenovo as new 800-pound gorilla:
Opportunities, challenges abound
Apple's iPad Losing Share To Samsung And
Lenovo
Cheaper smartphones: Lenovo set to
challenge Samsung, Micromax, Nokia &
Apple in India
Google’s $3bn Motorola Mobility sale to
Lenovo called into question
Lenovo aiming high after two major deals
Lenovo Takes a Page From Steve Jobs'
Playbook
Sony denies Vaio-to-Lenovo rumour

Innovation Insights

Blogs

CNet (The Wall
Street Journal)
The Economic
Times
The Economic
Times
Bloomberg
Technology
The Financial
Express
The Inquirer

News

Lenovo’s Huge Deals Show How China
Lags Behind
Lenovo and Motorola: Two brands or none?
Lenovo signals 'global ambitions' with
Motorola deal
Sony Denies Talks with Lenovo For PC JV
to Sell Vaio Business
Android this week: Red Nexus 5 coming;
Motorola going to Lenovo; Moto G
reviewed

Time Business &
Money
CNet
The Economic
Times
International
Business Time
Tech News and
Analysis
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Global
Markets
Business
Tech
International
Laptops

ZDNet

UK News

ZDNet

Hardware

Forbes

Tech

The Economic
Times

Tech

Bobs Guide

News

Techie News
Tech News World

Business
Technology

The Register

Financial
News
Business
News
Business
News
Android

78.

1 February 2014

79.

31 January 2014

80.

31 January 2014

81.

31 January 2014

82.

31 January 2014

83.

31 January 2014

84.

31 January 2014

85.

31 January 2014

86.
87.
88.

30 January 2014
30 January 2014
30 January 2014

89.

30 January 2014

90.

30 January 2014

91.
92.

30 January 2014
30 January 2014

93.
94.

30 January 2014
30 January 2014

95.

30 January 2014

96.

30 January 2014

97.

30 January 2014

98.

30 January 2014

99.

29 January 2014
	
  

Just 7 days, Lenovo wraps up two deals
totaling $5.2 billion
IBM, Lenovo Deal Is All About Winning
Lenovo CEO says we could see “Motorola
by Lenovo” branded devices in the future
Lenovo-Motorola deal likely to win US
regulatory approval but...
Google sells Motorola to Chinese tech firm
Lenovo for £1.8BILLION
Lenovo looking to grow after purchase

The Economic
Times
E-Commerce
Times
Digital Trends

Business

CNet

News

Mirror Online

News

Herald Scotland

Economy &
Markets
Trending

Why Lenovo’s Motorola acquisition isn’t
Phandroid
really that bad — and could be great
Is Lenovo making an enterprise smartphone
Search
play with its Motorola buy?
Consumerization
Can Lenovo do an IBM with Motorola?
BCC News
Google sells Motorola Mobility unit to Lenovo for $3bn
BBC News
Motorola deal a win-win for Lenovo and
V3
Google that could reshape smartphone
market
Google sheds Motorola in $2.91 bn deal
The Lebanon Daily
with Lenovo
Star
Google sells Motorola to Lenovo
Mobile Choice
Magazine
Google sells Motorola to Lenovo
Belfast Telegraph
Lenovo to buy Motorola business for $2
China Daily USA
billion
Lenovo-Moto deal's impact on Apple? Zip
Computer World
Lenovo Motorola Sale: Google Will Retain
International
Ara Modular Phone Project
Business Time
Lenovo CEO aims for Motorola to dust
CNet
Apple and Samsung
Google Sells Motorola To Lenovo For
Watch Sky News
$2.9bn
Lenovo deal won't affect Motorola Moto G
The Economic
launch in India
Times
The Motorola Shuffle: Lenovo Gets
E-Commerce
Business, Google Keeps Patents
Times
What Lenovo's Motorola deal could mean for
Engadget
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Business
Mobile

News
Business
Business
Analysis

Technology
News
World
Top News
Mobile
Technology
News
Technology
Tech
Business
News

American manufacturing
100.

29 January 2014

101.

29 January 2014

102.
103.

29 January 2014
29 January 2014

104.

29 January 2014

105.

29 January 2014

106.

29 January 2014

107.

29 January 2014

108.

29 January 2014

109.

29 January 2014

110.

29 January 2014

111.

28 January 2014

112.

27 January 2014

113.
114.
115.

24 January 2014
24 January 2014
24 January 2014

116.
117.

23 January 2014
23 January 2014

118.

23 January 2014

Lenovo to buy IBM's low-end server unit for
$2.3 billion

119.

23 January 2014

Lenovo to Acquire IBM's x86 Server
Business

	
  

Hello Moto: Lenovo grabs Motorola biz for
$3bn. But Google's KEEPING the patents
Google sells Motorola to Lenovo for
$2.91 billion
Can Lenovo save Motorola?
Lenovo will juggle two-brand strategy with
Motorola
Confirmed: Google will sell Motorola
Mobility to Lenovo for $2.91 billion
Q&A: Lenovo CEO on Buying Google’s Handset
Business
Google sells off Motorola Mobility to
Lenovo for around $3 billion [Updated]
Motorola Deal Pushes Lenovo to Take on
Apple and Samsung
Lenovo buys Google's handset business for
$2.91B
Will Lenovo kill the low-cost Moto X and
Moto G?
Lenovo to acquire Motorola Mobility from Google in
$2.91 billion deal
How will Lenovo compete in the PC server
market?
Lenovo Rising, IBM Evolving
Lenovo shares rise on IBM server deal
Lenovo to buy IBM server unit
IBM Deal Propels Lenovo Into Enterprise
Hardware Game
Lenovo buys IBM's low-end server business for $2.3bn
IBM/Lenovo Deal Wins Praise
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International
Editions
The Register

Business

The Verge

Tech

The Verge
CNet

Tech
News

Ars Technica

Wall Street Journal

Product
News &
Reviews
Companies

The Next Web

Companies

International
Business Time
ZDNet

Technology

CNet

News

Android Central

Articles

Computer Weekly

IT Hardware

E-Commerce
Times
BBC News
China Daily
E-Commerce
Times
BBC News
EE Times

Technology

Yahoo! Finance
UK & Ireland
(Reuters)
SOA World
Magazine

Mobility

Business
Top News
Enterprise IT
Business
News &
Analysis
News &
Opinion
Industry
News Desk

120.

23 January 2014

121.

23 January 2014

IBM sells x86 server business to Lenovo for
$2.3bn
Lenovo to buy IBM's server business for
$2.3BN

122.

23 January 2014

123.
124.

23 January 2014
23 January 2014

125.

23 January 2014

126.

23 January 2014

127.
128.

22 January 2014
22 January 2014

129.
130.

21 January 2014
21 January 2014

131.

21 January 2014

132.

21 January 2014

133.
134.

20 January 2014
20 January 2014

135.

13 January 2014

136.
137.

10 January 2014
6 January 2014

138.
139.

6 January 2014
6 January 2014

140.

6 January 2014

	
  

Lenovo to buy IBM's x86 server business
for $2.3bn
Lenovo seals huge IBM deal
Lenovo Buys IBM Server Unit For $2.3bn
Amid PC Downturn
IBM, Lenovo and the $2.3bn question: Can
they hit the jackpot twice?
IBM cuts bait on Intel server line, Lenovo
bites
Lenovo in talks to buy IBM unit
Lenovo One Channel refresh targets SME,
server, storage lines
Lenovo shares rise on reports of IBM deal
Lenovo: Yup, we're in talks with IBM to
acquire low-end server business
Lenovo resumes talks to buy IBM unit:
source
Lenovo haggling with IBM over price of
System X... AGAIN
Lenovo rewards top new designs
IBM in talks with Dell, Lenovo about
offloading x86 server business
Lenovo targets US, but when?
Lenovo challenges Apple, Samsung
Android desktops arrive as Lenovo eyes
your living room
Lenovo uses price to pitch multi-mode PCs
Could an Android desktop replace your
Windows PC?
(HP and Lenovo are betting that Android
PCs can convert both office and home
Windows PC users to Android)
Lenovo takes a swing at MacBook Pro Retina with 4K
Ultra HD Y50
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Computer Weekly

News

Computer Business
Review

Tech

ZDNet

UK News

China Daily
International
Business Time
ZDNet

Business
Technology

Search Data Center

News

China Daily
Micro Scope

Companies
News

BBC News
ZDNet

Business
Servers

China Daily

Business

The Channel

News

China Daily
Computer Weekly

Business
IT Hardware

China Daily Latin
America
China Daily
ZDNet

China
Business
Hardware

ZDNet
ZDNet

Hardware
Hardware

Tech Radar

News

Servers
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