Tema Ne 2
Unit 2
YOUR COMPANY

When you describe your company, you may choose to give a brief,
informal introduction or a full, formal presentation, depending on the context.
The five headings below cover the important areas to include in a full
presentation.

1. History, size and structure Start with the name and main business
activity of your company, and the sector in which you operate
(e.g.(dbopsk3ammies  MPOU3HOCUTCS) the consumer goods sector, the
business-to-business sector). Say where the head office is located. Briefly
mention the company’s origins, then cover key milestones (including any major
restructuring) and its size and structure today. Size might include the number of
employees, or things like the number of stores. A technical indication of
company size is market capitalization (market cap). Structure might include
reference to a business group that owns several companies, or to subsidiaries, or
to separate divisions (e.g. organized by product categories). At this point you
may want to briefly describe the organization chart (organigram) of your
company. Be careful: this can be very boring!

2. Main products / services Give an overview of your product range,
including any competitive advantages. Note that nowadays there is little
difference between the words “product” and “service” (e.g. you can have
“financial products”).

3. Market Talk about the countries in which you operate. Also talk about
your typical customers (for a standard product) clients (when the product is
specially tailored). This may include a reference to the market segment which
you operate. 22 Unit 2

4. Key numbers Key numbers include your annual turnover (= revenue),

your net profit after tax (= net income), and your market share. For an



international company, break down the revenue according to regions or
countries. It’s also interesting to know which lines contribute most to your
revenue.

5. Trends and plans This is likely to be the part of the presentation that
will generate the most interest. Is the overall market growing or shrinking?
Why? What new technologies or social trends are shaping your market? What
are your company’s plans for the future? Finally, you may want to talk about
your own job.

6. SWOT analysis A different way to profile a company is by means of a
SWOT analysis. An example is given below, but it will be different for every
company

IHepeBon

Korna BbI ommchIiBaeTe CBOIO KOMIIAHHUIO, Bbl MOXKETE BBIOpaTh KpaTkoe
Heo(popaMIIbHOE MPEACTaBICHUE WU IMOJIHYI0 O(DUIIMAIbHYIO MPE3EHTAIHUIO, B
3aBHCHUMOCTHU OT KOHTEKCTa. [1ATh MpHBEICHHBIX HUXKE 3aTOJIOBKOB OXBATHIBAIOT
BaXKHbIE 00JIACTH, KOTOPbIE CIEAYET BKIIOUUTH B TIOJIHYIO IPE3EHTALHUIO.

1. Ucropus, pasmep u cTpykrypa HauHute ¢ Ha3BaHUsI 1 OCHOBHOTO BHJIa
JESITeIbHOCTH Ballled KOMIIAHUM, a TAaKXKe CEKTOpa, B KOTOPOM BBl paboTaere
(Hanmpumep , CEKTOp MOTPEOUTETHLCKUX TOBAPOB, On3Hec-O0u3Hec). CKkaxkuTe, rJie
HAXOMUTCs ToJoBHOM oduc. Kparko ymoMsHHTE TpPOUCXOXKACHHWE KOMIAHUH,
3aTeM  ONMIIWTE  KIIOYeBble  JTambl  (BKJIOUas  J0OyI0  KPYIHYIO
PECTPYKTYPHU3aIIMIO), a TaKXKe €€ pa3Mep U CTPYKTYpy Ha CETOAHSIIHUMN JICHb.
Pasmep MoXeT BKIIO4ATh B c€0S KOJIMYECTBO COTPYIHHKOB WM Takue BEIlH,
KaK KOJMYECTBO Mara3MHOB. TeXHHYECKHM TIOKa3aTelieM pa3Mepa KOMITAHUH
SBJISIETCS PhIHOYHAS KanuTanuzanus (market cap). CTpykTypa MOXET BKIIIOYATh
CCBUIKY Ha OM3HEC-IpyMiy, KOTOpas BiaJeeT HECKOJIbKUMHU KOMITAHUAMHU, WIH
Ha JOYEpPHHE KOMIIAHMM, WM Ha OTHAEJbHbIE MOApa3JeieHus (Harmpumep,

OpraHU30BaHHBIC IIO KATCTOPUSAM HpOI[YKTOB). Ha sTom »sTame BbI, BO3MOXKHO,



3aXOTUTE KpaTKO OIUCATh OPraHM3alMOHHYIO0 cxeMmy (organigram) Baiei
KOMIaHUU. ByibTe 0CTOPOKHBI: ITO MOKET ObITh OUEHBb CKYYHO!

2. OcHoBHBIE TIPOAYKTHI / yciyru JlaiiTe 0030p Baliero acCOpTHMEHTA
MPOIYKIIMKM, BKIIOUas JHOObIE KOHKYpPEHTHbIE TmpeumylectBa. OOparute
BHHMAaHHE, YTO B HACTOAIIEE BPEMS CYIIECTBYET HEOOJbINAs pa3sHUIA MEXKITY
cloBaMHU “mpoAyKT” W “yciyra” (Hampumep, y Bac MOTYT ObITh “‘(DMHAHCOBBIC
MPOAYKTHI ).

3. PeiHOK Pacckaxkute 0 cTpaHax, B KOTOpPBIX BBl padoraere. Taxxe
pacCKaXuTe O CBOMX THUIHMYHBIX KIMEHTaX (I CTaHJAPTHOTO MPOIYKTA),
KJIMEeHTax (KOTAa MPOAYKT CIENUabHO pa3padoTaH). DTO MOXKET BKIIIOYATh
CCBUIKY Ha CETMEHT PBhIHKA, B KOTOPOM BBI paboraere. 22 biok 2

4. KnroueBsie nudpsi KiroueBbie udpbl BKIFOUAIOT Balll TOJI0BOM 000pOT
(= BeIpyuKa), Ballly YUCTYIO IPUOBLIb MOCIE YIUIaThl HAJIOTOB (= YKUCTBIN JJOXON)
U Ballly JOJIF0 Ha pbhIHKE. {15 MEXIyHapOIHON KOMIIAHUU PAa3/EIIUTE BBIPYUKY
[0 peruoHaM WJIM cTpaHaM. Takke MHTEPECHO y3HaTh, KaKue€ JIMHUU BHOCST
HaWOOJBIITNI BKJIA]] B Balll JT0XO/.

5. TenpeHunu M MIaHbl JTa YacTh MPE3EHTALMHU, CKOPEE BCErO, BHI30OBET
HanOonbpIuii uHTEpec. Pacter mwim cokpamaercs peiHOK B 1menom? [logemy?
Kakue HOBBIE TEXHOJIOTMM WA COLMAJbHBIE TEHACHIMH (POPMHUPYIOT Balll
peiHOK? KakoBbel TutaHbl Bamiedt komnaHud Ha Oynymee? Haxosen, BbI,
BO3MO)KHO, 3aXOTUTE TTOTOBOPUTH O CBOEH COOCTBEHHOM padore.

6. SWOT-ananu3 [pyroit crnoco® npopuiavpoBaHus KOMIIAHUHM - 3TO
SWOT-ananus. [IpuMep npuBeaeH HUXKE, HO OH OyJIeT OTIMYAThCS JIJIsl KOKI0M
KOMIIaHUU.

STRENGTHS of the company — products: quality, value, reliability —

promising product pipeline — modern equipment and efficient manufacturing
process — efficient distribution network — strong cash flow — cost advantages

due to location — morale, commitment, leadership



CUJIBHBIE CTOPOHBI koMmanuu — HPOAYKTHI: Ka4€CTBO, LIEHHOCTb,
HAJCKHOCTh  —  TEPCTICKTUBHBIA  TPOAYKTONPOBOA —  COBPEMEHHOE
obopynoBanue U 3(PPEKTUBHBINA MPOU3BOJACTBEHHBIN mpolecc — A HEeKTUBHAS
TUCTPUOBIOTOPCKAsT CETh — CHJIBHBIA JCHEKHBIA TOTOK - SKOHOMHYCCKHE
MpeuMyIecTBa  Omarojapsi ~ MECTONOJIOKCHHIO —  MOpPAJIbHBIA  JyX,
eIy CTPEMIICHHOCTb, JIMIEPCTBO

OPPORTUNITIES in the market — major new contracts — growth in the

existing market new markets — developments in technology — competitors’
mistakes — partnerships, agencies, distribution

BO3MOXXHOCTMU Ha pblHKE — HOBBIE KPYIHBIE KOHTPAKTBI — POCT Ha
CYIIECTBYIOIIEM DBIHKE HOBBIE PBIHKA — Pa3BUTHUE TEXHOJIOTHM — OIIMOKH
KOHKYPEHTOB — IMAPTHEPCKUE OTHOIICHMS, areHTCTBA, TUCTPUOYIIHS

WEAKNESSES of the company — small market share — weak brand

image — gaps in product range — poor management — insufficient sales people —
low spending on innovation and R&D

CJIABBIE CTOPOHBI xommnanuu — HeOombIas A0S PhIHKA — CIA0BII
UMUK OpeH1a — TpoOesibl B aCCOPTUMEHTE MPOIYKIIUHU — IIOX0€ YIPABICHUE —
HEJOCTAaTOYHOE KOJUYECTBO MPOJABIIOB — HU3KHUE PACXOIbl Ha WHHOBAIMH M
HUOKP

THREATS in the market — market saturation — cheaper substitute

products — changing consumer tastes — slowdown in the economy — success of
existing competitors — entry of new competitors — political / legislative effects —
a shortage of key raw materials / parts / components

YI'PO3bI Ha peiHKe — HACHIIIIEHUE PHIHKA — O0JIee JIeIIeBbIe 3aMCHHUTEIH
MPOAYKTOB — MU3MEHEHHE BKYCOB MOTpeOHUTENEN — 3aMelJIeHue TEMIIOB pOCTa
SKOHOMHMKH — YCIEX CYIIECTBYIOIIMX KOHKYPEHTOB — TIIOSIBI€HHE HOBBIX
KOHKYPEHTOB — TOJIMTUYECKUE/3aKOHOaTeNIbHbIE TOCIEACTBUS — HEXBaTKa

KIIFOYCBBIX ChIPbCBBIX






