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ABSTRACT  

 

The qualifying master’s thesis consists of 63 pages, 3 tables, 2 figures, and a list 

of 27 references. 

 

The object of the research is company's marketing communications complex.  

The subject of the research is to establish a theoretical and practical foundation 

for understanding company's marketing communications complex with an emphasis on 

developing recommendations for marketing management development of the enterprise  

The purpose of this master’s qualification work to identify how it is possible to 

approach marketing communications management for organizations to achieve success in 

a constantly changing global context while suggesting practical recommendations to 

improve marketing management. 

  Tasks of the qualification master’s work are: 

- to evaluate the concepts of marketing management, its scope and frameworks, and the 

philosophical underpinnings of the concept. 

- to examine types of marketing strategies; 

- to study management mechanism of marketing communications complex; 

- to analyze current technical and economic characteristics of Huawei company; 

- to evaluate marketing policy of communications of Huawei company  

- to assess Huawei’s current approach to marketing studying global practices in using 

complex system of marketing communications  

- to investigate modern management strategies for rational use of marketing 

communications in Huawei company  

- to present recommendations that may be used to enhance Huawei’s marketing 

communication. 

The research is based on the theoretical and pragmatic considerations in managing 

marketing communications for Huawei as a Telecommunications company. Thus, the 

methods obtained from analyzing Huawei’s strategies can be useful for understanding 

how to properly apply marketing communications to contemporary challenges and 

opportunities 

The obtained results are practically significant as they intend to make theoretical 

and practical contributions to marketing management by identifying gaps in existing 

approaches, assessing current practices, and providing potential solutions with the 

overall goal of enhancing the function’s operations in a global and digitalized 

business environment.  

Year of the qualification master's work completion: 2024  

Year of the qualification master's work defense: 2024 
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INTRODUCTION 

 

As competition has shifted on every level, marketing communications management 

has emerged as a critical process within the organization, which allows companies to meet 

their goals and retain competitive advantages. Marketing communication is a tool that 

helps an organization connect with the stakeholders or customers, ensuring that the value 

proposition of the company’s product is passed to the customer effectively and that the 

customer is aware of the company’s brands and is willing to engage with those brands. 

Digitalization of marketing can be considered a great opportunity and threat to the global 

marketing business environments. Modern business organizations function in complex 

technological, global and consumer environments that change dynamically, necessitating 

the IMC concept and approach. 

The purpose of this master’s qualification work to identify how it is possible to 

approach marketing communications management for organizations to achieve success in 

a constantly changing global context while suggesting practical recommendations to 

improve marketing management. 

This research addresses the following tasks of the qualification master’s work: 

- to evaluate the concepts of marketing management, its scope and 

frameworks, and the philosophical underpinnings of the concept. 

- to examine types of marketing strategies; 

- to study management mechanism of marketing communications complex; 

- to analyze current technical and economic characteristics of Huawei 

company; 

- to evaluate marketing policy of communications of Huawei company  

- to assess Huawei’s current approach to marketing studying global practices 

in using complex system of marketing communications  

- to investigate modern management strategies for rational use of marketing 

communications in Huawei company  
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- to present recommendations that may be used to enhance Huawei’s 

marketing communication. 

The object of the research is company's marketing communications complex. The 

subject of the research is to establish a theoretical and practical foundation for 

understanding company's marketing communications complex with an emphasis on 

developing recommendations for marketing management development of the enterprise 

The study adopts a mixed-methods approach, utilizing both qualitative and 

quantitative research methods. The research draws upon an analysis of secondary data 

sources such as financial reports, internal audits, and industry analyses. Data from 

Huawei’s consolidated financial statements, sustainability reports, and crisis management 

guidelines are use d to evaluate the company's ability to maintain operational stability.  

The scientific novelty of this research lies in the implementation this research 

provides valuable tools for market practitioners. That is why the focus on Huawei enables 

the research to reveal how a major contemporary actor in the global economy uses 

marketing communications to address multifaceted issues and opportunities. The findings 

will be useful to organizations developing their marketing strategies within an 

international environment that is becoming increasingly interconnected.  

The practical significance of the obtained results lies in the possibility of using 

proposals and recommendations to improve marketing management. Targeting Huawei as 

a global telecommunications firm is very relevant to this research as the firm has remained 

a world-leading company for a long time. The corporate area of operation is concentrated 

in highly competitive industries, so the key factors for the company's success are 

flexibility and readiness to change. Exploring the key aspects of Huawei’s marketing, this 

thesis offers great insight into how businesses can manage their marketing communication 

to grow their businesses and establish good relationships with their target customers. 

Therefore, managing a company’s marketing communications complex is an essential 

ingredient in business today due to the changing market environment. Indeed, this thesis 

seeks to fill the gap between the theoretical concepts and the real practices by providing 
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an extensive review of the marketing communications on the further presentation of 

Huawei’s practices. This work intends to make theoretical and practical contributions to 

marketing management by identifying gaps in existing approaches, assessing current 

practices, and providing potential solutions with the overall goal of enhancing the 

function’s operations in a global and digitalized business environment. 
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CHAPTER 1 THEORETICAL ASPECTS OF MARKETING MANAGEMENT 

 

1.1 Theoretical Fundamentals of Marketing Management in Business 

 

  Marketing management constitutes the foundation of contemporary management 

structures and denotes an orderly way of achieving business aims and satisfying consumer 

demands. Marketing communications can be defined as the systematic and coordinated 

implementation of the marketing mix to generate customer worth and firm objectives. 

According to Das (2024), marketing management can be defined as orchestrating the 

marketing function in response to the dynamic market environment to deliver customer 

value [8]. 

A leading scholar in the discipline of marketing, Philip Kotler defines marketing 

management as the process of identifying, choosing, implementing and evaluating 

marketing activities to meet consumers’ needs and/or the organization’s objectives [13]. 

This definition underscores the dual role of marketing management: first, the ability to 

improve organizational performance, and second, as an instrument for developing 

endearing relationships with consumers. By targeting the key performers, strategies 

follow the behavior of consumers; this increases the business's gains in terms of market 

share and customers. 

Another concept associated with marketing management is market orientation, 

which focuses on consumer issues. Customer centricity is another concept related to this 

principle, as the consumer is always the focal point. By using this approach, companies 

constantly adapt to market trends and consumer feedback and can respond effectively. As 

Beaumont et al. (2022) point out, customer orientation is also about customizing 

communications to target customer groups' needs, wants and preferences to retain their 

business over the long term. Another conceptual block of marketing management is the 

concept of value creation [4]. Companies work hard to provide customers with as many 

benefits as possible and make them believe that the obtained value is much higher than 
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the costs of the received goods and services. Ahmed et al. (2020) believe value creation is 

cogently connected with competitiveness since it provides firms with a means to stand out 

in saturated business environments [1]. This process usually entails using new technology 

applications and efficient schemata to seek improvement. 

On that note, this strategic planning model best serves marketing management 

practices since frameworks like STP are essential tools in practice. These uses dividing a 

large market into several smaller, more manageable segments along the lines of 

demographic, psychographic, or behavioral variables. This makes it possible for 

businesses to make proper changes to the product to suit the specific segment they are 

directed at, maximizing their importance. After segmentation, targeting involves 

identifying segments where it would be most effective to market since the company will 

be better placed to use its resources effectively. The final stage for raising awareness is 

positioning. It aims to develop the target consumer’s perception of a product or service as 

unique and different from competitors, focusing on the value they can derive from it [15]. 

The marketing mix, more familiarly known as the 4Ps, Product Price, Place, and 

Promotion, is another important concept in marketing management. This model gives a 

clear plan for implementing strategies for achieving organizational goals. The product 

encompasses the offerings' characteristics, reliability, and value to fit the needs of the 

customers it targets. Price deals with pricing policies in identifying ways of achieving the 

desired target when advertising products to the market while accommodating the low-end 

and luxury markets. Problems and Place relate to the distribution networks through which 

products get delivered to the consumer effectively, while Promotion deals with the 

communication techniques used to put across the brand's message in its totality. According 

to Asemah et al. (2023), the marketing mix must be flexible enough to prevent missteps 

in the set market condition, sufficiently ensuring that the businesses stay relevant [3]. 

In marketing management, technological changes have significantly altered or 

added new trends to previously existing ones. Social networks, emails, and SEO are the 

essential tools on which digital marketing is based today. Furthermore, extensive data 
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analysis has enhanced organizations’ capability to make decisions based on precise 

information. Learning consumer behavior patterns and market characteristics allows firms 

to adjust the plans used, estimate the outcomes, and enhance organizational performance 

[26]. Marketing management is another area where technological advancement has 

significantly impacted, and the innovations in this respect are the new customer 

relationship management (CRM) systems. It provides ways for organized handling and 

analysis of customer interactions with organizations along their customer lifecycle with 

the business. Specifically, incorporated with marketing automation tools, CRM systems 

are more effective in operation, lead management, and customer retention. According to 

Kurum (2023), organizations that employ such technologies generally get better customer 

satisfaction and loyalty [15]. 

 However, marketing management experiences many challenges in the current 

complex business world. A significant problem is emergent consumer sovereignty, which 

results in consumer expectations of the organization, which include transparency, 

genuineness, and customization. As Beaumont et al. (2022) point out, organizations need 

organization expectations, though the need for profitability is another factor [4]. Another 

challenge is globalization since companies in the international market will surely need 

help with cultural differences, legal frameworks, and geographical policies. Marketing 

management makes sure that its strategies are localized yet global in application at the 

same time. Technological advancement poses even more of a challenge that has to be 

faced by companies, as applicable technologies, such as artificial intelligence and 

understanding machine learning, have become crucial elements that have to be adopted to 

improve the competitive advantage. Therefore, marketing management is a powerful 

instrument that helps manage the business environment in modern conditions. Market 

orientation, consumer orientation, and other similar strategic concepts indicate that 

improved customer relationships can help organizations create sustainable value. With 

such frameworks as the STP framework and the 4Ps, and with the growing incorporation 

of advanced technologies, businesses are provided with the appropriate weapons they 
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need to capture their chosen markets. Since issues like consumer sovereignty, 

globalization, and technological revolution have not faded away, the vital concept of 

marketing management forms the compass for marketers today. 

 

 1.2 Types of Marketing Strategies 

 

Marketing tactics are the specific techniques used to achieve a company's marketing 

objectives in a manner that supports organizational objectives. They act as a guide, 

guiding organizations on what direction to take in terms of resource deployment and how 

to dominate the market [3]. The various strategies companies use depend on factors such 

as target segment, industry type, and available resources.  

Current marketing communication tools include advertisement, public relations, 

personal selling, and sales promotion, which are traditional marketing methods. These 

strategies involve touch points or direct communications with the target audience. For 

instance, televised, printed, and press releases are impactful ways of communicating with 

the audience throughout certain age groups and stubbornly low digital dependency 

segments [3]. While public relations involve the image and acquiring the organization's 

credibility, personal selling offers an individual contact a particular market that needs 

coverage. Nevertheless, these methods remain helpful in reaching specific goals while 

using digital platforms as the extension of one's arm. 

On the other hand, digital marketing has shifted how organizations interact with 

their public. These approaches include content marketing, social media, e-mail, and search 

engine marketing (SEO). Content marketing is a strategic marketing approach that relies 

on publishing valuable content that the target consumers are interested in and helps the 

company become a trusted service provider. Social media opens the door for companies 

to have actual time conversations with them and to share information about them and their 

products with others. SEO helps ensure that businesses remain listed on search engines 

after they obtain increased traffic from actual consumer visits [9]. Both target tech-savvy 
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consumers, and their benefits produce quantifiable outcomes that contribute to 

particularizing marketing.  Moreover, certain key factors determine the selection of 

marketing strategies. Market audiences are an organizational factor defining many of an 

organization's strategies. For example, while a business-to-business (B2B) organization 

may consider account-based marketing (ABM) to be the primary focus of its campaigns, 

they are all account-based by design. On the other hand, a business-to-consumer or B2C 

firm may employ a strategy of influencer marketing where the company employs social 

influencers to increase brand awareness among the youth. Other factors also come into 

play as they determine specific types of strategies in an industry. The highly competitive 

market may call for forceful and unconventional approaches, while a specialized market 

may call for extraordinary endeavors in its marketing. 

 Marketing communications strategies are commonly assessed in terms of targets 

and objectives or marketing communication control variables/Key Performance Indicators 

(KPIs). These serve as an indication of how some campaigns and products were received 

and used in decision-making. Metrics, for instance, conversion rates, show the share of 

interested consumers ready to perform certain activities, such as buying goods or 

subscribing to a newsletter. Customer acquisition cost (CAC), on the other hand, 

quantifies the costs associated with obtaining new customers, while return on investment 

(ROI) assesses the profitability of marketing efforts [27]. These KPIs help in marketing 

by providing an understanding of how the marketing activities relate to the objectives and 

goals of the organization, as well as proof of the success attained. 

However, several constraints define the choice of marketing strategies. Market 

audiences are an organizational structure defining many strategies of an organization. For 

instance, although a business-to-business trade (B2B) company might interpret account-

based marketing (ABM) as the core of its marketing campaigns, all are account-based. On 

the other hand, a business-to-consumer firm might adopt the strategy of influencer 

marketing, whereby the company uses social influencers to market its brand to the youth. 

Another issue also arises because other factors define particular kinds of strategies in an 
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industry. The nature of the market may require aggressive and radical steps to undertake 

its marketing since it is a highly competitive market or may require exceptional efforts to 

undertake the marketing since it is a specialized market. 

Marketing communication targets and objectives or control variables / Key 

Performance Indicators (KPIs) are typically used to evaluate marketing communications 

strategies. These act only as a sign of how some campaigns and products were perceived 

and implemented in decision-making. For example, conversion rates indicate the 

proportion of consumers interested in engaging in activities, such as p, purchasing co, 

consumables, or signing up for a newsletter. Customer acquisition cost (CAC) measures 

the cost used to acquire new customers; on the other hand, return on investment (ROI) 

evaluates the profitability of marketing activities [27]. These KPIs help in marketing 

through obtaining knowledge of the connection between the marketing activities and 

objectives and goals of the organization, as well as evidence of the success achieved. 

 

1.3  Management Mechanism of Marketing Communications Complex 

 

  The management of a marketing communication complex is a process that 

organizes the various forms of communication to ensure that the marketer communicates 

coherently and persuasively to the target audience. It is such a critical integration to 

achieve key organizational objectives like reinforcing brand image, building customer 

loyalty, and generating profit. In the words of Kovalenko and Remyha (2017), marketing 

communications have become very stringent in the contemporary world; hence, proper 

structures are needed to package the various components of the communication strategies 

concerning the set company goals and ambitions [14]. 

At the center of the marketing communications mix, it comprises several subtopics: 

advertising, sales promotion, public relations, direct marketing, and digital 

communication [4]. They all build up their part to help create a solid brand story. These 

elements work harmoniously with each other so that while strengthening each other’s 
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impact, the brand message, in turn, gets communicated at several levels. Besides securing 

the coherence of messages, it also boosts the effectiveness of communications to make it 

possible for businesses to accomplish aspirations within the system with less effort and 

cost. This complex's management must have a firm policy that includes strategic 

development, resource provision, and evaluation of the outcomes. Strategic planning 

precedes communication planning by charting goals, targeting the public, and using the 

communication resources required to achieve goals. Resource management checks at 

establishment and distribution of financial, human, and technological resources as applied 

to the several entities of the marketing communications complex. Performance 

monitoring, however, supplies the standards by which these activities can be measured to 

determine the areas where adjustments can be made to improve activities amid changing 

market conditions [5]. 

A marketing communication mix combines promotional and non-promotional tools 

that align with a communication strategy and tactics. Persuading remains among the most 

apparent elements, ensuring that the main advertising messages are conveyed through the 

media, such as TV, radio, print, and web. Even advertising campaigns create awareness, 

compel interest, and prompt consumers to buy products. Integrated advertising places 

emphasis on maintaining consistency in the advertisement message, especially when 

moving from one media venue to another, while respecting the characteristics of the 

different media places [8]. 

 Sales promotion is continuing advertising since it employs short-term consumer 

motivation instruments. Such promotions can be in the form of sale couponing, games, 

offers, and loyalty programs. Sales promotion is also ideal for reaching new consumers, 

moving stale stock, and increasing sales volume in the short run.PR is all about creating 

and sustaining an image. Public relations activities include the production of press 

releases, press relations, public communications, and managing crises. Business public 

relations enables firms to promote their credibility, regulate their image, and gain the trust 

of stakeholders about their operations. 
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Communications in direct marketing are made directly to an individual consumer. 

From e-mail to direct mail, telemarketers and Simple Messaging Service (SMS) marketing 

are compelling opportunities to convey business messages to a targeted audience. This 

component can be measured, and interaction and marketing communication responses can 

be changed in real-time. Digital communication has become one of the most used tools in 

modern marketing. There are various examples of the tools, including social media, 

Search Engine Marketing (SEM), content marketing, and collaboration with social media 

influencers. Digital communications also have flexibility in analytics; companies can 

understand the campaign's effectiveness perfectly. The planning for strategic setting up 

shapes and defines a good marketing communications complex. This starts with having a 

conceptual appreciation of the company and its primary market. It becomes relevant for 

marketers to undertake consumer insights, market tendencies, and competitors’ relations 

to map pertinent strategies that conform to the business goals. Communication planning 

also entails the proper choice of appropriate tools to use in order to ensure that all the parts 

fit into the strategic plan. 

Applying quantitative analysis to the strategic planning process improves the 

quality of the strategy. By analyzing data, companies can determine customers' tastes, 

which segments are most profitable, and what trends are expected to develop in the future. 

Such details help marketers create and design their strategic approach according to the 

target clients, thus achieving relativity and relevance [26]. It should be noted that the 

ability to allocate resources is one of the most critical tasks in managing a marketing 

communications complex. Organizations must establish how best to deploy their 

financial, human, and technological capital to benefit from their communication. This 

involves careful consideration of the pros and cons of each part of the complex process.  

  In addition, technological resources are vital in resource allocation and 

distribution, as seen in automation tools like Customer Relationship Management (CRM) 

that are used in businesses to help minimize the amount of effort put into a campaign and 

make it more effective. Another functionality minutia is that CRM systems also serve as 
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tools for consolidated customer relationship management, campaign monitoring analysis, 

and generating new strategies and ideas – all based on successful outcomes of previous 

successful campaigns [8]. As for people, human resources are just as significant. Distinct 

personnel are hired for creative design, analytical skills, media planning, and content 

generation before managing the project. Such cooperation implies that all parts of the 

marketing communications complex are integrated to achieve a shared vision and set of 

goals. As with any promotional strategy, performance measurement is crucial to 

determining the Work’s effectiveness as a marketing communications tool and future 

adaptation. Quantitative and qualitative tools that can be used include the reach, 

engagements, conversion rates, and cost of acquiring a customer. Modern technology 

solutions allow companies to monitor the above data in real time and then apply the 

acquired knowledge to improve performance. The constant fine-tuning of the process is a 

characteristic feature of every efficient marketing communications management. 

Performance data allows for understanding patterns or analyzing increases or decreases in 

results, allowing a business to make corrections to its plans and actions. For instance, 

marketers can redeploy or modify the messages delivered if a campaign is low-performing 

on a specific channel. 

Technological advancement has positively impacted business by remolding the 

marketing communication complexes. With advancements in technology, different 

companies can now target different people with relevant information that corresponds 

most to their needs through digital tools. Campaigns like email marketing and social 

media platforms, for instance, are some of the tools in the marketing automation systems 

that make the campaign easy to execute and even practical. Marketing communications 

are further advanced by artificial intelligence (AI) as well as machine learning. They help 

to deal with big data, estimate consumers’ tendencies, and make decisions automatically. 

For instance, AI-enabled supply a natural language interface for customer support, 

whereas AI-enabled dynamic communication-timing interactively recognizes the best 

approach to reach different audiences (Singh et al., 2024). However, a business faces 
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several challenges in managing a well-integrated communications complex. One of the 

great difficulties is ensuring overall consistency across multiple platforms. In other words, 

as companies aim to extend their marketing across various forms of digital media, they 

have to continue to maintain the brand’s identity while adopting the attributes of that 

specific communication media. The other pressure is how the effects and efficiency of 

marketing communications activity are evaluated in terms of ROI. Furthermore, though 

extant technologies can produce highly sophisticated data, it can be challenging to 

determine how a particular part of the complex yields particular results. Companies have 

no option but to use a complex performance measurement system since performance 

evaluation is never simple. 

In conclusion, coordinating various tools and channels in a marketing 

communication complex involves advertising, sales promotions, public relations, direct 

marketing, and digital communication, all of which are central to the overall goal and 

objectives of an organization, such as providing consistent brands, customer loyalty and 

profitable goals. Each of these elements of supply chain marketing must be planned well, 

the resources required for each one must be acquired efficiently, and performance metrics 

are used to evaluate how well all the elements of this supply chain marketing strategy are 

working, where technology has a critical role to play in process automation, customer 

profiling and campaign intelligence. But there are issues like consistency of message 

across platforms or the measurement of the return on investment, for instance, that still 

need to be addressed, and this shows that a good, effective, and all-around marketing plan 

needs to be able to adapt to these challenges. The continued shift towards innovation 

promises to have a profound impact on the need for the active use of AI, big data, and 

CRM systems, as well as the more general importance of marketing communication in a 

highly competitive industry. 
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CHAPTER 2 ANALYSIS OF THE CURRENT PRACTICE OF MARKETING 

MANAGEMENT OF THE COMPANY 

 

 2.1 Current Technical and Economic Characteristics of Huawei 

 

 Huawei, founded in 1987 in Shenzhen, China, developed into one of the biggest 

telecommunication and telecommunication equipment manufacturers and a producer of 

consumer electronics; it is an example of a technology-oriented and strategizing firm. As 

the global provider of telecommunications infrastructure, cloud, and consumer 

electronics, the company possesses one of the largest market impacts. What makes 

Huawei unique is best understood from the following areas: business operation Huawei 

has strongly emphasized the importance of R&D, effective manufacturing, and a tenacious 

business model, which has placed the organization among the technology industry greats. 

A major component of Huawei’s technical and economic dominance is its discipline in 

R&D. In this case, Huawei has been able to invest a significant proportion of its revenues 

in R&D, suggesting its earnestness to spur innovation. The company in question futures 

that in the current year, it will spend more than $23 billion on its Research & Development 

department, which is currently equal to approximately 22.4% of its overall annual 

revenue. This investment put Huawei among the top global investors in innovation, which 

facilitates progress in key fields, including artificial intelligence and machine learning, 

and further evolution of telecommunication technologies, such as 5G. 

Table 2.1 

Huawei’s R&D Expenditure Trends 

 YEAR R & D Expenditure 

($BILLION) 

Percentage of Revenue 

2019 19.5 15.3% 

2020 21.8 16.8% 

2022 23.0 22.4% 

 (Source: Tse et al., 2024) 
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Huawei technology company has positioned itself at the apex of the 5G revolution 

by investing in research innovation. As an industry leader in this technology, the company 

has over 20% of the 5G patents globally and has even established its 5G network in over 

100 countries. Such improvements have offered the possibility of new applications across 

the modern frontier technologies like smart cities, self-driving vehicles, and IoT. Huawei 

5G solutions are characterized by high speed, low latency, and energy saving, which has 

changed industries and improved connectivity worldwide.  

However, its highly developed manufacturing facilities support the technical 

success of Huawei’s technological platforms. The firm’s production plants utilize 

intelligent technological systems and the best precision engineering to offer quality 

products at reasonable prices.  

Huawei has also applied advanced technologies to automation through robotics to 

address the cost issue in manufacturing while considering quality. Such efficiencies have 

enabled Huawei to satisfy different consumer and enterprise requirements, strengthening 

its position in the technological market. HUAWEI organizationally, global supply chain, 

economic scales, and experience economy are the competitive advantage strategies for 

HUAWEI. They work with over 1,900 suppliers from 130 countries, thus maintaining a 

pure supply chain. This global network not only brings down the cost of production but 

also poses many risks related to geopolitical turmoil and regional instabilities. It has been 

these complexities within Huawei’s business model that have helped the firm to maintain 

economic performance. 

Table 2.2  

Huawei’s Global Supply Chain Distribution 

Region  Supplier Contribution to 

Revenue (%) 

Asia 800 45 

Europe 600 30 

Americas 500 25 

 (Source: Beaumont et al., 2022) 
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Currently, Huawei works with more than 1,900 partners from 130 countries, and 

their supplies are divided into regions: Asia (45 %), Europe (30 %), and the Americas (25 

%). This global operating efficiency positions J&K for superior cost advantage based on 

economies of scale and trends in advanced manufacturing technologies such as robotics 

and other intelligent systems. But then again, engaging multiple suppliers increases its 

vulnerability to geopolitical risks, although it still records high economic returns due to 

the extensive network it has adopted. 

Another good instance of economic flexibility is Huawei’s dual-market strategy. 

The client operates in business-to-business (B2B) and business-to-consumer (B2C) spaces 

while making a good proportion of the company’s revenue. In the B2B segment, Huawei 

works closely with transport operators, authorities, and businesses to provide outstanding 

integrated infrastructure services. These partnerships support the company’s brand as the 

technology supplier and as a reliable partner in the process of building global connectivity. 

As for consumer business, Huawei offers smartphones, wearables, and laptops with many 

superior services at low prices. This approach helps Huawei seek a wide audience in the 

market economy, including consumers and those who require only the best. 

Flexibility has been another determinant of Huawei's business, especially in the 

face of international competition. It has endeavoured to survive recent trade barriers and 

increasing regulatory constraints, particularly from the US market, by building a robust 

local supply chain and Indigenous technology. For instance, Huawei launched the 

HarmonyOS operating system as an adaptation to set up less reliance on foreign software 

firms. This particular market strategy shows that Huawei has the power to navigate new 

world orders. Sustainability equally occupies a strategic position in the economic and 

technical dimensions of Huawei’s development. The company has, therefore, 

incorporated considerations into its working practice, such as innovation in energy-saving 

equipment and solar base stations. All these measures dovetail with the global strategies 

for controlling climate change and environmental degradation. In addition to improving 
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the company’s corporate image, sustainability is an issue dear to consumers and 

stakeholders, who like to support brands that protect the environment. 

For example, conceptual tools like Porter’s Five Forces can be effectively used to 

understand Huawei's position in the industry. The model also overviews processes that 

show that Huawei controls supplier and customer bargaining power and combats threats 

from substitutes and new entrants. Huawei is a market leader in the field of 5G technology 

and is surrounded by high entry barriers in the telecommunication industry. Furthermore, 

competition with other industries with vendors such as Ericsson and Samsung put pressure 

on Huawei to equally be up-to-date with the changes in the market while maintaining 

market dominance. 

  Huawei’s market share shows the company’s growth and presence in international 

markets. It holds 31% of the global telecommunications infrastructure market share, 

higher than Nokia and Ericsson firms. Still, sanctions constrain the company’s operations 

in the Consumer Electronics segment under the company’s Telecommunications 

Equipment business. At the same time, Huawei is confirmed as a key player in China and 

Europe. Such accomplishments make it clear that Huawei also possesses the innovation 

robustness abilities to continuously develop new initiatives in a competitive environment. 

As for the perspective, Huawei’s attention to future technologies such as 6G or 

quantum computing will enable it to control future technological evolutions. More to the 

fact that ‘Continued investment in research and development’ accompanied by 

‘sustainability and expansion of markets’ readiness for the availability of new 

opportunities is maintained by this company. With its structure aligned to current global 

tendencies and consumers’ preferences, Huawei is prepared for today’s world business 

environment challenges. 

Therefore, Huawei is an excellent example of how technical advances 

complemented with effective economic strategies can shape dominant strategists around 

the globe. Huawei has constantly enjoyed its position as a leading telecommunications 

and consumer electronics producer due to its massive investments in R&D, 
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manufacturing, and flexibility. Hence, this paper draws the following conclusions from 

the corporate case: Hyundai Motor Group’s experience building a strong supply chain, 

geopolitical risk management, and sustainability can provide lessons to companies keen 

on operating in uncertain global economies. Pursuing innovation and resilience 

perspectives, Huawei is still determining the course of development of the industry and 

sets high standards for itself and others. 

 

2.2 Marketing Policy of Communications of Huawei Company 

 

  The approach used by Huawei to develop a strong, distinctive brand identity for 

its global operations and marketing communications is an apt combination of traditional 

and digital methods. This approach to ensuring that the messages are consistent across the 

various communication channels is IMC (Integrated Marketing Communications), which 

guarantees that audiences worldwide receive a consistent brand message [3]. Huawei’s 

use of advertising, public relations, social media, and experiential marketing provides the 

context whereby Huawei can develop a perfect system of communication to suit global 

market needs. 

  Among the main strands of Huawei’s IMC strategy, advertising remains one of the 

most vibrant. The company's campaigns are well crafted to demonstrate technological 

enhancement in areas like cameras, processing and user interfacing [8]. For instance, 

Huawei's P30 series campaign focused on its photographic breakthrough features and 

applied them globally as an innovative brand. The ‘having’ decisions increase the 

organization’s attractiveness through endorsements that target young consumers, 

especially through celebrities and influencers. Even popular movies have incorporated 

smartphones in their campaigns; famous actresses like Gal Gadot and football player 

Lionel Messi have been featured on Huawei campaigns, making the brand look realistic. 

Other campaigns also reveal Huawei's cultural sensitivity using text specific to a particular 

region. Adaptation of the advertisements helps to apply a global and local strategy as the 
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advertisements respect the culture of different countries, thus keeping Huawei relevant to 

the different audiences they are targeting. It has helped cement the firm’s position in all 

the new markets ranging from Asia to Europe and Africa [11]. 

Public relations constitute another component of Huawei's communication 

marketing policy. Huawei engages with customers, industry specialists, and Governments 

and demonstrates corporate societal responsibility [17]. The company’s public relations 

efforts focus on three key areas: innovation and technology, corporate social responsibility 

(CSR), and crisis management. Huawei is keen on announcing its press releases and 

conducting media briefings to parade the company’s technological advancement and 

impact on the world’s connectivity. For example, five leadership in 5G is often mentioned 

in its public information, strengthening this brand image as the telecommunications leader. 

CSR activities, including the Huawei Seeds for the Future pro, best deliver Huawei’s 

message on education and community welfare. These programs add to the social 

responsibility of the company and, at the same time, also generate goodwill among society 

as well as the government among the consumers. Crisis management is also important to 

the company’s public relations activities. The firm has felt profound pressures from 

geopolitics, especially where global rivals such as the US and Europe are concerned. Due 

to Huawei’s timely interactions with the media and strategies for decentralizing 

information, it has remained a significant key in addressing such issues [17]. 

Social media are now recognized as essential marketing communication channels, 

particularly in the contemporary world. Huawei is present on social platforms such as 

Instagram, Twitter, and YouTube, which helps directly communicate with the consumer; 

launching a new product, the consumer's testimonial and sharing the interactive content is 

a more straightforward deal for Huawei. For instance, Huawei recently released its new 

Mate 40 series. In line with the events, they went on social media in a big way, engaging 

their target audience through online streaming and sneak peek into the event. Analytics 

tools occupy a strategic place in Huawei's social media communication plan. Moreover, 

by analyzing the two consumer sentiment measures and engagement scores, Huawei 
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increases the message's relevance [27]. This approach helps achieve a more significant 

impact for a campaign and the targeted message and develops a better analysis of customer 

choices. 

Technology remains paramount in enhancing Huawei’s marketing communication 

plans as the firm expands on communicating effectively with consumers in segments to 

create an impact with data-driven campaigns. To achieve this, Huawei uses sophisticated 

tools like artificial intelligence, extensive data analysis, and augmented reality to enhance 

competing strategies and give the audience the best experience. These technologies 

improve the utility of experiential marketing and guarantee the accuracy of the execution 

of the IMC strategy. For example, Huawei employs extensive data analysis to understand 

customer behaviour, patterns, and trends and create events and campaigns to satisfy 

market needs.  

AI in algorithms such as social media-sponsored ads or email systems allows a 

company to ensure that the content delivered is relevant and practical. While participating 

in product launches or technology fairs, Huawei uses AR for rich product demos where 

consumers can interact with products in augmented reality. In this context, technology 

facilitates the accomplishment of another aspect of Huawei’s marketing communications 

complex, namely performance monitoring of the interactions with consumers. Using 

various analytical suites, brands monitor KPI in real-time, providing information about 

awareness and reach of specific campaigns and public sentiment. For instance, AI-based 

sentiment analysis can determine consumers' beliefs in specific marketing campaigns over 

social media to facilitate adjustments that would yield better results, as seen in the case of 

Huawei.  

By applying high-tech technology to its marketing environment, Huawei effectively 

fortifies its experiential marketing plans, and guarantees flexibility and relevance to its 

IMC plans with data support. This progressive strategy makes Huawei a cutting-edge 

marketer in today’s technologically advanced world that is in an excellent position to 

deliver practical, consumer-focused campaigns in the open terrain. 
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Fig. 2.1 Graph of statistical insight 

 

From the graph Fig.2.1, the capabilities and possibilities gained through the 

implementation of technology in marketing communications Huawei are depicted, 

accompanied by tools such as Artificial Intelligence, data analysis, and augmented reality. 

These technologies assist Huawei in personalizing the data insights of the campaigns 

Huawei delivers, enhancing the level of interaction with consumers, and continuously 

evaluating the effectiveness of the campaigns through analytical figures and analysis of 

mood. Through such innovations, Huawei enhances its marketing strategies and maintains 

the contingency and applicability of IMC initiatives. 

Huawei is at a point of undertaking the transition and dealing with the opportunities 

and risks posed by the world, which is becoming increasingly digitalized. It is also focused 

on sustainability in its marketing communications strategy. Among the most promising 

directions in the use of marketing campaigns to create an engaging consumer experience 

using technology are augmented and virtual reality. These technologies help Huawei 

narrow the gap between product innovation and the ability of consumers to connect with 

the company’s products, thereby being able to see how they fit into their lifestyles [3]. For 

example, applications built on augmented reality could enable consumers to navigate the 

capabilities of Huawei devices, improving interaction, comprehension, and the likelihood 

of buying. In addition, it is found that environmental sustainability is also likely to be a 

strategic component of Huawei’s future marketing messages. The company has also 

statistical insight 

brand recognition  social media growth  event attendance
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incorporated environmentalism and green ideas into several of these campaigns from a 

corporate social responsibility standpoint and the self-identity of environmentally aware 

customers [26]. Thus, business narratives on sustainability highlight how Huawei supports 

the values of an increasing part of the world’s population, which embraces environmental 

concerns. For instance, popularising the campaigns that Huawei uses recycled material in 

its products or the energy-efficient technologies it uses in its products will create goodwill 

among environmentally conscious consumers. 

To maximize its effectiveness, Huawei will probably increase its reliance on data 

analytic applications in advertising. These tools include AI for making recommendations, 

big data for predicting emerging trends and machine learning for improving consumer 

outreach. These technologies enable Huawei to create beautiful, personalized campaigns 

that appeal to everyone and allude to the firm’s brand message. This approach not only 

improves Huawei’s IMC strategy but also enables better response to the changes in the 

market environment. Huawei’s marketing communication shows us how to cohesively 

and effectively create a global brand through innovation. Thriving because Huawei 

integrates conventional outreach media, public relations, social media, and event 

marketing, the ubiquitous multimodal outreach targets various demographics and 

effectively presents a unifying and inspiring corporate image. ORG’s overriding focus on 

the newest technologies, such as AR and VR, and the company’s environmental concerns 

may arguably place it at the forefront of the global technology industry.  

 

2.3 Formation of Marketing Information System on the Basis of Marketing 

Research of Huawei Company 

 

Huawei's Marketing Information System (MIS) captures modern marketing 

technology combined with research that the company needs to operate, and it has become 

instrumental in keeping Huawei as a leading company worldwide each day. By asking 

Huawei to gather and organize consumers’ behaviour, inclination, and market tendencies, 
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it is assured that their plans comply with consumers’ needs. This approach allows the 

company to meet consumer needs in the fast-moving environment of the tech sector; needs 

and technologies are constantly shifting.  

Therefore, Huawei’s basis for MIS is underpinned using significant data inputs to 

inform strategic planning. The PIM centralizes customer feedback from all digital 

interactions and transactional data for detailed competitive market insights. These provide 

directional guidance in product development and help Huawei create products that appeal 

to different segments in different geographic locations. For example, considering the 

needs of local consumers when designing smartphones, particular attributes like the 

quality of cameras for photography freaks or longer-lasting batteries for over-active zones 

present the result of MIS as an action. MIS is central or crucial to Huawei's technology 

functionality. The system leverages big data, analytics, and artificial intelligence to 

manage large amounts of data and achieve efficient data processing while accurately 

analyzing patterns that characterize the market and predict the future. This prediction 

gives Huawei an advantage in making defensive and reactive decisions like changing 

supplies to match the increased demand or coordinating marketing with expected 

consumer actions and active decisions. The use of real-time analytics helps Huawei keep 

up with fluctuations in the market.  

For example, during promotional campaigns or new product introductions, the 

system logs the relevant activity, including clicks, shares, and conversion in cases of actual 

material purchases. On that note, this makes it easier for Huawei since it can easily tweak 

campaigns that are already in progress while having better resource utilization. The MIS 

also has the potential to enhance Huawei’s market positioning across the global market 

since it can facilitate fine-tuned segmentation. Geographic and demographic data can 

quantify customers and their characteristics by allowing the company to define specific 

consumer profiles and their preferences. They also allow Huawei to segment the market 

and locate a specific area so the company can provide its consumers with the relevant 

cultural context that may interest them. For example, stressing price and reliability in 
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emergent zones and technology adoption in developed areas shows the selective policies 

that its MIS fosters.  

On that note, the Huawei case of Marketing Information System demonstrates that 

incorporating advanced research thinking and technological applications can guarantee 

continual growth. Thus, this guarantees consumption focus, flexibility, and 

competitiveness in a globalized world where constant improvement in the management of 

marketing information systems is stressed. 

Moreover, the application of big data technologies as advanced analytics tools is 

the foundation of Huawei’s capacity to analyze large amounts of information from various 

sources. They include tools that show more about the consumer and the market, the 

opportunities among other things to the industry for the future [26]. Smart forecasting 

using analytics also located in artificial intelligence helps Huawei to anticipate the market 

situation and change its strategy correspondingly. The use of big data in Huawei’s MIS 

can also be illustrated by means of categorization and distribution of key data feeds to the 

overall MIS. 

 

Fig. 2.2 Data Distribution in Huawei’s MIS 

 

 The case of Huawei's Marketing Information System (MIS) provides an excellent 

view of a highly developed structure of market analysis, including breadth of marketing 

research, high levels of analysis, and high levels of decision-making to support Huawei's 
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marketing competitiveness. Thus, keeping up with such principles as a strong data-driven 

orientation, Huawei guarantees its marketing activities meet the market needs and 

changing conditions. Competitors’ strategies are an important critical success factor in 

Huawei’s MIS. Analysis of activities occurring within rivals, including product offerings, 

pricing strategy, and marketing strategies, gives Huawei insights into the market's 

potential opportunities. This intelligence helps Huawei to place its products right where 

they have to be – and where its competitors do not – and this is witnessed by Huawei’s 

developments in 5G technology as well as by the new proprietary software solutions that 

Huawei comes out with in response to market requirements and market challenges. 

Another overriding component of Huawei’s MIS is in customer relationship management 

(CRM) systems. 

Huawei can then engage in personalized marketing communication since it will 

accumulate a central database of customer information such as buying behaviours, 

preferences, and complaints. This approach leads to increased customer satisfaction and 

constant trust, which is very valuable in competitive market fields such as 

telecommunication and electronics. For instance, distinctive advertising slogans and home 

screen promotions delivered in line with the individual customer’s behaviour are 

imperative aspects of Huawei’s customer-oriented marketing. The application of AI 

develops MIS at Huawei by improving its predictive and analytical features. Automated 

tools involve significant quantities of consumer information to find new trends and adapt 

marketing messages. 

Moreover, advances such as chatbots have enhanced communication with 

customers and provided immediate assistance and recommendations while gathering 

essential data that could help enhance further marketing strategies. This dual advantage is 

explained by the efficient and innovative strategies that Huawei has embarked on for its 

marketing organization. Substantial and steady performance improvement is the key to 

the adaptive ability of the system. Therefore, through such an evaluation, Huawei uses 

specific parameters that include customer acquisition costs, conversion rates, and ROI to 
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check on the effectiveness of its strategies. These focal metrics allow Huawei to improve 

its operations strategies at any given time to better match the organisation's goals and the 

market's state. 

  At an international level, Huawei’s MIS helps the company build its competitive 

advantage within constraints like trade barriers, new technologies, and changing customer 

demands. This puts the company in a better position to tackle all the conditions in the 

market and ensure that its strategies are meaningful to the business. In addition, 

implementing sustainability into Huawei’s MIS shows how marketing insights copies 

with worldwide environmental objectives. Recycling and eco-friendly policies 

consolidate Huawei’s brand identity while, at the same time, consumers with a 

consciousness of preserving the environment would likely purchase products with such 

features. Thus, the experience of constructing Huawei’s Marketing Information System 

shows that using the modular architecture of high-tech tools and broad market analysis 

can create a highly efficient complex. Huawei’s strategies align with the theoretical 

structures of the Resource-Based View & Marketing Automation Theory so that MIS 

enhances present market conditions and future goals. As a result of its dynamic and 

responsive characteristics, Huawei is among the leading companies in the global 

technology industry that incorporate innovative marketing strategies and act as role 

models for other organizations. From all the preceding analyses, it is evident that 

Huawei’s MIS is one of the key strategic enablers of its continued success in today’s 

highly competitive environment, given its continuous innovation, strategic flexibility, and 

consumer centricity. 

   As has been seen in this Chapter, Huawei's marketing strategies are fully aligned 

with the company’s strategic emphasis on innovation, sustainability, and the application 

of state-of-the-art technologies. With the focus on incorporating successful elements of 

augmented reality, virtual reality, data analytics, and market analysis into the campaigns, 

the company will be well-fitted to increase its outlets to meet the growing needs and 

demands of digital consumption. Through big data and AI applications, among others, 
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Huawei has been able to establish a proactive and highly efficient Marketing Information 

System for consumers’ real-time information and optimal marketing with strategic 

decision-making. Not only did this system help with market segmentation and 

customization, but it also helped Huawei to remain competitive within a globalized, 

competitive and constantly evolving environment. Besides, through its focus on 

sustainability and its rich analytics, the company satisfies new consumer demand and 

rapidly developing tech markets. In turn, Huawei retains its foreseeing dominance in the 

world's telecommunication and electronics industries, using technological advancement 

as a tool to make its brand more dominant in the global market. 
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CHAPTER 3 MARKETING MANAGEMENT IMPROVEMENT OF HUAWEI 

COMPANY 

 

 3.1. Modern Management Strategies for Rational Use of Marketing 

Communications in Huawei Company 

 

   Marketing communication is today a crucial strategic asset for achieving and 

sustaining competitive advantage and building brand equity in this age of globalization 

and fierce business competition. Ideally, this is especially true for the headline 

international tech players like Huawei that have to wrestle with multiple changes in the 

market, bearing in mind that changes such as higher competition, highly charged political 

rivalry, and alterations in consumer preferences form part of the hurdles that Huawei has 

to deal with in the market. To Huawei, marketing communications is not just a method of 

advertising products but also a critical process of creating trust, improving brand image, 

and stimulating consumers’ responses in the global market. In particular, considering the 

further and already rather intensive trend towards digitalizing various communication 

channels, Huawei needs to regularly adjust its choice of marketing communication tools 

and strategies and work more actively to consolidate its positions in a somewhat 

competitive and highly fluid industry. 

Marketing communications are important for establishing and sustaining long-term 

relationships with consumers and ensuring the firm's message to all the stakeholders is 

well understood. In today’s world, consumer communication cannot be just a series of 

discrete advertisements; firms must take a more holistic approach to their marketing 

message. This move towards digital technologies has changed how brands communicate 

with consumer firms to be more dynamic and innovative in their operations. 

Huawei is a global firm that sells its products in different markets, so it is critical to 

recognize that the role of marketing communication is to close the seen and unseen gap 

between the firm’s advanced technology and the customers. As Beaumont et al. (2022) 
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pointed out, current MC needs to employ various digital media forms such as social media, 

content, big data, data analytics, and customer-centric and customer-personalized 

communication for the Mult customer experience with companies and firms [4]. Thus, 

this poses the challenge of strategy to Huawei in the sense that it has to re-strategize how 

it communicates to the customers because every message transmitted from an online ad 

to a social media campaign to a customer care representative has to be cohesive with the 

broader business plan and ethos of the company. 

Marketing communications are also informed by the behavior of the consumers – 

particularly how their behaviors have changed over time due to technological 

developments. Customers commonly use digital technologies to find information, make 

purchases, and engage with brands, and firms such as Huawei must adapt to these changes. 

As mobile devices, online reviews, and social media platforms increase, companies must 

invest in more digital-first communication to touch their audiences [26]. This transition is 

vital for Huawei, especially when it is a leading actor in the world’s smartphone and 

telecommunications industry, where consumers’ decisions rely on digital communication. 

Moreover, because competition in the modern world is dynamic, there is an 

increased realization of the need to not just react to environmental changes but also 

actively anticipate and lead changes in marketing communications. Based on this context, 

Huawei must incorporate digital technologies into its marketing messages to make the 

communication meaningful and compelling while targeting customers from different 

segments. 

Huawei has transitioned its marketing communications strategy well to the current 

era. Recently, the Company has relied more on social media platforms to identify and 

market its brands through data-driven advertising and influencer collaborations to gain 

consumers’ trust. With the help of these digital platforms, Huawei has expanded its 

actionable reach to particular customer segments, used content about its products as per 

the primary cultural and regional inclinations, and established a more kinfolk and 

customer-focused marketing environment. 
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Nevertheless, they have mostly stayed the same, and Huawei still experiences 

critical issues in the markets impacted by geopolitical risks and concerns over data 

privacy. For instance, Huawei's role in popularizing 5G networks has been under 

significant pressure in many Western countries where Huawei, due to its allegations of a 

relationship with the Chinese government, has been unable to garner consumer confidence 

[17]. These issues put Huawei at the center of political battles rather than a commercial 

organization and a tech innovator set up to deliver the best service to its customers. In 

such markets, Huawei’s marketing communication must not be confined to advertising 

but must extend into covering other areas to ease the fears of these potential clients. 

Ideally, a delicate marketing strategy should be used while ensuring it is open, timely, and 

of value in the targeted local markets. Hegde et al. (2019) opine that Huawei can only 

sever its operations from political crises by ensuring that it comes out very strongly on 

privacy, data protection, and sound ethical business principles [10]. To consumers, 

marketing communications should aim to sensitize the public to the Company’s beliefs, 

products, and other CSR projects while informing consumers of the merits of Huawei's 

technologies in terms of technical and economic value. 

In addition, Huawei faces critical competitive issues, including competition in its 

strategic markets associated with smartphones and telecommunications. Based on these 

industries, Huawei has significant competitors in the market, such as Apple, Samsung, 

and Xiaomi, who have competitive branding strategies and a well-coordinated marketing 

campaign. Thus, for Huawei to counter the tough competition it faces, it has to ensure that 

it provides differentiated products that meet the market’s current and future needs [6]. 

 Huawei should incorporate an integrated and evolving plan to boost its marketing 

communications by efficiently applying digital marketing tools and technology, designing 

new digital marketing trends, and accurately identifying the company’s liabilities in every 

international market. Stakeholder communication offers the following objectives for 

developing Huawei’s marketing communications: 

1. Segmentation and Targeting 
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  A better and more accurate classification of consumers might significantly 

improve the marketing impact of Huawei’s communication because consumers may be 

reached via more relevant means. Using statistical and predictive modeling tools, AI, and 

machine learning, Huawei can define new consumer segments and create appealing, more 

relevant advertising messaging. 

For example, AI can understand vast amounts of data on the company’s customers, 

consumer trends, needs, and frustrations. They may then be utilized for innovative and, 

even more, personally tailored prompt marketing communications that engage consumers 

emotionally [9]. In their study, Ahmad et al. (2020) establish that the selling point of data-

driven personalization entails guaranteeing that each marketing communication is 

relevant to the customer in question [2]. It contributes to the higher efficacy of the 

advertisements and the establishment of improved customer relationships. 

In addition, since customer segmentation by utilizing AI technology depicts specific 

regions of the consumers, Huawei will be able to alter its marketing communications 

depending on the attitudes of the particular areas. Such regional adaptation of the 

marketing communications will be particularly crucial for the regions where Huawei 

experiences critical concerns in terms of brand image, namely Europe and North America. 

2. Personalized Communication Strategies 

   Personalization is one of the most significant trends in contemporary marketing 

communication, and it is expanding. Consumers are no longer satisfied just with general 

approaches where a brand caters to everyone; instead, they want brands to understand 

them individually and be able to sort out ways to communicate with them based on their 

preferences, which means that Huawei must embrace the use of artificial intelligence and 

machine learning technologies. Personalization does not only enhance the general 

customer experience but also the rates of conversion for customers that are targeted. In 

the case of Huawei, personalized communication could be as simple as following up on 

emails, push notifications, dynamic website content, or product options. By examining 

different parameters of customer behavior, including the history of website visits, 
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purchasing decisions, and social media profiles, Huawei can also construct a specific, 

appealing, and meaningful experience for every customer [26].  

Moreover, personalization can also expand into personalized customer experience 

campaigns or journeys. For instance, Huawei could use AI to help customers make their 

purchase decisions, recommend what product to buy, provide a personalized discount, or 

offer a customer service that would suit them. This way of interaction is beneficial not 

only for making the overall experience of using the services of the company and the 

products more pleasing but also for creating trust and brand value over time, which 

contributes to raising the lifetime value of each customer. 

3. Omnichannel Marketing 

As customer interactions grow, an omnichannel marketing approach becomes even 

more valuable. An omnichannel ensures a customer feels integrated when engaging with 

the marketing message in any form: web, physical stores, or when contacting the company. 

In the case of Huawei, applying an omnichannel marketing plan would entail the 

synchronization of the firm’s online marketing platforms with the offline ones, retail 

outlets, and customer care centers. For instance, Huawei could create a cross-channel 

content plan to deliver coherent messages across the brand website, social media 

platforms, digital mail, and physical stores. Such a combination of online and offline 

marketing communication would enable Huawei to increase the recurrence of brand 

recognition and reiterate its messages at every point of the consumers’ life cycle [15]. Its 

implementation as an effectively coordinated and integrated omnichannel strategy will 

enhance the satisfaction of customers through consolidating Huawei’s brand value and 

guarantee the unity of a positive customer experience of its brand communication across 

different channels. 

4. Social Media and Influencer Marketing 

 Social networks and influencers are critical strategies for increasing the brand’s 

presence on the market and creating a loyal consumer audience. Huawei aims to build 

long-term relationships with clients, and thought leaders on social media can assist the 
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organization in achieving that since the company is relatively new and little known in 

some locations. By entering a partnership with an influencer, Huawei can leverage the 

positive impacts associated with influencer credibility in the eyes of its followers. The 

right to choose influencers in technology, lifestyle, and sustainability will allow Huawei 

to present the company’s products more realistically. Celebrities can also assist in 

narrating the brand story from a consumer angle, showing how useful Huawei products 

are in a typical consumer’s lifestyle [14]. Besides, influencer marketing can be utilized to 

develop engagements with the targeted regional markets as the influencers can create 

content that suits the regions. 

5. Content Marketing and Storytelling 

Content marketing is a valuable action that can unburden Huawei, give it a 

competitive advantage, and help the firm enhance its communication with customers. In 

this way, Huawei can present its most innovative technologies and the company’s mission, 

vision, goals, projects in sustainable development, and social responsibilities. The primary 

method of customer communication is highly effective because storytelling makes brands 

more human. For instance, Huawei could prepare and disseminate case and success stories 

and record videos on actual demonstrations of its products from a consumer or communal 

systems perspective. Huawei must establish an emotional appeal with customers to 

increase commitment to its content marketing activities and focus on innovation, 

sustainability, and social responsibility [3]. 

Technological Integration for Marketing Communications 

Through the use of digital technology in marketing communication, the right 

strategies for marketing and the experiences of their customers have to be enhanced. 

Employment of Artificial Intelligence, Big data, and Machine Learning needs to be 

integrated effectively by Huawei for marker knowledge improvement. These technologies 

enable Huawei to analyze consumer behavior, anticipate trends and precedents, and 

change marketing campaigns in real-time, thus making the campaigns appropriate and 

valuable [7]. 
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However, cloud-based platforms could enhance Huawei’s global marketing 

operations because such systems allow for smooth interconnections between regional and 

departmental levels. Such platforms can assist with guaranteeing that marketing 

communications messages are managed consistently across global markets and help 

accommodate necessary local market and consumer customizations [4]. It also expands 

Huawei's marketing efficiency and improves the capacity of targeted, digitalized, and 

individualized advertisement releases. 

In that respect, marketing communications in the contemporary world is a 

continuously transforming concept, and hence, organizations such as Huawei must find 

ways to adapt to such changes. With the help of novel approaches to AI, data analysis, and 

multichannel advertising, Huawei can improve its relationships with customers, increase 

customer trust, and strengthen its position in the global market. Thus, realizing these 

strategies and initiatives will be a foundation for Huawei to build a more solid position 

worldwide and create long-term growth in a globally competitive ICT market. 

 

3.2. Recommendations for Marketing Management Development of Huawei 

Company 

 

 The tech giant Huawei has encountered numerous issues in sustaining market 

dominance and controlling critical factors in a highly advanced technological environment 

where organizations are shifting to digital operational models for increased efficiency and 

productivity. Hence, a well-developed and strategic marketing management plan is crucial 

as the firm aims to exercise dominion and conquer the market's constraints, especially in 

the Western region. Below, we will discuss several critical strategies for improving 

Huawei’s marketing management capability in the evolving business environment. 

Due to the COVID-19 outbreak, industries globally have had to transform at a fast 

pace toward the digital market. Huawei has become one of the pillars of innovation. In 

addition to developing new technologies, Huawei needs to orient itself within available 
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digital marketing tools that are unobtrusively available to provide a new interface. 

According to Xu (2024), digital transformation in marketing is not only a trend. Still, it 

has become essential within the current society as digital adoption and time have been 

established within the digital realm. Marketing has emerged as an essential capability that 

Huawei needs to develop to reach a wider audience increasingly dominated by youths 

inclined toward digital engagement. 

Social media platforms, search engines, and advertisements are the preconditioning 

factors of such a shift. They use a method through which consumers search, engage, and 

even purchase products and services. As noted by Xu (2024), the world is slowly shifting 

online, making it essential for organizations such as Huawei to ensure they adopt the 

necessary digital marketing methods to stay relevant. With the growing number of people 

using the internet for information, recreation, and shopping, firms that still need to 

incorporate these tools will lose market share. 

Specifically, one must identify the young generation as the key player in this digital 

change. More popularly known as the ‘Generation Y’ or the ‘millennials,’ this population 

cohort is mainly active in social networks and search. Any other brand that wants to reach 

them must follow them there. Huawei, as one of the biggest telecommunication equipment 

suppliers in the world, needs to adapt to this market so that the respective campaigns meet 

the demands of this segment. Xu (2024) opines that populist digital marketing serves as 

one of the apt ways through which Huawei can foster a better and more intimate 

relationship with the younger generation of consumers through the use of good-quality 

product images. With the help of specific promotions using influencers, targeted Internet 

advertising, or content marketing, digital channels can help Huawei effectively create its 

brand image and attract consumers. 

   Thus, SEO is one of the primary digital marketing trends that Huawei needs to 

concentrate on. In Xu (2024), the author firmly posited that SEO is essential for businesses 

targeting to enhance their website ranking. As millions of searches are made daily, website 

traffic can be spiked organically, and the company’s brand can receive more exposure, 
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ranking higher in search results. Using search engine optimization will help Huawei 

position its website in the preferred place when a particular search is made, thus reaching 

out to consumers keen on the available products and services. In addition, SEO enables 

Huawei to remain ahead of its competitors and to grab the consumer’s attention for those 

who might not be familiar with the brand. 

Another area of improvement that Huawei has a lot of potential in is content 

marketing, aside from SEO. Content marketing enables firms to develop relevant and 

valuable content for their targeted customers, including articles, videos, infographics, and 

others. Like Xu (2024), it is argued that Huawei can employ content marketing to establish 

it as an authoritative figure in the industry and educate clients on issues tied to the product 

category. In addition, engaging content creates trust in the audience, which benefits 

Huawei since the company operates in the technical market, where customers are hesitant 

about new products and inventions. In addition to creating awareness and informing 

consumers, content marketing can also lead to purchase decisions by providing insight 

into the competence of a brand. 

Social media advertising is another significant agenda of Huawei’s digital 

marketing strategy. It is virtually impossible to overemphasize the role of social networks 

– Facebook, Instagram, Twitter, and TikTok in the process of younger consumers’ appeal. 

Xu (2024) points out that advertising on social media sites is one of the most effective 

types of adverts for businesses since it enables Huawei to place a particular advert in front 

of the relevant audience on a social media site based on various factors such as interest, 

behavior, and age. Thus, this allows for changing the approaches to advertising Huawei 

step by step due to the measurement of the rates people click on advertisements or its 

conversion rates and overall return on investment. 

   However, for Huawei to use these digital marketing strategies, the company must 

integrate customer relationship management (CRM) systems. Xu (2024) states that CRM 

systems help identify consumer behavior and preferences. Through the effective 

implementation of advanced CRM technologies, Huawei can easily collect a lot of 
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information from its customers, improving the marketing the company is feeding its 

customers.     

Since information acquisition is greatly facilitated through search engines, search 

engine optimization (SEO) is an essential aspect that has been underscored in this 

marketing mix. Huawei needs to dedicate more effort to this. As millions of Internet 

searches are performed daily, SEO gives businesses daily, SEO offers businesses a chance 

to enhance their presence in popular search engines and attract more free traffic to their 

websites. For Huawei, the approach will help it rank higher on the search engines so that 

more potential customers seeking technological solutions can access the company’s 

products and services. 

Another critical factor is the quality of content marketing investment. The most 

crucial benefit of content marketing is that brands can produce information-rich content 

through news articles, videos, infographics, and others to persuade customers. Huawei can 

use content marketing to establish its technical credibility, present its ideas to influence 

the consumers’ perception of the company, and demonstrate new products and services, 

which ultimately helps to make the firm more credible to its clients. 

 Implementing SEO standards in the content will improve Huawei’s website's 

presence, including making the company appear in more search results, thus driving more 

visitors to its online platforms. Huawei should also invest more in candid and long-tail 

terms that are not very saturated since more selective audiences will have a higher chance 

of becoming brand-loyal consumers. 

Leveraging Social Media Advertising 

Social media platforms have become an integral part of the marketing 

communication strategy, especially those targeting the youth. To improve its social media 

marketing, Huawei should hire a social media agency to buy adverts on several platforms 

such as Facebook, Instagram, Twitter, and the recently popular TikTok. These platforms 

provide very niche targeting opportunities, and therefore, Huawei can advertise directly 

to consumers based on their interests, behaviors, and age. 
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Huawei can make great ads that are a joy to watch and profound to the targeted 

viewer, as well as features of the products, customer testimonials, and promotional 

campaigns. As with potential customers, these ads can also direct people to Huawei's 

website or e-commerce channel to make onward purchases. Since mobile commerce is 

becoming more prevalent, Huawei's digital ads must be mobile-friendly and contain 

effective CTAs. Another valuable feature of social media advertising is that it offers an 

option to know and analyze its performance. Analytics aim to gauge paid social media 

campaigns; therefore, Huawei should track engagement, click-through rate, conversion 

rate, and return on investment. Since ad spending will inform decisions, Huawei can fine-

tune its approach to consumers steadily and effectively to ensure that the most effective 

targets receive the most excellent attention from the company. 

 Another way to enhance marketing management is through an approach to 

customer behavior and preferences. The advancement in the CRM system could be used 

to enhance the strategic marketing plan so that Huawei could be in a position to understand 

consumer relations much better due to the implementation of this system. Through CRM 

technology, Huawei can precisely follow the customers' experience from when they have 

been engaged, from the purchasing process to the after-sale service, to have more relevant 

and effective communication. 

A well-developed CRM system will help Huawei classify its customers and market 

its products to specific categories. For example, potential customers can receive welcome 

emails and some initial discounts while the rest are given product upgrades or customer 

loyalty. CRM systems in marketing also entail several marketing processes that can be 

handled through the application, including emailing, follow-ups, and customer 

satisfaction surveys, thus minimizing room for mistakes and missing opportunities for 

marketing by Huawei. 

Moreover, using AI and machine learning, Huawei can predict client behavior and 

needs. For instance, if a customer has bought a Huawei smartphone, the system could 

suggest related products such as headsets, cases, and services that suit the same 
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smartphone on purchase and website browsing history. Such personalized messages go a 

long way in ensuring most customers are repeat buyers, hence the importance of achieving 

this level of customer segmentation. 

Customers' response: Huawei can respond more professionally to customers' 

inquiries, complaints, and feedback with the help of integrative and highly developed 

CRM systems. Credit consumers work to offer and develop the kind of relationships that 

will capture their satisfaction, keep them loyal, and reduce the rate of churn. 

Regarding geopolitical continuation and security issues, Huawei has lost its brand 

image, primarily in Western countries. These issues have, therefore, caused people to 

question the company's operations and the safety of their products. For Huawei to 

consolidate its brand image internationally, the following strategies must be pursued to 

rebuild the trust that consumers have lost in some regions; 

One of the crucial activities needed to change the Huawei brand image is to speak 

out about the company’s dedication to security. Huawei will post a set of sustainable, 

ethical messages to be advanced through communication, such as Claims that the 

organization is not involved in espionage or surveillance, which can be turned into a value 

seen as ethical by receiving more attention. Huawei could capture for the consumers some 

cases of its doing that have been done in the matter of security, for instance, its complex 

internal system of protecting consumer data and obeying universal data privacy standards, 

then disseminate the information to the consumers to instill confidence in its products. 

Besides managing security issues, Huawei should improve its business 

transparency, especially in Western regions. Ideally, this may involve developing and 

submitting to the public reports on cybersecurity annual activities, hiring third-party 

auditors, and engaging in other significant discursive practices regarding data privacy. 

Huawei, for instance, can step up by sending out messages about its stewardship to change 

perceptions when it ought to be viewed as a responsible organization besides being a 

technology company of enormous repute. 
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CSR is another area where Huawei can upgrade its brand picture or enhance 

corporate social responsibility. The current and emerging generation of consumers has 

switched their preferences towards products from environmentally conscious companies 

with an excellent societal standing. Huawei's CSR initiatives must include developing and 

supporting projects that correlate with the company’s values and are attractive to clients 

globally. 

For instance, it can undertake social education ventures such as giving out and 

facilitating the use of technology in helpless schools and assisting the environmental 

protection cause by producing green products and minimizing ecological impact. These 

initiatives can be published to make Huawei appear more than an engineering company 

that develops new technologies; it is a firm that wants to leave a positive mark on the 

world. On that note, this will serve the purpose of making Huawei be seen as an 

organization that embraces social issues and is socially responsible, consequently making 

it easier for the company to foster and create better emotional associations with its 

audience. 

As stated by Yuzhen (2023), CSR-related programs also give Huawei the ability to 

work with local governments, which helps the company gain more trust and make people 

like it [33]. When a company such as Huawei demonstrates a commitment to social 

responsibility, it stands to gain significantly, as does society, by being able to distinguish 

it from competitors. 

Huawei has experienced quite many problems in the recent past because of trade 

wars, banned orders, and acceptance all over the world. Specifically, the firm has 

dramatically suffered from severe sanctions and restrictions on trade, especially with the 

United States and European countries, due to political hostility, which has deemed the 

company a security threat affiliated to the Chinese authority. Nevertheless, numerous 

problems remain in each of these aspects, so Huawei, relying on an ambitious strategy 

based on forming local partnerships in various spheres with various companies, 

authorities, and opinion leaders, remains the leader in many regions of the world. Lee-
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Makiyama & Baker (2024) states that such a crucial firm as Huawei depends on a 

willingness to engage local stakeholders due to the geopolitical risks it has faced and 

extreme regulatory hurdles as it adapts to local marketing needs and enhances the business 

base of critical locations [16]. 

In the case of Huawei, one of the best ways of handling this challenge of 

geopolitical tensions and sanctions is to engage in partnerships with local firms. These 

relationships allow the company to leverage local knowledge, contacts, and experience in 

the market, especially where legal restrictions are a barrier in foreign markets. For 

instance, Huawei can partner with telecom providers or technology firms to discover more 

about the market and how they could develop suitable products, hence improving its 

competitiveness. One of the benefits that Huawei enjoys through cooperation with local 

companies is that it is not subjected to political contests arising due to its operations as a 

foreign firm in some markets. This local approach not only helps minimize barriers to 

market entry but also guarantees that Huawei’s portfolio meets the particular needs of 

each area [16]. 

Using the example of Huawei, it is also important to identify social actors with 

whom the MNE can cooperate in the host country. Apart from opportunities for 

developing cooperation with domestic enterprises, there is potential for interacting with 

the country's authorities and the host state's ministries and departments. Partnerships with 

governments are precious to Huawei in areas where security issues and forthcoming 

legislation against the firm’s activity have limited its work. When Huawei engages more 

closely with local governments, it can find intricate realities of the legal system in those 

countries that suit its business models. Lee-Makiyama and Baker (2024) hold that this 

government engagement is a strategy by which Huawei can show compliance with legal 

requirements in every market [16].   

In addition, cooperation with local authorities allows Huawei to obtain the 

corresponding permits for its activity in critical markets, including telecommunication and 

5G technology. Government partnerships can also serve as a way for Huawei to present 
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an opportunity to challenge policy bans and restrictions observed in some nations where 

it operates. Through discourse in the industry, input into developing standards in 

cybersecurity, and contributions to public policies, Huawei may become a responsible 

market player. These activities enable Huawei to observe legal requirements in different 

countries and areas and build a favorable attitude, that is, lessen political and economic 

pressures from outsiders [16]. 

Further, as found by the researcher, Huawei’s working with opinion leaders and 

other local influential personalities can also negate the effect of negative perception within 

the public domain regarding Huawei products and services to gain their confidence in the 

brand. Huawei has been experiencing negative media attention in many markets, primarily 

in the West, mainly because of its relations with the Chinese government. To address these 

issues, Huawei has to embrace local opinion leaders, business gurus, and other industry 

stakeholders to post in its favor and provide evidence of the company’s adherence to 

security assurances, innovation, and the utilization of sustainable technologies. Therefore, 

Lee-Makiyama and Baker (2024) have observed that there is evidence that experts in key 

fields such as technology, business, and policy can greatly help to improve public opinion 

on issues related to Huawei [16]. To further support this idea, Huawei must enlist the help 

of friendly faces that consumers and stakeholders of local markets are acquainted with to 

ensure that its products are safe, reliable, and meet international standards. 

It can also be useful for Huawei to contact target customers directly or local opinion 

leaders to reach out to specific customer segments, especially those who may be 

suspicious of the company’s products. In addition, opinion leaders can also assist Huawei 

in spreading its messages on the latest hot issues, including data privacy, cybersecurity, 

and corporate social responsibility, all of which have become crucial to consumer 

attention in the current connected world [16]. 

Huawei, through cooperation with local companies, has found a way to avoid the 

regulatory barriers and market restrictions resulting from governmental limitations and 

trade tensions. Focusing on the experience of Huawei’s internationalization, Peng and 
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Zhang (2021) pointed out that the firm experienced political and sanction pressures 

primarily from the United States and members of the European Union [22]. These 

restrictions have restricted Huawei in the freedom scale in some markets and more so in 

areas such as telecommunication and 5G. In order to accommodate these challenges, 

Huawei can sign strategic alliances with local firms, especially those in the technology 

industry or network service providers, because they can help with the latter’s compliance 

issues and add more recognition in those areas. 

Huawei can improve its distribution and also expand its market coverage through 

cooperation with more domestic companies due to the partners’ well-developed networks 

and local knowledge. For instance, in some regions, regulatory issues hinder Huawei, and 

by partnering with well-established domestic firms, its relations with regional 

governments and customers will automatically change for the better. These partnerships 

also offer the chance to engage in co-production, which provides a means for Huawei to 

design products that correspond to the local markets. By localizing its products and 

making them as suitable as possible for the specific markets, Huawei can enhance the 

importance of its proposition and the company’s position in the markets. 

According to Peng and Zhang (2021), these strategic partnerships are equally 

envisaged as helping Huawei overcome characteristic regulatory issues but also gain new 

outlets and customers [22]. Immortalizing the market across different local areas will help 

Huawei to create a stronger and more immune market front to the external forces. 

Furthermore, the practice of cooperation in the development process is the most effective 

way to build and introduce innovations that will suit the cultural and psychological 

characteristics of the target audience and become a foundation of Huawei’s activity in the 

global market. 

Due to rising geopolitical tensions, Huawei’s partnering with governments, 

especially concerning related 5G, is a strategic development strategy. As Tekir (2020), 

correctly pointed out, as Huawei aims at entrenching itself in the facility of the 

implementation of 5G across the globe, it needs to embrace policy activism to ensure that 
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governments design enabling favorable policies for the implementation of 5G technology 

[29]. Global governments have vested interests in the regulatory stone they set for 5G 

adoption and deployment. Huawei can influence governmental policies and support 

prerequisites for the broader implementation of the 5G to ensure its company’s leading 

position within the market of the new generation telecom solutions. 

Regarding the type of cooperation, one must consider that Huawei is engaged in 

defining cybersecurity and data privacy. The theme of 5G as the essential element of the 

nation’s critical communication infrastructure raises concerns about its security and data 

protection, which have been heightened, especially when Huawei faces political 

challenges. These issues, therefore, can be countered through policy advocacy or by 

directly liaising with the regulatory authorities through Huawei. Not only does this make 

it better, but it also assists Huawei in meeting the data regulatory standards of various 

markets, especially Europe and North America [29]. 

Furthermore, the government’s cooperation arrangements benefit Huawei by 

shaping the standards and legislation that govern establishing 5G networks in an 

environment that will support these measures. This political involvement may benefit 

Huawei and give it a better understanding of how to operate in the geopolitical circus. At 

the same time, external pressures will not hinder Huawei from expanding its presence on 

the globe [29]. 

Influencer marketing has thus proven to be an essential aspect for brands hoping to 

carve out their place in a particular market, especially when newcomers. In general, for 

Huawei specifically, influencer marketing can serve as an instrument to improve brand 

awareness, enhance customer relations, and establish trust – an essential prerequisite for 

taking market shares in new territories. In the paper of Mao et al. (2020), the authors 

define the role of influencer marketing as providing an opportunity for companies to 

leverage the already recognized local opinion leaders who influence the attitudes and 

purchasing behavior of the target groups. Huawei should adopt the marketing 

communication model with social media influencers that share the same brand values and 
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target market as its own because when it comes to producing campaigns and content, it is 

most effective when it copies the aspect it is marketing to a tee. 

Social media influencers are most suitable for reaching out to young, tech-savvy 

consumers who patronize social media whenever they want to look for products to buy or 

services to hire. These influencers are also more familiar and less professional to their 

audiences since these audiences seek advice from these influencers on the ways they 

should lead their lives and even on technology. Huawei can tap into influencers to market 

its products in new territories, using features like design, performance, and security and 

embedding them in the natural influencer’s feed. In their studies, Mao et al. (2020) state 

that when consumers observe their preferred influencers using brands, they avoid 

skepticism and are willing to buy the product [19]. When engaging in influencer 

marketing, Huawei can quickly promote brand awareness recognition and ease word-of-

mouth to compete with other brands in various markets. This approach helps Huawei build 

up a better brand image and makes its message to the right target group more effective. 

Thus, forming partnerships with influencers is essential for Huawei to establish trust, 

enhance customer interaction, and promote interested products or services [19].  

 

3.3. International Experience in Using a Complex System of Marketing 

Communications 

 

There are several critical success factors for multinationals in marketing 

communications management in the context of globalization. One of the most important 

is effectively managing communications in different international markets. Current 

competitors in the technology market, such as Apple, Samsung, and Microsoft, amongst 

other players, already have well-developed marketing communications approaches that 

they use to keep themselves dominant and relevant in the worldwide market as they 

connect with consumers in various parts of the world. For Huawei, particularly a company 

that does business in highly competitive and culturally different markets, getting lessons 
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from the experiences of these industry leaders goes a long way in helping Huawei to fine-

tune its marketing communication systems. In this section, we will discuss what global 

tech leaders can do, what Huawei could learn from these steps, and on what basis Huawei 

could develop a dual marketing strategy that combines a top-down and bottom-up 

approach. Also, to understand the behavior of consumers in different countries, the 

significance of cross-cultural communication in marketing will be discussed, as well as 

how Huawei can benefit from such culture. 

Current and dominant strategic communication marketers like Apple and Samsung 

have adopted elaborate marketing communication systems encompassing digital and 

traditional modes. These companies have employed digital transformation to increase the 

efficiency and quality of their marketing communications in their global and local 

markets. These companies have successfully crafted a consolidated brand story that 

translates the promotional narrative into different target audiences' cultural tastes and 

expectations. 

Apple is one of the best examples of how a company can achieve global brand 

sameness while ensuring that its messages are local. Apple has one identity worldwide, 

focusing on elegance, technological advancement, and ease of use. However, it modifies 

its marketing communications to suit the local market's needs. For example, the 

advertising strategies in the USA rely on technological characteristics such as the strength 

of processors, modes, and apps. At the same time, the advertisements in Japan and China 

depend on the sleek designs of gadgets and their adaptation for local customers [31]. Thus, 

the localization of the content helps Apple to reach local consumers and, at the same time, 

be relevant to the Company’s global brand image. Digital tools, on the other hand, also 

help Apple’s marketing communications strategy. Apple goes further in its marketing by 

employing analysis in its campaigns, and the target customers are segmented and 

advertised directly.  

Samsung is another company in the tech industry, and like Philips, it uses a 

complicated Marketing Communication Mix that combines traditional and technology-
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enabled tools. The IMC approach that Samsung seeks to implement uses conventional 

advertising, social media, Twen, and century advertising. Samsung has organized 

advertisements for various areas, and every region has an individually targeted 

advertisement that reflects the area's dialect, traditions, and practices [9]. 

For instance, Samsung tends to use global marketing appeals geared toward 

innovation and technology, which are some of the communicating features of its mobile 

phones and consumer electronics. However, the company also adapts to the cultural 

sensibility of the receiving nation when delivering its messages. For instance, Samsung 

has featured advertisements in India highlighting the device's battery longevity, which 

goes well with the Indian market, whose people prefer their gadgets to be worthwhile 

investments and to last long. On the other hand, the advertisement strategies used by 

Samsung in Western countries tend to focus on the thin looks and the sophisticated camera 

of the phone, which is in tune with the trends that define Western consumers' needs for 

chic and state-of-the-art technology. 

Samsung continues to embrace social media and digital platforms to appeal to 

younger consumers. A primary benefit of the company is applying influencer marketing 

to increase engagement rates and promote new products. Samsung also helps the brand 

message be conveyed by partnering with technology influencers and social media 

personalities, which is particularly important for the youth, who are more cynical of big 

brands. 

Like Apple and Samsung, Huawei also faces a transnational environment in which 

consumer preferences and cultural differences for a particular policy are extremely 

important when producing adverts. Nevertheless, unlike these companies, Huawei is 

disadvantaged by political tension, regulation issues, and data security issues. These 

challenges have made it particularly important for Huawei to develop an appropriate 

marketing communication strategy for its products by providing a standard global image 

and, at the same time, ensuring credibility in the local market. 
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Huawei can use a centralized marketing approach to develop global messages and 

add additional tailored messages to develop a global message that is locally tailored. This 

model allows the company to keep the same image but change the message to suit the 

country's culture, economic status, and social environment. Such an approach is especially 

important for a company such as Huawei that operates in both developed and emerging 

markets, where customers' perceptions of values are different. 

For instance, those interested in buying Huawei's technology products in markets 

such as the United States and Europe may need some clarification resulting from data 

privacy and security. Hence, it becomes important that Huawei exercise marketing 

communication in these regions to ensure the company reassures people of data protection 

standards such as GDPR. They could publish white papers, success stories, and reports on 

the company's actions and all ethical approaches to data handling. Ideally, this would also 

assist in disapproving unfavorable attitudes towards Huawei and make the company a 

responsible and reliable brand for globalization. 

On the other hand, in emerging markets, including Africa and Southeast Asia, where 

the people are likely to be poor and humongous, Huawei could have emphasized the utility 

of similar products, including affordability, performance, reliability, and availability. For 

example, continued marketing promotions in these areas could adopt the message 'Huawei 

Smartphones and Mobile Networks – affordable for you and more beneficial to you 

economically. Through such branding, it will be easier for Huawei to create a sense of 

fascination with its products based on identified local economic factors and technological 

goals. 

Huawei’s global marketing campaigns must bear the same message, including 

themes like innovation, connection, and sustainability. At the same time, it is necessary to 

remember that within a rather coherent message, Huawei has to orient its campaigns on 

values, preferences, and concerns in the particular region. Thus, this may include: 

 Cultural Adaptation: Routinization should consider advertisements about 

local cultural iconology, language, and images. For instance, Chinese Huawei 
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commercials could use symbolic images connected with Chinese families and pride, but 

in Western countries, free personalities and liberty can be employed. 

    Product Customization: Emphasizing those aspects of the Huawei 

products that are likely to be of greatest interest to the particular markets. For instance, 

where speedy internet connections have not been developed, the company can focus on 

its cheaper, faster, and more reliable mobile networks or trendy mobile devices with 

extended battery durability. 

  Partnerships and Sponsorships: Engaging popular and influential people 

within the region’s culture or using organizations that, with the help of a cultural 

translation, will be able to spread Huawei's message properly. For instance, Huawei should 

look at where it intends to popularize its brand and then look for sponsorships or 

partnerships with local influencers, technology conferences, or fashion, sports, or lifestyle 

influencers, respectively. 

Cross-cultural communication is perhaps one of Huawei’s prominent problems in 

international marketing. It is, therefore, used to describe the effectiveness with which a 

company communicates with the consumers of another country or culture. As Huawei is 

an international company that wants to provide its services to different cultures and 

countries, it becomes highly critical for the company to effectively and efficiently 

communicate with people of different cultures. 

Huawei needs to develop market research on consumers in different geographical 

locations in order to differentiate between consumers’ needs, conduct, and beliefs. The 

studies that should be used in this research should be quantitative and qualitative; the 

former may include, for example, surveys and focus groups, while the latter may 

encompass ethnological studies as well as the analysis of social media sentiment. For 

instance, while some markets require product performance and cost as the key indicators, 

others may require status and image when purchasing. Thus, by knowing these 

differences, Huawei can deliver marketing messages in a more local and personalized 

manner. 
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To prevent any cultural mishap and ensure marketing information is culturally 

sensitive, Huawei must employ local marketing personnel and cultural advisors familiar 

with the region. These experts can help by pointing out where to find appropriate 

language, effective symbols, imagery, and cultural references in the target region. They 

can also assist in avoiding situations where marketing communications infringe on 

cultural taboos by disturbing potential consumers. 

Being culturally sensitive, Huawei must also be politically and socially sensitive to 

the markets in which it provides its services. For instance, in some economies, data 

privacy, national security, and corporate governance may be very relevant to consumers. 

In this respect, legal issues constitute the major concerns that Huawei’s marketing 

communications should eliminate by explaining how the firm’s products and services 

conform to local laws. 

      Table 3.1 

Comparative Analysis of Marketing Communication Strategies by Apple, 

Samsung, and Huawei 

Company  Global marketing 

message  

Localized Messaging Digital 

integration 

Cultural 

Adaptation 

Apple 

Innovation, 

Simplicity, 

Premium Quality 

Focus on aesthetics in 

Japan, functionality 

in Europe, and 

environmental 

concerns in the US 

Heavy use of 

digital media, 

personalized 

campaigns 

Cultural 

symbolism in 

ads, design 

appeals to local 

tastes 

Samsung  

Innovation, 

Simplicity, 

Premium Quality 

Emphasis on 

practicality in India, 

sleek design in the 

US, camera quality in 

Europe 

 

Social media, 

influencer 

marketing, and 

digital content 

Localized ads 

featuring 

cultural 

references and 

national pride 

Huawei Innovation, 

Connectivity, 

Sustainability 

Focus on affordability 

in Southeast Asia, 

security in Europe, 

performance in Africa 

Online and 

offline channels 

integrated, 

digital 

engagement 

Localization of 

campaigns, 

emphasizing 

regional values 

and concerns 
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  From this table, it can be seen that Apple, Samsung, and Huawei all make their 

global marketing communications messages more culturally sensitive in their respective 

regions. Desired attributes include innovation, simplicity and superior quality: in Japan, 

beauty; in Europe, utility; in America, environmental issues. Samsung focuses on usability 

in India, design in the US to build quality experience, and the camera in Europe to increase 

brand authority; the company emphasizes the use of social media and influencer 

marketing. Huawei, through a lens of innovation, connectivity, and sustainability, realigns 

its strategic priorities – affordability in SE Asia, security in Europe, and performance in 

Africa, both online and offline. Both companies successfully tailor their campaigns to 

appeal to regional culture; besides, the process of localization, in Huawei's case, also 

includes political correctness and response to concerns of the region. 

The future growth of Huawei in international markets depends on its capacity to 

develop an integrated and global approach to marketing communications strategy while 

simultaneously considering local specificities. From the international experience of Apple 

and Samsung, Huawei can identify and assess the opportunities for better selling its 

products in various markets. Important tips for Huawei are, ultimately, using both global 

brand marketing and market-orientated marketing as their fundamental approach, Cross-

cultural communication investment, and using local consultants for campaigns to suit the 

cultural needs of that particular market.  As it covers more and more territory in its market, 

understanding these facets of marketing communications will improve organizational 

relations with the consumer and the brand's image and help it adapt to various countries' 

different and divergent social and political environments. 
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CONCLUSIONS 

 

   In the modern world, where competition is rife, and more organizations are 

expanding their operations internationally, marketing communication is a critical factor 

in the overall performance of an organization. Organizational communication is more 

critical than ever with multiple technological changes, cultural differences, and consumer 

behavior changes. Huawei is one of the most significant worldwide competitors in the 

telecommunications and technology industry. This case highlights the firm's issues and 

prospects of the firm when managing marketing communication in the globalized and 

digital era. In discussing Huawei’s marketing communication tactics, this thesis has 

examined aspects such as the combination of modern and traditional, cultural relevance, 

and tools such as artificial intelligence and big data analytics. 

Another central concept discussed throughout this research has been the 

interconnectivity between conventional and new media promotional tools. The digital 

transformation era impacts the marketing field as companies strive to respond to the needs 

and demands of the consumer. The increasing trends in utilizing digital platforms, social 

media influencers, and extensive data marketing also provide Huawei with more 

opportunities and platforms to target a global population in more intimate, engaged, and 

comprehensive ways. Nevertheless, it should be noted that essential marketing 

communication tools such as public relations, direct marketing, and events remain part of 

the armory for sustaining brand awareness, especially in low digital literacy areas or where 

personal contact is appreciated.   

 Exploring Huawei’s specific marketing communications, it is possible to note that 

the company experiences specific challenges owing to political and regulatory constraints 

in the various markets, primarily in the Western world. These external challenges, 

therefore, call for a high degree of flexibility and sophistication in marketing 

communications strategy. Huawei's case reveals the mitigation strategies whereby 

companies can minimize the impact of geopolitics by partnering with local players, using 
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influencer marketing, and collaborating with governments. Besides, by partnering with 

local firms, Huawei can penetrate new distribution networks and customers and gain 

much-needed credibility in countries where its existence is suspect. It becomes an 

advantage in an era where publicly traded firms face highly regulated industries and 

geopolitical risks, which require public acceptance of risks. 

Also, Huawei’s decision to adopt cultural sensitivity and adapt its products and 

services to the region emphasizes the need to study markets. Compared with giants like 

Apple and Samsung, which localize content but maintain highly consistent brand 

messages, Huawei’s marketing approach called for even more localization. Another good 

example illustrating how global brand positioning has been appropriately synchronized 

with localized marketing communications is localized messaging used by the company: 

the affordability of its products in new emerging markets and security in developed 

economies. At this kind of cultural level, the firm or brand can build excellent consumer 

relations and avoid a disconnect among the differing cultures. The application of big data 

and AI is one of the areas in which Huawei, like many other international organizations, 

can benefit significantly. As data analytics come into play, firms can analyze consumer 

insights, classify their audiences accordingly, and develop an appropriate message fitting 

the targeted segment. They are also more effective for marketing because they efficiently 

run content creation, social media interactions, and customer relations simultaneously and 

in place.   

  Moreover, it is equally vital to discuss how to hold the united brand message 

across all the platforms and channels as crucial as developing new technologies. For 

Huawei, this consistency should be in line with innovation, connection, and security 

issues. For instance, the expansion of the fifth generation telecommunications technology 

worldwide presents Huawei with the potential to start as a pioneer of the new wave of 

telecom solutions. Nevertheless, this task is a challenging one. It needs to be 

communicated well to overcome political pushback and publish skepticism, especially in 

jurisdictions with strained data privacy rules, such as Europe and North America. For this 
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reason, Huawei’s marketing communication needs to periodically remind clients and 

authorities that its technologies are safe and reliable. 

Consequently, managing marketing communication as a concept in today's 

complex, globalized, and technology-infused technology-infused world is challenging. 

Only such corporations as Huawei, which can combine conventional promotional tools 

with innovative informational technologies and orient themselves towards people’s 

cultural and political approaches to choosing a product in different parts of the world, can 

be competitive in the global economy. Evaluating the concept of Huawei case and its 

marketing communication, this paper submits that despite the myriad of challenges that 

characterize today’s marketing world, a balanced and sustainable approach towards 

business is tenable: The balanced global and local approach to brand positioning, the 

technology-driven global environment and the communication-centered approach to 

building trust through communicating directly with the consumer advocates. As an ever-

changing field, marketing demands even greater flexibility, with firms learning from their 

experience and about new technologies that can be adopted to ensure effective long-term 

relationships with the customer. 
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