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[bookmark: _Toc59223742]Executive Summary
In contemporary community, it is a trend that more customers, with growing expectations as well as pricing and product parity, tend to choose brands which have netter performance in customer care. Therefore, it is necessary for enterprises to focus on customer care in their future development. A SWOT analysis of Huawei is conducted in this paper to analyze customer care. In terms of internal environment analysis, there are five types of strengths, namely corporate culture which puts customers first, the emphasis on customer care in its business structure, the iron triangle model which is customer-oriented, human resources management which is customer-centered, and huge customer-oriented technology input. And there are three types of weaknesses, including poor customer service, uncontrollable third-party service provider, and uneven service provided by staff from customer service. In the aspect of external environment analysis, there are two opportunities which Huawei should seize, namely the trend of hyperpersonalized care and “care of one” as well as personalized and white-glove service for all. And there are two threats which Huawei needs to overcome or avoid, including threats from the better performance in customer service of other brands in the same industry, and more diversified customer needs. On the basis of the SWOT analysis, this paper conducts a TOWS analysis to formulate according strategies. 



1. [bookmark: _Toc59223743]Introduction
1.1. [bookmark: _Toc59223744]Background
Amid globalization, an irreversible trend around the world, competition among various brands in the same industry has been intensified, contributing to the fact that more measures are taken in customer care to sustain customers and increase revenue. In addition, the quality of customer care has been highlighted by many industries in recent years as many marketing experts has established the importance of customer care (Muhammad et al., 2019). In the past, customer care only covered logistics and warranty (Jukka & Ville, 2019). However, the content of customer care is broader than before in contemporary society. Thus, firms have to focus on customer care for their future development. 
This paper examines Huawei, a well-known conglomerate in the smart phone industry, where increasing competition as well as rapid technology evolution contribute to a favorable research environment. From the information and news in this industry, customer care has become the focus for the whole industry. And Huawei, one of the leading companies in this industry, is worth analyzing. This study aims to analyze the customer care in Huawei by applying SWOT and TOWS models, and then makes according recommendations. It will help Huawei perform better in terms of customer care and provide information for other firms in the same industry. 
1.2. [bookmark: _Toc59223745]The Introduction of Huawei
Huawei, a famous Chinese company, was established in 1987, with the headquarter in Shenzhen, Guangdong province. It is in the lead in information and communications technology. With advantages in cloud computing, telecommunication and other fields, it adheres to the principle of stable operation, continuous innovation and open cooperation, aiming at creating a fully connected world. In 2013, Huawei exceeded Telefonaktiebolaget LM Ericsson, becoming the largest telecom equipment manufacturer. In 2020, it ranks 49th in the Fortune Global 500. 
1.3. [bookmark: _Toc59223746]Theoretical Background
1.3.1. [bookmark: _Toc59223747]SWOT
[bookmark: _Hlk59098561][bookmark: _Hlk59099197][bookmark: _Hlk59099710]SWOT, an analysis method, is recognized as one of the most popular tools of strategic planning (Glaister & Falshaw, 1999). It is generally acknowledged that this method was put forward by Weihrich first, who was a management professor at the University of San Francisco, when he was studying the competitiveness and strategies of enterprises in the early 1980s (Zhao et al., 2013). The method can analyze internal and external environment, with internal factors referring to strengths and weaknesses while the external ones, opportunities and threats (Shiho & Marilyn, 2017). It serves as a platform to pursue future position and identify problems (Porter, 1991; Bullington, 2005; David, 2009). In this assignment, the four factors involved in the customer care of Huawei are proposed and analyzed. 
1.3.2. [bookmark: _Toc59223748]TOWS
[bookmark: _Hlk59099879][bookmark: _Hlk59100006][bookmark: _Hlk59100110]TOWS, one of the prevalent tools of strategic management, is a conceptual framework for a systematic analysis (Rahul et al., 2019). And it has been widely used to develop strategies on the basis of identified strengths, weaknesses, opportunities and threats from SWOT analysis (Alpar, 2007; Becker, 2012; Van Audenhove, 2007). The strategies are created to maximizing the strengths and opportunities as well as minimizing the weaknesses and threats (Oliver Gottfried et al., 2018). 
2. [bookmark: _Toc59223749]SWOT Analysis of Huawei
2.1. [bookmark: _Hlk58439468][bookmark: _Toc59223750]Internal Analysis: Strengths
2.1.1. [bookmark: _Toc59223751]Corporate Culture
In the early stage after its establishment, Huawei put forward a valuable idea, which pointed out that the aspiration of Huawei is to make the dreams of customers come true. Later, it has become the common mission for all staff in the enterprise. What’s more, Ren Zhengfei, the founder of Huawei, once stated that serving customers is the only reason for Huawei to survive in the industry, and customer needs are the original driving force for Huawei to develop and grow. And these are at the core of the company’s strategies nowadays. In other words, customer care is embedded in the corporate culture of Huawei, which can be illustrated by a variety of examples. 
For instance, Customers First, a book written by Huawei’s senior management advisor Huang Weiwei, was published as management guidelines for the whole firm. It focuses on business management, divided into three parts. In the first part, Customers First, value proposition, quality management strategies and business model are elaborated respectively. Besides, the idea that customer satisfaction is the only measurement for all work is stated as well. The second part, Growth, states the strategies and policies of business management in a systematic way, centered on long term growth in an effective manner. In the third part, Efficiency, the author shows that Huawei makes progress in the continuous improvement in design and operation, and discusses the policies and principles of the establishment of digital enterprise. Moreover, there is also deep discussion about the guidelines for management changes inside the company. 
The second example is a speech by Ren Zhengfei at a conference, in which he stated that employees whose focus is customers should be promoted while managers whose focus is the boss or those who are senior in position should be fired. It is because the former can create value for the enterprise, but the latter, being selfish, just pursue their private ends. What’s more, he also asked managers at all levels to be kind to the mentioned staff. 
Another case is that there was a lecture for senior managers from European branch in 2010. In this lecture, Ren Zhengfei still concentrated on the principle of customers first. He argued that this principle is the secret which explains the reason why Huawei can exceed its counterparts. And it, drawing from the lessons of past practices, is the basic guarantee for Huawei towards greater success. 
2.1.2. [bookmark: _Toc59223752]Emphasis on Customer Care in the Business Structure
Business structure is of pivotal importance for brands, as it could exert influence on the operation, which is closely related to the companies’ future. As a result, business structure should be carefully designed. As a matter of fact, Huawei takes many factors into consideration when it decides its business structure, including customer care. In its Annual Report 2019, Huawei shows its current business structure, which is revealed in Picture 1. 
[image: ]
Picture 1
In the above picture, the organization is divided into various parts. Based on the annual report, many parts are related to customer care, because they are responsible for some kinds of customer service. 
Specifically, Carrier BG and Enterprise BG serve as the roles which are responsible for the management and support of sales, solution marketing, and services which target carrier customers and enterprise/ industry respectively. The two BGs aims to provide creative, differential, and advanced solutions on the basis of the business characteristics and operational patterns of various customers while enhancing the company’s customer satisfaction and industry competitiveness without ease. 
Besides, the goal of Network Products & Solutions is to provide support for customers to achieve their business success, deliver better user experiences, and take the lead around the globe by building the best, most intelligent, and most cost-effective connections. 
What’s more, ICT regional organizations, the regional ICT business operations centers of the company, will establish closer partnership with customers and assist them in achieving business success. 
[bookmark: _Hlk58572990]In order to strengthen the risk management and strategies of consumer business as well as increase the efficiency related to decision-making, the enterprise set up the Consumer Business Managing Board, which is responsible for consumer business strategies, operations management, and customer satisfaction at a primary level. 
Consumer BG, targeting at device consumers as well as ecosystem partners, is accountable for operation performance, risks, market competitiveness and customer satisfaction, handling all affairs relating to customers. 
And the Consumer BG’s regional organizations are in charge of their overall operation targets, consumer satisfaction, the experience of ecosystem partner and the improvement of brand image of regional consumer business. 
Actions speak louder than words. According to statistics, over 2600 offline service centers have been set up by the end of 2019, covering 105 countries and regions. These centers can provide fast and convenient maintenance for customers. It can be a strong backup for the fact that Huawei has made progress in customer care. 
All of these organizations and figures show that Huawei attaches great importance to customer care. And the firm divides the businesses related to customer care into different parts to meet the needs of customers of different types to improve customer satisfaction in an effective and targeted manner. It is clear that these measures achieved remarkable success as the global customer satisfaction increased by 8 percent in 2019. 
2.1.3. [bookmark: _Toc59223753]Iron Triangle Model
Iron Triangle Model is a model carried out in Huawei, which aims to provide service in an effective and direct manner. It wasn’t put forward at the early stage after the company’s establishment. As a matter of fact, it was the lesson drawn from a failure. 
In August 2006, Huawei Sudan Representative Office failed in a bid for a mobile telecommunication network project, with the following reasons: 
First, all departments only focused on their own business and didn’t share valuable information, which showed the poor communication inside the office. 
Second, staff who communicated with the customer are come from various departments. In their contact with the customer, they just concentrated on the field they were accountable for. Thus, some customer needs were omitted. What’s more, the solution plans provided couldn’t meet the needs. 
Last but not least, staff didn’t bear in mind that they should grasp the deeper customer needs in an active manner, as they were passive to respond to the demands of customer in most cases. 
An online conference held by the customer side can be the strong backup for the above issues. Huawei sent seven employees to attend the meeting. At the conference, each of them tried their best to explained the reasons of problems in their own field one by one, which irrigated the customer as an integrated solution couldn’t be provided, resulting in complaints and disappointment. 
After the failure, Iron Triangle model was put forward by the office, and yielded results soon. In 2007, it helped the office to win a bid in another mobile telecommunication network project. And later, this model became clearer and more complicated gradually, popularizing in the whole company. Nowadays, the model includes two tiers, namely Iron Triangle at the project level and the department level. 
The former one is at the core of the model. It consists of Account Responsibility (AR), Solution Responsibility (SR) and Full Responsibility (FR), targeting at the customers directly. To be specific, Iron Triangle at the project level is a united team targeting at customer needs at the frontline. It is managerial team with various functions. As a unified communication interface between Huawei and customers, it aims to deliver better user experiences and improve customer satisfaction. AR is accountable for overall plan, the building of customer platform, customer satisfaction, the achievement of operation indicators and market competitiveness. SR is in charge of products, providing solutions to customers, helping them achieve business success. While FR is responsible for overall delivery and service. And the effectiveness of the model at this level requires that AR, SR and FR can coordinate with each other in accordance with their responsibilities, centering on customers. 
While the latter one, Iron Triangle at the department level, serves as a platform for the former one, providing needed resources and other direct support. It is critical in safeguarding the operation of the former tier. 
In a word, this model is helpful as it targets at customers directly. Besides, it makes contributions to deliver better customer experience and assist the customers to realize their business success by giving full scope to work as a team. And being flexible and multi-functioned, it can meet customer needs in an all-round way without omission, create favorable environment for the enterprise to become closer with customers, and achieve win-win objectives. What’s more, it brings benefits in securing smooth communication within the team by breaking barriers among departments in order to activate rapid response to customer needs. As the smallest unit in the company, the model is independent, being beneficial to the enthusiasm and creativity of the team. At the same time, workers at the frontline can temper themselves through practices. 
2.1.4. [bookmark: _Toc59223754]Human Resources Management
The overall capacity of customer care is based on two aspects. The first aspect is that continuous innovation is needed to deal with diversified customer needs. The other is that a flexible system which can facilitate coordination and cooperation to provide integrated solutions for customers. These two aspects issue challenges to the human resources management system of corporates. Therefore, the firms must explore the ways towards flexible and autonomous teams by breaking traditional barriers. 
To improve the overall capacity, the Human Resources Department in Huawei adjust its recruitment affairs relating to marketing personnel, targeting at customer care and global business. Generally, the department tends to select talents from colleges and universities. And it sets up a strict interview system. For instance, senior marketing workers are selected to participate in the interviews with the responsibility of assessing the potential and transformative nature of interviewees. On the basis of the overall assessment in marketing potential or experience, communication skills, logic, and arduous characteristic, Huawei can recruit marketing talents by offering high payments. These talents can create value for the customers by exploring global market, maintaining customer relationship and laying stress on team cooperation. 
In terms of training, the Human Resource Department formulates a systematic, structured and omnidirectional training system, which is divided into three stages. The concentration of the first stage is the understanding of Huawei products and services, as well as the basic theories and skills in the marketing field. The second stage focuses on the deeper exploration of customer needs, group cooperation and the skills in maintaining customer relationship. The last stage is designed by the senior marketing employees. From this stage, the new staff can grasp the updated information in technologies and expand new scope of business by attending in discussion, relevant trainings and other activities. In the development of overseas market in recent years, a model tailored for marketing talents in other countries has been established. With the focus on customer relationship, this model comprises the following aspects, namely project operation, negotiation, brand building and bid. And related trainings are held at regular intervals. For those domestic talents in China, they can be sent to the frontline in foreign nations after practicing for 1 to 2 years in China. This can be viewed as opportunities for the staff, as they can be more familiar with the needs of foreign customer and provide targeting services. 
2.1.5. [bookmark: _Toc59223755]Customer-Oriented Technology Input
[bookmark: _Hlk59106269][bookmark: _Hlk59106314]Huawei has laid emphasis on technology development for a long time. Specifically, innovation has been the basis for Huawei to survive and grow for the last three decades. And efforts have been redoubled in exploring customer-oriented, future-oriented and cutting-edge technologies as well as basic research, with an annual investment of US$3 billion to US$5 billion. What’s more, Huawei has continuously invested above 10% of its annual sales revenue into research and development. And the proportion can be increased if necessary. According to statistics, the expenditure on research and development totaled CNY131,659 million in 2019, which accounts for 15.3% of the enterprise’s total revenue. And the total investment in research and development for the past decade even exceeded CNY600,000 million. Apart from investment, there are approximately 96,000 research and development workers, which accounts for 49% of the total workforce. And there are almost 15,000 employees in Huawei who engage in basic research, with over 700 PhDs who specialize in mathematics, above 200 PhDs who specialize in physics and chemistry as well as more than 5,000 PhDs who specialize in engineering. The above figures explain the reasons why the number of active patents held by the conglomerate exceeded 85,000 as of December 31, 2019, with over 30,000 in China, over 50,000 in the rest of the world. (Huawei Ltd, 2019)
However, Huawei has adhered to the principle that technological research and development should be customer-oriented since the early stage after its establishment. It aims to build a fully connected and intelligent world, which includes ubiquitous connectivity, pervasive intelligence, digital platform and personalized experience. Huawei explains the vision of personalized experience in details in its 2019 Annual Report. In contemporary society, the convergence between the physical world and digital world is speeding up, and mass production is making way for mass customization. All these contribute to the greater entrepreneurial innovation, ecological collaboration and richer customer experience. To be specific, enterprises can have better understanding of their customers’ needs and blaze new trails with greater agility to deliver more personalized experience by using advanced technologies like AI and cloud technology. In the past, fragmented user experience across various scenarios was caused by the differences between personal devices and ecosystems. This issue will soon be addressed by dissolving the boundaries between products and services, amid more and more converging user experience in a great number of scenarios, including home, office, vehicles and the like. In order to deliver a kind of experience which is completely seamless and holistic, all contents and services will soon be with users whenever and wherever. The smart collaboration between software and devices can provide an intelligent experience for users at anytime and anywhere. In the meantime, with more and more progress in machine learning and natural interaction, smart devices will come to a whole new level in the respect of service quality. Smart devices will become more accurate in identifying, understanding and responding to users’ needs in various scenarios all the day, which lays solid foundation for truly personalized experience. Targeting at making this kind of customer-focused vision come into reality, Huawei argues that it will intensify its efforts in technology and innovation and make every effort to provide intelligent experience in all scenarios on the basis of its “1 + 8 + N” strategy. 
And it is trye that Huawei has made progress in gathering customer needs. According to statistics, over 1,000 suggestions and requests were accepted connected with product and service optimization, under the goal of improving consumer experience. 
2.2. [bookmark: _Toc59223756]Internal Analysis: Weaknesses
2.2.1. [bookmark: _Toc59223757]Poor After-Sale Service
After-sale service, one category of customer care, refers to all kinds of services provides after purchases. With cardinal significance, it has become a key method for enterprises to maintain or expand their market share. And its quality can even exert enormous influence on customer satisfaction. In modern society with fierce market competition, consumers prefer to choose those companies with after-sale service of high quality rather than only focus on products when other brands are similar in product quality and performance, which is resulted from the growing awareness to safeguard their rights and changes in consumption views. In a word, this kind of service is pivotal for firms to survive and grow. 
However, Huawei has bad performance in this aspect, which can be illustrated by the following figures. According to a report released by a professional website governed by State Administration for Market Regulation, Huawei ranked the second in the complaint list related to after-sale service in the electrical industry on the basis of data from January to May in 2019, which is shown in Table 1. What’s more, XIAOFEIBAO, a company targeting at customer service based on the treatment and analysis of complaints, shows that Huawei has received more complaints than other brands in the smart phone industry for the last three months, reaching 135. This figure is high, as other figures are all lower than 50. But Huawei has just addressed 20 complaints, which results in the lowest resolution rate, namely 15%. (These figures can be shown in Table 2.) In addition, consumers argued that Huawei had the worst performance when they compared expectations and reality in terms of the charge of after-sale service in an online survey. 
	Brand
	Complaints
	Ranking

	Xiaomi
	110
	1

	Huawei
	54
	2

	Haier
	54
	2

	Midea
	44
	4

	Apple
	37
	5


[bookmark: _Hlk59224605][bookmark: _Toc59225026]Table 1

	[bookmark: _Hlk59220332]Brand
	Complaints
	Resolution Number
	Resolution Rate

	Huawei
	135
	20
	15%

	Vivo
	19
	18
	95%

	Samsung
	17
	17
	100%

	Xiaomi
	43
	13
	30%


[bookmark: _Toc59225027]Table 2
The above information shows that Huawei receives more complaints than other companies, while it is weaker in dealing with the complaints. As a matter of fact, it is a serious problem which has existed for a long time. However, Huawei doesn’t lay stress on it. 
2.2.2. [bookmark: _Toc59223758]Uncontrollable Third-Party Service Provider
Third-party service providers are the specialized companies which main business is to sell service. In other words, they are the third party other than the user and seller who target at selling service. These providers can provide targeted services for customers in one or several small fields to meet customers’ professionalization needs. Many conglomerates cooperate with third party service providers, including Huawei. For instance, some providers are responsible for the maintenance service in Huawei customer service centers. Nevertheless, it is hard for Huawei to supervise the maintenance service all the time, which causes uncontrollable service quality. 
On 8th October 2017, Mr. Geng went to a Huawei designated customer service center to repair his mobile phone, Huawei P9. But the staff there replaced his mainboard with a second hand one. Furthermore, the private information of the pre-owner, Ms. Wang, was also be transplanted into Geng’s phone, including many photos, ID card information and the like. Geng was terrified of the leakage of private information. Then he called Wang and told her the incident. And at the same time, he was afraid that his information could be disclosed in the same way. To avoid it, he returned to the service center and then bought his mainboard at CNY640, as the mainboard contains his fingerprints, information on mobile banking, and other information and data. In his view, it was the safest way to secure his information. 
A few days later, this issue evoked social repercussions, resulting in the fact that Huawei began to investigate in a serious manner. One day later, progress was made in the investigation. First, the third-party service provider apologized in its statement, claiming that its staff violated the rules in this case for personal gain. Then, Huawei issued a circular, in which it also made an apology. 
In this case, the uncontrollable service quality of third-party service provider was clearly revealed. This issue couldn’t be ignored because it is closely related to customer care. 
2.2.3. [bookmark: _Toc59223759]Uneven Service Provided by Staff from Customer Service
Customer service mainly embodies a kind of value which is oriented by customer satisfaction. In a broad sense, customer service includes all kinds of services which can improve customer satisfaction. Generally, it can be divided into three categories in the business circle, namely pre-sale service, in-sale service and after-sale service. The first kind refers to a series of activities provided for customers before enterprises sell their products, including consultation service, product design, market research and the like. The second one refers to the services provided by sellers to consumers during the purchase, containing reception, packaging and so on. And the third one refers to services connected with the products sold, including maintenance and the like. In short, customer service, one aspect of customer care, is of pivotal importance because it is closely related to customer satisfaction. 
However, some of the employees belong to customer service are not qualified for this kind of job. There are two examples which can serve as strong backup for this point. The first case happened in 2017. A staff wanted to know the differences between an outdated type of smart phone which is removed and a new type of smart phone in the Huawei online flagship store, so he asked an online customer service staff about relevant information. But the staff showed poor service attitude and didn’t help the customer to solve his problem. Then, they had a quarrel. After the quarrel, the consumer uploaded the screenshots about the quarrel content, which aroused heated discussion. Therefore, Huawei brand image was impaired. 
The other is the case about Geng’s mainboard mentioned above. In this case, Ms. Wang called the official after-sale service center for several times in order to deal with the problem. But the employees who received the calls didn’t provide any solution. What’s more, the leader of the service center Geng went gave Geng a call, requiring Geng to return Wang’s mainboard as it was a mainboard for tests. Otherwise, Geng would be accountable for the leakage of user information. 
In these two cases, the workers delivered bad services, which was detrimental to the brand image of Huawei and didn’t match the principle of “Customer First”. 
2.3. [bookmark: _Toc59223760]External Analysis: Opportunities
2.3.1. [bookmark: _Toc59223761]Hyperpersonalized Care and “Care of One”
COVID-19 is wreaking havoc throughout the world, which compels companies to carry out physical distancing. It is a test for their business continuity plan and their workers have to work at home rather than offices. But more and more customers choose digital channels in this special period. This is an urgent situation amid other uncertainties. Nonetheless, it is certain that personalization will still be the center of customer experience. As a matter of fact, personalization was an indispensable part of outstanding customer experience. Furthermore, this trend was accelerated by rising customer expectations as well as increasing pricing and product parity. Under this circumstance, personalization become more and more crucial. And the “care of one”, a new standard, is set up, which requires that companies should concentrate on all decision which are made to serve individual customers as well as their personalized needs (Jorge et al., 2020). What’s more, hyperpersonalization in customer care will be the top goal for companies in 2015. 
For Huawei, the trend of hyperpersonalized care and “care of one” serves as an opportunity, because this trend is consistent with one of the company’s vision, the offer of personalized experience. Therefore, Huawei should seize this opportunity to perform better in customer care. 
2.3.2. [bookmark: _Toc59223762]Personalized and White-Glove Service for All
In terms of customer experience, enterprises will provide personalized and white-glove service for all customers in the future. It is because the next stage of customer service will be mainly built on individual customer profiles, which will enable the quick resolution of issues. In other words, the next stage is that customer service will be customized to each client in a complete manner. Specifically, it is a kind of service of high standards. It can offer solutions and products which are tailored to meet the specific and unique needs of each customer. It is in the center of customer-first mindset (Rohit et al., 2020). And it can be achieved by big data and advanced analytics which are helpful to gather customer’s information in real time. 
However, there are few businesses which can provide the service in contemporary society for many reasons. While white-glove services, which has been connected with high-value customers as well as transactions for long time, can bring high return. It is beneficial to customer trust, loyalty, and retention. 
In a word, personalized and white-glove service for all, the future of customer experience, is central to the customer-first mindset, while this kind of mindset is valued in Huawei. And there is even a book titled Customer First in Huawei, which serves as management guidelines. In other words, Huawei has made some progress in this aspect. Thus, it is easier for Huawei to provide the service for all clients. 
2.4. [bookmark: _Toc59223763]External Analysis: Threats
2.4.1. [bookmark: _Toc59223764]Threats from Other Brands in the Same Industry
According to the report released by a professional website governed by State Administration for Market Regulation, Apple, Samsung and other brands have received less complaints which were related to after-sale service in the electrical industry on the basis of data from January to May in 2019. What’s more, the data from XIAOFEIBAO shows that vivo, Samsung and Xiaomi, which are also in the smart phone industry, had better performance than Huawei in the respect of the number of complaints in the last three months, reaching 19, 17 and 43 respectively. Furthermore, Samsung addressed all the complaints. But Huawei only solved 15% of the total issues. (These figures are shown in Table 3)
	Brand
	Complaints
	Resolution Number
	Resolution Rate

	Huawei
	135
	20
	15%

	Vivo
	19
	18
	95%

	Samsung
	17
	17
	100%

	Xiaomi
	43
	13
	30%


[bookmark: _Toc59225028]Table 2
The above figures illustrate that other brands in the same industry are not inferior to Huawei in dealing with complaints, which threatens Huawei in customer care if it couldn’t take according measures. 
2.4.2. [bookmark: _Toc59223765]More Diversified Customer Needs
In modern society, customer needs are becoming more and more diversified as they want to solve various problems by purchasing products. For instance, some people want to buy smartphones which are suitable for them to play online games. Some want to buy those phones equipped with large memory which are helpful for them to download movies, television drama and files. Others want to buy those mobile phones with high pixel as they are interested in taking photos. All these issue challenges to Huawei, because it has to make every effort to meet these diversified needs by combining various technologies. It is a huge task which takes time. And it is possible that the product is outdated when it is produced, because customers have new needs. Therefore, it is necessary for Huawei to keep abreast of updated information about customers’ preferences and needs in real time. However, it is difficult to achieve as it requires much capital to invest in. As a result, it is possible that Huawei will have bad performance in customer care in the future if it couldn’t provide the truly needed products. 
3. [bookmark: _Toc59223766]Strategies Formulated by Using TOWS 
Strategies formulated by using TOWS can be classified into four types, namely Strength-Opportunity (Maxi-Maxi) strategies, Weakness-Opportunity (Mini-Maxi) strategies, Strength-Threat (Maxi-Mini) strategies and Weakness-Threat (Mini-Mini) strategies. 
3.1. [bookmark: _Toc59223767]Strength-Opportunity strategies
Strength-Opportunity strategies are based on the internal strengths of Huawei to take advantage of the external opportunities which the company has to seize. The strategies are as followed: 
(1) Huawei should increase its input in the research and development of the technologies like big data and advanced analytics which are needed to provide hyperpersonalized care and “care of one”. 
(2) Huawei should gather more customer information in order to provide personalized service for all customers. 
(3) All staff at the frontline who can establish contacts with customers should receive trainings about white-glove service for all. And Human Resource Department should be accountable for it. 
(4) The Consumer Business Managing Board should focus on hyperpersonalized care and “care of one” and take concrete measures to ensure that personalized and white-glove service can be provided for all clients. 
3.2. [bookmark: _Toc59223768]Weakness-Opportunity Strategies
Weakness-Opportunity strategies are based on the external opportunities which Huawei has to seize in order to overcome the company’s internal weaknesses. The strategies are as followed: 
(1) Concrete measures should be taken to improve the service of staff from Customer Service, like trainings, performance assessment and the like. 
(2) Supervision should be done in the service provided by the third-party service providers. 
(3) Huawei should instill the idea to all staff that they should provide personalized and white-glove service for all customers. 
3.3. [bookmark: _Toc59223769]Strength-Threat Strategies
[bookmark: _Hlk58578359]Strength-Threat strategies are based on Huawei’s internal strengths to avoid or overcome the external threats which the enterprise faces. The strategies are as followed: 
(1) Input in technologies should be increased to provide the products which can meet more diversified customer needs. 
(2) Human Resource Department and the Consumer Business Managing Board should take effective measures in solving customers’ complaints. For instance, they can organize a specific team to deal with the complaints. 
3.4. [bookmark: _Toc59223770]Weakness-Threat Strategies
Weakness-Threat strategies are formulated to minimize Huawei’s internal weaknesses and avoid or overcome the external threats which the conglomerate faces. The strategies are as followed: 
(1) Greater importance should be attached to after-sale service, which is weaker than other brands in the same industry based on data. 
(2) Effective and practical trainings are needed to improve customer service, aiming at delivering services of high quality at every touchpoint. 
(3) Stricter regulations and rules are needed in the cooperation with third-party service providers to secure the service quality. 
4. [bookmark: _Toc59223771]Conclusion
[bookmark: _Hlk59216931]Nowadays, it is common that more and more customers, with increasing expectations as well as pricing and product parity, prefer to choose brands which can provide better customer care. This paper conducts a SWOT analysis of Huawei in terms of customer care. In the analysis of internal environment, there are five types of strengths, namely corporate culture which puts customers first, the emphasis on customer care in business structure, the iron triangle model which is customer-oriented, human resources management, and huge customer-oriented technology input. And there are three types of weaknesses, including poor customer service, uncontrollable third-party service provider, and uneven service provided by staff from customer service. In the external environment, there are two opportunities which Huawei should seize, namely hyperpersonalized care and “care of one”, and personalized and white-glove service for all. And there are two threats which Huawei needs to overcome or avoid, including threats from other brands in the same industry, and more diversified customer needs. Based on the SWOT analysis, a TOWS analysis is conducted to formulate strategies, which can serve as a roadmap for Huawei to perform better in customer care. What’s more, it may provide inspirations for other companies which are similar to Huawei. 
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