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1. Introduction
Research Background
According to Huawei.com (2018), Huawei is the world’s leading provider of information and communications technology infrastructure and smart devices, providing digital services and a fully connected smart world for everyone, every family, and every organization. Huawei's products, solutions and services are very competitive and secure.
Founded in 1987, Huawei is a private company owned by Huawei employees and employs more than 180,000 people in more than 170 countries and regions.
[bookmark: OLE_LINK3][bookmark: OLE_LINK4][bookmark: OLE_LINK5][bookmark: OLE_LINK6]Huawei is committed to creating value according to customer needs, promoting the development of the industry, driving economic growth, ensuring sustainable development, and providing a strong growth platform for those has the spirit of commitment.
In 2017, Huawei’s net revenue was ￥47.455 billion （$7.43 bn） and its cash flow reached ￥96.336 billion （$15.08 bn）.
[bookmark: OLE_LINK7][bookmark: OLE_LINK8]According to Statista.com (2018), Huawei’s brand value is as high as $38.05 billion in the global telecommunications infrastructure industry, ranking first, while Cisco (19.41), an ever most famous multinational technology conglomerate, ranked second in terms of brand value, is less than half the value of Huawei.
[bookmark: OLE_LINK9][bookmark: OLE_LINK10]Researching such a world-leading company as Huawei is important for understanding high-end business operations and market changes.
[bookmark: OLE_LINK11][bookmark: OLE_LINK12]According to Deloitte (2018), smart phones are a once-in-a-lifetime innovation that will become more and more important in consumers' daily lives. With the development of technology and changes in consumer behaviour, smart phones will become the first-choice equipment for consumer activities. By the end of 2023, the penetration rate of adult smartphones in developed countries will exceed 90%, and the sales volume will reach 185 million, an increase of 19% compared with 2018. In developed countries, the population of 55 to 75 years old will reach 85%, let alone say at least one young person each. This trend of popularity means the strategic importance of smartphones to business and will become the main means of communicating, interacting, and trading with consumers. In this regard, Huawei's mobile phone business has a promising future. In addition, it must formulate targeted strategies in a timely manner to understand the trends of the times and customer needs to create more value for customers and achieve company goals. Researching Huawei's mobile phone business has important guiding significance for the development of the mobile phone industry.
The current big trend, Huawei's marketing strategy is of great significance for the company to seize the market. The modern marketing concept refers to achieving business goals by better satisfying and exceeding customer needs than competitors. Because the purpose of the company is to create customers and retain customers, the company must adopt two methods, marketing and innovation. The basic function of marketing is to attract customers and maintain customers to obtain profits (Fahy & Jobber, 2015). 
[bookmark: OLE_LINK15][bookmark: OLE_LINK16]The main purpose of this proposal is to study the marketing strategy of Huawei's mobile phone business, mainly to conduct a comparative study of the Chinese market and the UK market.
The research objectives of this report are to:
· Explore the strategic position within the sector
· Analyse Huawei's marketing strategy
· Explore Huawei's brand image in the eyes of consumers
· Explore consumer expectations of Huawei
· Make recommendation on Huawei's future marketing strategy through the above research activities
2. Literature review
According to Fahy & Jobber (2015), marketing can be interpreted as achieving organizational goals by better satisfying and exceeding customer needs than competitors.
To maximize impact and effectiveness of marketing strategy, the company should integrate various marketing activities to achieve this goal. Therefore, marketing mix comes into being. Different goals lead to different marketing mix among which the most famous mix is the 4Ps model proposed by E. Jerome McCarthy, including product, price, promotion and place (Doyle, 2011). In 1981, Booms and Bitner added three elements of Physical evidence, Process, and People to the 4Ps marketing mix, forming the 7Ps service marketing mix. Later, in 1986, Kotler put forward the 6Ps marketing combination theory and added Policy Power and Public Relation on the basis of the original 4Ps. While in the same year 1986, Kotler formed a new 10Ps and 12Ps marketing mix through gradually adding the elements: Probing, Partitioning, Prioritizing, Positioning, People and Packaging. Despite the above, 4Ps model is a very practical model and very easy to be used for many case studies, and these four elements do affectively influence the consumer's buying decision.
However, as competition was intensifying and media development accelerating. In 1990, American scholar Robert Lauterborn proposed 4Cs marketing theory, which challenged the 4Ps theory by transforming the focus from market-oriented to consumer-oriented. The 4Cs theory Certainly has also its shortcomings in lacking attention to competitors. Moreover, 4Cs theory is not enough to achieve the unique characteristics and competitive advantages in marketing. Additionally, owing to the fact that customer demand is unlimited, if blindly meeting consumer’s need, the cost of company will be increased, which is not conducive to development of company in the long run.
In 2001, Elliott Ettenberg proposed a more practical and effective 4R marketing theory including Relevance, Respond, Relation, and Return which focuses on relationship marketing and aims to build customer loyalty as well as considering the interests of manufacturers and the needs of consumers. While the drawback of 4R is that establishing a good relationship with customers is not an easy matter but requires enough resources and some special competences.
Most of the previous Huawei mobile phone marketing strategy research analysis is based on the 4Ps marketing mix theory while other factors such as strategic analysis, employees and customer relationship, are also playing an indispensable role. In all, my research will adopt the more comprehensive 12Ps theory to analysis Huawei’s marketing strategies.
3. Research Rationale
[bookmark: OLE_LINK17][bookmark: OLE_LINK18]Now is the information age, and Huawei is the top player in the world information and communications industry whose business strategy has a major impact on the Chinese economy and the global economy. Meanwhile, mobile phones are an indispensable part in people life. In addition, I am very interested in Huawei's culture and its worldwide influence in the future business world. Whether a company’s products are sold well or not depends on whether it meets or exceeds the needs of its customers better than its competitors. Therefore, it is crucial to understand the needs of the market before production and sales and formulate a relatively correct strategy to occupy the future development and gain the dominant position in future development. Based on the mentioned above, I choose to study the marketing strategy for Huawei’s mobile phone. And because I have direct living experience in China and UK, so the focus of my research project is about comparison between Chinese and UK markets.
4. Research Methodology
Research methodology refers to the philosophical basis for the investigation of the Institute. Research methods refer to the special techniques used to collect data and information (White, 2002).
[bookmark: OLE_LINK23][bookmark: OLE_LINK24]To grasp consumer first-hand information on purchase needs of Huawei's customer, the project needs to conduct questionnaires for consumers. In addition, to understand the internal conditions of Huawei, private interviews are also required. And to more fully grasp the overall situation of Huawei, the case study is also a necessary part.
[bookmark: OLE_LINK25][bookmark: OLE_LINK26]This project will adopt two research methodologies: 
· Qualitative Research including Interviews, Case Studies;
· Quantitative survey research: sample surveys, questionnaires
[bookmark: OLE_LINK27][bookmark: OLE_LINK28]Due to the limited number of funds and time and the number of surveys’ respondents, only a limited sample of the Chinese market and the major UK countries' markets can be investigated by questionnaire (20 each)
For the data sample size, there will be 20 Chinese people in the Chinese market, 20 Britain in the UK market for the surveys.
While the Types of data samples include young people (20-30), middle-aged (30-50), gender (male, female), profession (students and teachers, other profession), countries (China, UK), users and non-users of Huawei.
The interview will be conducted with one or two employees of Huawei's Chinese company the topic will be extended around company strategy, employee satisfaction, employee work environment, company culture, company employee salary and benefits system, and the company's global operations.
[bookmark: OLE_LINK29][bookmark: OLE_LINK30]Firstly, the survey questionnaire was designed. Twenty questionnaires will be distributed through online channels to 20 Chinese, and another 20 questionnaires will be handed out to Swansea citizens by face-to-face. If the data collected from Swansea is not representative enough, Perhaps the investigation will spread to cities such as Cardiff or Manchester and so on.
Data Analysis Procedure
The questionnaire is a survey with users and non-users on the Chinese and UK markets. It is objective and is first-hand data. It has certain reference value.
Interviews will be conducted with Huawei employees. Through internal staff, Huawei will be able to keep abreast of Huawei's internal situation and have more practical value than previous reports and research.
Questionnaires with too many questions may lead to unpleasant and disagreement of respondents, but too few questions may lead to incomplete results for the information collection. And interviewee does not necessarily reveal the real situation. After all, employees who work in the company may have a one-sided understanding of the company. They may also have a certain subjective emotional affect and are not objective enough.
Expected Outcomes
The expected outcomes will be understanding customers’ perceptions and expectations of Huawei (brand image, price, performance, expectation)
Questions are mainly about the following in Chinese and UK market:
1. Huawei mobile phone prices (high/medium/low, expectation)
2. Huawei mobile phone performance (good/medium/poor, expect to improve the field: camera, CPU processing speed, system optimization, interface design)
3. Huawei Mobile Phone Customer Service (Good/Middle/Poor, Expected Improvement: Service Effect, Service Speed, Service Attitude)
4. Huawei mobile phone position in the Chinese market (ranking compared with other brands)
While the Interview topic will be about:
1. Huawei’s self-recognition in market position
2. The company's future strategic focus
3. Huawei’s ways to motivate employees to implement marketing strategy 
4. Huawei’s distinctive resources and competences in marketing
5. Huawei’s target customer
6. Huawei’s unique selling proposition
7. Huawei’s insights on customer need
8. Huawei’s marketing strategies and activities
5. [bookmark: OLE_LINK33][bookmark: OLE_LINK34]Reliability and Validity
A variety of research methods will be used to provide a balanced, unbiased perspective throughout the study. It is important to consider that qualitative research methods such as interviews and questionnaires are essential for an in-depth understanding of the subject, but it may be biased by personal opinions. Therefore, we will be very careful to ensure that the questions raised are as far as possible to state the facts and reduce the potential for bias. The selected survey respondents will also be filtered. Additionally, participating in Huawei's related business activities may also provide useful business information, including applying for the job for Huawei which may be useful to deeply understand the human resources management which is related to marketing strategy implementation in Huawei. However, these activities may also be biased or lead to prejudice so that the researcher is unable to accurately interpret the most important issues.
6. [bookmark: OLE_LINK37][bookmark: OLE_LINK38]Resource and Time Management
Due to limited time and funding, a rough time and planning framework must be established for research and analysis. Therefore, an expected plan was designed to detect the progress related to time management.
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[bookmark: OLE_LINK40][bookmark: OLE_LINK39]I will make full use of UWTSD's online resources and physically borrowed books. Moreover, academic and global research related to the communications industry and marketing are crucial to this research project. Therefore, it is necessary to set aside time to fully study and learn relevant theoretical frontier knowledge to draw more accurate conclusions and better suggestions for Huawei’s marketing strategy. The financial cost of this MBA program has always been funded by parents, and this situation will continue. The purpose of this study was to interview Huawei employees and Huawei users and non-users in China and UK. Therefore, it is expected that there will be travel expenses and the specific geographic location of the survey will be recorded. However, if there are security concerns during the travel or the investigators are unwilling to participate in such accidents, respondents may be encouraged to participate in the form of paid or incentive surveys, which will lead to increased time and costs.
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