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Huawei Technologies Co., LTD., founded in 1987, is headquartered in Longgang District, Shenzhen City, Guangdong Province. In 2021, Huawei's total revenue was 636.8 billion yuan and its net profit reached 113.7 billion yuan(Arjun Kharpal, 2022). Focusing on ICT, Huawei adheres to sound management, continuous innovation, open cooperation, and has built end-to-end solution advantages in telecommunication operators, enterprises, terminals, cloud computing and other fields. 
Huawei is also a leading global information and communications technology (ICT) solutions provider. Through its dedication to customer-centre innovation and strong partnerships, it has established end-to-end advantages in telecommunication networks, devices and cloud computing. It is committed to creating maximum value for telecommunication operators, enterprises and consumers by providing competitive solutions and services. Its products and solutions have been deployed in over 140 countries, serving more than one third of the world's population. Huawei's vision is to enrich life through communication. By leveraging our experience and expertise in the ICT sector, we help bridge the digital divide by providing opportunities to enjoy broadband services, regardless of geographic location. Contributing to the sustainable development of the society, economy, and the environment, Huawei creates green solutions that enable customers to reduce power consumption, carbon emissions and resource costs. Huawei is committed to bringing the digital world to every person, every family and every organization, and building a smart world where everything is connected. We will make ubiquitous connectivity an equal right for everyone and the premise and foundation of a smart world. Provide the world with diverse computing power, let the cloud everywhere, let the intelligence everywhere; All industries and organizations are agile, efficient, and vibrant thanks to powerful digital platforms; By redefining experience through AI, consumers can get the ultimate personalized wisdom experience in the whole scene of home, travel, office, video and audio entertainment, sports and health. 
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· Competitive strategies--What kind of competitive strategies that Huawei use in the market.
· Advantages--What advantages of these strategies that brings to Huawei.
· Limitations--Criticize these competitive strategies and point out the limitations of the strategies.
· Suggestions--Give solutions for limitations and make guiding suggestions for Huawei’s future development.
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The aim of this study is to report on the strategic management evaluation of Huawei. The scope of the study is limited to the time period from 2018-2022.

Huawei In The Market
[bookmark: _Toc94195757]Competitive Strategies
· Low-cost Strategy
The main competitive strategy adopted by Huawei is the low-cost strategy. This strategy requires companies to reduce production costs as much as possible in order to have a competitive advantage on price. To realize the low-cost strategy, Huawei has taken a series of measures. First, the company focused on independent research and development and innovation, reducing technology transfer and intellectual property costs. Secondly, Huawei adopts a global production model and distributes its production base to different countries and regions to reduce labor and logistics costs. At the same time, by reducing costs, Huawei enjoys a lower price advantage among similar products, thus gaining more market shares. The low-cost strategy also makes Huawei more competitive in emerging markets and can attract more customers through its price advantage. In addition, the company strengthens supply chain management and establishes long-term and stable cooperative relations with suppliers to obtain more favorable prices and better product quality.
· Differentiation Strategy
In addition to the low-cost strategy, Huawei has also adopted a differentiation strategy. The strategy calls for the company to offer features and advantages that differ from competitors in product design, marketing and service to attract consumer and business customers. Through continuous independent research and development and innovation, Huawei has developed products with unique features and advantages, such as Mate series smartphones and Huawei routers. In addition, the company also focuses on providing customers with a full range of services and support to meet customer needs such as after-sales service system, it provided better user experience and support for customers.
· Internationalization Strategy
Huawei has also adopted an internationalization strategy, which calls for the company to expand its business and raise its brand awareness through cross-border acquisitions and overseas investments. Huawei has set up several research and development centers and production bases around the world, and has customers and partners in more than 180 countries. Through internationalization strategy, Huawei can better meet customer needs, expand broader market space, and enhance its brand awareness and influence in the international market.
· Market Expansion Strategy
In addition, Huawei has adopted a market expansion strategy. This strategy requires the company to increase market share in existing markets and explore new ones. Huawei has gradually increased its market share by expanding product lines, optimizing sales channels, and enhancing brand influence. At the same time, the company is also actively exploring new markets, such as the Internet of Things, cloud computing, 5G and other fields, to cater to the changing market demand. At the same time, Huawei expands its market share and influence through continuous expansion of the global market. Huawei has set up several research and development centers, production bases and sales networks around the world, strengthened cooperation with local governments and enterprises, and improved its market development and service level.
· Expanding R&D Investment Strategy
Huawei has increased investment in research and development to continuously improve its technological strength and innovation capability. Huawei reportedly invested more than 131.5 billion yuan in research and development in 2019, accounting for 15.3 percent of its total revenue. Huawei also strengthens cooperation with industry and academia to expand research and development fields and accelerate technological innovation and application.
· Brand Marketing & Public Relations Strategy
Huawei actively participates in public affairs and social responsibility activities in the international market, strengthens communication and cooperation with local governments and media, and improves the company's reputation and credibility. We will strengthen personnel training and managementHuawei has strengthened its investment and efforts in personnel training and management, attracted and retained outstanding talents, and provided employees with good development opportunities and welfare benefits. Huawei has strengthened cooperation with universities and research institutions to recruit more high-quality talents and improve the company's talent pool and management level.

[bookmark: _Toc94195758]Advantages 
[bookmark: _Toc22879]Huawei's competitive strategy is relatively successful, especially its low-cost strategy and differentiation strategy. Both strategies have helped Huawei gain market share and become one of the industry leaders.
[bookmark: _Toc19139]The low-cost strategy allows Huawei to gain a price advantage over similar products. The strategy has also worked well in emerging markets, allowing Huawei to quickly capture the market. Differentiation strategy is also an important factor in Huawei's success. This strategy has made Huawei products different from its competitors and attracted more customers. By offering unique features and strengths in product design, marketing and service, Huawei has also gained a good share of the high-end market. The internationalization strategy and market expansion strategy also bring many opportunities for Huawei. Through internationalization strategy, Huawei can expand its business scope, increase revenue sources, and reduce operational risks. Through market expansion strategy, Huawei can occupy more market shares, open up new markets and lay a foundation for future business growth.
[bookmark: _Toc27485]To sum up, Huawei's competitive strategy is successful to a certain extent, but it still needs continuous optimization and improvement to adapt to the ever-changing market demand and competitive environment.

Limitations
Huawei's competitive strategy has indeed brought some success and advantages in the past few years, but these strategies also have some limitations and challenges in the current market environment.
· Low-cost Strategy
Huawei adopts a low-cost strategy to gain market share and competitive advantage through cost control. However, low-cost strategy is no longer the only competitive advantage in the current market competition. Other competitors can also gain competitive advantage through similar cost control, and with the continuous decline of technology and production costs, the advantage of low-cost strategy is gradually weakened.
· Differentiation Strategy
The risk of differentiation strategy is that if the characteristics and advantages of the product can not be recognized and accepted by the market, it will lead to weak sales. In addition, differentiation strategy requires continuous investment and innovation, and needs to be constantly adjusted and optimized in the changing market environment, which will bring certain challenges to the management and resource investment of enterprises.
· Internationalization Strategy
With the uncertainty of the international political situation and the intensification of market competition, Huawei needs to pay more attention to risk management and market analysis in order to maintain the sustainability and adaptability of the strategy. For example, different countries and regions have different cultural and legal environments, enterprises need to adapt to these differences and deal with the relationship with the local government and society. In addition, Huawei faces a variety of challenges in overseas markets. In some countries and regions, governments and consumers have doubts about the safety and reliability of Huawei products. There are also great differences in market environment and legal systems in different countries and regions, which brings obstacles and challenges to Huawei's market expansion.
· Market Expansion Strategy
With the saturation of the market and the intensification of competition, Huawei needs to adopt a more cautious and rational strategy in terms of market expansion in order to avoid the risks and negative effects of aggressive expansion. Market expansion strategy often involves the challenge of price war. In the markets Huawei is involved in, price competition is fierce, which often adversely affects the company's profit margins and financial performance. Huawei needs to carefully control the scale and timing of the price war to avoid a negative impact on the company's performance. In addition, Huawei needs to look for other competitive advantages in order to gain more profits and competitive advantages in the market. In addition, in some countries and regions, governments and consumers have doubts about the safety and reliability of Huawei products. There are also great differences in market environment and legal systems in different countries and regions, which brings obstacles and challenges to Huawei's market expansion.

Suggestions
Huawei needs to seek more competitive advantages, such as investing in product quality, customer service and brand image.  For low-cost strategy, Huawei needs to constantly optimize production processes and improve the efficiency of the supply chain in order to maintain its cost leadership. For differentiation strategy, Huawei should design more creative product than other brands, they need to be equipped with features that other similar companies do not have attract the attention of customers. They can also make a questionnaire for their customers in order to know their thinking and design new product to gain more profit. At the same time, Huawei also needs to formulate corresponding market expansion strategies according to different market characteristics, and establish good cooperative relations with the local government and society in order to enhance the company's competitiveness in overseas markets. Apart from this, there are some another ideas for Huawei to be more competitive.
· Strengthen R & D and innovation
Huawei needs to invest more resources in R & D and innovation, continuously launch new products and services, and constantly improve its existing product line. Huawei can further increase the proportion of R & D investment, expand the field of R & D, and strengthen cooperation with industry and academia, so as to enhance its innovation ability and technological strength.
· Strengthen brand marketing and public relations
Huawei needs to strengthen its investment and efforts in brand marketing and public relations to improve its brand image and awareness. In the international market, Huawei needs to participate more actively in public affairs and social responsibility activities, and strengthen communication and cooperation with local governments and media in order to enhance the company's reputation and reputation.
· Strengthen the training and management of talents
Huawei needs to strengthen investment and efforts in talent training and management, attract and retain outstanding talents, and provide employees with good development opportunities and welfare benefits. Huawei can strengthen cooperation with universities and research institutions, recruit more high-quality talents, improve the company's talent reserve and management to expand diversified business. Huawei can increase its revenue source and stability by diversifying its business. Huawei can strengthen its layout in the areas of cloud computing, artificial intelligence and the Internet of things, so as to improve its technical capability and market competitiveness. In addition, Huawei can also expand its business through acquisitions or cooperation to strengthen the company's integration capabilities and resource optimization.
· Optimize the layout of globalization
Huawei needs to optimize its globalization layout and strategy and establish a more stable and sustainable globalization strategy system. Huawei needs to conduct in-depth research and analysis of the global market, formulate targeted market expansion and development plans, and improve the coordination efficiency and management level of the global business. At the same time, Huawei also needs to strengthen cooperation with local governments, social organizations and enterprises to improve its influence and competitiveness in the global market.
[bookmark: _Toc94195759]Conclusion
In several years ago, Huawei was not famous and may not have lots of people heard about this brand. However at this day, Huawei becomes the third largest smartphone manufacturer in the world. Its success is inseparable from the marketing strategy it adopts, and it has directly become the first choice of the public with its low cost advantage. However, Huawei does not dominate with this strategy alone. They also pursue a differentiation strategy, especially the uniqueness of the products, as well as good service and after-sales attitude, which have won the love of the public. After obtaining the Chinese market, Huawei did not stop because of this, and they began to move towards internationalization. Through cross-border acquisitions and overseas investments, Huawei has successfully built its own brand awareness. It started to build more institutions and attract more talents to Huawei through good salary packages, so as to design more diverse products to meet each customer's requirements.These competitive strategies not only allow Huawei to occupy a dominant position in the industry, but also bring unprecedented profits to Huawei.
However, these strategies have certain limitations. As there are more and more competitors in the same industry in the market,  people have begun to adopt low-cost strategies, which has led to the reduction of low-cost competitive advantages, so Huawei has to find more efficient low-cost supply chain to help them maintain competitive advantage. For the differentiation strategy, Huawei should also consider that if their products are too avant-garde, it will lead to unpopularity in the market and lower profits. Regarding the limitations of differentiation, Huawei can conduct research on the market in advance and understand the public's views so as to avoid the extreme situation of unpopular products. Limitations to market expansion strategies and international strategies are also common. Because different countries and regions have different policies, Huawei needs to abide by the guidelines, which makes it difficult for Huawei to expand its own market. Therefore, Huawei needs to maintain friendly relations with various countries and abide by laws and regulations. In this way, Huawei will become more international and expand more markets. Moreover, Huawei can also strengthen R&D and innovation, brand awareness, management of talents to keep their competitive advantages.
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Financial Performance

In 2021, Huawei maintained a solid financial position and our operating results were in line with forecast.

Revenue (CNY Billion) Net Profit (CNY Billion) Cash flow from operating activities (CNY
Billion)
636.8 115 7/ 59 7
¥ 28.6% T 75.9% T 69.4%
Revenue by business segment (Unit: CNY Billion) Revenue by region (Unit: CNY Billion)

Consumer Business @ @ Carrier Business Asia Pacific ® ® Americas
243.4 281.5 53.7 29.2
L 49.6% 17.0% 116.7% 1 26.3%
Enterprise Business @ EMEA ® @ China
102.4 131.5 413.3
121% 127.3% 1 30.9%
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Research and Innovation

Despite intense pressure, Huawei still invests heavily in R&D and innovation. Its R&D expenses in 2021, in absolute

845 bn

Over the past decade, Huawei's
total R&D investment surpassed

CNY845 billion.

amount terms and as percentage of revenue, both hit a 10-year high.

54.8% 22.4%

In 2021, 107,000 employees, In 2021, Huawei's total R&D
representing 54.8% of Huawei's expenditure amounted to CNY142.7
total workforce, worked in R&D. billion, equaling 22.4% of the

company's total revenue.

110,000+

By the end of 2021, Huawei held a
total of 110,000+ active patents,

across 45,000+ patent families.




