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Research on the Brand Strategy Problems and Countermeasures in
the Communication Industry: Huawei Case

LiJiahan
And Beijing Technology and Business University, China. Beijing, 102,488

[Abstract] In the background of high attention to information and communication technology, this paper uses case analysis, references and other
methods to study Huawei company to study the influential factors of the brand strategy of Huawei brand strategy management and coping strategies.
The foundation of brand strategy is products and technology, but the formulation of brand strategy is influenced by many factors. Huawei Since its
establishment, the company has had a lot of successful experience in brand strategy management, the core of which is to master the world-leading
independent research and development technology, but Huawei's brand strategy is also facing some problems. This study finds out the problems of
Huawei brand strategy through investigation and analysis, and puts forward the solution strategy to provide reference for companies in the same

industry.
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