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Marketing plan
Huawei Television 
Huawei Technologies Co. Ltd is a multinational company that provides telecommunications equipment, mainly smartphones. Headquartered in Shenzhen, Guangdong in China, the company offers consumer electronics to more than 170 countries (Low, 2007). Huawei’s main products include mobile, multimedia technology, dongles, and tablet computers. The company has, however, never produced televisions. This paper aims at exploring how Huawei could market its television being a completely new product in the market. The marketing plan will include the executive summary, market situation, market trends, value proposition, financials, buying processes, promotion tool, and implementation.
Executive summary
This article presents a marketing plan that Huawei Company could use to market its new product-the Huawei television. Huawei has never produced TV before, and this will be a completely new product in the market. The paper explores the market situation or objectives and market strategy. The value proposition of the TV will be "CLEAR, CHEAP AND LONG LASTING." The company will follow the typical six-step buying process of recognition of needs and wants, information search, evaluation of alternatives, purchase decision, purchase, and post-purchase evaluation. Needed promotion tools will include advertisement and sales promotion. The SWOT analysis is also provided as well as the 4 Ps.
Market situation/objectives
Huawei Co. Ltd is known for producing mobile phones and tablets. The company has never produced televisions. Founded in 1987, the Huawei Company was focused on manufacturing phone switches (Low, 2007).   Recently, the company has expanded its operations to include telecommunications networks and equipment to enterprises to many countries across the globe. The company also provides operational and consulting services. The company has already deployed its products and services to more than 170 countries and served 45 of the 50 largest telecom operators as of 2011 (Low, 2007). The company is currently the second-largest manufacturer of smartphones having overtaken Apple in 2018, and Samsung is the first. Huawei ranks 72nd on the Fortune Global 500 list. As mentioned earlier, there are currently no Huawei televisions in the market. The objectives of this marketing plan are to give insights into how Huawei can market its televisions if it were to produce them. The current market situation is that there are no Huawei televisions.
Market strategy
A marketing strategy refers to the overall game plan for reaching people and turning them into customers of the product offered by the company (Coulter, 2002). Huawei will use goodwill for marketing its new product-the television. Since Huawei products are very familiar to many people worldwide, customers will be tempted to try the new product. Huawei TV will be easy to market because the name "Huawei" already exists in the market and the public domain. Therefore, the market strategy that is very suitable for marketing Huawei's new product is by using its reputation of the products already in the market. If the customers feel that Huawei smartphones have been good for them, they will buy the Huawei TV. The customers who are not happy with Huawei mobiles may be very skeptical in purchasing the Huawei TVs. 


Value proposition
A value proposition is what a company promises to deliver to its customers if they chose to buy their product (Payne et al., 2017). A value proposition is a declaration that introduces a company's brand to customers. The company tells the customers what its products stand for, how it operates, and why they should buy the product. It is a statement of conviction that explains why the customer should choose the company's product and not products from its competitors. It also tries to explain that the product fulfills the needs of the customer. Value proposition explains at a glance, the top reason why a product or service is best suited for a customer (Payne et al., 2017).
The best value proposition for promoting Huawei TV is “CLEAR, CHEAP, AND LONG LASTING." With this value proposition, Huawei TVs will attract customers who may be lured to buy the product because of its durability and excellent graphics.
Buying processes
Karlsson & Kindberg (2018) define the buying process as the series of steps that a customer takes to make a purchasing decision. The process starts with recognition of needs and wants, information search, evaluation of alternatives, purchase decision, purchase, and post-purchase evaluation. The potential customers for Huawei TV will follow the typical buying process. In the first step, (problem recognition), the customer decides whether he/she needs the product (Karlsson & Kindberg, 2018). Huawei will "create a problem" for the customer to trigger them to buy the product. This will be done by sharing facts and testimonials of what the laptop can provide and add. The company will give appealing information that will make the customers realize that they need Huawei TV. The same criteria will follow for the subsequent stages so that in the end, the customers will end up buying the Huawei TV.
Key message
The key message will be pegged on the value proposition of the company described above. Thus, the critical message for the Huawei TV must revolve around the speed, durability, and the robust nature of the TV. This will be the core message that the company wants the target audience to hear and remember. Huawei Company should consider the following when writing the critical message of marketing its TV.
Is the message believable? The company should ensure that the core message is supported by evidence so that the customers can believe it.
Is the message easy to understand? Huawei will use a professional, concise, and direct message to market the TV.
Is it positive? The company will use positive and active language for marketing the product.

Is the message purposeful? The messages will represent the company’s agenda appropriately.
Needed promotional tools 
The needed promotional tools include advertisement and social media. Social media will be one of the best tools to use to promote the new TV. Social media will consist of Facebook posts, Instagram, Twitter, YouTube, Snap Chat, and blogs.

Social media
Social media plays a significant role in the success of any company, irrespective of its size and age. Social media marketing is a must to thrive in this digital era. Therefore Huawei will use all its social media platforms to create awareness of the new product in the market- the Huawei TV.
[bookmark: _GoBack]Advertisement
Huawei will use advertisement as a tool for promoting Huawei TVs. Advertisement is any form of paid communication or promotion for a product or service. They types of advertising include informative, celebrity advertising, and reminder advertising. The most appropriate kind of advertisement for the Huawei laptop is an informative one because the product is entirely new in the market. Celebrity advertising can also be instrumental in promoting the new product.

Other types of advertising include:
Online advertising: this is also called digital advertising and is a form of advertising which conveyed through the internet (Coulter, 2002). It is a popular means of advertising, with over 60% of Google revenue being generated from ads. Huawei will use this type of advertising to market is televisions. This type of advertising is advantageous because it is considerably cheaper and can reach millions of customers online across the globe. Again this method of advertising will reach the target customers.
Print advertising: this is a type of advertisement which is placed on print media such as newspapers, magazines, and periodicals. Huawei can use this method to market the television as it will reach customers who are avid readers of magazines and newspapers (Coulter, 2002).
Television and Radio Ads: Huawei can use television and radio for advertising its new product.

Celebrity advertisement. Huawei can use prominent and famous people to advertise its television (Roozen & Claeys, 2010). For example, a picture of Cristiano Ronaldo, Lionel Messi, Barack Obama, and other celebrities watching Huawei TV can influence many people to buy the product.

Other types of advertisement that Huawei can use include E-mailers, global advertising, brochures, and product placement.
Sales promotion 
This is another tool of promotion that Huawei can use to advertise for its new product-the Huawei TV. The company could give offer incentive to the TV selling it at a relatively lower price so that customers can give it a trial. It can also be free or allowances. The purpose of sales promotion can be to grab the attention of new customers. Sales promotion can be a perfect avenue for Huawei to promote its new product, especially for customers who want to switch brands or fence-sitters. Offering free TVs or at lower prices will enable Huawei TVs to enter into the market effectively.

Financials
Huawei will have to incur a lot of financial cost in its attempt to market its new product. Finances will be directed to advertisement and promotion. Each of the types mentioned above of advertisement will have to be paid for. Due to its vast market, Huawei will make efforts to ensure that the adverts reach most of the countries.

Implementation
Huawei will announce the launching of a new product as it does with its other products like smartphones and tablets. This will aim at catching the attention of the customer

The 4 P’s
Product: Huawei TV
Promotion: 20% discount on the buying price

Place: China
Price: $150
SWOT
SWOT stands for strength, weaknesses, opportunities, and threats. Strengths and weaknesses are internal in a company, while opportunities and threats are external (Phadermrod et al. 2019). The SWOTs of Huawei Company are as follows.
Strengths: reputation in the marketplace, large population, competent staff, and healthy financial condition.

Weaknesses: poor product quality, difficulties in entering the market
Threats: competitors (such as Samsung, Sonny, HI sense), changing demographics, more government regulations.
Opportunities: broader market (over 170 countries), high demand for Huawei TV.

Mission: the mission of the Huawei TV would be: To entertain, educate, and inform the current generation.
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