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Abstract

This article explores Huawei's strategy in all media creative planning and its importance for brand
building and marketing. By comprehensively utilizing various platforms such as social media, offi-
cial websites, and mobile applications, Huawei has achieved a balance between global consistency
in brand information transmission and personalized marketing in local markets. It analyzes how
Huawei strengthens its global brand influence through an all media strategy, particularly in
maintaining brand consistency, optimizing marketing through user data while protecting user
privacy, and practicing how to continuously create attractive content to avoid user fatigue. This
article provides insights on how to enhance brand influence through all media creative strategies
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for enterprises, demonstrating the effectiveness of all media creative planning in modern mar-
Kketing.
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