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ABSTRACT

Master thesis : 59 pages, 5 tables, 11 figures, 39 references.

In recent years, the competitive pressure of China's mobile phone market is
increasing, which not only includes the emergence of a large number of domestic
brands, squeezing out the already inadequate market share, but also by foreign
mobile phone brands, such as iPhone and Samsung, seizing China's mobile phone
consumer market. With more advanced technology and stronger brand effect, they
have triggered the fierce competition in China's mobile phone market. Therefore,
how to gain more market share in the future of China's smartphone market is an
urgent problem for all Chinese smartphone brand enterprises. This paper analyzes
the current situation of china's mobile phone market and describes the current mobile
phone brand pattern. Secondly, through the analysis of the market environment of
xiaomi smart phones, the industry status of xiaomi china smart phones market is
obtained, The significance of the research is to provide guidance and suggestions for
the marketing strategy of Xiaomi smartphone and other Chinese smartphone brands;

The purpose of this paper is to discuss the marketing strategy of Xiaomi smart
phone.

According to the characteristics of Xiaomi and the advantages and
disadvantages of Xiaomi smart phone, this paper analyzes how to formulate
effective marketing strategy to promote the sustainable development of Xiaomi and
make Xiaomi smart phone invincible in the market competition;

The research objectives are to analyze the marketing environment of Xiaomi
smartphone and find out its advantages and disadvantages through PESTEL, Porter
5 forces and other tools, and analyze the market positioning of Xiaomi smartphone
through Boston matrix, McKinsey matrix, Ansoff matrix and other tools, so as to
more accurately determine the marketing strategy of Xiaomi smartphone in China's
mobile phone market; The specific implementation is as follows: 1) research the
development status and theory of marketing strategy; 2) Collect China's smartphone
marketing data and Xiaomi's smartphone marketing data; 3) This paper analyzes the
advantages and disadvantages, market environment and status of Xiaomi
smartphone in China's smartphone market; 4) This paper summarizes the marketing
strategy of Xiaomi smartphone at the present stage, and gives reasonable suggestions.

This thesis can provide guidance and suggestions for Xiaomi's smart phone
marketing strategy and reference for the marketing of similar products.

Key words: XIAOMI, XIAOMI SMART PHONE, SMART PHONE
MARKETING STRATEGY, ANSOFF MATRIX, SWOT-ANALYSES, PESTEL



AHHOTALMS

Marucrepckas pabora: 59 ctpanun, 5 Tabnui, 11 pucynkos, 39 ccblIoK.

B nocnennue roasl Ha peiHKEe MOOUIBHBIX TenedoHoB Kutas ycunuBaetcs
KOHKYPEHTHOE JIaBJI€HUE, KOTOPOE BKJIOYAET HE TOJBKO MOSABJICHUE OOJIBIIOTO
KOJIMYECTBA OTEUECTBEHHBIX OPEHIOB, BHITECHSAIONIUX U 0€3 TOr0 HEIOCTaTOYHYIO
JIOJIF0 PBIHKA, HO W TOSIBICHHE WHOCTPAHHBIX OpEHJIOB MOOWIIBHBIX TeJIe(OHOB,
takux kak 1Phone u Samsung. , 3aXBaTUB MOTPEOUTEIHCKUN PHIHOK MOOMIBHBIX
tenedonoB B Kurtae. binaronaps 6osee nepe1oBbIM TEXHOJIOTUSIM U 00JI€€ CUIIBHOMY
BIUSIHUIO OpeHJa OHM BBI3BAIM O0XXKECTOUCHHYI0 KOHKYPEHIIMIO Ha PBIHKE
MoOmIIbHBIX TenedoHoB Kuras. IloaTromy Bompoc o ToM, Kak B OyIyllIeM MOTYy4YUTh
OoJbly0 00 phiHKa cMapThoHoB B Kutae, siBisieTcsl akTyallbHOM mpoOsieMoi
JUISL BCEX MPEANPUITHI KUTAUCKUX OpEeHIOB CMapT(OHOB.

B nanHoll cTathe aHANM3UPYETCs TEKYIlas CUTyalldsl Ha PhIHKE MOOMIBHBIX
tenedonoB Kutas u onuckiBaeTcs TeKyIiasi MoJeab OpeH1a MOOUITbHBIX TeNe(OHOB.
Bo-BTOphIX, TOCPENCTBOM aHaln3a PHIHOYHOW cpenbl cMapTdoHOB Xiaomi ObLI
MOJIy4YeH OTpaciieBo craryc pbiHKa cMapToHoB Xiaomi B Kwurtae. 3HaueHue
MCCIIEIOBAHMS 3aKIIFOYAETCS B IPEAOCTABICHUN PEKOMEHIAINI U NPETI0KEHUH 0
MapKEeTUHTOBOM cTparerun cMapTdoHOB Xiaomi M JIPYyTruX KUTAMCKUX OpEHJIOB
cMapT(HOHOB;

[lenbto MaHHOW CTaThbU SIBISETCS OOCYXKJIEHHE MApKETHHIOBOM CTpaTeruu
cMmaptdona Xiaomi.

B cooTBeTcTBUM ¢ XapaKTepUCTUKaMu Xiaomi U MPEUMYIIECTBAMU H
HemocTaTkamMu  cMmapTdoHa Xiaomi B 3TOM CcTaThe aHAJIU3HPYETCs, Kak
chopmynupoBaTh 3(PPEKTUBHYIO MapKETHHTOBYIO CTPATETUIO [JISl COJCUCTBUS
yCTOMYMBOMY pa3BUTHI0O Xiaomi u caenaTh cMapTdon Xiaomi HEMOOEAUMBIM B
PBIHOYHOW KOHKYPEHIIUH;

[lenu uccnenoBaHus - MpPOAHAIU3UPOBATH MAPKETUHTOBYIO Cpely cMapTdoHa
Xiaomi 1 BBISICHUTB €0 NpeuMyuiecTBa U Hegoctarku ¢ nomouipio PESTEL, Porter
5 Force u papyrux HHCTPYMEHTOB, a TakXXe MPOAHAIU3UPOBATh PBHIHOYHOE
MO3UIIMOHUPOBaHUE cMapTdhoHa Xiaomi ¢ TTOMOIIBI0 MaTpHUllbl Boston, MaTpHIls!
McKinsey, marpuubl Ansoff m JIpyrux HMHCTPpYMEHTOB. 4TOOBI 0OJ€€e TOYHO
OMpPEeEeNIUTh MAPKETUHTOBYIO CTpaTeruto cMapThoHa Xiaomi Ha PIHKE MOOMIIBHBIX
teneponoB Kwurasi; KonkperHas peanuzamusi 3aki04aeTcs B cleayromem: 1)
UCCIIEIOBAHUE COCTOSIHUSL PA3BUTHUS M TEOPUHM MApPKETHUHTOBOM cTpareruu; 2) Coop
MapKETHUHTOBBIX JaHHbIX O cMmapTdoHax KurTas M MapKeTHHTOBBIX JaHHBIX
cmaptdonoB Xiaomi; 3) B 93Toif cTaThe aHANM3UPYIOTCS MPEUMYIIECTBA U
HEJIOCTAaTKH, ppIHOYHAS CpeJia U cTaTyc cMapT@ona Xiaomi Ha peIHKE cMapT(HOHOB



Kuras; 4) B 3ToM HOKyMeHTE KpaTKO HW3JIaraeTcsi MapKETUHTOBAas CTPATETHs
cMapTdoHa Xiaomi Ha COBPEMEHHOM 3Tarl€ U Ial0TCA Pa3yMHbIE MPEITI0KECHUSL.

DTOT TE3WC MOXKET CIY)KUTh PYKOBOJICTBOM H TPEMIOKCHUSIMHU TI0
MapKETUHTOBOM cTpaTeruu Xiaomi B OTHOIIEHUH cMapTHOHOB, a TAKXKE CChUIKaAMU
Ha MAapKETUHT aHAIOTHYHBIX MMPOIYKTOB.

KmroueBrie CJIOBa: XTIAOMI, XIAOMI SMART PHONE,
MAPKETHUHI'OBAS CTPATEI'MS SMART PHONE, MATPUIIA ANSOFF,
SWOT-AHAJIN3, PESTEL.



