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[bookmark: _Toc40221240]Executive Summary 
The overarching aim of this report is to develop an integrated and coherent marketing plan for DJI, a commercial unmanned drone developer, and manufacturer in China. 
Followed by the logic chain of SOSTAC model (situation, objectives, strategy, tactics, action, and control), the report utilized various theoretical framework to perform the internal environments and external environments, which forms the basis for the development of marketing plan for DJI. The emerging opportunities, such as a positive outlook on the drone industry and emerging middle class, encourages DJI to formulate a new marketing plan with the objective of promoting awareness and sales. Based on the predetermined marketing objectives, the report developed an integrated marketing plan for DJI through the marketing mix. Issus concerning plan implementation, and performance evaluation and risk control are also discussed at the end of the report. 
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2. [bookmark: _Toc40221242]Introduction
The report is a marketing plan developed for DJI. The report will cover the promotion of the marketing scheme for DJI based on a detailed environmental analysis, followed by the development of new marketing objectives and marketing strategy, strategy implementation, as well as evaluation and control. The report will organize according to the six most fundamental facets of marketing- the SOSTAC model (situation, objectives, strategy, tactics, action, and control) (Smith, 2011). 
DJI Innovations is China's first drone company, and its primary business covers the development, manufacturing, distribution and customer services of unmanned aerial vehicles (UAV). It takes "The Future of Possible" as the primary organization culture and committed to continuous research and innovation (DJI, 2019a). DJI UAV products include commercial drones, professional aerial photography platform, multi-rotor flight platform, etc. (DJI, 2019a) Value offerings produced by DJI are also constantly innovating to adapt to the use of emerging industries and improve the user experience. Since 2015 till now, DJI has contributed to over 70% of the global market for commercial drones (The Verge, 2020). By 2019, DJI's innovative customers have spread to more than 100 nations (DJI, 2019a). 




3. [bookmark: _Toc40221243]The Situation Analysis of DJI 
3.1 [bookmark: _Toc40221244]Macro-environment Analysis-PEST  
Political
In response to the needs of China's domestic economic restructuring, national policies and local governments encourage technology companies to innovate. The UAV industry has been included in the country's strategic emerging industries, and this guidance will support the development of the high-end manufacturing industry (Bloomberg, 2020). The State Council issued "Made in China 2025" in 2018, and unmanned drones will be the key areas supported by the state in the future, and the government has made clear plans and supporting policies for the future of the drone industry (Li, 2018). 
Taking into account the safety factors of drones, various regions are actively promoting new regulations for drones. At present, domestic cities have different regulations, and some regions have separately issued safety regulations to restrict flight. At present, regulations such as "Regulations for Civil UAV Pilots," "Regulations for Operation of Light and Small UAVs (Trial)," "Administrative Measures for Air Traffic of Civil Unmanned Aircraft Systems" and other regulations have been issued to provide more integrated regulations on unmanned drones (Hovhannisyan, Efendyan and Vardanyan, 2018). 
From the perspective of drone policy, support, and risk coexist. The current policy environment is more conducive to the further development of drone companies. Although there are some regulatory and legal policy uncertainties, with the continuous improvement of policies, UAV manufacturers still have a large room for growth.
Economic
China's GDP growth rate in the first half of 2019 was 6.1% compared with 6.6% in 2018 (The World Bank, 2020). Although the Sino-US trade war and the outbreak of COVID-19 will increase the risk of economic downturn, and restricted the export of American high-tech industries to China, it also will stimulate domestic demand for local high-tech products (Financial Times, 2020). Meanwhile, China has been the largest exporter in the world. In recent years, China's foreign investment has also grown rapidly through initiatives such as the "Belt and Road" (Zhang, 2019). The increasing engagement of China in the international market will bring more oversea opportunities for DJI.
Social
Until 2000, only 4% of Chinese cities belonged to the middle class, and it is estimated that by 2022, the number will to around 45% (Zhang, 2019). Middle-class consumers are featured by their willingness to pay the price premium for high-quality products and often spend more on non-essential necessities and services mid(Di, 2018). The emerging middle-class with more disposable income will be the future growth engine of the UAV industry. In addition, the consumer of electronic goods is showing a shift into younger age, who have also demonstrated a higher rate of consumption (Lardy, 2016).
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Figure 1. The estimation of the number of upper-middle-class in China (Left); The consumption rates of young consumers (Right) (BCG, 2018)
[bookmark: _Toc40221245]Technological
The domestic electronics industry chain is getting mature with a more integrated supply chain and production network. The materials needed for production can basically be supplied in time instead of relying on imports. Hence, drones' manufactures can produce at a relatively lower cost thorough, realizing economies of scale. Moreover, the advances in the three-dimensional environment perception, advanced flight assistance system enhance the UAV's automatic obstacle avoidance ability and makes it easier to control (Bloomberg, 2020).
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Figure 2. PEST Highlights
3.2 [bookmark: _Toc40221246]Micro-environment Analysis-Porter's Five Forces 
Bargaining power of the Supplier
In the distribution of the entire drone industry, only a small number of companies in the domestic market have a complete production chain. DJI is in the industry leader position in the industry. From the perspective of the current domestic drone industry chain distribution, DJI mainly focuses on the research and development of gimbals, cameras, and video transmission systems. In terms of other accessories, DJI procures from suppliers. DJI have stronger bargaining power against suppliers, which is manifested in the following aspects: Among DJI suppliers, well-known suppliers include Qualcomm, Intel, Samsung, Texas Instruments, etc., and lens manufacturers GoPro, Parrot, Hasselblad, etc.  (Nikkei Asian Review, 2020) DJI can actively choose its cooperators due to its strong market position and great reputation. Moreover, most of the similar suppliers are currently in a competitive relationship, and they are not likely to realize backward integration. DJI's current position at the leading position of the industry, and suppliers often actively seek to cooperate with DJI for cooperation.
Bargaining power of suppliers 
From the consumer drone market, ordinary buyers do not have much bargaining power. Consumers purchase drones through online or offline channels, and the prices are uniform. Although the conversion cost between different drone brands is almost zero, consumers are less willing to switch because of DJI's industry-leading position and premium quality. 
Threats of Substitutes
From the perspective of the consumer drone market, the current consumer drone product market is in the growth phase. The products are mainly aerial drones. In the past, aerial photography required a cameraman to shoot on the aircraft, which was expensive. The advent of aerial drones has changed this situation. At present, there are no alternative products for the aerial drone.
Threats of entrants
From the current distribution of companies in the drone market in China, it can be seen that the consumer-grade drone market DJI has an absolute advantage, and this advantage has formed high industry barriers, such as extensive initial setup capital, and technological know-how in producing drones. 
Existing Competitions 
In China's consumer drone market, DJI has a clear competitive advantage and is in a leading position in the industry. Its aerial drone market share in China exceeds 70% (Business Wire, 2019).  At the same time, most DJI competitors focus on specific market segments such as software market or low-end markets. DJI has a diverse portfolio that covers a wide range of markets, and it has competed in both software and hardware markets, which has undoubtedly improved its overall competitiveness (Business Wire, 2019).
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Figure 3. Primary competitors of DJI (Left); Market Share (Right) (Business Wire, 2019)
3.3 [bookmark: _Toc40221247]Internal Analysis 
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Figure 4. VRIO Analysis 
The VRIO model indicates sustained competitive advantage of an organization stems from resources or capabilities that are valuable, rare, hard to imitate, and exploited by the organization. The internal scanning over DJI's resources and capabilities indicates one essential source of sustained competitive advantage of DJI comes from its strong R&D capabilities in commercial UAVs and other related products (MarketLine, 2018). As a modern technology company, DJI has set its corporate philosophy as innovation (DJI, 2019a). Meanwhile, the high market share has also been exploited by DJI to roll out new series and seek cross-industry cooperation with other business partners such as Hasselblad to create value-added offerings (Bloomberg, 2020). Through engagement in different aspects of the value chain, DJI realized value chain integration, so that it tightly controls the essential knowledge about manufacturing and distribution (Avionics International, 2020).  Although a diversified portfolio and global presence are valuable and rare, but it can be easily imitated with capital investment. 
[bookmark: _Toc40221248]2.4 SWOT Analysis 
Strengths
· Outstanding R & D and design capabilities: DJI was the earliest engaged in the research and development of flight control technology, and has obvious technical advantages in tripod head and image transmission. At present, DJI has begun to develop in the field of intelligent flight, including computer vision, machine learning, and other technologies. More than a quarter of DJI employees have their work related to R&D (Digital Innovation and Transformation, 2020). Besides R&D center in Shenzhen, DJI also established R&D centers in other places such as silicon valley to exploit the global talents in developing cutting-edge technologies continuously (The Verge, 2020).
· The engagement of each node of the value chain: unlike other high-tech enterprise who only focus on R&D, DJI’s presence can be found in also manufacturing, sales, maintenance, logistics. DJI only outsource the manufacturing of some unimportant parts to other companies. On the one hand, such a business model can enable all links from research and development to after-sales to have higher autonomy, improve feedback efficiency, and obtain greater profit margin (CKGSB Knowledge, 2017). On the other hand, the business model enables DJI to meet the consumer demands and respond to the changing environment timely. This is very important as the target customer of the unmanned drones is quite niche. 
· High brand value and market share: a survey conducted by Business Wire (2019) indicates that more than 90% of consumers knew about DJI or its products. The market share of DJI in the global drone market reached an astonishing 70%. The market shar is even higher in the domestic market, as there are less competitors.
Weaknesses
· High pricing: Due to technological leadership and the high brand value accumulated over the years, DJI has been adopting the skimming pricing model. However, major competitors such as Parrot and others started a price war in an effort to gain more advantages at price, especially in the mid-end market (Business Wire, 2019). Therefore, in the long run, DJI Innovations will lose part of its market due to its excessive pricing.
· Loose Management: DJI has been suffered from internal corruption, and it was expected to lose more than 1 billion yuan, and the number of management involved is 45 (DJI, 2019b). DJI Innovations is an R & D-focused enterprise, and the management is also a large proportion of R & D personnel. The management's focus on R&D is extremely open to lower-level authorization, which leads to a less professional management approach. Meanwhile, the rapid growth and high-end positioning of DJI indicates the huge profit margin in all nodes of value chain, but it is evidently that DJI lacks a strong and effective monitor and control system (The Verge, 2020). 
Opportunities
· A positive outlook on the drone industry
The fourth industrial revolution in the world, which is dominated by artificial intelligence, robot technology, clean green energy, and the Internet of Things, has impacted industry across of life. The UAV, and technological advances that combined a series of technologies, is regarded as the representative of industrial 4.0 (Business Wire, 2019). Countries around the world has shown their ambition in entering this market. Meanwhile, as the application scenarios of drones has been continuously explored and widened into areas such as logistics (Amazon Air), agriculture, etc. the demand for drones in industrial application is estimated to increase significantly.  
· Emerging middle-class consumers 
It is expected that by 2022, more than 54% of the total consumption in China will be contributed by middle class (Di, 2018). The middle class is more willing to pay for their favorite products, but also shows a preference for consumer electronics. As the application scenarios of drones become more and more extensive, the rise of the middle class will bring huge opportunities for the future drone market. 
· Strategic alliances
DJI has managed to forge strategic alliances with parnters from other industries to explore the new application senarios of its products. In November 2016, DJI partnered with JW Marriott Hotel & Resorts to launch the Drone Experience Program (DJI, 2016). It allows the hotel guests to view the JW Marriott's properties through a new perspective and also allows them to capture and share these experiences with friends and family. Through this partnership, the company could widen its opportunities by exploring its technologies with the partnered hotel. More cross-industry strategic alliances can provide more unprobed opportunities for DJI in the future, and expand the application scenarios of its products.
· Technological advancements
Due to the development of emerging technologies such as machine learning, face recognition, and remote sensing detection, consumers can quickly get started with drone software through simplified drone software, which is more conducive to the application of drone products and expands the audience (Business Wire, 2019). 
Threats
· Security and privacy issues
The disorderly or even illegal use of drones, frequent safety problems, and the hidden dangers of privacy infringement have aroused strong concern in the international community and brought great importance to society and civil aviation (CNN, 2019). The increase in no-fly zones and the regulations on consumers to use to drones have hit consumers' desire to buy, and have brought unprecedented pressure on the drone industry (Digital Innovation and Transformation, 2020).
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Figure 5. SWOT Highlights










4. [bookmark: _Toc40221249]Marketing Objectives of DJI
The formulation of DJI’s marketing objective will be based on the aforementioned analysis. SMART principles, standing for specific, measurable, achievable, realistic, and timed, provides an good guiding principle in setting marketing objectives. 
DJI Innovation faces the following dilemmas: 1. DJI's main sales come from offline stores, with higher operating costs; online stores have low traffic and conversion rates, and online sales urgently need to increase; 2. The market is mainly concentrated in Beijing and Shanghai, the popularity and sales volume of other secondary markets are not high and need to be developed.
Based on the above issues, DJI's marketing goals will be: 1. Increase the conversion rate and ROI of online stores by 50% and increase the sales of online channel products. 2. Raise DJI's brand awareness and recognition in the drone market nationwide, and achieve a 15% year-on-year increase in sales.






5. [bookmark: _Toc40221250]Market Segmentation, Targeting, and Positioning
Segmentation 
The marketing segmentation is performed based on the investigation of the drone consumer market. according to the different variables such as geographical, demographical, psychographic and behavioral variables, the consumer market of DJI products can be divided into different segments. The consumer market segmentation can help DJI to found the most suitable and profitable segments. The consumer market of DJI is subdivide into different segments according the variables including geographical location, gender, age, hobbies, and wiliness to pay.
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Figure 6. Market segmentation 
Targeting
The target market is that DJI selects the segment with a high degree of matching with its products as the target market according to its actual situation so that the product can better meet the customers and match the needs of the customers, thereby exerting the greater advantages of the products And features. According to DJI's marketing objectives, select the target market as follows:
[image: ]
Figure 7. Market Targeting
Positioning
Market positioning is the perception or awareness that DJI wants to deliver so that DJI can distinguish its products and brand images from its competitors. Therefore, DJI will strongly emphasize its superior product quality and product performance, as well as its unique shape design. In terms of market positioning, DJI should emphasize its market-leading position to attract consumers.




6. [bookmark: _Toc40221251]Marketing Strategy Formulation
Product
Implementing a product differentiation strategy will help DJI improve its competitive advantage, increase industry barriers, and ensure better market share while ensuring market share. Specifically, DJI should provide mid-range drone series with more affordable prices for consumers in second- and third-tier cities. DJI should actively deploy drones in the industry in the future, produce more different types of drones, and develop related products. By expanding the product portfolio strategy, DJI can expand the scale of the enterprise, increase the total sales, and enrich its product system to better meet the different needs of market consumers. At the same time, DJI's existing product line is mainly aimed at male consumers. DJI can create lighter and more aesthetic products for female consumers.
Price
DJI's current gross profit margin is as high as 48%. According to the price demand elasticity curve, overpriced products affect most consumers' purchase demand. DJI's previous skimming pricing strategy failed to attract middle-class consumers in second- and third-tier cities. DJI's competitors are targeting this huge market. Therefore, DJI needs to lower the price of the previously launched product series and introduce a cheaper version that more appeals to consumers in the middle class and second- and third-tier cities.
Place
DJI should use a combination of online and offline channel diversification strategies. Online distribution can be realized through DJI official mall, major e-commerce platforms in China such as Tmall, JD; offline distribution can be realized through flagship stores, authorized agents, authorized experience stores, and experience areas. In addition, in order to expand DJI's online presence, DJI can seek cooperation with its strategic alliances, such as Hasselblad, Apple, Fuji, to use their online channels for joint marketing.
Promotion
DJI can hold product launches worldwide. This is the method commonly used by technology companies. At product launches, DJI can introduce media, photographers, and extreme sports hobbies to the launch site to introduce DJI product usage scenarios. These consumers from different industries make the audience feel genuine and credible, especially consumers in the same industry, it is easier to trust each other and then transfer to trust in the DJI. At the same time, DJI can invite professional media or key opinion leaders to evaluate products and use their influence on the Internet to market themselves. At the same time, DJI can hold drone photography enthusiast activities. The proportion of photography enthusiasts in the drone consumer group is very large, and most of the active objects are users of DJI products. DJI can collect purchaser information, and hold photography events to make customers more familiar with DJI products and increase customer stickiness to DJI products.
Process: 
The good process management will balance the demand and supply to ensure the services are produced and provided at the same time. Hence, it is necessary for DJi to establish its internal information system and business intelligence center to capture real-time data about sales volume, sales location, etc. The intelligent system will allow DJI to check the in-store inventory in real time and make up for the produtcs that are not in stock to ensure that customers can get products on the spot within the order. For customers who order online, DJI should cooperate with well-known domestic logistics providers to provide the fastest and high-quality logistics and after-sales service.
People: 
People, especially frontline employees, can completely influence customers' perceptions of DJI’s image and significantly impact customers’ purchase experience. DJI should deploy employees with an in-depth understanding of DJI products and employees with sale experience in their flagstone to answer general inquires of potential customers and provide professional and premium services for them.
Physical evidence:
The tangible display of services includes the service environment, location, and any tangible performance used for service communication. DJI can present the photos taken by its previous employees by using DJI products, DJI should also set up experiential zooms within their flag stores to provide hands-on experiences for potential customers. 













7. [bookmark: _Toc40221252]Strategy Implementation
DJI first needs to establish a perfect marketing organization, including marketing strategic planning department, business support department, after-sales service department and set up regional business departments based on each region. DJI should be guided by marketing objectives, and organize various powerful resources to be transmitted to the regional business departments.  Secondly, DJI should strengthen coordination and cooperation among various departments within the company and enhance communication awareness at the business level. Regularly or irregularly hold inter-departmental and intra-departmental business seminars, discover problems encountered in the implementation of marketing plans, and discuss solutions to problems.
DJI's finance department is responsible for marketing budgeting, which includes assumptions about budgeting, coordinating the budgets of various departments, comparison with the company's goals and the revision of the budget; in addition, DJI's senior management personnel, such as the general manager of the sales company and the general manager of the financial control department, should evaluate and approve the marketing budget. Before making the final approval of the marketing budget, executives need to check the total budget in order to ensure the enforceability of the marketing budget. For example, it is necessary to check whether the finance department can provide corresponding resources to ensure that the marketing plan is implemented.
Besides, for many customers, the quality of the salesperson's service directly affects the consumer's purchase intention, and for the enterprise, the salesperson represents the image of the enterprise (Kristensson et al., 2016). The service level of sales personnel is directly related to the performance of the company, so the training and management of sales personnel are of great significance to the enterprise. According to DJI's marketing plan, DJI will need to add flagship stores and online distribution channels. DJI needs to recruit more sales staff and assign them to supplementary outlets in various cities and in charge of customer services of online stores. Hence, DJI should organize sales staff to conduct training to improve the sales ability of store staff, the manager's management ability, and the ability of business personnel to connect with dealers. DJI should also regularly conduct employee drone knowledge training so that they can better understand the company's products. 
8. [bookmark: _Toc40221253]Evaluation and control
[bookmark: _Toc40221254]7.1 Marketing Evaluation  
Many problems will arise during the implementation of the marketing plan. DJI must constantly monitor and control various marketing activities so that the established marketing goals can be successfully achieved. DJI can use five tools to evaluate and monitor the execution of marketing plans.
· Sales analysis measures and evaluates actual sales based on sales goals. Sales analysis Through the establishment of a complete system of the sales reporting system, monthly and effective analysis of the completion of sales goals, such as regional business department sales completion, including sales targets, profit targets and market activity completion, etc.
· Market share analysis is to show DJI performs against its competitors. Market share includes total market share and relative market share. DJI can calculate the market share of the Volkswagen brand every month based on the completed sales data and the total market sales, and compare and analyze it with competitors and the same period in previous years
· The market-based scorecard, which records: new customers, dissatisfied customers, lost customers, target market perceptions, target market preferences, related product quality, and Related service quality. Standards are established for each item based on marketing objectives and historical performance. If current results deviate from the standard, corrective measures such as more intensive advertising campaigns should be taken.
[bookmark: _Toc40221255]7.2 Risk Control 
It is particularly important for DJI to implement controls at a strategic level when the market and environment are both changing. The control process provides feedback information for the future planning process. DJI's marketing strategy department continuously analyzes the overall market, always paying attention to the sources that may pose the greatest threat, especially the emergence of new products and technologies and the emergence of new entrants. DJI needs to constantly review its overall strategy and implementation status to adjust its marketing strategy timely to respond to any market changes.
The risk of revenue loss caused by an underestimated sales volume of an enterprise is called sales risk (Tomczak, Reinecke and Kuss, 2018). The causes of sales risk mainly come from changes in demand, supply chain structure, and unexpected changes in the competitive environment. Because all DJI's financial data predictions are based on target sales and previous years' performance, if the sales volume of the final product fails to reach the profit balance point, it will make the company's marketing plan completely fail, and the company will face losses. In response to the above risks, DJI mainly reduces its risks in two ways: First, it strengthens its own market position and strengthens its brand promotion to ensure the company's stable market share in the industry. Secondly, DJI to actively expand new product markets and use its diversified portfolio to hedge unpredicted risks. 
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9. [bookmark: _Toc40221256]Conclusion 
Based on the critical investigation on the external environment of DJI through PEST on macro level and Porter's five forces, as well as the scanning on the internal environment through VRIO and SWOT, the report is able to develop marketing objectives for DJI. The primary objectives of DJI are to increase both online and offline sales (especially offline), as well as raise brand awareness. In order to realize the marking objectives, an integrated marketing plan based on 7P is developed. Meanwhile, issues concerning plan implementation, performance monitor, and risk control are also discussed at the end of the report. 
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EXHIBIT 3 | The Number of Upper-Middle-Class and Affluent Households Will Continue to Grow
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EXHIBIT 4 | Young Consumers Show Higher Consumption Rates
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Divided into first-tier cities, second- and third-tier cities, fourth- and fifth-tier cities, county towns

and villages, etc.
Males and females

Divided into under 18, 18-25, 25-35, 35-50, 50 and above, etc.

Divided into indoor categories (reading books, computers), outdoor categories (sports, cultural

activities, outdoor development, tourism, photography, etc.), and other categories.
Divided into 500 pounds and below, 500-1000, 1000-1500, 1500 and above.
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Focus on first-tier cities and penetrate to second- and third-tier cities

According to regional choices: North to Guangzhou, Shenzhen and new first-tier cities (key), second
and third-tier cities (continued penetration).

UAV, as a new and inexpensive electronic technology product, is still a mid-to-high-end entertainment
consumer product. It is aimed at consumers who have a certain consumption capacity and have a
strong interest in emerging electronic products. Since the development of big cities is faster,
consumers' acceptance of things is relatively higher, which is convenient for the market development
of new things or new products. Therefore, the promotion of DJI first focuses on first-tier cities, and
then slowly prepares to penetrate into second- and third-tier cities.

Research data shows that men and women aged 20-40 have a higher interest in drones, and their
needs for price and portability are very compatible with DJI products.

People with hobbies such as photography, outdoor development, sports, and tourism have a stronger
desire to buy drones..

The acceptable price for drones in first-tier cities and mega-cities is more than 1,000 pounds, while
the acceptable price in second- and third-tier cities is 500-1000 pounds.
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THE FUTURE OF POSSIBLE




