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[bookmark: _Toc61457405]INTRODUCTION
I am writing this report to make a comparison on how the Xiaomi company operates in two different countries, Italy, and India, using the various analyses and strategies in the field, as well as discussing at the end whether the approach used was valid or not.

[bookmark: _Toc61457406]XIAOMI BACKGROUND
Xiaomi, from its creation to today, in less than five years, has beaten the market like never.
Its rise is often compared to its rival Apple. Its production focuses on both high and low market segments. It is also thinking of expanding its market beyond Asia, but it is still to be defined, because it is not easy to obtain results from the environment in which one wants to operate.
Xiaomi is a company that mainly produces smartphones, born in Beijing.
  Among the key products of its success we find, the Mi Note, which costs 3900 yuan $ 530) Released, according to the CEO, to compete with Apple's iPhone 6, because many references were made to the Apple product during its presentation. Its rapid growth, thanks to its development in the Chinese market, very dedicated to smartphones, could very well hope for a bright future for the company, which would lead it to be a threat to Apple and other strong brands in the sector.
After the first product was produced, its success grew rapidly, as evidenced by the number of sales, 61 million phones sold, in 2014.
The founder and current president of Xiaomi is Lei Jun, a professional entrepreneur. Xiaomi, has promised, that it will become level, in the United States and in Europe, soon, also going to place also in the markets in developing countries, not yet saturated in the field of smartphones. Its primary markets are China, Indonesia, and India. Furthermore, Xiaomi's production does not stop only with smartphones, but produces headphones, pedometer watches, razors, printers, air purifiers, latest generation LED lights, projectors, vacuum cleaners, electric scooters, personal care appliances and for the house, even TV and luggage. (Abbruzzese, s.d.)
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The light blue indicator is India Value, the violet is Value of Italy.
POWER DISTANCE
it is the measure of the power of members of organizations and institutions.
India, in this sense, has a high value, 77, that is, the acceptance of the hierarchy, structured from top to bottom, with unequal orders and rights, used by those who have more privileged positions in the hierarchy. Real Power is at the centre, even as managers rely on their employees' obedience, and hope to finally be followed on clear orders. Communication occurs from top to bottom.
The value of Italy is 50, that is, power is decentralized, and equality is preferred, even if there is a substantial difference between the north and the south of Italy, because in many parts of the south, power is still hierarchical.
INDIVIDUALISM
It measures how interdependent a company can be. It describes how dedicated people are to work, to work together.
India, on individualism, has an intermediate value, 48, that is, it is both an individualist and a collectivist society. Members give importance to being part of a group, without this belonging one would feel a sense of isolation, while individualism is influenced by religion, Hinduism, where one believes in reincarnation, where therefore the responsibility for one's life and how it will be the next life depends on oneself, therefore individual responsibility.
With a value of 76 Italy is more focused on individualism, especially in the largest cities in the North, where people can feel alone even in the middle of a crowd. The remedy is family and friends. For Italian, personal fulfilment is a path to happiness. The situation in the south is always different, where the approaches are less "cold" and much more importance is given to groups, colleagues, family, and friends.
MASCULINITY
 A high value in the male side defines a company dedicated to competition and therefore to the success of the "winner", while a high value in the male side, that success is not based on work, but on the quality of life.
India, with a value of 56, defines itself as a slightly more masculine society, dedicated to the visual display of success and power.
Italy, in this area, has a value of 70, therefore a purely male society, with a focus on success, is taught from the early years of the individual, that competition is important, and it is healthy to be a winner. For the average Italian, success is shown visually, with beautiful cars, houses, yachts, and expensive trips.
UNCERTAINTY AVOIDANCE
It means being able or not to avoid the uncertainty of the future. The extent to which members of a society relate to situations of uncertainty.
With a value of 40, Indian society is not very adept at avoiding uncertainty, which involves acceptance of the imperfect. Society does not claim that everything is perfect or that everything must go right, it is given the possibility of making mistakes.
With a value of Italy of 75, it indicates that Italians are not familiar with situations of ambiguity. Italy is a country full of laws and codes, which are not always respected, however. Uncertainty is combated by structuring a well-detailed planning. With a mix of great masculinity and endurance, Italians need to carve out moments of relaxation, such as enjoying a good meal or a coffee. These high values ​​make Italians very empathetic people who feel the need to express their emotions, often with the "famous" all-Italian body language.
LONG-TERM ORIENTATION
She describes maintaining some links with the past despite being thinking about the future. Where we have two types of different approaches, with a low value, normative societies, more tied to secular traditions and norms, not accepting changes, while on the other hand, with a high value, innovation and change are embraced.
India in this case presents itself with a value of 51, thanks to its philosophy of "karma", where acceptance of the different is presented, India embraces different ways of operating, which is to give importance to traditions or 'innovation.
In this context, Italy has a 61, a high value that identifies it as a society ready for change, where one works with a pragmatic approach, with an ability to adapt, in new or already cultivated situations.
INDULGENCE
It describes the measurement, of the control of one's feelings, according to the way in which one has grown up, according to one's experience of education, where the weak control is the indulgence, while the strong one is the Restraint.
India, with a low value of 26, belongs to a moderate society, tending to cynicism and pessimism, where one's actions within the company are limited and with little possibility of indulging.
Even Italy, however, has a low value, 30, so this society too is oriented towards cynicism and pessimism, with little possibility of indulging in situations. (Country Comparison - Hofstede Insights, s.d.)
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In 2015, Xiaomi was named among the 50 smartest companies by MIT Technology Review, including some of its competitors, such as Apple, Microsoft, and Google, which stood below it. This was one year after production on the Indian market. In nearly three years, the company has ranked # 2, behind only leader Samsung. In addition, the Indian smartphone sector is expected to double its sales size, just look, in the last three years, the sales tripled. (Baxi, s.d.)
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Xiaomi continues to grow, both worldwide and in Italy. The main analysts agree that in the third quarter of 2020 the Chinese manufacturer managed to place itself on the third step of the podium (global data), ousting Apple and launching itself in pursuit of Samsung (first) and Huawei (second). Canalys is now providing more specific data for the Italian market which show an even more decisive step forward than that marked in Europe. (Xiaomi sale al secondo posto del mercato smartphone italiano, s.d.)
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Political factors
India is one of the largest democracies in the world, based on a federal government. Influenced by government policies and multivariate political factors. Xiaomi, in addition to being subject to the policies of the country, must comply with China's strict import policies.
Italy is made up of both a democratic and a parliamentary republic and a multi-party system.
Xiaomi is also rumoured to have forged ties with the Chinese political system, it is good for selling within the country, but it may not be for the countries it wants to expand into.
Economic factors
Since its industrial reform, the Indian economy has been almost always stable. The country recorded a GDP of $ 5.07 trillion in 2013 after a further improvement in the GDP growth rate of 5% in 2014 compared to 4.35% in 2013.
Italy has a capitalist economy and a GDP, a high domestic product with developed infrastructures.
According to the International Monetary Fund, in 2008 Italy was the seventh largest economy in the world and the fourth in Europe.
So, from the economic factor, it is a great time in the smartphone industry, consumers have more and more money to buy, thanks to the increase in general income, creating a lot of demand. Xiaomi is in a really good position, because its devices respect the quality and the budget, compared to Samsung and Apple, which are more expensive.
Social factors
They refer to changes in trends within a company that could impact the business sector. In India, increasing aging means increasing pension costs. India has a population of over 1.2 billion people of which about 70% are between 15 and 65 years old.
Italy was named the sixth most appreciated country internationally in 2009, coming ninth in export branding 2008,
first in the tourism brand, second in the cultural brand, third in the people brand and ninth in the immigration brand.
From a socio-cultural point of view, As of March 2020, the current population of Italy is around 61 million. The life expectancy for men is 81 years, while 86 years for women. There is a growing trend, among all ages, to own a smartphone of the latest generation, so always change them, every year, at most two.
If, in India Xiaomi has now depopulated, unfortunately, in some Western countries, such as Italy, there is that segment of consumers who do not have confidence in the "Made in China" product, combining it with poor quality.
Technological factors
India is served by both 3G and 4G technology, managing many technology projects more easily. Furthermore, He is fortunate to own one of the most powerful IT industries in the world, advertising continuous development of software updates.
Italy, as we know, has had several important names in the technological field, and according to a database, the National Science Indicators, Italy has several records in some subjects.
Generally, Xiaomi's production is defined as technologically advanced, Consumers are actually impressed by the value for money, as mentioned above. This demonstrates Xiaomi's high competence in creating these products. Additionally, Xiaomi is pursuing new areas of software, such as artificial intelligence, and machine learning. In addition, 5g will be rolled out to new devices soon.
 In addition, it is also focusing on smartwatches, now very trendy, always producing new models.
Legal and environmental factors
in the past, some things have been changed in India, money laundering and discrimination against disability have been fought and the minimum wage has been raised. Unfortunately, with industrialization and urbanization, the air is not cleaner in India, but environmental pressure groups have been created.
While Italy ranks 84th in the world for ecological sustainability, becoming one of the largest producers of renewable energy, 5th in solar energy and 6th in wind energy.
For all electronic device manufacturers, there are inevitable legal factors, such as patent and copyright laws, data privacy regulations, especially in Italy.
Furthermore, Xiaomi is aiming to have visibility on the environmental issue, dealing with producing less carbon dioxide and finding different more sustainable alternatives, which leads it to be one of the most ecological producers on the market.
(PESTLE Analysis | Factsheets | CIPD, s.d.)

[bookmark: _Toc61457410]SWOT ANALISYS OF XIAOMI
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STRENGHTS
Best-selling smartphone - enormously sold in India, which in China is now also making room in Italy, this demonstrates its strong expansion continues beating several giants in the sector.
Huge market available in China and Asia, as the population places a lot of emphasis on electronic devices. In Italy, in a few years, it will be at Asian levels.
Insightful prices: Xiaomi has a strong advantage, of having the most competitive prices in the market, this happens both in Italy, in India, and in the rest of the world, making its way through direct marketing to consumers.
Good quality products, despite the low prices, constantly evaluated on ecommerce sites for their quality / price.
Production Advantage - Because it exports, from China, known for its exports, to India and Italy, without too many problems.
Brand awareness on the rise: In India, it is already at the top of the smartphone sector, in Italy, it is slowly climbing the rankings.
Growing year after year - Exploring new markets, they are not those of India and Italy, they would like to expand into the United States, but political factors are preventing them now.
Advantage of e-commerce - Using the Flash sales model, that is a few pieces available at a low price, exclusively online, not yet highly advertised in Italy, but widely used in India instead.
WEAKNESSES
Offline distribution: Extremely poor and below expectations, as Xiaomi is preparing to sell mainly through e-commerce, even if it has real physical stores in India, but not in Italy.
Advertising and marketing expenses - Since he does not use advertising, he usually uses ATL campaigns for the launch only when introducing a new product.
Brand image and fairness - the brand image is not very good because there are not many investments in marketing and advertising, and besides, the company does not have a wide range of products, even the service centres are quite few, and this leads the company to have a low reputation and brand equity.
Low price of skimming - cannot use it because its sales are mainly by the flash method.

OPPORTUNITIES
Expansion - Selling, mostly online, is becoming popular, mostly in countries like Italy and India, although it should also start working in those countries where e-commerce buying is common use, and therefore take advantage of it.
Distribution - Xiaomi must also start specializing in offline sales, to put itself on par with its competitors, which would help brand equity even if it would involve many more expenses.
Brand building - He is working on ATL campaigns, but he needs to improve the BTL campaigns by far, as he is far behind Oppo and Vivo.
Product portfolio - As mentioned before, limited, but they are the main gain of Xiaomi, but it can achieve more, expanding it to new products in new sectors, obviously always technological.
Product innovations and differentiation - It must take innovations one step further, or at least be faster than the competition to outperform it.
Smartphone penetration - it is an advantage for Xiaomi that the demand in the smartphone market around the world has increased significantly. The newer product launches are performed, the more demand it will have and therefore the more revenue.
The dying need for expensive smartphones - The demand for smartphones at crazy prices is no longer that high, people now demand good value for money, and this is a super advantage for Xiaomi that aims precisely at this. In India, it is just like that, a greater demand for a good value for money, in Italy, the company is still following what is trendy.
THREATS
Competition - Its biggest competitors are, Oppo and Vivo, both Chinese and have the same production advantages, although its competitors are stronger in online sales, having a large distribution network available.
Service - The presence of a small number of Xiaomi service centres is a big problem for the company, because it creates mistrust in customers who do not feel supported.
Brand differentiation is absent - By now, the houses that produce smartphones, all produce truly similar products, one as good as the other, so little product differentiation. (SWOT Analysis - Definition, Advantages and Limitations, s.d.)
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Segmentation
Segmentation leads to defining what customers are most attracted to buying.
Consumer behaviour, needs and expectations are heterogeneous and are due to various multifaceted factors, such as:
Age
Kind
Income
Lifestyle
Values ​​etc.
Through this identification, Xiaomi can understand within which target its consumers are positioned and can position them in specific and well-defined groups.
Xiaomi has mainly used and uses demographic segmentation, using age, income, gender, age and ethnicity, as components to study its customers.
The Indian market required smartphones with customized operating systems with reduced prices, so Xiaomi launched its products on the market, an excellent operating system combined at a low cost. It is the customer segment that most uses e-commerce for online shopping.
In Italy, the largest segment of the population, interested in smartphones, requires trendy products, little importance is given to the price, if it is trendy and among the best sellers.

After diversifying the market by dividing consumers into smaller groups but with the same requests, Xiaomi must define which targets it will pursue, as a mirror of the company's potential and resources.

Targeting
 Xiaomi could decide how many segments to travel, one or more. It all depends on its resources and abilities and the growth objectives it pursues and wants to pursue.
The company must identify if the segments are of the appropriate size. The calculated profits have to far outweigh the costs, so you know if it works.
Xiaomi, on Indian soil, mainly targets tech-savvy customers between the ages of 18 and 35, ordinary people who require valid products at low prices, which brands like Samsung and Apple cannot give them. So it is aimed at an audience of ordinary people, such as students, workers, technology and social media enthusiasts who carry on the e-commerce market in India. While for the Italian territory, Xiaomi aims at a more mature age, that it too is interested in having a good product with good components without giving importance to the brand.

After structured the market into segments, and connect the right market to refer to, Xiaomi must position itself, in the right way on the market, so as to create a positive image of the product that customers want.

Positioning
It is created by determining what the brand wants to represent, by defining what the demands, needs and desires of consumers are and how their needs can be met, and how to differentiate their products from competitors.
Xiaomi uses the collection of analytical data on the market, surveys, which ask the consumer directly, which puts him in the foreground. It asks its consumers what and how it could improve, also making them participate in the development of new products through social media. Furthermore, it also studies the positioning of its current competitors and compares it with its own positioning. It also develops positioning statements, routinely testing effectiveness, through the collection of qualitative and quantitative data such as focus groups, surveys, and interviews.
Xiaomi has developed a prominent position on the Indian market, which by now, whatever product the company launches, has created such a loyalty, which soon becomes a new success, alongside its already existing successes. These products include, power banks, headsets, Bluetooth speakers, smartphone accessories and wearables. The company has now managed to enter the hearts of its customers, supplying them above all with high quality components and specifications with products with indestructible workmanship and long-life cycles, such as 15-18 months. In Italy, the Xiaomi scooter has entered the hearts of its customers through the sale of a specific product that is now crazy for it, for quality and technical characteristics at an affordable price, if you want to buy a scooter, among the Best Sellers there is it is precisely that of the brand among the searches in the various search engines.
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Xiaomi's Marketing Mix studies the brand, through the variables of the 4Ps (Product, Price, Place, Promotion) defining its marketing strategy.
Product strategy:
strongly growing company, which started its production with smartphones, but has now also expanded production to:
• Smartphone
• TV
• Notebooks
• Smart devices
• Power banks and charging devices
• Speakers and headphones
[bookmark: _Hlk61430912]• Drones
• Scooter
But the main sales always remain smartphones, with the top of the range RedMi and MI.
In India, qualcomm processors are used in these products, due to an ongoing lawsuit with Ericsson banning the use of non-qualcomm products. local market than political factors. (Artashyan, s.d.)
Pricing strategy
Low-cost selling on high-quality products or selling at the price of the production costs of that product, with little profit margin, shifting their profit on the sale of accessories, apps, and specific services to use for their products. So, the strategy is to sell at reasonable prices now and then make a profit over time.
Place and distribution strategy
Xiaomi operates in China, Singapore, India and 27 other countries mainly in the emerging markets of Southeast Asia, with the biggest gains coming from its opening market, China. Its sales are mostly online, although it has changed something in its new markets, such as India, where it mainly sells through its physical stores. And online thanks to Flipkart, an e-commerce reality established in the Indian market, it operates in a similar way to Amazon, and is second to it. Furthermore, it owns stores, under the name of "Mi home", present in Beijing and Bangalore, with plans to open them also in India. Even if, still there is no talk of doing the same job in Italy, we know that Xiaomi is always in line with innovations.
Promotion and advertising strategy
By promoting its products at a lower price than the market price, Xiaomi has allowed the most heinous people in the technological field to be able to buy the desired smartphones with prices that fall within the standard budget. Furthermore, they have brought a distinction from its competitors, thanks to their customized "Just for Fans" operating system, which gives consumers the possibility to bring their ideas to the development of a Xiaomi product. With these techniques, Xiaomi ensures a pull and not push strategy on its production. To promote and advertise, Xiaomi uses social media and therefore the "word of mouth" technique. It is promoted through microblogging sites and social networking sites such as Facebook and Twitter. In addition, as mentioned above, they use flash sales models, which attract people to buy, because you have only that possibility, it is said that some sales have been sold out in a few minutes. Xiaomi manages Weibo accounts in China for its products, and Facebook accounts for the rest of the world. In addition, the company also organizes festivals, to bring its consumers closer. (Justforfans.wixsite.com, s.d.)
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Market penetration
 When using this technique, companies leverage existing products sold to people who are already consumers of the company. Xiaomi uses this strategy primarily in China, where its greatest success lies.
In Italy, almost two out of 5 phones sold are Samsung, Huawei's market share has collapsed which records a decline of 33% despite remaining in 3rd place. Instead, Xiaomi had an exponential growth that led it to gain 122% and ranks in second position with 19% of the market share.
the Chinese giant has focused on creating an ecosystem in which the smartphone is only the hub for a series of products ranging from household appliances to home automation to electric scooters. Having a tool that can control everything - from home lights to toasters - means building customer loyalty.
In India, the biggest shopping period is Diwali, the festival of lights of the country, where Xiaomi has made 13 million sales of its products. Xiaomi presents itself as now, the strongest brand in India, in the field of TV and smartphones, followed by competitors Samsung and Vivo.
Product development
That is, innovation on creating new products to be included in existing markets. Xiaomi is working on its product portfolio, which is aimed at continuous growth, as among its latest "gems" we have water purifiers. In fact, the company is positioned as an innovator at all levels, from smartphones and technology to intelligent products connected to the IoT to basic everyday tools such as power banks, backpacks and pens. "
Xiaomi has recently renewed its Redmi line with the arrival of an entire family of Note 9 Pro products whose launch in Italy is scheduled for next week.
[image: ]
In recent times, relations between Beijing and New Delhi are no longer the same after the recent deaths of 20 soldiers on the border with the Himalayas. From there, a boycott campaign against China began, forcing Xiaomi to close some of its stores because she feared vandalism and the promotion of her new "Made in India" campaign, for the protection of the brand. (Lung, s.d.)
Market development
That is, market innovation by entering new markets for products already on the market. Xiaomi's development began in 2014, only 4 years after its creation. In 2013 the company hired Hugo Barra, to work on international expansion. Barra has led the company to participate in various markets around the world, India, Italy, Singapore, and Russia, and is working to enter the smartphone market in the United States. Xiaomi has expanded its market up to one of the most difficult markets in the world, Italy, where business on smartphones not linked to operators, is the largest in Europe. By deciding to open a Mi Store, in the most commercial city in Italy, Milan. The store has a similar layout to Apple but is having its success.
 While in India, the company recently stated that it is continuing with openings across India. Its stores contribute 15% to the business of your country. Its marketing began in 2014 offline, in 2017, the first physical stores appeared. (Mi Stores contribute 15% to India business: Xiaomi, s.d.)
Diversification
That is, to be present in new markets with new products. Diversify the areas in which we already operate by creating products from different sectors. Xiaomi has used, and still uses, an aggressive diversification strategy. Its structure is comprised of 55 companies, which produce a wide range of services and products.
In Italy, the products that have made more success and continue in that way are smartphones, and smartwatches, because an increasing percentage of the population is facing the idea of ​​having a less sedentary and healthier life. (Xiaomi, tutti i prodotti disponibili in Italia, s.d.)
 Mi India has sold 13 million products under the Diwali holidays, with over 9 million, including models like Mi 10T Pro, Redmi Note 9 Pro Max, Redmi Note 9 Pro, Redmi 9 Prime Redmi 9, Redmi 9A among others. Xiaomi has also seen an increase in demand for ecosystem products, also selling, 4 million products such as TVs, streaming devices, trimmers, smart bands, audio products, power banks etc. Furthermore, Mi Watch Revolve, Mi Smart Speaker ranked among the company's best sellers, and devices such as the Mi Box 4k and Mi TV Stick continued to be the best-selling streaming devices on Amazon and Flipkart. (Xiaomi clocks highest ever festive sales in 2020, sells over 13 million Mi, Redmi phones, smart TVs and more, s.d.)
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Xiaomi must continuously evaluate its range of products, studying its potential and growth and market share. continually evaluate its product line by evaluating its growth potential and market share.
The classification can take place in the following categories:
The fast high and fast-growing products, and therefore possess a high market share can be identified as "stars". In this category Xiaomi must expand its production and invest.
The products, with high growth but low market share is identified as "question marks", so they involve a risk, if you want to aim for them in the market, however, Xiaomi can work and identify the reasons for the low market share they possess.
Low growth but high market share products are “cash cows”, which must always be squeezed for average and continuous performance, because they have limited opportunities.
Finally, the products with low growth and low share are those “dogs” that Xiaomi should cancel because they do not constitute gain.
If, by analysing, the company has many stars and cash cow, it means that the company is in the right direction and the performance is high, if instead, there is a high number of question marks and dogs, it means that the company must do an analysis and go to improve the flaws that are creating a problem.
We can certainly say that both for India, its stars, are smartphones, as for Italy, together with scooters. Its machines, in Italy are its smartwatches, while for India, they are TVs. As for the other two variables, Xiaomi's actions are not going in those directions, so the company is on a downhill road. (BCG Matrix - Overview, Four Quadrants and Diagram, s.d.)







[bookmark: _Toc61457415]CONCLUSION
In conclusion, Xiaomi has a unique business model and an interesting method that is revolutionizing the world of smartphones and technology and sowing its age-old competitors. He was successful, incorporating. crowdsourcing strategies in its innovation and development of its products and services. But in the meantime, it uses contemporary marketing strategies, such as using mostly e-commerce for sales and the little use of classic advertising campaigns, preferring the word of mouth of its existing customers and expansion on social networks. With this innovative model, it has beaten the competition, and has had and has a huge success in India, where in just over 2 years, since its foundation in the place, it has ranked 3rd in smartphone production, with its more than 50 physical stores. He is trying, following in the footsteps of India, to create a thriving market in the same way in Italy, where he has already opened a new store and is planning others, and where, in the last period, his sales have increased by 122. %. So, I can only say that Xiaomi is continuing the right path, with some flaws, which it analyses and fixes. So, the only advice is, to keep going as it is the most valuable tech start-up in the world that has just been valued at $ 46 billion.
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