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Abstract： This paper takes Xiaomi Company as the research object. Xiaomi Company is an Internet technology company mainly focusing on mobile, smart hardware and IOT platform, which has great influence in the network and smart hardware industry. In recent years, Xiaomi has achieved rapid growth through strategic expansion, and its operating revenue has grown steadily. With the complex and changeable market competition environment, including the impact of emergencies such as the epidemic on the company, it has posed huge challenges for its future growth.
After searching and sorting out a large number of articles on strategy analysis and strategy selection, this paper selects SWOT, Porter's Generic Strategies and Ansoff's Matrix to carry out an in-depth study on Xiaomi's main strategies, market competition status and strategy selection, and puts forward countermeasures and suggestions for its customer care.
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[bookmark: _Toc121932680]1 Introduction
The Xiaomi team was founded in Beijing in April 2010 and has been widely recognized by the industry for its all-star innovation team. At the beginning of the innovation, Xiaomi company clearly put forward the innovative method of "triathlon" combining hardware and software network. The hardware is Xiaomi mobile phone, while the software system adopts the MIUI technology of Android, and adopts the method of hardware and software integration to control the mobile phone network access, so as to produce and sell mobile phones through the network.
Subsequently, through mergers and acquisitions and participation in the control of numerous upstream and downstream companies, Xiaomi has been establishing the ecological industrial chain structure of the entire industry. Xiaomi's mobile phone philosophy is "born for fever ", focusing on the uniqueness of functions. The mobile phones produced in accordance with the Internet technology idea of "perfection, concentration and quick reputation" have made Xiaomi the world's first network mobile company and driven the development wave of the network. Xiaomi reduces a large amount of advertising costs by taking advantage of the huge influence transmitted by online fans. Meanwhile, the marketing mode of online e-commerce can reduce marketing channel expenses, thus saving publicity costs and improving shopping value. Since the first generation of Xiaomi phones, all the previous generations of phones have been sold out within a short period of time, so that a large number of scalpers snatch the phones. Commodities are so quickly crazy behind the grab, there must be its success factors.
How can Xiaomi achieve so much success in such a short period of time is closely related to its strategic choice. This paper analyzes Xiaomi's strategic choices through three strategic analysis tools: SWOT, Porter's Generic Strategies and Ansoff's Matrix.
[bookmark: _Toc121932681]2 Basic overview of Xiaomi Group
In April 2010, under the leadership of founder Lei Jun, Xiaomi Technology Co., Ltd. was founded, focusing on the construction of mid and high-end smart phones, network phones and smart home ecological chain. The brand logo is "MI", which stands for "MobileInternet" and "Mission Impossible", and it was listed in Hong Kong Stock Exchange in 2018. Xiaomi not only developed products in the United States, but also developed to Southeast Asia, Europe and the United States and more developed countries, forming itself into a world product. And adopted the "investment + incubation" mode to build a complete Xiaomi innovation platform, formed the Xiaomi ecological industry chain, and promote the construction of a little 900 million smart device IoT platform.
In 2020, under the impact of the epidemic, the annual net profit was 13 billion yuan, exceeding the same period in 2019. Xiaomi can stand out from many network giants and their emerging new armies, and its performance continues to rise despite the sudden emergence of the virus[1]. Such performance is inseparable from Xiaomi's far-sighted platform-based development layout. Starting from the product value chain, Xiaomi continuously expands and develops a huge life circle, and finally establishes a value network The construction of Taiwan's ecosystem is highly coordinated, and a unique value innovation route has been opened up.
[bookmark: _Toc121932682]3 Main findings of strategic analysis and critical evaluation of the strategic options
[bookmark: _Toc121932683]3.1 Main findings of strategic analysis
The typical representative of applied strategy research field is Porter's Five Forces. In 1980, Porter proposed a five-force strategy analysis model, in which he believed that an enterprise's competitive strategy has five core capabilities, namely bargaining power, bargaining power with customers, threat from new entrants, substitution and threat by competition, and competitive confrontation[2]. He overturns the tradition that competition is a one-sided conflict, analyzes competitors from five basic competitiveness perspectives, and points out that the ultimate profitability of an enterprise depends on the synthesis of these five capabilities[3]. Porter's theory explains well why one firm does better than others in a competitive environment[4]. Porter argues that the entrepreneurial function can also be seen as the product of the process of generating value and defining social values. As with Porter's theory, a cost-leading defender simply needs to protect its core business and outsource distribution: but in order to distinguish defenders, the corresponding sales business will increase its profitability[5].
In terms of strategy formulation, the models are SWOT and Ansoff's Matrix. In 1971,Andrews established the SWOT management structure, which is mainly used to assist leaders to establish four strategies: resource advantage - opportunity, defect - opportunity, resource advantage - risk and defect - risk[6]. According to Porter, corporate strategy is the basis for maintaining the dynamic balance of internal environment and ensuring the unity of internal strategy and external strategy[7]. Resource superiority is the concept of SWOT, which believes that every enterprise has its own resource advantage cluster, which can be divided into tangible resource advantage and intangible resource advantage: advantages and disadvantages of natural resources and advantages and disadvantages of SWOT competition, both of which reflect the differentiation of products in competition: resource advantage depends on the opportunities that can be seized and the problems and dangers that can be faced in the external environment[8].
Ansoff's Matrix, also known as production market grid, industrial market growth grid and growth vector matrix, was invented by Ansoff in 1975. It takes product sales and market share as the two basic aspects, and distinguishes the development components of four industries and financial markets as well as the corresponding marketing strategies. Its important basic thinking logic is that the company can choose four distinct development strategies to achieve the overall goal of increasing business revenue[9].
In terms of strategic choice, Porter's Generic Strategies was proposed by American scholar Michael Porter in 1980. This model can be applied to three general business strategies, including total cost leadership strategy, differentiation strategy and its main objective integration strategy[10]. Total cost leadership strategy, also known as low cost strategy, is to provide products and after-sales services to customers with as little cost as possible. This perspective is mainly used in enterprises to guide relevant parties to try their best to reduce the cost of the whole life cycle of products. Differential strategy is a strategy to create goods and services that can be effectively distinguished from the same kind of consumers, so as to enhance the company's own comparative advantages and seize market share. Target-focused strategy refers to the enterprise's strategic focus on a certain market segment, a specific customer base.
[bookmark: _Toc121932684]3.2 SWOT Analysis
[bookmark: _Toc121932685]3.2.1 Strengths
(1) Product price comparative advantage
Since Xiaomi first entered the mobile phone field, it has taken advantage of the advantages of cost performance and rapidly occupied the market, making the cost performance of domestic mobile phones fall to the altar, and people can get the best mobile phones at a lower price [11](S1).
(2) Advanced technology and software advantages
MIUI is also the core of Xiaomi's phone system. MIUI system provides users with good service experience, and its easy-to-use and practical features have firmly captured some mobile phone users who have used Android operating system (S2).
(3) Unique business and sales model
Network marketing reduces the market cost and channel cost, without the huge market cost, so that Xiaomi mobile phone occupies a congenital advantage[12]. Similarly, Mi Mobile phone is widely spread through the network marketing mode and social network platforms such as Weibo, Qzone and wechat, making Mi mobile phone further gain the attention of network users. Xiaomi makes full use of the word-of-mouth resource advantage of network promotion[16-19]. (S3).
(4) Product innovation advantage
Xiaomi did not pay much attention to product design at the very beginning. It launched from the Mi generation, known as the design without design[13]. Now it has established its own research and development design team and improved the level of product design, starting from the MI Fourth generation and Mi NOTE(S4).
 (5) Strong financing ability
Xiaomi has a strong investment capacity. From Xiaomi's internal Internet pre-sales promotion, consumers pay in advance and then the delivery method to solve the tight situation of Xiaomi's capital chain; From the outside of Xiaomi, in the fourth year of Xiaomi enterprise, four rounds of financing has ended, the enterprise's valuation has reached tens of billions of dollars[14]. Three rounds of investment were launched in 2010,2011 and 2012[15]. In 2018, Xiaomi was listed on the Hong Kong Stock Exchange, showing great financing opportunities and broader market prospects (S5).
[bookmark: _Toc121932686]3.2.2 Weaknesses
(1) In the initial stage, the market limitations are large
Because Xiaomi was a late starter, smartphones made by Apple, Samsung and Huawei dominated many markets several years ago[16]. Therefore, under the premise of small market share and insufficient occupancy rate, negative reports on mobile phones, such as paint discoloration and crash, are a huge impact on the word-of-mouth market (W1).
(2) Lack of real core competitiveness
Xiaomi lacks real competitiveness when compared with famous smartphone brands like Apple and Samsung.Apple has its own control system, and App store is completely closed and lonely in the ecosystem: Samsung has complete suppliers from hardware chips to screens[17]. Xiaomi is not a perfect industrial chain, and its sustainable development needs to focus on competitiveness (W2). 
(3) Product quality needs to be improved
There is something wrong with the quality. Heat dissipation function is one of the main functional problems of Xiaomi mobile phone in addition, the battery capacity of Xiaomi mobile phone is not enough, the battery life is poor, even if the system update can not solve the problem, there are also small problems in the application process, such as app flashback, software conflict and so on (W3).
(4) Disadvantages of sales channels
Xiaomi official website sales, but due to the phone's major problems, often lead to access crash[18]. Due to the inconvenience of shopping, people's desire for shopping has been greatly reduced. Meanwhile, the Internet marketing led by first-tier cities also has an impact on the second and third-tier markets with the same marketing methods (W4).
(5) Imperfect after-sales support
At present, the scale of Xiaomi's service network in China is not perfect, and the after-sales staff do not have a positive attitude towards responsibility[19]. Consumers are very unhappy about Xiaomi's low work efficiency of after-sales service. (W5).
(6) Lack of independent production capacity
The production capacity is not the individual Xiaomi phone, but the assembly of the phone. The separate capacity gap will inevitably lead to a certain degree of capacity shortage, which is not positive in terms of product supply and unfavorable to the long-term development of Xiaomi mobile phone[20]. Xiaomi enterprises should pay attention to improving their independent ability (W6).
[bookmark: _Toc121932687]3.2.3 Opportunities
(1) China's macroeconomic growth is stable, and the state supports the communication industry[21].The macro conditions of our country are generally better. Our policy is favorable for the development prospect of communication industry[22]. In addition, most obstacles have been abolished in terms of corporate norms, creating opportunities for the development of companies in the growth stage[23]. The arrival of 5G era will surely create a new round of development opportunities (O1).
(2) China is a huge market for smart phones
The current market demand for mobile phones in China is slowing down, but as the number of users in central and western provinces continues to grow, Xiaomi Mobile phone company hopes to use the high visibility of its products to increase the choice of users in the market[24]. At the same time, users need to develop in various and personalized aspects, which also provides a new development opportunity for Xiaomi (O2).
(3) Stable consumer groups
There are a large number of stable "Mi fans" inside the company, who are music enthusiasts who support Xiaomi for a long time, which is also the driving force for the rapid rise of Xiaomi mobile phone. Therefore, the configuration of Xiaomi mobile phone is relatively high-end, and the price is relatively affordable[25]. (O3).
 (4) The weakening of competitors
After the death of Jobs, Apple has suffered a great test of life and health. The decline of Apple sales shows that the competitive force has been greatly weakened. Another strong competitor is Samsung Electronics, which is gradually giving up its business in China and mainly focuses on the electronic components market[26]. This is also a rare opportunity when Xiaomi rises rapidly (O4).
(5) Overseas market expansion of Xiaomi
In 2016, Xiaomi suffered a failure in its domestic business and vigorously developed foreign markets[27]. In 2017, Xiaomi achieved fruitful results in the global business, with the overseas shipment ratio declining by nearly doubling[28]. In the smartphone field in India, it beat Samsung Electronics successively in the third quarter and fourth quarter of 2017 to win the champion(O5).
[bookmark: _Toc121932688]3.2.4 Threats
(1) Competitive market in the same industry
Internet giants joined in the field of smart phone applications one after another, such as Baidu and Alibaba, which entered the white heat in the domestic mobile phone competition[29]. In addition, the tide of independent innovation will prompt the emergence of a large number of products and innovation models, and the entry field needs to be very different (T1).
(2) The demand market tends to saturation
Smart phones have met the basic needs of consumers, and the mobile phone market is oversupplied[30].However, Xiaomi mobile phone can no longer benefit from the change of the market trend, it must go further. When the heat of the market is disappearing, Xiaomi must calm down, provide users with more surprises by constantly innovating products, and gain a foothold in the fierce competition (T2).
(3) Cost performance is weak and weak
The affordable price, high configuration and ultra-high cost performance of Xiaomi mobile phones are the main advantages of Xiaomi[31]. However, domestic mobile phone manufacturers and operators have jointly launched low. High-spec smart phones. Xiaomi's cost-effective strategy was impacted (T3).
(4) Marketing methods in bottleneck period
The delivery schedule is slow online, and the sales volume of physical stores is not enough, so consumers cannot get the most direct user experience[32]. As Xiaomi's sales increase, the problem of online sales becomes more and more prominent (T4).
 (5) Domestic mobile phone recognition is low
Xiaomi, as well as its local products, must solve the common defects of domestic and foreign products, increase the cost target, build a national product model, and enhance profitability, so that the company can survive for a long time and achieve healthy growth (T5).
	




SWOT matrix

	Internal factors

	
	Strengths (S)
1. Price advantage: the highest configuration and low price;
2. Leading technology and software advantages;
3. Unique operation and sales management mode;
4. Product innovation advantage;
5. Strong and enjoyable team skills
	Weaknesses (W)
1. Large market limitations in the initial stage;
2. Lack of core competence of large enterprises;
3. Service quality needs to be improved;
4. Defects of marketing methods;
5. After-sales service guarantee is not perfect;
6. Technical limitations;
7. Poor autonomy 


	External factors 

	Opportunities (O)
1. China's social and economic development is stable, and the state supports the development of communication products;
2. China will have the largest number of smartphone users;
Strong consumer electronics market; 3.
4. Stable and mature operating system;
5. Weakening of competitors;
6. Xiaomi's overseas expansion
	SO Strategic options
1. Adhere to innovation and differentiation;
2. Improve product quality and stabilize enterprise development;
3. Improve the competitiveness of core technologies and autonomy;
4. Cultivate brand awareness and enhance corporate awareness;
5. Promote the construction of ecological chain
	WO Strategic options
1. Increased cooperative relations, and increased a variety of publicity means;
2. Enhance the manufacturing level of enterprises and take the intensive road to improve efficiency;
3. Improve services and marketing methods;
4. Keep the company's own characteristics and follow the development trend



	
	Threats (T)
1. Fierce market competition in the same industry;
2. The demand market tends to be saturated;
3. Weakened cost-performance advantage;
4. Limitation of propaganda means;
5. Improved product quality and increased number of followers;
6. Low popularity of domestic mobile phones
	ST Strategic options
1. Improve product quality and adhere to the low price strategy;
2. Enhance the ability of product design to meet the personalized requirements of consumers and improve the speed of product design innovation;
3. The advantages of Internet companies to promote the brand;
4. Consolidate and develop peripheral products
	WT Strategic options
1. Ability to provide after-sales service;
2. Pay attention to technical research to prevent imitation;
3. Improve brand awareness; 4. Change sales strategies as the market changes


Through the above SWOT analysis, Xiaomi has many advantages and opportunities, but at the same time, the disadvantages and risks need to be paid attention to. Xiaomi mobile phone is in the high-tech field, with the rapid development of scientific and technological changes, the trend is changing dramatically[33]. Many Xiaomi enterprises begin to seize the market, which is bound to cause wars. In order to adapt to the technology upgrade, Xiaomi should appropriately increase the ability of technology development and capital investment, use SO strategy to seize the middle and low-end field, even control this field, strive for a greater share in the middle and high-end field, and further expand the number of users and market share[34].
[bookmark: _Toc121932689]3.3 Critical evaluation of the strategic options
[bookmark: _Toc121932690]3.3.1 Business strategy (Porter's Generic Strategies)
Porter's Generic Strategies including cost leadership, differentiation, cost - leadership focus and differentiation focus[35]. Xiaomi's Business strategy is cost-leadership strategy and differentiation, and the specific measures are production outsourcing and differentiation strategy.
(1) Outsourcing of production
There is a big difference between Xiaomi Technology and other mobile phone companies such as Nokia, Samsung and MOTOROLA, because Xiaomi Technology does not set up a physical mobile phone manufacturer, nor does it carry out the hardware design and manufacturing of mobile phones. Instead, it has commissioned the Chinese mobile phone OEM Tianjin Yinghua International School Da Minggui (T5) in the form of outsourcing. The move has to do with Xiaomi's positioning. As a newly created mobile phone company, Xiaomi Technology has limited start-up capital and cannot be compared with Nokia in the third class. Therefore, in order to make a strong foothold in the heated competition in the mobile field, it should first position itself and understand its resource advantages and disadvantages[36].
Xiaomi mobile phone analysis believes that it is a local start-up company, if and some foreign large companies to compete for resources is no doubt such as stone and will focus its resources on software development, easy transmission, sales of these aspects, the hardware development, production outsourcing to the OEM is undoubtedly wise (W1,W2,W3). In this way, we can transfer the human resources skills and funds required by these non-core services into Xiaomi's product research and development, Xiaomi forum construction, network marketing system development MIUI system research and development and other key services to form the core competence of the enterprise[37]. Take the research and development of MIUI software system as an example. Based on its brand positioning, Xiaomi has invested a large amount of funds in the research and development of the software[38]. Through the comments of netizens in the Xiaomi Forum and other platforms, to understand the requirements of mobile phone users, system problems and so on, and improve it according to the most real requirements of users; At the same time, before the launch of the official version of Xiaomi mobile phone, Xiaomi Group also made the engineering machine, so that the "fever" users directly invested in the development and tracking of the system to meet the most real requirements of users, in order to make the system more stable and perfect[39]. Although this series of processes must consume huge capital, but it requires Xiaomi MIUI technology to realize its own advantages in the field of research and development and users, and create its own advantages for the enterprise (S7). Thus, with the help of service outsourcing, Xiaomi technology can not only invest its limited financial resources more effectively into products and services suitable for the strategic positioning of the enterprise, but also create differences in the operation mode of the enterprise and the content of the products and services[40].
Xiaomi technology outsourcing the development and production of mobile phone hardware to Aviva, can also achieve cost advantages. As a start-up company with limited capital, MiUI Technology undoubtedly needs a large amount of capital investment if it sets up a mobile phone production workshop like other mobile phone companies. It is bound to be unable to compete with large enterprises with abundant capital such as Nokia and Samsung, which will lead to the rupture of the corporate capital chain (T1). By outsourcing the non-core work such as hardware development and production to professional mobile phone OEM, the enterprise's operating backlog production cost is greatly reduced. In addition, the mobile foundry I specialize in in Inventech (including MOTOROLA Sharp) can reduce costs economically on a large scale and provide higher quality products and services[41]. For Xiaomi technology, it is undoubtedly a way to quickly outsource production links.
Generally speaking, according to the strategic positioning of the enterprise, Xiaomi technology has chosen the route of abandoning manufacturing for brand and hardware for software, that is, outsourcing all hardware research and development[42]. By adopting outsourcing, Xiaomi Technology can achieve differentiation and low price strategy simultaneously (S1,S5).
(2) B2C e-commerce model
When Xiaomi uses the network platform to carry out online marketing, it adopts the B to C e-commerce mode, which means that the enterprise sells goods or services directly to users, and users can complete the online purchase of goods or payment through the network[43]. This saves time and costs (S3).
As a new enterprise in the field of Xiaomi, Xiaomi enterprises did not build the original marketing channels, just use the existing logistics sales channels, through the official website offline booking products became the first through the Internet offline marketing Xiaomi enterprises to build their own online marketing channels, which opened a precedent for mobile phone online marketing[44]. Official website offline marketing directly let Xiaomi save the traditional marketing in the time cost of transportation and communication expenses office rent expenses. Greatly reduced marketing costs, is the network marketing for Xiaomi to provide the most prominent advantage, but also for the implementation of Xiaomi low price strategy to provide the most powerful guarantee. And the facts have also proved that the ultra-high cost performance, high quality and very price advantage of Xiaomi mobile phones, will undoubtedly get the majority of consumers.
In addition to selling mobile phones on the official website, the innovation of Xiaomi's e-commerce management model can also further carry out direct communication with consumer groups by means of Xiaomi Forum and Xiaomi's official Weibo, so that consumer groups can actively participate in the forum and Mi mobile phone enthusiasts can put forward their own views and discuss with Xiaomi Group and other netizens, thus forming a favorable relationship with Xiaomi Trust. Xiaomi also makes use of its official microblog to announce information and carry out small-scale lottery and other activities to gain attention from consumer groups[45]. By adopting this model, Xiaomi can not only obtain the most loyal user feedback, but also increase the coverage of communication through the interaction between the network and netizens, forming a subjective distinction between it and other enterprises in the minds of consumers.
[bookmark: _Toc121932691]3.3.2 Strategic directions (Ansoff’s Matrix)
Since its founding, Xiaomi has maintained a high growth rate. In 2019, it sold 125 million smartphones, ranking fourth in the world. Xiaomi TV also sold more than 10 million units in the same year, ranking first in the Chinese mainland market. The development process of Xiaomi is to promote multiple strategies at the same time, and adopt different strategies for different products and market conditions, which is also the characteristics of current enterprise development (O1).
1.Existing products (market penetration)
In April 2014, Xiaomi Technology was founded in Beijing. In August of the same year, it released its exclusive Android mobile phone Solid MIUI. In August 2011, it officially released China's first hardware mobile phone "Mi Phone ", and created a smart mobile device marketing method of" online buying and low price "[46]. In the early stage of its establishment, Xiaomi mainly adopted the "market penetration strategy ", which adopted online access and low price to quickly acquire market share (O2,O3).
2. New products (product development)
In September 2013, it launched Mi TV and Mi Box. In May 2014, the company launched Mi Tablet and Mi Band, and started to develop Mi home appliances[47]. In 2016, it launched the smart home brand "MUJIA", whose products include the Mi Band, headphones, scale, mobile power supply, portable speaker, air cleaner, etc. At this stage, Xiaomi's product line expanded from mobile phones to deepen its brand influence and increase its profit through "product development strategy" (O5).
3. New markets (market development)
Aiming at foreign business development, Xiaomi officially entered Pakistan and Southeast Asian markets in 2014. In November 2017, Xiaomi entered the Spanish market. In May 2018, the company further expanded the market to France and Italy, and gradually extended it to European countries[48]. By the end of 2019, Xiaomi's mobile phone sales in the world has exceeded 90 countries and regions, and its initial overseas revenue is estimated to exceed 50%. Xiaomi adopts the "market development strategy "(O6) to expand overseas markets.
4. Diversification (new products for new markets)
In 2017, founder and CEO Lei Jun clearly put forward Xiaomi's "Iron Man three" development plans: intelligent hardware, new retail and network (S2). Hardware refers to mobile phones, televisions, smart home appliances and other products sold today. New retail refers to the combination of online shopping malls and physical stores. The Internet is listed as: finance, film, entertainment and cloud services, etc., from which it can be estimated that Xiaomi intends to expand its business territory, which is the block of "new products, new markets", and also the part with the most risks and challenges. Take the film and television industry as an example: Ma Ma, Terry Gou and others have invested heavily, obviously the results are not the same, but it is not difficult to see that both are difficult to penetrate the original enterprise Ability to generate direct profit[49].
[bookmark: _Toc121932692]3.3.3 Strategy methods
In terms of Strategy methods, Xiaomi adopts vertical integration strategy, carries out vertical mergers and acquisitions, and expands the upstream industry chain (S5). By November 17, 2021, Xiaomi has participated in a total of 761 investment and merger companies and 1,013 investment transaction events. In 2021, the frequency of Mi's investment and merger increased significantly, reaching 172 cases.
In terms of investment and acquisition industry, the advanced manufacturing industry is favored by Xiaomi and ranks the first place, while the intelligent hardware industry ranks the second place, both of which are mainly focused on the main business of Xiaomi[50]. In terms of capital acquisition locations, there are as many as 726 enterprises invested and acquired in the domestic market. Beijing is the core place of the small rice system layout. A total of 35 companies were invested and acquired overseas, of which 21 were concentrated in the Indian market, followed by 7 in the United States, 3 in Russia, 1 in China, 1 in South Korea, 1 in Israel and 1 in Indonesia.
[bookmark: _Toc121932693]4 Conclusions
Through SWOT, Porter's Generic Strategies and Ansoff's Matrix model, this paper analyzes and studies the strategic planning of Xiaomi Group.
Through SWOT analysis, it points out the advantages and opportunities of Xiaomi, as well as its shortcomings and threats. He said that in order to adapt to the technology upgrade, Xiaomi will use SO strategy to seize the low-end market, and even monopolize this field, strive for greater achievements in the high-end market, and further expand the customer scale and market share.
Through Porter's Generic Strategies and Ansoff's Matrix model, it is pointed out that Xiaomi's strategic choice is cost-leadership strategy and differentiation. In product and market positioning, Xiaomi adopts different strategies for different products and market conditions. Meanwhile, in the process of its development, Xiaomi chose to expand its strategic layout by acquiring upstream enterprises.
[bookmark: _Toc121932694]5 Recommendations
To sum up, Xiaomi has been in the rising stage and achieved the position of the leading supplier in the industry. However, the uncertainty of the COVID-19 pandemic may bring unexpected problems to Xiaomi Group. Therefore, Xiaomi Group still needs to improve its strategic direction to provide innovative customer service and bring more profits to the company.
First of all, Xiaomi needs to be alert to the danger of weakening its market position. Xiaomi has always been adhering to the extreme cost performance, low gross profit margin, strong online marketing means and explosive product marketing strategy, but also faced with the corresponding weakening crisis. In the next stage, the company may consider increasing the investment in the establishment of middle and high-end brands and high-end products, so as to increase the hardware gross profit margin and seek the best balance point in the development mode of hardware and software integration. Xiaomi can provide high consumer groups with higher added value services, such as the purchase of high-end products can enjoy longer product maintenance services and exclusive customer service, so as to expand the scale of high-end customers and market share. Only a more stable customer group can minimize the impact on the company's operation when emergencies come. At the same time, increase the investment in offline marketing, or make relevant preparations to adapt to the future of online marketing created by the market ceiling, and the new revival of offline marketing methods.
Second, Xiaomi should make full use of its own model advantages. Compared with traditional hardware manufacturers, Xiaomi's model has obvious advantages. For traditional hardware manufacturers, the basic sales process is completed after the sale of an equipment product. However, for Xiaomi, there is still a chance that future Internet services will continue to be rolled out to generate revenue from extended merchandise and customer service. Xiaomi should continue to strengthen the ecological construction of the industry, gradually consolidate the resource advantages of the business model, seize the booming development trend of the Internet of things, and explore to provide customers with personalized customized goods and after-sales service in the era of mobile Internet is a key point for Xiaomi to break through the future business model.
Finally, Xiaomi needs to promote the practice of globalization strategy. Xiaomi's globalization strategy should also be an important front in the future. At present, Xiaomi Group has officially started the strategic journey of globalization. At present, the growth of Xiaomi worldwide is relatively stable, and the development of the enterprise in China and India is relatively fast. Most of the income comes from the intelligent hardware business. According to statistics, Xiaomi's market share in India reached about 30 percent in 2018. In the future, we can stick to the globalization strategy, focus on foreign smart hardware technology consumption, repeat the local development model of India, take the initiative to enter foreign emerging markets, and use the globalization strategy to promote the business growth of enterprises. The combination of globalization strategy and the Internet of Things can expand the customer base and bring more new intelligent and innovative products to customers.
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