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Chapter 2 literature review 

1.0 Introduction

The purpose of this section in the thesis is to review the existing literature describing social media marketing for Xiaomi.



In this dissertation review, the researcher explores the use of social media marketing in telecommunication, with XIAOMI as an example, to explore the effecting impact of social media marketing on company performance.




Xiaomi is a large emerging technology company in the world and also social media marketing is a new and popular field in recent years. Therefore not much relevant literature has been collected. In this section the researcher will critically analyse the existing literature in the field and what impact Xiaomi's social media marketing has actually had on the company's performance.

XIAOMI is a Chinese company. So researcher may use more Chinese literature, books on social media marketing, and information on this field on the internet will be consulted. Also by summarising the relevant information, it will help to specify the direction of information gathering in the third part.

Finally, the literature review section will attempt to identify existing gaps in the research on this purpose and will be followed up by a thesis that will add to the research in this area.

1.1 social media marketing 

Before discussing Xiaomi, researcher have read a large number of papers on the concept of social media marketing.
In recent years, with the gradual development of Internet technology, the technological level of each country is constantly improving. With the increasing popularity of smartphones, more and more social media software such as Facebook, Instagram, Twitter, TikTok, Weibo ,Wechat, Douyin.(Li, 2017) 



Based on the huge amount of views caused by the large number of active Internet users, a set of data shows that the daily views of Chinese Internet users based on the software Weibo reached 420018 for just one topic. Such a huge amount of data is one of the most powerful pillars supporting the birth of the new field of social media marketing. (Buffer, 2019)


As mentioned in much of the literature on social media marketing, in every era there is a way of communication for every era, and different ways of communication develop and change people's daily lives.

Kesharwani, Sarkar & Oberoi, (2019) argue that in every era people have their unique way of communication and in two billion actual social media marketing has become an emerging way for internet users to express themselves and communicate with people. People do not write to each other, nor do they call and text as often anymore.

Kesharwani, Sarkar & Oberoi, (2019) argue that in every era, people have their own unique ways of communicating. In today's volume based on 2 billion internet users, social media marketing has become an emerging way for internet users to express themselves and communicate with people. People are no longer writing letters to each other or calling and texting as often .

At the same time this way of communicating with each other has had a huge impact on the marketing activities of businesses. Many companies are realising that if they do not use social media marketing well in today's digital world, it will be difficult for them to stand on the wave of the times. It is even more difficult to make greater gains today. Social media has even more amazing influence in the world, for example if Facebook were a country, its huge user base and usage base would make it the third largest country in terms of population after China and India. It world is connected by social media into a circle where people all over the world can communicate with each other. (Lokumannage, 2020)

(Kesharwani, Sarkar and Oberoi, 2019) 


The concept and current state of social media is popularized in this literature, but the researcher believes in reading it. While it is important to use social media for marketing, this cannot be the entirety of a company's marketing interactions. A combination of traditional TV commercials, posters, which are advertising in nature, and social media marketing is the more appropriate direction for businesses today. (Cao et al., 2020)


1.2 different ways of social media marketing 

For the basic approach and content of social media marketing, based on a review of the 


WeChat is a social media and multi-functional program in China that allows users to not only chat with each other and browse news on WeChat, but even browse articles through 'Public'. So for WeChat is not only a social media software but also a multifunctional application. With over one billion monthly active users in 2018, WeChat has become one of the most popular social media platforms in the world. Although WeChat has a large number of users, it is rarely known in the West. (Montag, Becker and Gan, 2018)

For the basic approach and content of social media marketing, based on a review of the Zheng , (2016) literature. In terms of social media marketing implemented in WeChat, he believes that there are a total of several avenues and modes.These are through advertising, QR code marketing and word-of-mouth marketing respectively, through which effective social media marketing can be carried out to customers from WeChat.



1.2.1 advertising 

Social media is a mixed bag of users, with companies or individuals posting messages or comments to their friends to carry out the most basic and cheapest form of social media marketing. This can include relevant advertising messages. This is particularly effective when the main purpose of such advertising is to share life rather than to advertise. In particular, a lot of social media marketing uses not only the sharing of news, but also stories, hot topics, and so on. For example, if a company marketer simply shares an item that he or she finds useful, a friend or customer will ask where to buy it. (Sakshi, 2017)

In the researcher's own experience, this tends to cause dissatisfaction among users when WeChat pushes ads in a forced manner. Users are more likely to trust an inadvertent share on social media, as they tend not to perceive it as an advertisement. Whereas when an ad is pushed by a customer who is aware of it from the outset, often users will doubt the authenticity of the effect of the product in the ad.
So this is called media marketing really brilliant, is to make the ad look like it is not an ad, and thus gain the trust of the consumer.(Alalwan et al., 2017)


1.2.2 QR code marketing model
Another feature on WeChat in China is the 'swipe' function for QR codes, which are a graphic similar to the one in figure 2. The QR code is placed in the viewfinder and the QR code is scanned in front of you to obtain information. When using QR codes for marketing purposes, the will generally be coupons for the merchant, membership information for the merchant, news from the merchant and even the ability to receive payments.
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Figure 2 : Researcher’s Wechat QR code.

1.2.3 Word of mouth marketing model

It is a way of using user feedback to attract more potential consumers by placing positive user reviews on the appropriate social media platforms. It is a way of using social media platforms to create a strong relationship between a business and its customers. Customers and customers spread the word to each other, and customers have a better perception and attitude towards the company through positive reviews on social media. And by using the retweeting function of social media platforms, more and more potential consumers can be converted into business performance. The effect of word-of-mouth marketing is achieved.


In this case, the backend of the social media platform records the feelings of individual users about different products, which results in big data. Once the data has been analysed, each user is then recommended the right product for them.
Researchers believe that traditional marketing concepts refer to a similar approach as viral marketing, using word-of-mouth from users' reviews of products. to achieve a promotional effect for a product. However, on social media platforms, social media amplifies the effect of this model, spreading faster, wider and more effectively. (Baccarella et al., 2018)
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1.3 Pros and cons of social media marketing

The process of moving from awareness of the importance of social media to actually using social media marketing to achieve improved performance still reveals the problems that some companies currently have when conducting marketing.

1.3.1 Lack of awareness of target customers and media

Liang，Y & Yao, L (2017) believes that there is a lack of clarity in the choice of target customers and social media. Many companies, in pursuit of their own economic benefits, do not target their social media marketing extensively and spend high costs on overwhelming advertising and sharing. But they do not receive the results they should. At the same time, this is a kind of random marketing without design and targeting. Companies do not research the nature of their products and brand positioning, nor do they have good market research to segment their customers, but simply follow the trend of social media marketing. The right target market and the right target customers are not chosen. When a company does not select the exact target audience for social media marketing, for example when the customer is a low income person and the expensive car company does a lot of social media marketing to him. In the short term this appears to be a waste of business resources and the customer is not capable of closing a deal with that business. In the long run the customer may even become bored with the business because he will be looking at ads that have nothing to do with him every day. Social media marketing in this context is obviously not conducive to the development of the company and can even have a side effect on the image of the company.

1.3.2An inauthentic consumer experience

Ultimately, social media marketing is used by companies to promote their own products, to stand out from the competition, to increase their share of the market and thus to improve their performance and economic efficiency. However, with the rise of social media platforms, some customers have a way of directly evaluating and recommending companies. For example, after experiencing a company's services, they share their thoughts directly on social media about their feelings. (Liu, Perry and Gadzinski, 2018) Good reviews can bring more customers to a business, allowing the business to develop a good reputation and convert potential customers into real ones. This can lead to more benefits for the business.  (Chen, Liang and Cai, 2018)

But social media is often a double-edged sword in this, with many businesses' would-be rivals maliciously badmouthing a business on social media. The rise of this 'online army' has to some extent used social media marketing as a weapon to attack competitors, deliberately interfering with consumer orientation. (Hearn, 2020) Here, social media influencing consumers' consumer orientation is considered. Consumers buy things that they clearly have no need for and they buy them simply because of the advertising on social media marketing. (Jin, Muqaddam and Ryu, 2019) 





There are even 'water armies' who maliciously attack companies and engage in blackmail, thereby seeking to make high profits. There are negative untrue consumer experiences and there are exaggerated untrue consumer experiences. Companies over-exaggerate their products and services to attract customers. And when customers actually experience them, the publicity and the real experience are often very different. So all kinds of untrue consumer experiences interfere with consumers' judgement to a certain extent, making it difficult for them to make a real and correct judgement. (Vashistha et al., 2019)

Re 互联网背景下社交媒体营销模式探究 

1.3.3 benefits of social media marketing 
But in many cases there are also very many benefits to social media marketing
According to Waad Assaad, Jorge Marx Gómez, social media marketing is a way to help companies better understand their customers' needs and thus help them build customer relationships more effectively.
Through social media, there has been a shift in the way companies use advertising and marketing campaigns, from the traditional newspaper, telephone, radio and television to a new form of online marketing based on social media. The most helpful aspect of social media is that it creates a connection between the company's stakeholders and allows the company to get direct feedback from customers.

At the same time social media can help companies to build a strategy around their product and service communities. It builds brand loyalty, increases the barriers of one's brand and helps companies to promote viral marketing through customer reviews.

Helping companies to listen more themselves to consumer suggestions and opinions. Social media can find a wide range of market research companies that help companies gather brand intelligence.

Social media platforms can also help companies gather information about their customers more effectively, although in many cases it is unethical in business ethics to gather information about customers and use it. However, there is no denying that this can be beneficial to a certain extent in terms of customer development.
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Figure 1：Single topic opinion buzz within 24 hours
Social Network in marketing (Social Media
Marketing)

1.4 social media marketing in telecommunication

In the telecommunication industry, the impact of social media influence is particularly significant. The essence of social media is the emerging communication tools. Companies in the telecommunication industry are mostly focused on the production of mobile phones in China. For example, HUA WEI OPPO ONE PLUS. (Tan et al., 2020) They themselves produce mobile phones with their own community-like apps, which facilitate small sets of their user groups. It is also a kind of social media marketing, where companies can easily make an effective social media marketing to the customers of their own products in a segmented customer market. (Khajuria and Rachna, 2019)



In for marketers, social media has the ability to achieve great results in a much shorter period of time at a very low cost. However, in the communications industry this can bring incalculable risks. 

In this study, the results of an online survey of 287 users followed by Egyptian telecoms companies on social media showed that social media marketing campaigns consist of three dimensions; fashion, personalisation and word of mouth. These attributes of social media marketing directly affect brand loyalty and indirectly affect brand equity mediated by brand trust. (Ebrahim, 2019)



1.4 social media marketing of XIAOMI

On how Xiaomi conducts social media marketing, xxx argues in his article. Xiaomi's chosen channels for social media marketing include Weibo and WeChat. Each channel has different characteristics and forms a matrix of communication channels.

Xiaomi has its unique Xiaomi community, which is the equivalent of a portal for the Xiaomi brand as a whole. In this, all kinds of information about Xiaomi's products are presented in a comprehensive manner. Xiaomi's fans are generally known as 'Mi fans' and this community also provides a platform for them to communicate with each other. The Xiaomi community has a unique daily signature slot, which gives 'Mi fans' the opportunity and power to express themselves on a daily basis. Similarly Xiaomi's Weibo account pushes Xiaomi to a much wider audience. Including on the WeChat platform Xiaomi will also have its own unique WeChat public number. All methods are designed so that Xiaomi can maintain a stable and good customer relationship. Making 'Mi fans' feel connected to the company. (Zheng and Huang, 2019)

At the same time, the community has established a good user experience feedback system, where 'Mi fans' share the physical products they have received and their experience of using them with the community after they have purchased them. This way customers who are already 'rice fans' in the community can buy with more confidence. The majority of companies make most of their profits from a small number of loyal customers. In this regard, Xiaomi's use of social media marketing is certainly outstanding. (TIAN, 2019)

Xiaomi has also set up, an online hometown system. This helps 'Mi fans' in a city to meet and get to know each other. From time to time, they hold lucky draws and other activities to promote the relationship of 'Mi fans' in the same city.

Xiaomi's marketing efforts are all aimed at creating a complete Xiaomi eco-system, so that its loyal customers can't live without Xiaomi. Imagine a customer who uses Xiaomi for their mobile phone, Xiaomi smart furniture for their furniture, and a partner they met through an online party. Such a customer who is fully part of the Xiaomi ecosystem will create so much value for Xiaomi. (Wang, 2021)


1.5 Summary of the literature and discovery of research directions

All the literature had already review tell that social media marketing is more environmentally friendly than many traditional marketing models, reducing the waste of paper for example in brochures, leaflets etc. It is also an important way to save on advertising costs for companies in China, compared to the tens of thousands of dollars a second spent on TV commercials. Social media marketing requires little more than manpower and creativity. For example, many of the social media mentioned in today's papers have long since been eliminated, with the old 'qq space, Renren' having been replaced by today's Jitterbug, Sina Weibo and WeChat.

In the reviewed literature, researchers also suggest that it is narrow-minded to arbitrarily assume that social media marketing is necessarily superior to traditional marketing, and that this view is not made of data. The researcher will subsequently investigate the data to determine which is better and which is worse for Xiaomi.

In the case of Xiaomi, Lei Jun, the chairman of Xiaomi, is a very personal and influential entrepreneur. This is something that is not mentioned in many articles.

In this article the researcher will focus on how Xiaomi is marketing itself in the emerging social media. Even how the founder Lei Jun's personal marketing interests have been used to market the company, and how social media marketing has been used to save on advertising costs and thus what benefits have been gained.









































Chapter 3 

1.0	Introduction

A summary of the literature in this field of study was completed in the previous phase. The reader was made aware of what social media marketing is and the importance of social media marketing to businesses today, but there are still some gaps in the field regarding Xiaomi's social media marketing strategy and consumer perceptions of Xiaomi's social media marketing. 



There is even a lack of understanding of how social media marketing can be implemented appropriately and what impact it has on the performance of a company. 

Researcher will be focus on the three objectives, in an example XIAOMI company,.

· First is how to use social media to marketing, How social media marketing is being used in the existing communications industry as a whole, with a focus on Xiaomi's current approach to social media marketing.

In this section the researcher will mainly use secondary data to support the analysis, using examples of marketing by various companies collected on various social media networks.

· Then is effect of company's performance by social media marketing. Take Xiaomi as an example. Whether the social media marketing conducted by Xiaomi can influence customers to bring revenue to Xiaomi.


This section will use some of the questionnaire and interview data and Xiaomi's publicly disclosed financial data to support the analysis.

· last one is challenge about social media in future. e. What kind of social media marketing is good and can help companies achieve their strategic goals. What do companies have to do to make complete use of social media marketing.


This section will make extensive use of first-hand data, collected from various sources, to evaluate Xiaomi's current social media marketing and make predictions for the future.
 
1.1 what is research 
Due to the nature of the research in this paper, a mixed methods study is used, which is a complement to the traditional qualitative and quantitative research. (Johnson and Onwuegbuzie, 2004)


Research is often defined as the creation of new knowledge in new and creative ways. Alternatively it is the use of summarising existing knowledge in order to generate a new understanding of the field. (Wright, 1966) This can include analysing and adding to previous research in order to produce new findings. (Westernsydney.edu.au, 2019) 

1.2 research onion 
The Research Onion Model presented by Saunders, Lewis and Thornhill (2016) in 'Research Methods for Business Students'. It is good research class model in this dissertation that can be effective in helping this part of the research to gather information and more comprehensive research.


 
[image: understanding the research onion]
Figure 2 research onion (Saunders, Lewis and Thornhill, 2016)


In this dissertation research onion will consists of a philosophy, an approach, a strategy, a selection of methods and a time frame.


1.2.1 Philosophy

Philosophy includes both positivism and interpretivism, with positivist research tending to be more scientific and interpretivism tending to be more qualitative in nature in academic argumentation. Positivism is more of an experimental, field-based study. (Hasan, 2014) Positivism focuses more on objective reality as existing outside of one's subjective perceptions, while interpretivism sees these as constituted by one's experiences. (Ryan, 2018) Often positivism is more realistic because it has real, measurable data. Interpretivism, on the other hand, relies more on the requirement for knowledge. (Weber, 2004) 

In this study is more focused on determining the substantial role that social media marketing plays for xiaomi. Thus, interpretivism is used more as a guide, as most of the time this type of research is difficult to collect very accurate and complete data and requires more intellectual analysis and inference. (Irshaidat, 2019) 
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Figure 3: Positivism and interpretivism (Soleymani, 2021)


1.2.2 Approach & strategy

A study of the usual inductive and deductive methods. Even a combination of the two methods in some cases. The inductive approach is suitable for cases where there is little literature and theoretical support, and the limitations of this approach are that it is difficult to really prove and verify.

The deductive approach implies the study and validation of theories based on previous work and is limited to the fact that the deductive approach is difficult to carry out if there is no literature base. (Streefkerk, 2019)


Social media marketing is an emerging marketing model, and Xiaomi is also an emerging mobile phone technology company, and there is no good reference in the overall literature to analyse this company's social media marketing. Therefore, the researcher chose to use an inductive approach, combining data and theories from different companies in the same industry, in order to finally evaluate the social media marketing methods and results of Xiaomi.


In this thesis, all the research and data are based on the foundation Xiaomi Corporation. So this is a case study, for which data was collected and thus analysed.




1.2.4 Choices of Methods 


One of the recommendations of the Onion study is to use a single research method mixed methods and multiple methods as the main research guide. The method chosen for this study was a mixed research approach to data collection. Both qualitative and quantitative methods were used in this study . Although the presence of COVID-19 did not prevent the researcher from studying it to some extent. Social media platforms were used to share questionnaires to collect data. The interviews were also conducted through social media, which to some extent also highlights the superiority of social media.


Secondly, there are many ways in which researchers collect and analyse data. Not only from specific websites or direct observation, but in many cases researchers collect more data from public comments . In order to gain a comprehensive understanding of Xiaomi's social media marketing. (Verschuren, 2003).

And, the study needed to first explore Xiaomi's specific social media marketing strategies from its annual report and website, and then from its revenue and customer questionnaires to understand whether its social media marketing was effective and how it was rated by its customers. A mixed research approach was chosen for this study, combining qualitative and quantitative data, hand-held and secondary data, questionnaires and interviews. (Wang, 2018)

The company chosen by the researcher is from China and will use more Chinese "Questionnaire Star" software to create the questionnaire when distributing it, which generates its own graphs and summaries of the data, without collecting personal information, including names.



1.2.5 Data collection 


1.2.5.1 Qualitative and quantitative

A quantitative study is a study that is conducted with a large amount of data and information. A large amount of data is analysed to obtain the nature of the object of study. (Ercikan and Roth, 2006)

Qualitative research is usually based on descriptive data and analysis. It is usually based on language, text. (Dixon-Woods et al., 2005)

1.2.5.2 method of collect information 

The researcher will design a questionnaire to first-hand data regarding social media marketing, the practical application of social media marketing in Xiaomi. The target audience for distribution is the general social media users.

Using questionnaires gives a clear picture of the information and information and opinions of the people being collected, as it is a direct survey and a way to reach out to the audience directly. However, there are still considered to be some problems in the tradition, firstly the use of large amounts of paper can cause a degree of waste of resources, secondly the large amount of data that needs to be would be aggregated and analysed, there is a huge amount of work involved in this method and finally the time to distribute and collect is a time consuming and labour intensive process. (Parajuli, 2008)


Today researchers use a function in WeChat to conduct questionnaires, which is good for avoiding the above problems, whether it is the initial questionnaire or the analysis and summary of the data or even the graphing that is done by the app.







Based on the data obtained from the questionnaire, the researcher will then conduct in-depth interviews with key users of XIAOMI's products to collect data. An in-depth interview, also known as an unstructured interview, is a type of interview used by the researcher to obtain information in order to gain an overall understanding of the respondent's views or situation. (Rita, 1999)

This method has a significant open-ended character, but at the same time is limited by the personal sensitivities of the interviewees, with the same questions being asked to the same interviewees and even different data being returned depending on the mood of the day. The data collected in this method is often highly unstable. (Lederman, 1990)











1.3 Question and literature review matrix

	Questions in survey
	Answers
	Relation to chapter two 

	Q1 How old are you ?


	18-22
23-25
25-30
Over 30
	Questions 1-3 were all demographic which will help to gather relevant information. to create charts and use age or occupation to break down further when analysing some key data. 

Social media use is related to age and occupation and even gender to some extent. (Vaast, 2019)

	Q2 What kind of work do you do?
	Corporate employee
Civil servant
Student
Freelance
	

	Q3 What is your gender?
	Male
Female
	

	Q4 4 How often do you use social media apps?
	Daily
Often
Occasionally
Never
	Q4-5, a survey of the amount of time users spending on social media on a daily basis, thus paving the way for subsequent conclusions on the frequency of exposure to social media marketing. (Scott et al., 2017)

	
Q5 How much time do you spend using social media? (a day)
	Three hours or less
Three hours to five hours
Seven hours to nine hours
Nine hours or more
	

	Q6 Which of the following activities have you used social media for?
	Making friends
Watching videos
Watching news and gossip
Read forums and articles
Posting comments
Share your daily life
Shopping
Work
	Q6-9, in order to gain a deeper understanding of what users are using social media for, and thus analyse the likelihood of them being exposed to social media marketing. 



At the same time social media was initially used to provide a channel for people to communicate online and with the development and advancement of technology it has gradually become available for businesses to use for marketing. 

So whether users believe in or reject some of the additional items from social media is an important determinant of the success of social media marketing. (Vinuales and Thomas, 2020)

	Q7 How would you evaluate the quality of the information you get from social media platforms?
	Very good
Good
Moderate
poor
Very poor
	

	
Q8 How do you see companies advertising on social media platforms?
	Interferes with normal use
Doesn't matter
Makes sense Useful for purchase
	

	Q9 Your views on the additional features of social media platforms (e.g. WeChat applets, public numbers, Jitterbug live streaming with goods)
	Very interested
Watch in your spare time
No point
	

	Q10 Have you ever used any Xiaomi products
	Used a mobile phone  
Used a product other than a mobile phone 
Used both of the above 
No
	Q10-12, The best marketing is meaningless if the product itself is poor, so it is vital to know what customers think of Xiaomi's products. (Wan and Sanders, 2017) 

Xiaomi has a wide range of products and different users focus on different products, so it is important to identify the type of products that customers want for marketing. 

The company has a wide range of products and different users focus on different products.(Shou et al., 2017)

	Q11 How would you rate the Xiaomi products you have used?
	Great
Good
Bad
Normal
Haven't used it No comment
	

	Q12 Which do you think appeals to you more when comparing the phone to Xiaomi's other products?
	Mobile phone
Home products
Home appliance
Other electronic products
	

	Q13 Are you motivated to buy Xiaomi products by social media marketing?

	Yes 
No
	Q13-22, understanding the true motivation of customers to create a desire to buy is essential for good marketing. (Xiao, 2018) In addition to receiving social media marketing. 

Also if the customer's motivation to buy is derived from social media, then which is the dominant social media in China, for which the Chinese social media will be explained in the analysis phase. (Rahman, Khan and Iqbal, 2018)

It also collects user reviews of Xiaomi's existing social media marketing to help Xiaomi improve its social media marketing.

	Q14 What is your motivation for buying Xiaomi products?
	Browsing offline shops
Recommendation from friends
TV commercials
Loyal Mi fans No motivation needed

*Mi Fans: Long-time loyal customers of Xiaomi
	

	Q15 In which social media did you discover Xiaomi products?
	Dou Yin
WeChat
Weibo
Other
	

	Q16 What specifically attracted you to Xiaomi's social media marketing?

	The powerful features introduced in the ads

The spokesperson being your idol

The creative of the ad itself

The beautiful look of the product presented in the ad
	

	Q17 How often do you see Xiaomi's ads on social media platforms?


	Every day
Once every three days
Once a week
Never
	

	Q18 How would you evaluate Xiaomi's advertisements on social media platforms
	Meaningless Not a big deal
Crossed right over No impact
The ads were good No desire to buy
Very eye-catching Desire to buy
	

	Q19 Your attitude towards Xiaomi's marketing activities on social media?
	Actively following
Detailed understanding
Automatically ignore, not interested
Don't trust much, doubt authenticity
Relatively disgusted, easily create negative impressions
	

	Q20 Do you actively search for information about Xiaomi Corporation or Xiaomi phones on social media platforms?
	Yes
No
	

	Q21 Which Xiaomi companies are you impressed with in terms of social media marketing?
	Promotions for Xiaomi phones

Not aware of any Weibo marketing activities by Xiaomi

Branding videos such as the Xiaomi Youth "microfilm"

Links to Xiaomi phones and events

Hot topics for Xiaomi phones or events

Recommendations from big social media platforms with a certain number of followers

Event information retweeted by a friend @ your own sweepstakes
	

	Q22 Your suggestions for Xiaomi's social media marketing
	Fill-in-the-blank questions
	

	Q23 What do you think are the advantages of marketing on social media platforms for businesses (including but not limited to advertising, live streaming)?
	High speed
Wide Audience
Low cost
not limited by environment
building ecology
environmentally friendly
Your complement
	Q23-24, customer perceptions of social media marketing are important, and if some customers hate it, too much marketing will only be counterproductive. (Alalwan et al., 2017)

	Q24 What do you think are the shortcomings of marketing on social media platforms?
	Mass placement leads to customer resentment of the business
Choosing the wrong platform or promoter leads to counterproductive results
Negative press about the promoter can lead to negative publicity for the company
Extremely time-sensitive
Your complement
	

	Q25 Do you follow Lei Jun's personal account on ShakeYin or Weibo?
	Yes
No
	Q25-30, Many companies in China are popular in having entrepreneurs as the face of the company, and Xiaomi is a pioneer of this model. Gathering customer perceptions of this emerging marketing model is useful to help use it better.

	Q26 Why do you follow Lei Jun's social media accounts? Multiple choice
	Bored and want to see
Want to know more about the entrepreneur's life
Want to know more about Xiaomi's corporate culture 
Just follow Never read the content

	

	Q27 Would you buy Xiaomi products because of Lei Jun?
	Yes
No
	

	Q28 Do you think it is good for entrepreneurs to do social media marketing themselves?
	Yes
No

	

	Q29 Your resaons 
Based on the second option of question 28
	Entrepreneurs don't bring in as much traffic as celebrities
Entrepreneurs should have more important things to do
It's easy to brand a business with a particular person
Your addition
	

	Q30 Your reason 
Based on the first option of question 28
	Savings
Grounding the corporate image
Better promote the company culture
Your complement
	

	Q31Which Xiaomi-related social media platform accounts do you already follow?
	Xiaomi Mobile
Redmi
Xiaomi Box
Xiaomi Community
Xiaomi Fan Support Club
Do not follow
	Q31-35, a survey based on the real followers of Xiaomi's existing social media accounts to see the potential of Xiaomi's current social media marketing. (Pee et al., 2019)The survey also looked at customer engagement with Xiaomi's social media marketing. (Shih, Lin and Luarn, 2014)

	Q32Which social media?
	Microblogging
WeChat
Shake
Taobao
Pindoduo
Jingdong
	

	Q33What forms of social media advertising are you more interested in?
	Text + image
Short video
Long video
	

	Q34Have you reported or complained about Xiaomi's marketing activities on social media
	Yes
No

	

	Q35Have you ever recommended, @ or retweeted information about Xiaomi's social media marketing campaigns to a friend?
	There is mutual communication and response

There is communication without response

Self-regarding but no communication

No attention
	




Table 1: Questions in the questionnaire relating to chapter two the literature review




1.4 Pilot Study

In order to obtain high quality results, a pilot study with relevant experiments and accuracy performance needed to be designed. For this reason it is useful to effectively analyse the feasibility of the main study before it is carried out . (In, 2017)The pilot study is the first step in the overall research protocol and the pilot study is usually carried out before the main experiment to analyse its validity. (Lancaster, 2015)




1.5 Interview design

The researcher conducted three interviews with the researcher's peers, the researcher's elders, and a marketing practitioner. A total of four questions were designed, and because of the covid-19 relationship all interviews were conducted via video call.

1.6 analysis

The researchers will use a Chinese software called Questionnaire Star to collect and analyse the data from the questionnaire and use graphs to present the data. The open-ended interviews will be analysed using a thematic approach to look for any common themes, trends or patterns.

1.7 Reliability and validity

Reliability and validity are concepts used to assess the quality of research.

Reliability indicates the extent to which results can be reproduced when a study is repeated under the same conditions. The consistency of results is checked by different time spans and different observers.

Validity is to a large extent a true measure of the extent to which they should be measured. (Middleton, 2019)
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Figure 4: Reliability vs validity: what’s the difference? (Middleton, 2019)

1.8 limitation 

As the aim of the study was to find out the opinions of the general public, it was reasonable to use a sampling method. However in this, it is difficult to ensure that every survey is valid because the covid-19 researcher was unable to distribute the questionnaire offline, which made it difficult for the online questionnaire researcher to know if the respondents were scribbling. (Leung, 2001)

People's perceptions of things are very subjective, and often the same advertisement can be viewed differently or even contradictorily depending on gender and age. So there are some errors in this, although the survey is designed to ensure objectivity, it is difficult to avoid such mistakes because each respondent is subjective. (Stone, 1993)


1.9 Ethical Considerations

Ethics usually considers whether research is appropriate in terms of social issues. Ethics are needed to govern the design, use and storage of data. Ethics in research includes whether it is supported by the public, social responsibility, etc. (Kjellstrom, Ross and Fridlund, 2010)

The primary information in this study is anonymous and the data is secure to meet the ethical considerations. All specific personal information, including names, will not be disclosed. The study is also voluntary and all participants are over the age of 18. The data is stored on the researcher's personal account, which is password protected to prevent misuse. This goes some way to avoiding ethical risks and makes the study healthy and ethical. (Dawson et al., 2011)
3.10 Conclusion 

This chapter identifies the direction and methodology of the study, the direction of secondary data collection, and the methods of primary data collection (questionnaires and interviews). Also the mixed research approach and the case study strategy used in this study are explained. The analysis of the collected data is explicitly presented in Chapter 4.





































Chapter 4

4.1 Introduction 

The previous chapter consisted of some research methods and guidelines, in this section aimed at achieving the research objectives of this thesis doing the basis of the data. The survey collected 356 respondents, each with a 100 per cent question completeness rate, along with three interviewed volunteers. 

Their perceptions of social media marketing and the evaluation of Xiaomi's existing social media marketing were investigated. This data will be used in this section to respond to the three research objectives covered in the previous chapter. A critical and dialectical analysis is also conducted. (Wodak and Meyer, 2016)


4.2 Data analysis

Data analysis is the process of counting and classifying the data that has been collected so that it can be more easily applied and finally some conclusions can be naturally drawn from it. (Ram Gnanadesikan, 1983)

The main purpose of analysing and managing the data in this dissertation is to respond to three objectives, so the data will be developed based on these three scopes.


4.2 Methods 

The online questionnaire generated quantitative data, based on a Chinese online questionnaire software (Questionnaire Star) and automatically generated icons within it. It is possible that some Chinese may appear in the icons, but the researcher has tried to avoid this. The analysis was based on a positivist approach and the researcher was faced with the challenge of managing the large amount of data to ensure that the quantitative data would produce conclusions in the most appropriate and natural way.

By disaggregating by gender, age and occupation, thus avoiding individualised differences due to a number of objective factors. The results of the questionnaire are not presented in full, but are intended to be critical when responding to key objectives. A cross-tabulation of the two questions is used to draw valid conclusions. ...


4.3 Overview data from questionnaire 
4.3.1 Demographics

Basic information about the respondents is an important part of the survey, but also in conducting social media marketing. (Ott and Longnecker, 2020) Because of the covid-19. questionnaire was shared via social media, the respondents were mainly of a similar age to the researcher. Of the respondents, 85.95% were between the ages of 18-22 and 86.8% were professional secondary school students. 79.21% of the respondents were female and only 20.79% were male. Here the researcher believes that to some extent it shows that women have a stronger interest in social media related questionnaires.
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Figure 5: Q1 Age of Respondents 
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Figure 6: Q2 Job of Respondents
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Figure 7: Q3 Gender of Respondents



4.3.2 Social media use

Respondents' use of social media, both in terms of time and specific content of use. The data from several of these questions shows that 67% of people use social media software on a daily basis. At the same time, only 1.97 per cent of the population, based on a sample of 356, or seven people, do not use social media at all. \

The vast majority of people use it for almost three hours. Among the most popular uses of social media are making friends, watching videos and shopping. It can also be seen that only ten people are dissatisfied with the information they take in on social media and the vast majority are more than satisfied.

[image: ]


Figure 8: Q4 How often do you use social media apps
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Figure 9: Q5 The amount of time you spend on social media platforms each day


[image: ]
Figure 10: Q6 Which of the following activities have you used social media fo
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Figure 11: Q7 Overall, how to rate the quality of information you get from social media platforms

It is easy to see from figure12 and 13 that existing advertising on social media is ineffective and only eleven percent of people will make a purchase. Even forty-four percent think that it interferes with normal use. Only sixty-nine per cent of people will pay attention to social media marketing messages at their leisure.
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Figure 12: Q8 How to think about advertising for companies on social media platforms
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Figure 13: Q9 Your views on the additional features of social media platforms (e.g. WeChat applets, public numbers, Jitterbug live streaming












4.3.3 Reviews of Xiaomi's products

This part of the figures shows that Xiaomi's mobile phones are still the main consumer target, while Xiaomi's non-mobile business has also had a good sales volume. Overall Xiaomi's products are good and the vast majority of users think they are good. Home products and other electronic products such as rechargeable batteries and headphones are well received.
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Figure 14: Q10 Have you used Xiaomi products
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Figure 15: Q11 How do you rate the Xiaomi products you have used
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Figure 16: Q12 When comparing it to Xiaomi's other products, which one do you think appeals to you more


4.3.4 Purchase behaviour

With this part of the data, the influence on social media only makes less than half of the people want to buy. Also the most crucial factor for Xiaomi as a brand is the excellent value for money. The three main social media platforms in China are Douyin, Wechat and Weibo, which are similar to Tiktok in that they provide a platform for users to share short videos of their daily lives, Wechat is similar to Fackbook in that it provides a platform for daily chats and sharing of life among friends, and Weibo is similar to twitter in that it is a platform for socialites or celebrities to share their lives. Weibo is a platform for socialites and celebrities to share information. The data shows that Xiaomi's main social media marketing is not on any of the major social media platforms. (Delisle, Goldstein and Yang, 2016)

It is also clear that Xiaomi's marketing is currently low, and that the advertising is inefficient and hardly stimulates the desire to buy. There are even some that have a negative impact on the company, but it is good to see that Xiaomi's social network accounts are still highly visible.
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Figure 17: Q13 Has social media marketing motivated you to buy Xiaomi products?
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Figure 18: Q14 What is your motivation for buying Xiaomi products
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Figure 19：Q15 On which social media did you discover Xiaomi products
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Figure 20：Q16 What specifically appeals to you about Xiaomi's social media marketing
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Figure 21：Q17 How often do you see Xiaomi's ads on social media platforms
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Figure 22：Q18 How do you rate Xiaomi's advertising on social media platforms
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Figure 23：Q19 Your attitude towards the marketing activities conducted by Xiaomi on social media? (e.g. @friends, coupons, etc.)
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Figure 24：Q20 Do you actively search for information about Xiaomi Corporation or Xiaomi phones on social media platforms
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Figure25：Q21 Which Xiaomi companies are you impressed with in terms of social media marketing


Question 22 was a fill-in-the-blank question and the researcher chose a few meaningful answers to create a table.

	Respondent Serial Number
	Suggestions 

	1
	Improving quality

	2
	More accurate placement on platforms

	8
	Better use of social media traffic

	20
	More display of Lehman's message

	198
	More diversity

	209
	More stars

	290
	Youthfulness

	301
	No advertising





Table: Q22 Your suggestions for Xiaomi's social media marketing





4.3.5 Advantages and disadvantages of social media marketing

The main advantages of social media marketing as perceived by respondents are its wide audience reach, low cost and speed of distribution.
At the same time, the main disadvantage is that it is easy to create a negative impact on customers, and the wrong spokesperson is likely to bring the company down.

[image: ]
Figure 26: Q23 What do you think are the advantages of marketing on social media platforms for businesses (including but not limited to advertising, live streaming)
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Figure 27：Q24 What do you think are the shortcomings of marketing on social media platforms


4.3.6 The face of social media

While seventy-seven percent of people do not follow Lei Jun's personal account, there are still some who say they will in the future but mainly because of curiosity rather than a liking and desire to know more about the brand. Ninety-four percent of respondents said they would buy Xiaomi products because of Lei Jun, while sixty-eight percent of respondents thought it was good for the entrepreneur to be the face of the company. 

The main reason is better promotion of corporate culture and better corporate image. But the main downside comes from the fact that it is easy to brand a company with a particular person.

Meanwhile short videos remain the most popular means of social media distribution for users, while forty-three percent of people don't follow any of Xiaomi's marketing activities on social media at all.
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Figure 28：Q25 Do you follow Lei Jun's personal account on Shake or Weibo
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Figure 29：Q26 Why do you follow Lei Jun's social media accounts
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Figure 30：Q27 Would you buy a Xiaomi product because of Lei Jun
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Figure 31：Q28 Do you think it is good for entrepreneurs to do social media marketing themselves
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Figure 32：Q29 Your reasons
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Figure 33：Q30 Your reasons
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Figure 34：Q31 Which Xiaomi-related social media platform accounts do you already follow
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Figure 35：Q32 Which social media
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Figure 36：Q33 What forms of social media advertising are you more interested in
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Figure 37：Q34 Have you reported or complained about Xiaomi's marketing activities on social media
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Figure 38：Q35 Have you ever recommended, @ or retweeted information about Xiaomi's social media marketing campaigns to a friend







4.4 Information presented from interviews

The first interviewee
Graduate student in marketing Heavy social media user
One year of experience with Xiaomi products

	Questions
	Answer

	Which social media platforms have you visited for marketing?
	The Weibo login screen often features ads from KFC, XIAOMI, HUAWEI, and food recommendations from VW Dianping (a Chinese food review app).
I have also received ads from WeChat and have even seen food podcasts on Douyin

	Views on this
	Also on social media platforms, they like to see what their friends or online friends share inadvertently, thus creating a desire to buy.

Opinion on social media marketing is that it doesn't matter
It doesn't interfere with everyday use and browsing of information but at the same time it doesn't make you want to buy the product itself except for the food category.

	What kind of social media marketing currently exists at Xiaomi, and what do you see as the benefits and shortcomings?
	The current placement is not attractive enough for the participant 
There are no celebrities that you like The current Xiaomi campaign is still focused on mobile phones but the interviewees want more home products The marketing should be more widespread 
Even if there is a favourite celebrity in the live broadcast, it's just a clip of the celebrity 
The format itself is limited to a certain range of people

	Participatory offline marketing activities
	Cosmetics shops will participate in the offline interactions promoted on social media platforms
Will not participate in the offline marketing activities of the company's clubs, but will be eager to participate at a later date, for example in the cosmetics category. Eager to widen their social circle because of a product.





The second respondent
Middle-aged people rarely use social media but are loyal users of Xiaomi

	[bookmark: _Hlk71152385]Questions
	Answer

	Which social media platforms have you visited for marketing?
	The general use of social media is still dominated by WeChat and Douyin, mainly looking at some short video ads based on social media marketing.

	Views on this
	Very good channels allow him to receive a good variety of up-to-date information , such as new product launches. Also will see a variety of short videos sharing Xiaomi home products on short video platforms. Other people's personal experiences make him very eager to buy

	What kind of social media marketing currently exists at Xiaomi, and what do you see as the benefits and shortcomings?
	Need a channel to get a comprehensive and detailed understanding of the product you don't need to be interested in
It is more likely to be shared by users than direct advertising by companies
Even for celebrities, the impact on consumers is minimal 
Purchase behaviour is mainly influenced by demand and price

	Participatory offline marketing activities
	Never been involved and don't want to be involved in the future




The third interviewee
Marketing practitioner and teacher of marketing

	Questions
	Answer

	Which social media platforms have you visited for marketing?
	Various include retweeting discounts, retweeting to collect friends' reviews, social media promotions on various social media platforms. There is also exposure to short and long-form video marketing. Even advertising in front of long videos.

	Views on this
	Social media marketing is still very new and meaningful, and this new approach can help companies save a lot of money, as well as helping customers to make a better choice of products. However, existing social media marketing is still ineffective, and it is difficult to do social media marketing well. Companies are still figuring it out and trying it out.

	What kind of social media marketing currently exists at Xiaomi, and what do you see as the benefits and shortcomings?
	For Lei Jun's behaviour, I appreciate that the connection between himself and the brand is greater, with a stronger affinity and persuasive power Celebrity endorsement does not deepen the goodwill of the company The spokesperson and the brand are separate The entrepreneur as founder is better able to convey the brand culture and maintain the brand image 
There are many things that a celebrity can endorse, but a brand founder can only endorse his own brand, which is a more prominent image

	Participatory offline marketing activities
	Have attended some offline new product launches of companies, car clubs. To some extent it will lead to some purchases and widen the social circle, but in general it is a waste of time.







4.5 Second-hand information

There is very little information in this section, as much of the data is difficult to quantify whether it is used for social media marketing or not. In total, there are two paragraphs from the data disclosed in Xiaomi's 2020 annual report.


Xiaomi's sales and promotion expenditure increased by forty percent from RMB2.3 billion in 2019 to RMB3.2 billion in 2020. This is mainly for marketing and promotion. (XIAOMI, 2020)

Of which promotional advertising was noted to increase from six hundred and eighty-one million yuan in the second quarter of 2019 to 1,068 million yuan in the second quarter of 2020. The increase amounted to fifty-six percent. This was mainly due to increased promotion of 5G phones and high-end phones.

R&D spending increased by twenty-five percent from RMB1.6 billion in 2019 to RMB2.0 billion in 2020. (XIAOMI, 2020)

The new social media marketing strategy will also see the launch of a new social app "Xiaomi Youpin". This is Xiaomi's new strategy to focus on a socially accessible e-commerce platform. In it, consumers engage in 'viral marketing' with each other to generate purchases. (XIAOMI, 2020)
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Figure 39 Lei Jun's personal Weibo
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Figure 40  Wangyibo‘s personal Weibo
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Figure 41：Leijun‘s Douyin F









4.6 Data analysis based on three objectives
All three areas of data collected by the researcher have been listed and in this section the researcher will summarise and analyse the data based on three research objectives

4.6.1 How Xiaomi uses social media for marketing

Xiaomi's social media strategy is as follows. Xiaomi currently has two spokespeople on social media, one is Chinese star Wang Yibo and thought is Lei Jun, Chairman of Xiaomi. Both spokespersons are by Weibo and Douyin accounts respectively and are sharing updates almost daily. The two spokespersons directly reach two of the largest customer audiences, the young and trendy celebrity followers and the loyal Xiaomi users who are focused on product performance and quality. 

From figure39-41 you can see that Lei Jun's personal Weibo followers are up to 23 million, while Wang Yibo's is up to 38 million followers. Lei Jun's ShakeYin account has 9.5 million followers.

Both of them have a huge influence on social media, with millions of buzzes from random developments. The economic value that can be created is also unimaginable.

These two types of customers contribute the vast majority of Xiaomi's revenue. Xiaomi's unique social media e-commerce platform gives Xiaomi's loyal users, also known as Mi fans, a place to interact with each other, in which loyal users spread the word and influence each other, bringing huge marketing value to the company.

Xiaomi also has a variety of advertisements on different social media platforms, and even a weekly live stream of Xiaomi's products on its Douyin account. Live streaming is an emerging marketing method in China, where an anchor shows products to customers online in a live stream.

At the same time various retweets of discounted promotions are made on various social media platforms.
Strategically Xiaomi's social media marketing strategy is still very much intact.


Based on the information gathered, the researcher concluded that there is still much room for improvement in Xiaomi's social media marketing.

Users still spend a lot of time using social media in general, which means the future of the industry is huge. However, Xiaomi's social media marketing has not actually been very effective in motivating customers to buy. At the same time customers pay very little attention to Xiaomi's marketing activities.

It is worth acknowledging that the majority of respondents are pushing for the chairman as the spokesperson of the company, which is a social media marketing strategy that Xiaomi deserves recognition.
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Figure 42：Cross-tabulation, frequency of use of social media and whether purchase desire is generated



4.6.2 The impact of social media marketing on Xiaomi's performance

This part of the data is actually very difficult to collect, as it is difficult to say how much revenue social media marketing actually generates for a business, but it is possible to find out through some details thatThis also goes some way to saying that online shipments are greater than offline. Much of the credit for driving customer purchases is also due to social media marketing. The figures in the annual report also show that Xiaomi spends more on promotion than on marketing, and that it is the quality of a product and its marketing that directly affects its sales. These figures show that Xiaomi's sales are still largely dependent on good marketing.


4.6.3 The future challenges of social media marketing

Social media marketing in general is a promising business, but Xiaomi is actually underutilised, spending huge amounts of money and time but the results actually leave a lot of room for growth. The fact that consumption is the main function of social media for customers is a good indicator of the industry's future, and the fact that Xiaomi's products are recognised by users as being of high quality means that they are, to a certain extent, qualified to be marketed. However, Xiaomi still needs to improve on how to make effective and engaging social media advertising. But this question happened to be answered during the interview. The real social media marketing that customers need is passive and unintentional. Truly brilliant social media marketing doesn't let the customer see that it's an ad, and that's what customers tend to like. Because the person makes the customer have an initiative, the customer actively asks what the product is that is shared on the social media platform and what brand it is. Then the customer takes the initiative to buy. What a good business should do is to reduce some of the advertising, because it is to some extent reducing the goodwill of the customer. Businesses make good products and then show them off unobtrusively and let customers choose for themselves.

Meanwhile Xiaomi's home products have a lot to offer in terms of social media influence and can be a good showcase for the products, and research has shown that many people are more interested in home products than electronics.

In the future Xiaomi should amplify the personal influence of its chairman even more, the company has inevitably become tied to Lei Jun, much like Musk and Tesla. So a more personal approach to marketing with Lei Jun's influence could be a better way to save costs and make social media marketing more efficient.

At the same time carry out more youthful marketing activities, for example, do promotion in college freshmen exchange groups, this promotion should also be unconscious sharing, rather than a brain to invest in advertising in the marketing campaign.









4.6.4 

Overall the study was successful, with the appropriate data collected for each of the three objectives set by the researcher, and the method of analysis followed the mixed approach described in the previous section.



Hi Caroline, I have collected 356 samples until today because of covid-19, so my essay is not as complete as it could be, but at the same time I am only missing the last section, the main problem is that I find I am seriously over the word count, will this cause me to lose marks and secondly do I need to move my 4.3-4.4 sections to the appendix or do I need to move them to the appendix? Do I need to move my 4.3-4.4 sections to the appendices or keep them in the same form as I have them?
Thank you for your continued help and I look forward to your comments on my draft.
ZHOU ZIXUAN
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7.0 APPENDIX 

Thank you for your support for this research. It will take about ten minutes of your time, but it will play a key role in my research. Your answers will be treated in strict confidence and will be completely anonymous unless you choose to provide an email address. If you have any questions about this questionnaire, please contact Zhou Zixuan.




1 Your age

18-22
23-25
25-30
Over 30

Q2What kind of work do you do

Corporate employee
Civil servant
Student
Freelance

Q3 What is your gender?

Male
Female

Q4 How often do you use social media apps?

Daily
Often
Occasionally
Never

Q5 How much time do you spend using social media? (a day)

Three hours or less
Three hours to five hours
Seven hours to nine hours
Nine hours or more

Q6 Which of the following activities have you used social media for?

Making friends
Watching videos
Watching news and gossip
Read forums and articles
Posting comments
Share your daily life
Shopping
Work

Q7 How would you evaluate the quality of the information you get from social media platforms?

Very good
Good
Moderate
poor
Very poor

Q8 Do you believe it is safe to share your life on social media?
Yes
No

Q9 Are you concerned that you spend too much time on social media apps each day?
Yes
Yes No



Q10 Your views on additional features of social media platforms (e.g. WeChat applets, public websites, Jitterbug live streaming with goods)

Very interesting
Leisure time
Not meaningful 



Q11 Have you ever used any Xiaomi products

 Used a mobile phone  
 Used a product other than a mobile phone 
 Used both of the above 
No 

 Q12 How would you rate the Xiaomi phone you have used

Great
Good
Bad
Normal
Haven't used it No comment


Q13 How would you rate the non-phone products you have used from Xiaomi

Great
Good
Bad
Normal
Haven't used it No comment

Q14 Which do you think appeals to you more when comparing the phone to Xiaomi's other products?

Mobile phone
Home products
Home appliance
Other electronic products

Q15 Are you motivated to buy Xiaomi products by social media marketing?

Yes 
No 

Q16 What is your motivation for buying Xiaomi products?

Browsing offline shops
Recommendation from friends
TV commercials
Loyal Mi fans No motivation needed

*Mi Fans: Long-time loyal customers of Xiaomi

Q17 In which social media did you discover Xiaomi products?

Dou Yin
WeChat
Weibo
Other



Q18 What specifically attracted you to Xiaomi's social media marketing?

The powerful features introduced in the ads
The spokesperson being your idol
The creative of the ad itself
The beautiful look of the product presented in the ad

Q19 How often do you see Xiaomi's ads on social media platforms?

Every day
Once every three days
Once a week
Never

Q20 How would you evaluate Xiaomi's advertisements on social media platforms

Meaningless Not a big deal
Crossed right over No impact
The ads were good No desire to buy
Very eye-catching Desire to buy

Q21 Are you a fan of Lei Jun, Chairman of Xiaomi?

Yes 
No

Q22 Do you follow Lei Jun's personal account on ShakeYin or Weibo?

Yes
No

Q23 Why do you follow Lei Jun's social media accounts? Multiple choice

Bored and want to see
Want to know more about the entrepreneur's life
Want to know more about Xiaomi's corporate culture 
Just follow Never read the content

Q24 Would you buy Xiaomi products because of Lei Jun?

Yes
No
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