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Background
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]The global mobile phone market has developed rapidly in recent years. According to Marketline's (2018a) data, in 2017, the total revenue of the global mobile phone market is 315.1 billion US dollars, with a compound annual growth rate (CAGR) of 3.4% between 2013 and 2017. China accounted for 18.9% of the total market value, reaching 59.7 billion US dollars. The market growth reached a staggering 11.2% in 2014. However, from 2015 to 2017, the growth of the Chinese mobile phone market seems to have stagnated (Marketline, 2018b). The reason for this phenomenon may be that the market tends to be saturated after undergoing rapid growth. This has led to an increasingly fierce competition in the Chinese mobile phone market, which is dominated by few large companies such as Apple, Huawei, Xiaomi and BBK (OPPO and vivo). Among them, Huawei accounts for 21.3%, Xiaomi accounts for 13.9%, OPPO accounts for 17.5%, vivo accounts for 16.5%, and Apple accounts for 12.9% (IDC, 2018). 

Xiaomi was formally established in April 2010. It is an innovative technology company focusing on the construction of high-end smart phones, Internet TV, and smart home ecological chains (Mi.com, 2018). The vision of the company is to make everyone enjoy the technology. The company applied the Internet to develop products and take away the middleman links so that everyone in the world can enjoy high-quality technology products from China. The company has maintained a surprising growth rate since its establishment. It sold 7.19 million mobile phones in 2012, and sold 18.7 million mobile phones in 2013. In 2014, it sold 61.12 million mobile phones. By 2017, as the world's fourth-largest mobile phone manufacturer, Xiaomi accounted for 7 percent of the global mobile phone market, following Apple’s Samsung and Huawei (International Business Times, 2018). The company`s rapid growth is inseparable from its unique marketing strategy. By studying Xiaomi's marketing strategy, this research hopes to provide some universally applicable conclusions and lessons to be learned from similar companies, thus achieving success in the fierce market competition.
Objectives
This research is aimed at the analysis and research of Xiaomi s marketing strategy for mobile phone. The focus of the research is to investigate how Xiaomi successfully applied the relevant theory of marketing strategy to the promotion of mobile phones. The main objective is as follows:
1. Analyse the mobile phone industry in China and the company status (internal and external environment analysis).
2. Evaluate the marketing strategy in product R&D stage (fan-based marketing strategy and compare it with Apple).
3. Evaluate the marketing strategy in product release stage (social media marketing strategy). 
4. Evaluate the marketing strategy in promotion stage (Business-to-Customer online marketing strategy and compare it with Amazon)
5. Analyse problems and give suggestions.
Literature review
The definition of marketing and Internet marketing
[bookmark: OLE_LINK3]The traditional notion of marketing concept can be described as that the companies achieve profit and other objectives by satisfying customers (Houston, 1986). However, Jobber and Ellis-Chadwick (2016) believe that it is not sufficient for the success of a company because it ignores competition. They indicate that marketing can be expressed as companies achieve their business goals by the activities meeting and exceeding customer needs and expectations in the competition.

The Internet is an evolving technology that promotes the development of new business relationships (Hinson and Adjasi, 2009). According to Chaffey (2009), Internet marketing, as a new form of marketing, can be defined as using the Internet and related digital technologies to achieve marketing activities. Digital technologies include Internet media such as websites, email and mobile phones, and media that delivers digital television. Internet marketing involves using websites for online promotions in practice, which aims to acquire new customers and provide services to existing customers in order to develop customer relationships.
Examining the marketing environment 
The market environment is composed of forces and factors that can influence the company's efficiency in providing customers with products and services (Fahy and Jobber, 2015). It brings opportunities as well as threats to companies. Through environment analysis, which means the activity of evaluating the information collected from environment, companies can make predictions to avoid negative influences on their business performance (Dibb et al, 2016).

[bookmark: OLE_LINK75][bookmark: OLE_LINK76][bookmark: OLE_LINK73][bookmark: OLE_LINK74]One of the most commonly used techniques for environment analysis is the Porter Five Force model (Lynch, 2015). Through analysis of suppliers, buyers, competitors, alternatives, and potential entrants, companies can adjust their strategies to enhance their competitiveness in the industry (Porter, 2008). SWOT is another environmental analysis technique that conveys a basic summary of the company's strengths, weaknesses, opportunities and threats (Lynch, 2015). These techniques are very helpful to the company's strategy producing and future evaluation.
Creating customer value
According to Jobber and Ellis-Chadwick (2016), in order to attract and retain more customers, the company will create customer value by meeting or even exceeding the customer's needs. Kotler (2017) believes that customer value is the difference between the customer's perceived benefits and the sacrifice of purchase. In general, the customer value can be delivered through brands, services, relationships, innovations and pricing.
Application of marketing mix
The concept of a marketing mix is proposed by Neil Borden (1964), which means that market demand is more or less influenced by so-called "marketing variables" or "marketing factors." McCarthy (1960) summarized these elements in four categories in Basic Marketing: Product, Price, Promotion and Place. In order to seek a certain market response, companies must effectively combine these elements in order to meet market demand and maximize profits. Jobber and Ellis-Chadwick (2016) give a detailed explanation of these elements in their book. The element of product means that the company should sell the right products to the right customers. Price requires different pricing strategies to adapt to different market positioning. Promotion refers to the communication activities that companies use various information carriers to communicate with the target market, including advertising, digital marketing, sales promotion, personal sales, and public relations. Place is a series of decisions about distribution channels.
Methodology
Research philosophy and strategy
[bookmark: OLE_LINK4][bookmark: OLE_LINK5][bookmark: _GoBack]This research applies a philosophy which combines qualitative and quantitative. Qualitative refers to the method of starting from the surface of things or things. Through careful thinking and analysis, it can analyse the internal nature of things and study the nature of things. Based on the previous literature review and the introduction of relevant theories, this research qualitatively analyses Xiaomi's specific marketing strategy. Further, interviews with company marketing staff will also be used as one of the analysis basis. At the same time, quantitative analysis was also used to analyse the effect of Xiaomi market strategy. Through the results of the questionnaire, the impact of the company's marketing strategy on customers can be assessed. Another source of research is the company’s official website and online forums. The company's official website can provide information on product prices, brands and service policies. These are the most direct sources of research. Feedback and opinions of customers on the company's product experience can be found on the online forum. These information can be used as the basis for analysis of Xiaomi's market policy. This research also adopts the method of case study as the source of secondary research. This is an easy and not dependent way to generate empirical data and information. By using Xiaomi as the research object, the strategies in the marketing process is analysed. After that, the effectiveness of these strategies is evaluated to indicate their strengths and weaknesses. The case study is mainly based on the Marketline.
Data collection techniques
This research plans to collect data by questionnaires and interviews. For the questionnaire, this research plans to ask 15 questions for Chinese consumers aged 18 to 45 through a mobile application and it is expected 40 to 50 responses. These questions will involve the surveyed people's mobile phone usage habits, mobile phone purchase trends, the views of Xiaomi brand and Xiaomi mobile phone use experience. The framework of the questions could be followed:
1. The age of the respondent.
2. [bookmark: OLE_LINK13]The mobile phone brand used by the respondent.
3. The factors considered by the respondent when purchasing the mobile phone, such as price, brand, and service.
4. Respondent's awareness of Xiaomi brand.
5. [bookmark: OLE_LINK12]In what channels have respondent heard about Xiaomi?
6. Whether the respondent know Xiaomi's press conference and its new products.
7. Respondent's views on Xiaomi's products and services.
8. What are the bad experiences of respondents who have purchased Xiaomi`s products?
For interviews, some questions will be sent to the company's marketing staff by email and one reply is expected at least. These questions will involve the company's competitiveness in current stage, specific marketing strategies and existing problems.
Data analysis Procedures
To make the results reliable, the research plans to adopt triangulation method, which refers to the use of multiple methods to obtain richer data (Wilson, 2014). The results of case studies, questionnaires and interviews will be compared to provide more information on the subject of the research. 

It must be admitted that there are some limitation in the research. Although the sample selection of the questionnaire was as random as possible, the respondents should be a smart phone user and educated because the distribution and collection of the questionnaire had to rely on a mobile phone application. This will make the research ignore non-mobile phone users and uneducated people. For interviews, it may not be representative for the sample is small. And the issue of bias, reliable and validity for the interviewee should be accounted. For example, the company’s marketing staff may conceal some facts in order to build a positive shape of the company. For case studies, the author's views may affect its objectivity.
Time scale
	MAY
	Proposal and its draft

	JUN
	The submission of proposal and Literature Review

	JUL
	Design, send and collect questionnaires and interviews. 
Start to analyse the data

	AUG
	Finish the analysis of the data and give the conclusion.

	SEP
	Adjustment and preparation for the final submission
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