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[bookmark: _Toc120879845]Executive Summary
This paper comprehensively analyzes the conditions and strategies of international marketing of Chumis smart home, and helps Chumis understand the company's positioning and defects in the marketing field. On this basis, this paper analyzes the Xiaomi marketing strategy by using SWOT analysis and other relevant theories, with a view to putting forward measures and suggestions to further improve the international Xiaomi marketing strategy. To help China correctly and effectively expand the international market and achieve faster development. In addition, R&D is an international marketing strategy for Xiaomi control technology, which can provide experience and lessons for other smart homes in China, and expand their access to foreign markets and global marketing strategies. Help them achieve their international marketing goals.
1 [bookmark: _Toc120879846]Introduction
With the development and progress of the economy and society, people's lifestyles have undergone significant changes, especially in the new era when technologies such as big data, the Internet and artificial intelligence are widely used in merchandising services. People continue to contribute to the development of intellectual property, a new type of industry characterized by speed, efficiency, affordability, cost-effectiveness, quality and high standards. In addition, with the spread of new pneumonia in 2020, global health interventions have significantly increased the amount of time people spend at home. The growing demand for products that improve the quality of life in the home is creating new opportunities and challenges for the development of home intelligence.
The emergence of the smart home began in 1984, when the first smart building was built in the US. By 2019, the global smart home market will reach $6.6 billion and by 2022 it is estimated to exceed $1.35 billion. Compared to the US, UK, Germany, France and other countries, smart home penetration in 2018 was 15%, 8%, 5% and 4% respectively, while penetration in China was just 1%. Currently, three internet giants - Amazon, Google and Apple - dominate the global smart home industry, posing a major challenge to Chinese smart homes.
In December 2017, the Ministry of Industry and Information Technology released the Three-Year Action Plan on Next Generation Artificial Intelligence, which clearly proposes deepening the application of artificial intelligence, internet and other intellectual property technologies to develop smart understanding products. We will promote the popularity of smart devices and vigorously support the development of China's smart home economy. In addition, after the 19th Party Congress, the 14th Five-Year Plan again proposes to continue promoting the deep integration of the Internet, big data and artificial intelligence industries. Political support and leadership are very useful for China's smart home. Large Internet companies and related industries are taking advantage of the smart home.
In 2019, China's smart home market will reach 14.22 billion yuan. According to the data of the Institute of Advanced Industry Research, this figure will reach 5.176 billion US dollars by 2023. Administrative and budgetary aspects of the financing of the United Nations peacekeeping operations China has a huge space for industrial development. At present, the competition mode of China's smart home industry is mainly divided into three categories: the traditional Haier home appliance company representing traditional American home appliances represents Xiaomi and China's Internet companies, and the first enterprise with spring rice characteristics. According to DC data, the market shares of the United States and Haier in Xiaomi in the third quarter of 2020 were 16.3%, 11.3% and 9.8% respectively, ranking the top three in China's home intelligence market. Xiaomi Technologies Ltd. is playing an important role in the smart home in China.
At the 2019 World Conference on Artificial Intelligence, Xiaomi was named the National Platform for Open Innovation of the Next Generation Smart Home. China's GDP grew by 59.3%, up from 30.2%. Xiaomi launched the Xiaomi brand of smart home products in 2016. It has created dozens of smart products, including living room, bedroom, kitchen and bathroom rings, Xiaomi speakers, air purifiers and floor-washing robots, forming the outline of a complete epidemic ecosystem. Xiaomi's smart home is undoubtedly a success in China, but how can Xiaomi take its place in the face of an international market with fierce competition and huge room for growth? In this context, the study of Xiaomi Home's international marketing strategy has some theoretical value and practical relevance.
International marketing strategy is an important topic for scholars at home and abroad to study foreign enterprises. The activities of foreign enterprises, from market research to strategy development and choice, are of great importance. This paper analyses the international marketing environment of Xiaomi Smart Home from macro, domestic and competitive perspectives. Accordingly, traditional STP and 4PS target marketing strategies are adapted to the characteristics of the smart home by adapting marketing strategies, such as new retail, to the smart home. Taking Xiaomi's international marketing strategy for smart homes as an example, it also enriches the international smart home marketing theory system by creating a research system from environmental analysis to strategy interpretation and fact checking. It provides a theoretical framework for Xiaomi's international marketing and has some theoretical significance.
Based on the existing internal marketing strategy of smart home, taking the Xiaomi group as an example, this paper analyzes the application of its smart home products in international marketing strategies, expanding the research field. This paper enriches the case study of Xiaomi Group's intellectual property, and will match it with intellectual property in new marketing methods, including retail and marketing. The combination of traditional STP strategic target marketing strategy and 4PS marketing strategy analysis enriches the international marketing and strategic analysis system in this field.
2 [bookmark: _Toc120879847]Global marketing status of smart home market
[bookmark: OLE_LINK4][bookmark: OLE_LINK5]In recent years, with the emergence of new technologies such as ocean data, artificial intelligence, the simplification of intelligent operating systems and consumers' recognition of intelligent lifestyles, the global intelligent housekeeping industry has developed rapidly. The author then briefly analyses the development of today's global home intelligence market from three perspectives.
2.1 Market size and penetration
According to research by the Bonn Data Centre and others, the global smart home market will grow rapidly from 2016 to 2019. The market is expected to exceed 1,135 million by 2025. Administrative and budgetary aspects of financing UN peacekeeping operations in the US, the market will reach $86 billion in 2019. Administrative and budgetary aspects of financing UN peacekeeping operations In the US, the market size is 9.55% larger than in 2018." According to Statista and Equity Research, smart home penetration in major countries such as the US, UK, Germany, France and China will reach 15%, 8%, 5% and 4% respectively in 2018. Therefore, even though the smart home market is only in its infancy and product penetration is low, countries still need to actively build smart homes.
2.2 Regional and market distribution
According to a forecast published by Strategy Analytics in 2018, North America, Asia-Pacific and Western Europe will be the main markets for smart homes by 2023, accounting for 40%, 30% and 18% respectively. in 2018, the US is estimated to have 40 million smart homes, an increase of 20.4% year-on-year. As Figure 3.4 shows, the US has become the world's leading consumer of smart homes, while other countries are still lagging behind, indicating that demand for smart homes in the US is much higher than in other countries.
2.3 Product range and brand distribution
According to the official website mi.com, it shows that Xiaomi’s main products are smartphones, smart home appliances, laptops and tablets, TWS Earbuds and wearable devices, suitcases and lifestyle products.
Mobile phone is the first hardware product released after the establishment of Xiaomi, and it is also the most important hardware product category of Xiaomi Group's internal mobile phone × AIOT strategy. The four sub-brands of Xiaomi Group, Xiaomi, Redmi, Black Shark and POCO, all have smartphone products.
3 [bookmark: _Toc120879848]Development status of Xiaomi smart home
According to the official website mi.com, Xiaomi was founded in April 2010, Xiaomi is a consumer electronics and intelligent manufacturing company with smart phones, smart hardware and IoT platforms as the core. Based on the Mijia brand, it formulated a smart home ecosystem strategy and launched Mobile + AIOT, a dual engine that became the strategic foundation for the company's development over the next five years. In just 7 years since its establishment, Xiaomi's annual revenue has exceeded 100 billion yuan. As of 2018, Xiaomi's business covers more than 80 countries and regions around the world, in the same year, Xiaomi was listed on the Hong Kong Stock Exchange.
Xiaomi is mainly engaged in smartphones and other businesses. From 2015 to 2019, annual revenue from home networking and consumer products (smart TVs, smart audio, smart clothing, etc.) grew and exceeded the company's 2017 plan, exceeding RMB 200 billion in 2019.
Xiaomi's overseas expansion began in 2014 and has accelerated significantly since 2016. A globalization strategy was developed in 2019. According to Chumiska Group's 2019 financial statements, MMUI reached 310 million monthly active users, excluding smartphones and laptops, and 235 million internet connections. Xiaomi is gradually becoming the number one brand for smart living. At the 2019 World Artificial Intelligence Conference, Xiaomi achieved great success and was named "Smart Nation - Next Generation Artificial Intelligence and Open Innovation Platform". in 2010, the company made it into the global Top 500 for the first time, ranking 468th.
Xiaomi smart home provides consumers with all interaction opportunities based on Xiaomi router, Xiaomi smart phone and smart TV, as well as hardware and smart products related to Xiaomi ecosystem. With his young, diversified design style and low civilian prices, he created the first equal smart brand home.
Since the Sino US Group entered the overseas market in 2014, the Group has continued to grow rapidly and made remarkable achievements in the global structure. By the end of 2019, the epidemic had successfully spread to more than 90 countries and regions, reaching US $91.2 billion. Administrative and budgetary aspects of the financing of the United Nations peacekeeping operations Xiaomi has become a global enterprise. From 2015 to 2019, the sales revenue of Xiaomi in foreign markets and its share in total revenue are growing every year, which indicates that the demand for Xiaomi brands in foreign markets is growing year by year, playing an increasingly important role in the strategic components of the Group.
Over the years, Xiaomi Group's main revenue streams have been smartphones, internet and consumer products. From 2017 to 2019, operating income from these two products showed a rapid growth trend, with the share of media and consumer products in particular increasing year on year, mainly due to the growing demand for smart TVs and other online products." "Smart wristband and Xiaomi Engine.
Xiaomi accounted for $12.21 billion in revenue in 2019. This year, Xiaomi Group launched its "Sports + AIOT" strategy for the first time. Truth be told, these achievements are certainly impressive. Amid the global macroeconomic downturn and a slowing mobile phone market, Xiaomi phones are still showing negative growth, with overseas shipments ranking fourth globally. In particular, for the fourth consecutive quarter, Xiaomi smartphones performed best in the Indian market. In addition, Canals data showed that shipments of Xiaomi smartphones increased significantly in Spain, France and other Western European markets.
In 2019, online and consumer goods revenues amounted to $62.1 billion. Administrative and budgetary aspects of financing UN peacekeeping operations Direct investment from China amounted to US$250 million as of 31 December 2001. In particular, smart TVs, wearable devices and smart speakers are leading the market. Xiaomi TVs were exported 12.0 million units and the wearable smart device ranked first in global shipments. Meanwhile, the domestic network of the company, one of the world's leading consumer goods chains, has 235 million units.
In general, the Xiaomi market has developed very successfully, and the strategic direction of globalization has developed steadily. In the 2019 financial statements, Xiaomi said that the international expansion will continue to deepen, the market share in India, Europe, Latin America and Southeast Asia will expand, and actively explore other potential markets. In addition, Xiaomi will also strengthen cooperation with foreign telecommunications companies in developing and deepening sales channels.
4 [bookmark: _Toc120879849]PEST Analysis
4.1 [bookmark: _Toc120879850]Political environment
Judging by the active policies pursued by various countries, national policy support has laid a solid foundation for the development of smart homes and provided great opportunities for future development. However, it should be noted that there is no uniform code of conduct and standard for intellectual property in China and the international market. For Xiaomi's "smart" family, opportunities and challenges inevitably coexist on the road of internationalization. Seizing opportunities and solving problems are necessary measures to ensure Xiaomi smart home can participate in international competition.
4.2 [bookmark: _Toc120879851]Economic environment
While the overall economic environment in China is good, the international market is not optimistic. Firstly, China's economic development is still in its infancy and economic growth is slow; secondly, the major competitive advantages have yet to be established and technologies such as 5G, artificial intelligence and internet communications have yet to mature; thirdly, the outbreak of pneumonia has exacerbated the impact of the US-China trade war. In terms of the domestic and international economic situation, the current downward pressure on the economy is still serious, but the government has increased support for the smart home around the world, and the growth of domestic demand in China has laid a solid foundation for smart home development in China. Businesses have become more competitive in the international market. Faced with the impact of COVID-19 and the Sino-US trade war, Xiaomi Smart Home needs to properly avoid risks in the international marketing process, take full advantage of the favorable conditions created by the country, and actively respond to international market challenges.
4.3 [bookmark: _Toc120879852]Social environment
Companies must fully understand the social conditions of the local market in the host country. Social conditions are shaped by local human interaction and socio-cultural conditions. Currently, global population growth is slowing significantly and ageing is accelerating in developed countries and regions such as Japan, Korea and Europe. The target consumers of smart home products are mostly young people and young adults. As the demographic dividend is shrinking, this will have a huge negative impact on sales of smart home products. On the other hand, older people are more in need of help with smart products in everyday life than young people. In the future, the development of smart home products will be combined with artificial intelligence.
4.4 [bookmark: _Toc120879853]Technical environment
In line with the new paradigm, China has launched a national strategy to develop "mass entrepreneurship and innovation". Innovation is the key to entrepreneurship and development. Xiaomi Smart Home also needs to rely on technological innovation to become a stronghold in the international market. In recent years, with the support and guidance of government policies, smart home technologies such as internet, intranet and artificial intelligence have developed rapidly. The development of physical networks, the internet and artificial intelligence technologies has fully realized the high-tech and intelligent nature of smart homes. However, due to the immaturity of technologies such as 5G, artificial intelligence and internet communications, the development of the smart home still faces many challenges. 
5 [bookmark: _Toc120879854]STP Analysis
5.1 [bookmark: _Toc120879855]Segmentation
The market is segmented according to consumer behavioral criteria, including consumers' motives, usage and desires for buying smart home products. For example, consumers who are concerned about the price of a product usually do not buy particularly expensive products, but most smart homes on the market are expensive. At the same time, the price advantage is an advantage for smart homes, and those who are price-sensitive may be targeted. In addition, Xiaomi's intelligent management should fully explore the reasons why local consumers buy smart home products, such as time saving, air purification, cleaning, etc., and adjust the product marketing strategy according to the different motives.
5.2 [bookmark: _Toc120879856]Target markets
[bookmark: OLE_LINK1]When selecting overseas markets, Xiaomi will give preference to developing countries, taking into account different political, economic and cultural conditions. There is a huge potential market in developing countries such as China, where the company can offer better products and services than local companies. Compared to developed countries, local consumers have lower incomes and less purchasing power. However, US companies can successfully penetrate the local market because the technology services and prices are ahead of the competition and the local government treats them well and can attract investment. In contrast, developed countries have world-class smart home specialists such as Control 4, Honeywell, Clstron and Schneider. They invest in research and development, have strong science and technology, and a good global corporate image. When Xiaomi chooses a developed country in the early stages of its overseas market, it should be under the control of a large company. Second, based on the age factor of consumers, the target group is the young and middle-aged group, and the target countries are countries with relatively high-income levels and large populations of young and middle-aged people. And based on lifestyle characteristics, we choose countries that are relatively price sensitive. Consumers tend to be cautious in their consumption behavior, following the crowd and adhering to a technological lifestyle. They are frugal, fashionable, frugal and have an individuality. Finally, after selecting a target group to meet the needs and motivations of different consumers, we further segment the market by aggregating the features and benefits of smart home products in the US and selecting consumer groups that match the motivations and benefits of product purchases.
5.3 [bookmark: _Toc120879857]Positioning
Xiaomi Smart Home aims to enable every customer to enjoy the benefits of technology by discovering 'smart living', which means a better life for themselves. After segmenting the international market and defining the target market, Smart Home must define different market positioning for different target groups in order to establish the brand and better understand the company in the target market. Marketing should focus not only on advertising, but also on consumer groups to diversify marketing and increase the irreplaceability of the product. The smart home differentiation strategy for Xiaomi focuses on three main areas: product, packaging and service. On the other hand, Chumee offers a range of smart home products. With its eco-network and smart grid platform, it meets the needs and preferences of most consumers. Secondly, in terms of packaging, Xiaomi Smart Home pays special attention to packaging details. For example, while most smart homes prefer to use plastic bags for packaging small appliances, Xiaomi Smart Home prefers to use textured lacquer. Finally, in terms of services, Smart Home is not limited to selling enterprise products, but also manages online products such as the Xiaomi App Store, Xiaomi Browser and App Home. The combination of hardware and online products exponentially improves the overall consumer experience.
6 [bookmark: _Toc120879858]SWOT Analysis
6.1 [bookmark: _Toc120879859]Strength
· Price
Xiaomi Smart House is combined with official independent distributor activities. Official independence cuts out many middlemen and lowers the selling price of products. As long as business runs smoothly, Xiaomi will reward consumers. The prices of Xiaomi Smart products are always the lowest for the same configuration, but low prices don't mean low quality products. Xiaomi pays special attention to product quality and strictly controls every detail of the manufacturing process to make it truly useful and efficient.
· High management capability
Xiaomi will be 10 years old by 2020. Xiaomi's excellent achievements today are inseparable from the outstanding leadership of CEO Bruce Lee. In 2013, Li divided the development of the internet into three stages: the desktop internet, the mobile internet and the smart grid. He accurately assessed the future trend of Internet development and those connected devices will be the next direction of economic growth. On November 28, 2017, at the IoT developer conference held by Xiaomi, Li Qi gave a speech on "AI+IoT". In early 2019, Xiaomi began to implement the dual engine development strategy: mobile + AIOT. Then, on November 19, 2019, Xiaomi first demonstrated its core technologies at the developer conference. Lei Jun said AI+IOT would be the two links of Xiaomi's development in the next five years, as he accurately predicted that 5G+AI+IOT would become super-internet.
6.2 [bookmark: _Toc120879860]Weaknesses
· Low investment in R&D
Although CEO Lei Jun has said that R&D investment will reach $10 billion by 2022. According to the 2018 EU industrial R&D investment ranking, Amazon is 193.7 billion, Samsung 10.6 billion, Google 105.5 billion, China 102.9 billion, Microsoft 69.8 billion and Apple 76.1 billion. The smart home must compete with foreign smart giants Fast Smart, Honeywell, Amazon, Microsoft and Apple. As a result, Xiaomi Smart still needs more time to update its products and services in terms of R&D investment.
· Delayed entry into international markets
Until 2018, Xiaomi Smart Home saw the domestic market as an important target market for the company's market development. At that time, the markets of these countries and regions were never considered as strategic target markets, although there were "smart homes against the Xiaomi" in Africa, Central Asia and Latin America. Foreign smart home starts early and has rich experience. Understand consumer demand and consumption mode.
6.3 [bookmark: _Toc120879861]Opportunity
· Actively support government policies
With the development of 5G technology, artificial intelligence and communication network, intelligent housekeeping services are gradually approaching rapid development, and government policies are crucial to achieve high performance at present. Governments actively support the development of communication networks, artificial intelligence and internet technologies and include intellectual property rights in national development strategies. Smart homes will pay huge dividends when operating domestically, making it easier for companies to compete internationally.
· Keeping up with the times
In 2020, a new sexually transmitted disease virus will emerge around the world. To prevent the spread of the virus, governments are urging people to stay home. Based on an in-depth study of the internal report Global Consumer Trends and Supply Chain Alignment in the Age of COVID-19, this article summarizes trade data from Alibaba, an international cross-border trade platform. supply chain data from 15 home health sectors. on a global scale. The analysis shows that furniture, lighting and other related products rank first in terms of sales.
6.4 [bookmark: _Toc120879862]Threats
· Impact of the external political environment
Competition between the US and Europe and China has reduced China's market share in the US and Europe. The US government ban is undoubtedly a death blow for Chinese companies operating in the US. However, while China's market share in Western Europe has declined, Xiaomi's mobile phone share in the European market has not. As Xiaomi Smart Home's share in overseas markets is growing, we can take the opportunity to spread the word about our smart home products in overseas markets. However, Xiaomi Smart Home should always keep in mind the dangers of peacetime, carefully analyze changes in the international environment and understand the political situation in each country. Only in this way can we achieve sustainable development in the face of external pressure.
· Strengthen international competition
In addition to overseas smart homes, the products and technologies of traditional smart homes such as the US and Haier will effectively oppose Xiaomi's intellectual property proliferation overseas. As a new smart home, Xiaomi Home must face stiff competition and pressure to enter the international market.
7 [bookmark: _Toc120879863]Conclusion
A qualitative analysis of Xiaomi Smart Home's strengths, weaknesses, opportunities and threats in overseas markets suggests that Smart Home should choose an S-O growth strategy when tapping into international markets. They should take full advantage of their large ecosystem and price. In the era of the rapid development of 5G technology, artificial intelligence and network technology, we can capture more market share overseas if we follow Xiaomi Group's national policy and current strategy to meet the growing consumer demand.
However, Xiaomi faces the problem of insufficient investment in research and development and poor product innovation. In the long term, it is unlikely that the smart home will be able to compete between developing and developed countries. In addition, entry into the international smart home market has been delayed and the consumer habits and culture of foreign markets are still unclear, making it difficult to get it right; practice shops have few end products compared to online sales platforms. They complement each other and cannot be seen in isolation. Companies do not know how to work together and it is difficult to bring them together for a common victory.
8 [bookmark: _Toc120879864]Recommendations
8.1 [bookmark: _Toc120879865]Increase product innovation
For companies focused on smart homes, the ability to innovate is key to staying competitive. In some developed countries and regions, consumers are more focused on the innovative experience of high-tech products. In pursuit of a high quality of life, they also prefer high-tech smart homes. Innovation and high-tech smart home products are an important key to Xiaomi's successful expansion in developed regions. Therefore, in our overseas expansion, we should always put innovation first and invest more in innovative products. In order for companies to innovate their products, they first of all need a high-tech workforce. To create high-tech and smart homes, Xiaomi needs specialists not only in the design of traditional home appliances, but also in the internet, artificial intelligence, big data and other technologies; secondly, investing in Xiaomi alone is not enough. Most of the products manufactured by Xiaomi Smart Home are co-produced by Xiaomi and its ecological chain. Therefore, innovation must also be supported and encouraged within the OECD. Increasing the overall technological level of the chain contributes to the continuous improvement and optimization of the final product. Finally, product distribution is relatively easy. For smart homes, sustainable innovation is a complex and priority for their sustainable development. The upstream and downstream enterprises of Xiaomi must form a new corporate culture, ensure the continuity of product innovation, and ensure that smart homes continue to export more innovative products to the society.
8.2 [bookmark: _Toc120879866]Multi-cultural Management
The development of transnational marketing should be based on cross-cultural entrepreneurship and the urgent need to localize overseas distribution. Previously, Japan's destruction of Xiaomi was a good example of the immaturity of its concept of globalization. As information dissemination and consumer demand analysis increases, the external marketing environment becomes more and more complex. In addition, companies can attack the minefield of consumers and thus influence behavior in foreign markets. Therefore, in their overseas communications, companies must pay particular attention to establishing a more human contact with consumers, actively encourage their participation in local monitoring, build a positive corporate image, avoid resistance and get as close as possible to the global concept and local companies. By understanding the local culture, feeling the influence of the brand and integrating into the culture of foreign markets, the corporate culture is deeply integrated into the local culture.
8.3 [bookmark: _Toc120879867]Expansion of diversified sales channels
Xiaomi Defense’s overall strategy is to sell high-quality products at reasonable prices. Therefore, the smart strategy in overseas markets also focuses on commercial strategies." Xiaomi's Smart House is marketed overseas mainly through the internet. Xiaomi Smart House collaborates with many home appliance companies or platforms to gradually form a complete online product sales network. However, it distributes Xiaomi online, tries to fill offline sales channels, actively builds "Xiaomi House" showrooms and establishes cooperation with third-country retailers. While more attention has been paid to Xiaomi's prevention and control smart product sales channels in recent years, the international market still lacks understanding, attention and demand for Xiaomi's prevention and control smart products. The reason for this is problems with product line channel management, resulting in a lack of consumer experience and understanding of product features and functions and a reluctance to buy. Therefore, Smart Home should not only focus on online sales, but also address product lines to create a good user experience and help improve brand performance in overseas markets. The diversification of sales channels has not only significantly reduced Xiaomi Smart's operating costs, but also improved Xiaomi Home's price advantage and gradually expanded the overseas market.
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