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Abstract

With the rapid development of mobile internet technology and the significant improvement of peo-
ple’s living standards, consumer spending among residents is showing an accelerated trend of up-
grading and development. Smartphones, as indispensable digital products in people’s daily lives,
are experiencing a shift from low-end to high-end consumption. The market share of high-end phones
is increasing year by year, presenting significant development space and potential, and becoming
an important battleground for major mainstream mobile phone manufacturers to engage in fierce
competition. Domestic high-end mobile phone manufacturers, represented by Xiaomi, stand out from
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numerous vendors, and their brand marketing strategies are worthy of in-depth study. This article
employs the literature research method and analyzes the current status of Xiaomi’s high-end mobile
phone brand marketing strategies based on the 4P theory, identifying their marketing strengths and
proposing optimization suggestions and effective countermeasures to improve Xiaomi’s high-end
series mobile phone marketing strategies. It is hoped that this will contribute to the improvement
of Xiaomi’s brand marketing strategies and enhance its competitiveness in the high-end mobile
phone market to a certain extent.
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Table 1. Product matrix of Xiaomi’s smartphone business (Data source: Compiled from public information on the official
website)
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