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Abstract

As an emerging electric vehicle manufacturing enterprise, Xiaoniu Electric Vehicle has quickly
emerged in the market with its innovative products and unique marketing strategies. This study
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aims to conduct an in-depth analysis of the marketing strategies of Xiaoniu electric vehicles, in or-
der to provide useful reference and inspiration for the development of the electric vehicle industry.
Firstly, Xiaoniu electric vehicles are centered around innovative products, focusing on product de-
sign and technological innovation to create stylish and high-performance electric vehicle products
that meet the needs of consumers for high-quality travel. Secondly, Xiaoniu Electric Vehicle skill-
fully uses Internet thinking to reduce sales costs and improve brand awareness and reputation
through online sales and social media marketing. In addition, Xiaoniu Electric Vehicle actively en-
gages in cross-border cooperation, collaborating with enterprises in fashion, technology and other
fields to launch co-branded models and expand brand influence. Through the research on the mar-
keting strategy of Xiaoniu Electric Vehicle, this paper finds that the key factors for its success lie in
innovative products, the use of Internet thinking and cross-border cooperation. These strategies
have enabled Xiaoniu electric vehicles to stand out in fierce market competition and win the favor
of consumers. However, Xiaoniu electric vehicles still face many challenges in their future develop-
ment, such as intensified market competition and severe product homogenization. Therefore, Xiao-
niu electric vehicles need to constantly innovate, improve product quality and service level to adapt
to market changes. Through the study of marketing strategies for Xiaoniu electric vehicles, this ar-
ticle aims to provide theoretical support and practical guidance for the development of electric ve-
hicle enterprises in China.
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