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Abstract

This study focuses on Xiaomi Group'’s eco-chain marketing strategy based on 4P theoretical framework.

XEFIH: BN, 8. BT 4P FIBHELL N AR SRS ARSI TC]. TR % PFEIE, 2025, 14(3): 1194-1203.
DOI: 10.12677/ecl.2025.143815


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.143815
https://doi.org/10.12677/ecl.2025.143815
https://www.hanspub.org/

RN,

In the era of digitalization and intelligence, the construction of enterprise ecological chain is of great
significance, and Xiaomi has successfully built a huge ecological chain with its mobile phone business.
The paper conducts an in-depth analysis of the current situation of Xiaomi’s ecological chain, studies
and applies the 4P theory and the enterprise ecosystem theory. Its development has gone through
many stages, showing a diversified layout in product strategy, stepping into many fields and paying
attention to innovation and differentiation, and at the same time entering the field of car making. The
price strategy adopts penetration and mantissa pricing, which is cost-effective but has limitations. The
distribution strategy is effective but insufficient through the expansion of retail terminals and collabo-
rative management of channels. Promotion strategy also faces challenges by strengthening personal IP
and new media marketing. In view of these situations, this paper puts forward some suggestions on the
development of Xiaomi ecological chain, including optimizing product strategy, shaping high-end
brand image and continuous innovation; adjusting price strategy, supplementing value pricing and
improving flexibility; improving distribution strategy, expanding offline channels and integrating
data management; perfecting the promotion strategy, diversifying brand image, optimizing new me-
dia marketing and upgrading the rice noodle community, aiming at helping the sustainable develop-
ment of Xiaomi ecological chain and providing reference examples for other enterprises.
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Figure 1. Research idea framework
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Table 1. Xiaomi product information table
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Table 2. Innovation measures of Xiaomi eco-chain table
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Table 3. Penetration pricing strategy of Xiaomi eco-chain
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Table 4. Mantissa pricing strategy of Xiaomi
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Table 5. Major online direct sales platforms under Xiaomi
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