E-Commerce Letters TR 1¥iL, 2025, 14(8), 2395-2403 HKans X
Published Online August 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1482792

ET & ERERN/NKRFHSin

A
SN RZEATFERE, St SHEH

11u]=l=

SHIRREY

ot

ks H i 20254E7H6H s A HB: 20254F7H21H; KAAHB: 20254F8 26 H

R

ERREFITIHANFERS SHEBFFOMTHERT, "t CBon B i SSIAEER T 5 5 gt
FHNRUE R . ASCEU/NRFHIARORG], RERBEIEN “Mrteis” [ “mimiimE” B
HRBRR, SHPEHEIR. STPEMER S B EY, W-Rfg. M. RESHS5EHE
PUBI AN e RIS/ MR R R P R E HA RWE, ERRHIERBTE MR EREFTHERAER
54rEflE. sk, MRESHEBEZERR. Rili. BN, BESTFENEsammMsg, T
T R i R AR S A RIERIE , TR T & B3R T MG RE 7 - RN, B 5408, 3R, OPPO
FMMEEHE, AR OEARE S BEINRTHES - B EEA 77 THA H n 25 A kAR
BEFOAA, RIS R — 5 ME AR A0 &R EIREIAI R LR BEIARCA R O R
ZitbEstd R, NEPERFI GRS THE RN R R E R RRAE T ERER 5.

X 5in
RALEREE, RERE, WHEH, MKFH, ROETR

A Study on Xiaomi’s High-End Marketing
Strategy Based on Online Channels

Xiang Zu

School of Economics, Guizhou University, Guiyang Guizhou

Received: Jul. 6%, 2025; accepted: Jul. 21%, 2025; published: Aug. 26, 2025

Abstract

China’s smartphone market shifts from rapid growth to stock competition and consumption up-
grading, brand premiumization has become a key strategic pathway for domestic manufacturers
seeking sustainable profitability and global recognition. This study takes Xiaomi as a representative
case to examine its transformation from a “value-for-money” brand to a high-end smartphone
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competitor. Drawing on the 4P marketing mix, STP segmentation-positioning framework, and brand
equity theory, the paper analyzes Xiaomi’s strategic evolution across product design, pricing archi-
tecture, channel restructuring, and promotional mechanisms, with a particular focus on its e-com-
merce-driven transformation. The findings reveal that Xiaomi has successfully leveraged online plat-
forms—including JD.com, Tmall, its official site, and livestreaming platforms such as TikTok—to
construct a full-spectrum digital retail network that supports high-end product diffusion, brand sto-
rytelling, and customer engagement. Through comparative analysis with Huawei, Apple, and OPPO,
the study also identifies Xiaomi’s limitations in core system innovation and brand stickiness. It con-
cludes that Xiaomi’s path to premiumization is not simply a matter of pricing strategy, but a com-
prehensive process of experience-driven, e-commerce-supported, and perception-oriented brand
reinvention. This research provides theoretical insights and practical implications for Chinese
smartphone brands navigating the era of digital consumption.
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Table 1. Year-on-year change in smartphone shipments in H1 2024
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