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I. Syllabus



II. What is marketing ?

4 P’s (Product, Price, Place, and 
Promotion)





<Marketing Strategy>





III. Process of Marketing Management

• R->STP->MM->I->C (five steps)

1. R: Research (Market Research)

2. STP: Segmentation, targeting, and positioning (strategy)

3. MM: Marketing Mix (popularly known as the four P’s 
(product, price, place, and  promotion.))- marketing tactics

4. I : Implementation

5. C: Control (getting feedback, evaluating results, and revising 
or improving STP strategy and MM tactics)







Marketing Process









Example 1: Xiaomi (China) – 4 P’s



Xiaomi 4P Deep Dive + Co
mpetitor Comparison (Huaw

ei, Realme)
Prepared on 2025-09-06



Xiaomi: 4Ps Snapshot

• Product
• Triathlon: Hardware + Internet Services + New Retail
• AIoT ecosystem (phone as hub), HyperOS
• Flagship imaging via Leica partnership
• New category: EV (SU7)

• Price
• Hardware net profit cap ~5%
• Aggressive entry pricing; bundles; limited-time flash sales

• Place
• Omni-channel: Mi.com, Mi Home, third-party retail
• Rapid offline expansion in China + overseas

• Promotion
• Fan/community-driven; Mi Community; social media
• Localized ambassadors; experiential (factory tours, roadshows)



Deep Dive – Place (Distribution)

• “New Retail” integrates online + offline with data-driven oper
ations

• Large Mi Home / Xiaomi Store footprint in Mainland China (1
0k+ outlets)

• Overseas push: SE Asia, 200+ Mi Home abroad (Q2 2025), mo
re planned

• Goal: dense physical presence for trials, finance options, after-
sales service



Place – India & SEA Execution

• India
• Started online-first (flash sales); then hybrid with Mi Home + partner

s

• Scaling exclusive & preferred partner stores; rural reach

• SEA
• Prioritize Thailand/Malaysia store rollouts

• O2O: online discovery → offline trial → app-managed ownership



Promotion – Community & Experiences

• Mi Community forums, social co-creation, low traditional ad s
pend

• Flash-sale ‘hunger marketing’ to spark buzz and scarcity

• Experiential: EV factory tours, launch events, camera co-brand
ing (Leica)



Product – Ecosystem & Flagship Storytel
ling
• Phone-centric AIoT (wearables, home, scooters, TVs) with app 
tie-ins

• HyperOS → Human × Car × Home integration

• Leica-tuned cameras differentiate premium flagships



Price – Monetize Beyond Hardware

• 5% net hardware profit cap (long-term pledge)

• Value-for-money positioning drives installed base

• Services, ads, cloud, accessories lift lifetime value (LTV)



4P Comparison: Xiaomi vs Huawei vs Re
alme

Brand Product Price Place Promotion

Xiaomi AIoT + EV (Le
ica imaging)

Value-first; pr
ofit cap

Omni-channel
; fast store gr
owth

Community + 
experiential

Huawei HarmonyOS; 
XMAGE imagi
ng; premium 
focus

Premium/mid
-high tiers

Strong offline 
in China; bran
d showrooms

Imaging cont
ests; national 
brand halo

Realme Mid-range fo
cus; design c
ollabs; youth 
features

Aggressive pr
omotional pri
cing

Online-first; e
xpanding offli
ne selectively

“Dare to Leap
” youth mark
eting, social-fi
rst

*Realme is a Chinese consumer electronics and technology company, founded on May 4, 2018, 
by Sky Li (Li Bingzhong), a former Oppo vice president. Realme began as a sub-brand of Oppo 

but quickly established itself as an independent company. Headquartered in Shenzhen, 
Guangdong, it is known for producing affordable smartphones and other AIoT products, 

targeting young consumers with a "Dare to Leap" attitude.

https://www.google.com/search?cs=0&sca_esv=1e6a950761a072a4&sxsrf=AE3TifM7YX84qKm8P-MY5uFPDwv2NRt54Q%3A1757343074088&q=Sky+Li&sa=X&ved=2ahUKEwixm5WNtcmPAxU2k68BHVNfB1oQxccNegQIAhAC&mstk=AUtExfCT8EgdQ3HCjFUpw4HFuVZLUxd2zOptEWDg8URdqko28zeH4I-IPHiy7-3DhaurBCu8X7bHOZmeGnXGCYEC0ItqEDKyo4Ue-n_5_z6bJPIa6kMcGeh7vyAUYkq84cJDoSGmM6Dr5xylaWER_KFMYjgB1d-FN6WX2kFtr5j3DrNr71olYPIpfU5teMjwrSqfeTmNR83Ms2lfkmKSWQTP2SdhVNJt5FtBQGGvsIsuusdVDd_p8W371eqv031klYCPRXUlSzU4z-qkLHsa0H3nI2CVgCklLt_kxIjeo-RM_jEfKg&csui=3


Market Context – Q2 2025 (Selected)

• Global shipments: Samsung 20%, Apple 16%, Xiaomi 15% (Ca
nalys)

• China: Huawei #1 (~18.1% share; Counterpoint); Xiaomi ~15%

• India: Market up ~7–8% YoY; Xiaomi/realme each ~9–13% sh
are (varies by source/quarter)



Case Questions for Students

• How does Xiaomi’s ‘New Retail’ change CAC and LTV vs onlin
e-only models?

• If hardware profit is capped, which service levers maximize m
argin?

• Design a 90-day Xiaomi retail playbook for Thailand (KPIs, bu
dget, partners).

• Counter Huawei’s offline strength: what promotions would yo
u run regionally?

• How should Realme defend youth mindshare as AI features c
ommoditize?



References / Sources (short list)

• Canalys Q2 2025 global share; Counterpoint China Q2 2025

• Xiaomi 2023 AR; Q3 2024 & Q2 2025 investor materials

• SCMP/TechCrunch: 5% profit cap; Leica/Xiaomi press releases

• Wired/Reuters/Yahoo Finance: EV factory tours; store expansio
n

• India/SEA distribution articles; academic cases on ‘hunger mar
keting’



IV. Current Global Economy Issues

Global economic issues today are interconnected. 
Inflation, debt, and inequality affect individuals directly. 

Trade wars, climate policies, and geopolitical tensions reshape how nations and 
businesses interact. 
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