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ABSTRACT

In recent years, Xiaomi phones have been a major player in the Pakistani
smartphone market due to their innovative technology, suitable hardware, and
affordable prices. Still, in light of the intense market conflict, Xiaomi has to keep
going in its endeavors to uphold the efficacy of its marketing strategy. This study
focuses on the selection of Xiaomi Company as the research subject to
comprehensively investigate its marketing strategy and its effectiveness within
the Pakistani market. To begin with, PEST analysis is used to assess the external
factors that impact their operations and make decisions to lower lowering the
risk involved. In addition, Five Forces method might be useful for the executives
of Xiaomi in analyzing the market.

Keywords: Xiaomi, Pakistan marketing strategy, Market analysis, Consumer
behavior

INTRODUCTION

With the continuous development of cloud computing, artificial
intelligence (Nawaz, 2022), internet of things (Niaz, 2022), big data,
digital twin (Shoukat, 2023, 2021, 2022) and other new generations of
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information technologies (Raza, 2021), the research development of
the industrial revolution, intelligent engineering, and smart city is
advancing rapidly. At the same time, “Made in China 2025” proposed
by China to realize the deployment and comprehensively promote the
implementation of the manufacturing power strategy (Shoukat,
2022b). Xiaomi is a Chinese technology company that was established
in 2010 and has its headquarters in Beijing. Xiaomi is a Chinese firm
that designs and manufactures a variety of electronic devices,
including smartphones, mobile applications, laptops, and more. Since
the launch of its first smartphone in August 2011, Xiaomi has made
rapid progress toward becoming one of the most prominent brands in
China. The company ranks second on MIT Technology Review's 50
Smartest Companies for 2015, third on Fast Company's 2014 Most
Innovative Companies, and 35th on The Boston Consulting Group's
2014 Most Innovative Companies.

After entering the Pakistani market, Xiaomi technology co., Itd.
adopted a combination of multiple marketing models to promote
Xiaomi products. At the same time, based on the actual situation of
low per capita income and consumption levels in the local area, it was
vigorously promoted the red rice series with high cost-effectiveness,
achieving great success. The successful cases in the Pakistani market
demonstrate Xiaomi's appropriate marketing strategy for entering the
international market. After entering the Pakistani market, Xiaomi
Company will inevitably face a different political, economic, cultural,
and other business environment from the local market in China
(Waseem, 2022).

Xiaomi Company has the potential to position its products in the
Pakistani market as innovative, affordable, and high-quality
smartphones that cater to the target audience's specific needs
(Aboueldahab, 2022). The firm's success has been effectively
incorporating changes in product offerings, pricing, and marketing
strategies (see Table 1).
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TABLE-1
GROWTH RATE OF XIAOMI MOBILES PHONES SALES IN PAKISTAN
Years Growth Rate
2019 7.2%
2020 5.4%
2021 5.9%
2022 6.2%
2023 7.9%

Source: Estimated by researcher from different online news sources.

While expanding its market, it has also driven innovation in the
corporate system based on the actual situation in Pakistan. This article
selects Xiaomi technology co., Itd. as a case study of international
enterprise marketing localization operations. The primary purpose is to
study how China's mobile phone industry can transfer into other
markets with lower social development levels, complex social
environments, and a large consumer group in the context of the
increasing openness and inclusiveness of the world economy. As
Xiaomi's most important overseas market, the Pakistani market has
substantial research and case analysis values. The main research
problem of this study is to analyze the major challenges faced by
Xiaomi Pakistan in the arena of smartphones. The objectives of the
research are:

e To conduct a marketing strategy analysis of Xiaomi mobile
phones for the Pakistani market.
e Analyze the business model for Xiaomi mobile phones in

Pakistan

e The purpose of this study is to evaluate the marketing methods
used by Xiaomi mobile phones in Pakistan.

e Conduct research about the current state of Xiaomi mobile phone
sales in Pakistan.

e To conduct research into the issues and factors contributing to

Xiaomi's marketing strategy in Pakistan for mobile phones.

e To refine and strengthen the marketing approach for Xiaomi
mobile phones in Pakistan

To achieve the state-of-the-art, the rest of paper is as: Section Il
discusses the literature review of Xiaomi smart phone in the field of
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marketing’ development and manufacturing in Pakistan; Section III
establishes the methodology of Xiaomi marketing including PEST
analysis and Five Forces methods and data collection; Section IV
designs a results analysis; Section V indicates the discussion part; And
section VI draws conclusions with future instruction.

LITERATURE REVIEW

Buckingham et al. (1997) claims that the output of any firm,
organization, or individual is their product. The term "product”
encompasses anything available in the market for consumption or use
by customers. Products can be physical items, experiences, locations,
or concepts. According to the study (Meng, 2022), Xiaomi's marketing
mix strategy dominates the mobile phone market. Buyers indeed
prioritize product quality when shopping. First impressions are lasting
ones for consumers whether, it comes to a product or brand (Wang,
2023). The term "perceived brand quality" refers to the subjective
evaluation made by consumers of a product's benefits or superiority
based on its various attributes and characteristics. Brands that are
believed to have higher quality are more likely to thrive.

Companies target overseas markets to sell their goods and
services. Going global requires targeting the right markets. Wang et al.
(2021) explained distance using the CAGE model, which accounts for
cultural, administrative or political, geographic, and economic
distance. However, recent research has improved distance models.
Moalla et al. (2020) proposed a precise distance model that separates
language, religion, education, colonial links, time zone, industrial
growth, and political systems. Gonzalez-Ollauri et al. (2023) examined
an integrated distance model that only addresses socio-economic,
cultural, and physical aspects. The Uppsala model states that the more
the mental distance between two nations, the greater the uncertainty
(Oliveira, 2022). This has made distance one of the biggest obstacles
to educational institution internationalization. Mental distance between
domestic and international markets is the most obvious sign of their
magnitude.

According to Kriger et al. (2021), the expansion of operations on
a worldwide scale is associated with heightened operational risks and
increased unpredictability due to the presence of psychological
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distance. Considerable dangers and uncertainties exist due to the
company's lack of familiarity with local markets and its inability to
transfer knowledge of those markets to those markets (Dawood, 2021).
If a company doesn't have employees with international expertise or
training, it should focus on expanding locally.

Samarkjarn et al. (2022) discovered that phone prices were the
most influential element in consumers' decisions to purchase mobile
devices. Changes in network providers, features, and hardware all have
an impact on mobile devices. The younger generation appreciates the
basics of mobile phones and is aware of the dangers they present.
Haleem et al. (2022) found that mobile companies use a wide range of
marketing strategies to attract and retain customers, all of which
influence customers' choices. The survey found that advertisements,
level of education, level of money, and personal recommendations
from friends and family had the most impact on mobile phone
purchases.

In their study, Jung et al. (2022) discovered that when making
purchasing decisions, students take into account many factors such as
mobile phone models, brand name familiarity, affordability, safety,
and aesthetics. Sharma et al. (2023) found a wide variety of influences
on consumer behavior. According to their research, consumers care
most about price, product features, social group, brand recognition,
product longevity, and support after the sale. According to these
surveys, consumers buy mobile devices for a variety of reasons. The
Analytical Hierarchical Process took into account how users' choices
varied and ranked them.

RESEARCH METHODOLOGY
PEST Analysis and Five Forces Methods

Businesses can utilize PEST analysis to assess the external
factors that have an impact on their operations and make decisions
with the goal of lowering the risk involved. This research helps a
corporation make better decisions by considering external factors, as
depicted in Figure 1.
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PEST Analysis Example

Social Factors

Political Factors

- Consumer
- Regulatory
| Preferences
Environment .
Geopolitical - Demographics
po - Health and
Tension

- Trade Relation Wellness Trends

Technological

Economic Factors Factors
- Exchange Rates- - Technological
Consumer Income Advancements
- Inflation - R&D Investments
- Cybersecurity and

Data Privacy

FIGURE 1: PEST ANALYSIS EXAMPLE (COX, 2021)

Xiaomi has been known as a company that provides top-tier
software and hardware for every device on the market without
breaking the bank. For this reason, Xiaomi stands apart from its
competitors. It's established a reputation that few others in its field
have managed to achieve. According to the sample PEST analysis
provided, Xiaomi must go forward and increase its presence in the
lucrative US market. Xiaomi is a popular brand because of its
reputation as a leader in adopting new technologies at a rapid pace.
The current market is ideal for Xiaomi since the company is in high
demand and well-established. As things stand, a behemoth is in the
cards for Xiaomi if the company can maintain its present lead.
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As a strategic management tool, Porter's Five Forces might be
useful for the executives of Xiaomi (Hong Kong) in analyzing the
market. Mi leaders will benefit from this in their efforts to better
understand the global and domestic competitive landscapes within the
services sector. The analytical tool created by Michael Porter is called
"Porter's Five Forces" (1979). Xiaomi, the level of rivalry in any given
market may be broken down into five distinct factors using Porter's
Five Forces. Figure 2 below depicts these forces:

Bargaining power of| | Bargaining power of

buyers suppliers
" -

Threat of substitute
products or services

Threat of new
entrants

Rivalry among existing firms

FIGURE 2: PORTER'S FIVE FORCES (MUGO, 2020)

Thorough adoption of Porter 5 Forces may enable management
at Xiaomi to understand
Competition among established retailers (Technology),
Pricing leverage of Xiaomi customers,
Suppliers' ability to drive down Xiaomi's costs,
Competition from up-and-coming companies in the retail
technology sector
e Comepetition from similar but not identical goods and services is
a key challenge facing the Retail (Tech) sector.

DATA COLLECTION

Using a survey sample to represent Pakistan's total population,
we chose 200 residents at random to fill out our questionnaire. The
data collection process was quantitative. This study relied heavily on a
questionnaire survey to acquire the necessary data to paint a complete
picture of the investigated phenomenon. Quantitative research aims to

27



Grassroots Vol.57, No.ll, 2022:21-40

quantify an issue by collecting data that can be analyzed numerically
or statistically. Method for quantifying and extending qualitative data
such as: "attitudes,” "opinions,” and "behaviors,” to a larger
population. The sampling will be conducted using a random selection
process. Market participants in Pakistan were included in the survey
sample, and they were picked at random.

To begin, we randomly pick individuals using social media and
employ a basic random sampling approach to select the sample.
Because of its effect on the validity and dependability of the research,
simple random sampling is a valuable method. Every member of the
population has an equal shot at being selected, and bias in the data
gathering process is minimized with simple random sampling. Since
maintaining consistency and credibility in the study is the primary
goal, the sample is often defined without using any sort of priority
selection.

Second, the research questions and aims inform the development
of the survey's questionnaire. There were two primary components to
it. The survey consists of both a demographics section and questions
specific to the current investigation. In addition, a brief permission
form is being drafted to reassure participants in all parts of the study.
The permission form was created so that the respondent could quickly
and easily grasp the nature of the study and their role in it. To
determine respondents' openness to taking part in the poll, this was
also created. The survey questions were sent by email and social
media. For this, 210 persons were contacted, and 200 responded and
agreed to be surveyed.

RESULTS ANALYSIS

Excel is used to analyze survey responses from 200 participants
in this study. The survey questionnaire evaluation was used to collect
data and evaluate the existing condition of the business in the market.
It included a demographic assessment section and 13 questions asked
of the respondents.

In Pakistan, there is a wide range of socioeconomic strata, and
each of these influences the likelihood that an individual will obtain a
mobile phone. This is because of the effect of respondents' purchasing
power parity in a given market. Out of a total of 200 respondents, 7
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(3.50%) were found to be economically disadvantaged. Also, 24.5 %
were considered to be middle-class, 50 % were considered to be upper-
middle class, and 22 percent were considered to be upper-class. Figure
3 displays the obtained outcomes.

120
100
80

60

40

20

0

Lower Class Lower Middle Middle Class Upperclass
Class
Living Status 7 49 100 44

FIGURE-3: SOCIAL CLASS

Assessing the customer's ability to provide information about
their current mobile phone brands was essential. Of the 200
respondents, 70 were using Samsung, 32 were using Oppo, 50 were
using Xiaomi, and 48 were using an iPhone, as shown in Figure 4.

80
70
60
50
40
30
20
10

0

Samsung Oppo Xiaomi iPhone
B Which brand of mobile
phone do you use 70 32 50 48
currently?
FIGURE-4

WHICH BRAND OF THE MOBILE PHONE DO YOU USE CURRENTLY?

Furthermore, Figure 5 has assessed the users' experience with
Xiaomi, and it was observed with direct yes- and no-based answers.
Almost 76.5% of respondents said they knew the Xiaomi brand, and
17% declared they were unaware of the mobile. However, more people
had information about the organization, which denotes its valuable
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position in the Pakistan market. On the other hand, 6.5% of
respondents were neutral about their awareness regarding Xiaomi.
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phone and other
products?

FIGURE-5: FAMILIARITY OF RESPONDENTS WITH XIAOMI

It can be seen that the Figure 5 has recognized further questions
from respondents by asking about their usage and experience of
Xiaomi and their satisfaction with the mobile phone brand. It was
identified that almost 16% of the respondents have yet to use the
Xiaomi brand, and 84% of the users have used the brand.

This is also related to Figure 6, where 12.5% of the users were
unsatisfied with the Xiaomi products and responded with their bad
experience with the mobile. This created a gap in the responses,
showing the need for change.
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satisfied with their 5 10 15 90 80
integration with your Xiaomi
mobile phone?

FIGURE-6: ARE YOU SATISFIED WITH XIAOMI INTEGRATION?

The results also predict that 85% of Xiaomi customers are not
encountering any issues with the products. However, the main problem
is that 25% of customers in the market still need help with Xiaomi
products. Xiaomi has a good appearance in the Pakistani market
because the results have provided a good response from the
respondents, as shown in Figure 7.

100
80
60
40
20
0
Strongly .
. Disagree Strongly
Neutral = Agr
Dlsajree d greed Agreed

| have encountered any
issues or problems with 80 90 1 25 4
your Xiaomi mobile phone

FIGURE-7
I HAVE ENCOUNTERED ISSUES AND PROBLEMS WITH XIAOMI
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The survey results declared that 82.5% of the users agreed about
the strong impression of the Xiaomi products, and the rest of the users
could have had a better image of the Xiaomi products. The mobile
phone organization leaves a relatively positive impression on users by
introducing the products according to the consumer's taste. The
response from the users in Figure 8 can be observed regarding the
interest of the users’ interest in the Xiaomi brand.

100
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40
20
0
Dsitsr:gr;glgd Disagreed Neutral Agreed S;g:ggldy

Are you satisfied with their
integration with your Xiaomi 10 10 15 75 90
mobile phone?

FIGURE-8: SATISFACTION WITH XIAOMI INTEGRATION

The reactions are that 88 respondents found Xiaomi making an
impression on the senses, as they were all mobile phone users. At the
same time, 65 agreed about the appearance of Xiaomi. However, more
respondents were in favor of Xiaomi in Pakistan. On the other hand,
22 were neutral about the image Xiaomi leaves on customers, and 25
disagreed.

Xiaomi is found to be inducing feelings and sentiments of
customers, as Figure 9 has depicted the results. The survey assessed
that Xiaomi is going to meet the customer needs of almost 75% of the
customers in the Pakistan market. Furthermore, 22.5% of customers
are not enticed by Xiaomi products, and their needs are not met. This
can be accessed from the figure where 45 respondents disagreed with
the facts of meeting specific preferences of customers
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FIGURE-9

XIAOMI BUSINESS MODEL MEETING CUSTOMER PREFERENCES?

The customers are led towards those products that are more
attractive and toward those where they find a strong emotional
association. In this regard, the data presents that 66 of the 200 users in
Pakistan strongly agreed about the Xiaomi brand and its effective
awareness programs, and 74 agreed about these efforts. On the other
hand, 21% of respondents did not disagree about Xiaomi as a brand
with good awareness efforts.

DISCUSSION

Product: Problems arise from Xiaomi's too ambitious attempts
at localization in Pakistan. Xiaomi has adapted its products for the
Pakistani market. Hardware, software, and design updates further
complicate localization. Problems arise when these attempts fail to live
up to the standards of the Pakistani market. Consumers' perspectives
on localization efforts range due to variations in their success. Xiaomi
must constantly improve localization to attract Pakistan's broad user
base. Xiaomi needs to balance the needs of its global brand with those
of its local markets.
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Xiaomi's diverse product line causes Pakistani product issues.
Xiaomi must ensure device quality and uniformity to benefit from its
diverse product lineup. Xiaomi's product line may hinder its ability to
compete with its rivals' focused and innovative offerings. Xiaomi
needs strict quality control and product management to diversify its
product portfolio across low-end and high-end devices. The quality of
hardware, software, and build can affect brand perception.
Establishing consistent quality standards and promptly resolving
product issues across the product line is necessary to manage these
challenges and maintain consumer confidence and satisfaction in
Pakistan.

General observation: many factors can cause product issues.
Such factors may include:

(1) Design flaws can cause usability or functional issues due to poor
product design.

(2) Quality control issues during manufacturing can cause product
quality variations or substandard products.

(3) Manufacturing process deficiencies can lead to component
failure and product malfunctions.

(4) Users may misuse or abuse the product, leading to operational
difficulties or damage.

(5) Firmware updates are necessary to fix operational or functional
issues caused by software bugs in electronic devices.

(6) Environmental factors, such as extreme temperatures, humidity,
physical impact, or exposure to liquids, can cause product issues.

It's important to note that the above factors are broad causes of
product-related issues, and the exact audiology of any given product
issue may vary by product and circumstance.

Price Issues: Competition can lower prices by offering similar
products at lower prices, among other factors. A market leader may
raise coats. Pakistan's volatile economy and currency exchange rates
affect Xiaomi's pricing. Pakistan's currency devalues and inflates.
Xiaomi's phone prices are heavily influenced by external factors,
making consistency difficult. Price fluctuations can upset customers
and affect purchases. To navigate the complex economy, Xiaomi
needs stable and flexible pricing strategies to handle currency
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fluctuations. Pakistani consumers value affordability, so Xiaomi must
balance it.

Changing commodity supply and demand can affect prices.
Constant supply and rising demand can raise product prices. If
commodity supply rises and demand stays the same, price may fall.
Production costs affect commodity prices. Price increases may result
from high production costs.

Xiaomi's low prices and market competitiveness cause pricing
issues. Xiaomi's Pakistan strategy includes affordable smartphones.
The company struggles to balance price, features, and quality.
Pakistani consumers are becoming more discerning and expect
advanced features at affordable prices, just like elsewhere. Meeting
these expectations requires innovative production cost optimization,
supply chain management, and distribution expense management. To
avoid the impression that lower prices mean lower quality, Xiaomi
should review its cost structures. Xiaomi faces local and global
competitors' pricing strategies in Pakistan, complicating its pricing
decisions. These factors must be balanced to address price concerns
and ensure Xiaomi's long-term smartphone success in Pakistan.

Economic factors like inflation, exchange rates, and raw material
prices affect product pricing. Companies may price products with
marketing and branding costs. Government regulations and taxes can
raise production costs and product fees, affecting pricing. The above
factors are the main causes of pricing discrepancies, but the exact
cause depends on the product and context.

Channels: Xiaomi's channel-related challenges in Pakistan
include the need for a comprehensive and diverse distribution network
to reach consumers in different regions. Xiaomi has made significant
progress in urban areas, but expanding to rural and remote areas is
difficult. Xiaomi must make its phones available in sparsely populated
areas to expand its market. Managing and maintaining good
relationships with local retailers and partners is crucial, but product
availability, supply chain management, and payment terms can be
complex. To address channel complexity, Xiaomi must balance urban
and rural market penetration and retailer partnerships.

Insufficient or poorly managed distribution networks can cause
product delivery delays, stock outs, and poor customer service. Price
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consistency across channels can cause channel conflicts and distributor
or retailer reluctance to carry the product.

Selling counterfeit products through unapproved channels can
damage reputation, finances, and legal standing. Brand and messaging
inconsistency across channels can confuse customers and damage
brand trust.

Poor communication: Poor communication between the
organization and its intermediaries can lead to misinterpretations,
delayed reactions, and other issues.

Inequitable competition, price erosion, and territorial disputes
between distributors and retailers can cause channel partner conflicts.
The aetiology of channel issues depends on many contextual variables,
including organization, product, and situational factors.

Promotion: Promotion issues can arise for many reasons,
including Ineffective promotional targeting may reduce effectiveness
if the intended audience is not reached. Ineffective communication:
Promotional communications may fail to persuade recipients if they
are unclear, brevity, or persuasive.

Inappropriate promotional timing can cause issues. Summer
advertising for winter wear may not work. Insufficient promotion
integration with other marketing efforts can cause confusion and
ineffectiveness. Budgetary constraints may limit the company's ability
to allocate enough resources for promotions. Promoting false or
misleading information can have legal and reputational consequences.

Insufficient promotional material distribution may miss the mark.
Quantification: Without quantification, promotional activities' success
may be difficult to assess. The aetiology of promotion issues is multi-
factorial and depends on the brand, product, and context.

Xiaomi's use of celebrity endorsements and lavish advertising
campaigns contributes to promotional issues. Celebrity endorsements
can boost brand awareness, but Xiaomi may face a drawback. These
endorsements may give consumers the impression that Xiaomi
prioritizes style and extravagance over product quality and features.
Some consumers think Xiaomi's products focus more on idols and
advertising than value. The contrast between Xiaomi's aggressive
marketing and its phones' ease of use and creativity may lead to
misperceptions about their quality and value. Integrating advertising
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into TV shows and movies may lead to intrusive and frequent
placements, which may make viewers uncomfortable and cause
negative brand reactions. Although sponsoring variety shows increases
brand visibility, it raises questions about their efficacy and their impact
on product pricing. Xiaomi must balance consumer perceptions, cost,
and promotion in the Pakistani market.

CONCLUSION AND RECOMMENDATIONS

This study wused Pakistan as an example of Xiaomi's
internationalization process risk and sought to draw lessons from the
company's experiences there. Based on an examination of data
collected from a broad range of academic and non-academic sources, it
can be seen that Xiaomi has expanded into several new areas
throughout the globe. PEST analysis, on the other hand, helped this
study better understand different countries' situations. The results
showed that India and Brazil are still in a good position to attract
foreign investment, with reasons from politics, the economy, society,
and technology. RBT (resource-based theory) contends that resource
changes were the leading cause of the issues we investigated.
Intellectual property is not protected in a foreign country, or an asset's
value cannot be continually created in a new market, like when a
marketing strategy that worked well in the old market does not work as
well in the new one. This study focused on one of China's fastest-
growing tech firms (Xiaomi); its findings may need to be more
generalizable to other types of businesses, such as those in the market
for raw materials or those peddling more tried-and-true wares.

Xiaomi has raised both brand recognition and market share
through its marketing techniques. However, there is much rivalry in
the mobile sector. Customers are no longer particularly interested in
upgrading their outdated smartphones. Furthermore, there are several
issues with Xiaomi's marketing approaches. In this regard, Xiaomi
must enhance and optimize its corporate marketing strategy to grow
more successfully.

37



Grassroots Vol.57, No.ll, 2022:21-40

REFERENCES

Aboueldahab, W. (2022). The Impact of Innovative Mobile Customer
Relationship Management (MCRM) Processes on Customer Satisfaction
of Samsung, Dubai, UAE (Doctoral dissertation, University of Worcester).
https://eprints.worc.ac.uk/id/eprint/12663

Buckingham, J. (2023). Dictionary of Natural Products, Supplement 2.
Routledge. https://doi.org/10.1201/9781315141169

Cox, J. (2021). The higher education environment driving academic library
strategy: A political, economic, social and technological (PEST) analysis.
The Journal of Academic Librarianship, 47(1), 102219. https://doi.org/10.
1016/j.acalib.2020.102219

Dawood, D. M., Ma, C., Niaz, A., & Shoukat, M. U. (2021, October). Research
on Fault Location and Detection of Photovoltaic Arrays Based on loT
Applications. In International Conference on Computing, Control and
Industrial Engineering (pp. 543-551). Singapore: Springer Nature
Singapore. https://doi.org/10.1007/978-981-19-3927-3 54

Gonzalez-Ollauri, A., Mickovski, S. B., Anderson, C. C., Debele, S., Emmanuel,
R., Kumar, P., ... &Zieher, T. (2023). A nature-based solution selection
framework: Criteria and processes for addressing hydro-meteorological
hazards at open-air laboratories across Europe. Journal of environmental
management, 331, 117183. https://doi.org/10.1016/j.jenvman.2022.
117183

Haleem, A., Javaid, M., Qadri, M. A, Singh, R. P., & Suman, R. (2022).
Artificial intelligence (Al) applications for marketing: A literature-based
study. International Journal of Intelligent Networks. https://doi.org/
10.1016/j.ijin.2022.08.005

Jung, H. J., Choi, Y. J., & Oh, K. W. (2020). Influencing factors of Chinese
consumers’ purchase intention to sustainable apparel products: Exploring
consumer “attitude—behavioral intention” gap. Sustainability, 12(5), 1770.
https://doi.org/10.3390/su12051770

Kruger, N. A., & Meyer, N. (2021). The development of a small and medium-
sized business risk management intervention tool. Journal of Risk and
Financial Management, 14(7), 310. https://doi.org/10.3390/jrfm14070310

Meng, L. I. U., &Chitkesorn, A. (2022). The Marketing Factors Affecting
Customer Decision-Making of Xiaomi Smart Wearable Devices in
Guangxi, China. Management, 10(3), 191-200.https://doi.org/10.17265/
2328-2185/2022.03.005

Moalla, E., & Mayrhofer, U. (2020). How does distance affect market entry
mode choice? Evidence from French companies. European Management
Journal, 38(1), 135-145. https://doi.org/10.1016/j.em;j.2019.08.002

Mugo, P. (2020). Porter’s five forces influence on competitive advantage in
telecommunication industry in Kenya. European Journal of Business and
Strategic Management, 5(2), 30-49. https://doi.org/10.47604/ejbsm.1140

38



https://eprints.worc.ac.uk/id/eprint/12663
https://doi.org/10.1201/9781315141169
https://doi.org/10.%201016/j.acalib.2020.102219
https://doi.org/10.%201016/j.acalib.2020.102219
https://doi.org/10.1007/978-981-19-3927-3_54
https://doi.org/10.1016/j.jenvman.2022.%20117183
https://doi.org/10.1016/j.jenvman.2022.%20117183
https://doi.org/%2010.1016/j.ijin.2022.08.005
https://doi.org/%2010.1016/j.ijin.2022.08.005
https://doi.org/10.3390/su12051770
https://doi.org/10.3390/jrfm14070310
https://doi.org/10.17265/%202328-2185/2022.03.005
https://doi.org/10.17265/%202328-2185/2022.03.005
https://doi.org/10.1016/j.emj.2019.08.002
https://doi.org/10.47604/ejbsm.1140

Grassroots Vol.57, No.ll, 2022:21-40

Nawaz, S. A, Li, J., Bhatti, U. A., Shoukat, M. U., & Ahmad, R. M. (2022). Al -
based object detection latest trends in remote sensing, multimedia and
agriculture applications. Frontiers in Plant Science, 13, 1041514
https://doi.org/10.3389/fpls.2022.1041514

Niaz, A., Khan, S., Niaz, F., Shoukat, M. U., Niaz, ., &Yanbing, J. (2022,
October). Smart City loT Application for Road Infrastructure Safety and
Monitoring by Using Digital Twin. In 2022 International Conference on
IT and Industrial Technologies (ICIT) (pp. 1-6). IEEE.
https://doi.org/10.1109/1CIT56493.2022.9989141

Oliveira, R., Figueira, A. R., & Silva-Régo, B. (2022). Different roots,
intertwined branches: linking international business and economic
geography through the Uppsala Model and Global Production Network.
International Marketing Review, 39(1), 105-119.
https://doi.org/10.1108/IMR-05-2020-0090

Raza, Muhammad Usama, Zhongqing Zhang, Tong Liu, Muhammad Usman
Shoukat, Ashfag Niaz, and Kun Luo. "Flexible monopole antenna for loT
applications: a survey." In 2021 7th International Conference on Computer
and Communications (ICCC), pp. 2154-2159. |IEEE, 2021.
https://doi.org/10.1109/ICCC54389.2021.9674696

Samarkjarn, J. (2022). Factors Affecting Chinese Undergraduate Students
Studying in Bangkok’s Willingness to Purchase Smart Phones in Thailand.
apwodiauas (Nad.) AN UHUFANANSTLAZAIANAIANTHNINEIA D
yAnuisuy, 20(1), 142-164. https://s003.tci-thaijo.org/index.php/jhusoc/
article/view/258556

Sharma, G., & Prasad, S. (2023, January). Factors influencing buying behavior
of Indian smart phone buyers: A gender and student vs. working
professional perspective. In AIP Conference Proceedings (Vol. 2523, No.
1). AIP Publishing. https://doi.org/10.1063/5.0110623

Shoukat, M. U., Yan, L., Liu, W., Hussain, F., Nawaz, S. A., & Niaz, A. (2022,
November). Digital Twin-Driven Virtual Control Technology of Home-
Use Robot: Human-Cyber-Physical System. In 2022 17th International
Conference on Emerging Technologies (ICET) (pp. 240-246). IEEE.
https://doi.org/10.1109/ICET56601.2022.10004685

Shoukat, M. U., Yan, L., Zhang, J., Cheng, Y., Raza, M. U., & Niaz, A. (2023).
Smart home for enhanced healthcare: exploring human machine interface
oriented digital twin model. Multimedia Tools and Applications, 1-19.
https://doi.org/10.1007/s11042-023-16875-9

Shoukat, M. U., Yan, L., Zou, B., Zhang, J., Niaz, A., & Raza, M. U. (2022,
November). Application of Digital Twin Technology in the Field of
Autonomous Driving Test. In 2022 Third International Conference on
Latest trends in Electrical Engineering and Computing Technologies

39


https://doi.org/10.3389/fpls.2022.1041514
https://doi.org/10.1109/ICIT56493.2022.9989141
https://doi.org/10.1108/IMR-05-2020-0090
https://doi.org/10.1109/ICCC54389.2021.9674696
https://so03.tci-thaijo.org/index.php/jhusoc/%20article/view/258556
https://so03.tci-thaijo.org/index.php/jhusoc/%20article/view/258556
https://doi.org/10.1063/5.0110623
https://doi.org/10.1109/ICET56601.2022.10004685
https://doi.org/10.1007/s11042-023-16875-9

Grassroots Vol.57, No.ll, 2022:21-40

(INTELLECT) (pp. 1-6). IEEE. https://doi.org/10.1109/INTELLECT
55495.2022.9969184

Shoukat, M. U., Yu, S., Shi, S., Li, Y., & Yu, J. (2021, October). Evaluate the
connected autonomous vehicles infrastructure using digital twin model
based on cyber-physical combination of intelligent network. In 2021 5th
CAA International Conference on Vehicular Control and Intelligence
(CVCl) (pp. 1-6). IEEE. https://doi.org/10.1109/CVCI54083.2021.
9661190

Wang, K. (2021). Xiaomi in the internationalization process: failures and lessons
(Doctoral dissertation). https://hdl.handle.net/10438/30300

Wang, Y. (2023). Marketing Status and Analysis of Different Mobile Phone
Brands—Take Xiaomi Phones for Example. Advances in Economics and
Management Research, 5(1), 364-364. https://doi.org/10.56028/aemr.
5.1.364.2023

Waseem, A., Rashid, Y., & Kausar, A. R. (2022). Moderating Role of Network
Competency Between Composition Based Strategy Components and Firm
Performance: Evidence from Retail Stores in Pakistan. JISR management
and social sciences & economics, 20(1), 86-110. https://doi.org/10.31384/
jisrmsse/2022.20.1.5

40


https://doi.org/10.1109/INTELLECT%2055495.2022.9969184
https://doi.org/10.1109/INTELLECT%2055495.2022.9969184
https://doi.org/10.1109/CVCI54083.2021.%209661190
https://doi.org/10.1109/CVCI54083.2021.%209661190
https://hdl.handle.net/10438/30300
https://doi.org/10.56028/aemr.%205.1.364.2023
https://doi.org/10.56028/aemr.%205.1.364.2023
https://doi.org/10.31384/%20jisrmsse/2022.20.1.5
https://doi.org/10.31384/%20jisrmsse/2022.20.1.5

