
Retail Marketing of Xiaomi Bangladesh: Sales Strategies and Development


[image: ]

Name of the Student: Rahad Islam


This report is submitted to the school of Business and Economics, United International University as a partial requirement for the degree fulfillment of Bachelor of Business Administration.

Internship Report on 
Retail Marketing of Xiaomi Bangladesh:
[bookmark: _Toc122028979]Sales Strategies and Development 

Submitted to:
Name: Dr. Md. Shariful Alam
Associate Professor
School of Business and Economics
Major: BBA (Marketing)

Submitted by:
Name: Rahad Islam 
Id: 111173106
School of Business and Economics
United international university 

Date of submission: 14th December, 2022

[bookmark: _Toc122028980]Letter of transmittal
14th December, 2022
To
Dr. Md. Shariful Alam 
Associate Professor 
School of Business and Economics
United International University 
Subject: Submission of Internship Report. 
Dear Sir, 
It is a great pleasure to submit the Internship Report on “Retail Marketing of XIAOMI Bangladesh LTD: Sales Strategies and Development 
” which is a compulsory requirement for the BBA Program of UIU Business School. It has been a great satisfaction for me to have the chance to apply my academic knowledge and skill in the practical field as I am already a full-time employee of XIAOMI Bangladesh LTD as a Retail Marketing Executive. Here I tried to carry on overall Business strategies and development in the company. Overall, this report has improved my knowledge as well as advanced my report-writing capability. The report was prepared based on theoretical and practical learning & experiences.
I gave my best effort in the preparation of this report. Any shortcomings may arise as I am not that much experienced in this aspect. I will wholeheartedly welcome any clarification and suggestions about my report. 

Sincerely yours.
Rahad Islam
111 173 106 
BBA (Marketing)

[bookmark: _Toc122028981]Declaration of the student 

I am Rahad Islam, a regular student of BBA Program at United International University. I hereby certify that
· This report is based on 1.5 year of working experience in Retail Marketing, Business Strategy and development of XIAOMI Technology of Bangladesh privet LTD.
· This report is on area expanding and capturing potential market share by retail engagements and marketing skills which lead me to 300% growth within first six month.
· After that when area retail sales come to the mature level how to maintain that position and how to do recovery when any unconscious circumstances arise in the area.
· This report is only prepared for my academic purpose.
I hereby take responsibilities for all types of legal and ethical requirements.

Rahad Islam
111 173 106
BBA (major: Marketing)
United International University




[bookmark: _Toc122028982]Acknowledgement
First of all, I would like to prompt my warm gratitude to almighty Allah for giving me the strength and self-possession to prepare this report. 
To bring this report in real form the level best effort and lots of survey and study have been made. However, still then there is no doubt to mention that this job would not have been possible for me without the remarkable help, support and assistance of a number of people throughout the preparing period of this report. Words actually will never be enough to express hoe grateful I am, but never the less I will try my level best to express my gratefulness towards some people. 
I would also like to thank Dr. Md. Shariful Alam sir, Associate Professor, School of Business and Economics, United International University, being my onsite supervisor and accepting me as a potential intern for the department. He assisted me in understanding the function of the department and encouraged me with his inspiring personality.
Finally, I would like to thank all the students and faculties of the United International University and all levels of employees actively participating in my internship activities that gave me better strength and more helpful knowledge about the entire report.







[bookmark: _Toc122028983]Abstract/ Executive summary

XIAOMI Technologies of Bangladesh Private Limited is a foreign company led by China.   Globally XIAOMI is doing business with thousands of AIOT products and Smartphones and AI Home Appliance products. However, in Bangladesh, we are only focusing on Smartphone sales-out officially since 2018. The ultimate objective of XIAOMI Bangladesh is to ensure access to a broader range of
Smartphone services for the people of Bangladesh and also global export. It has a special focus to serve more features and quality products at a very competitive price in the market, which is convenient, affordable, and reliable to all classes of people.
This report mainly focuses on the Retail Marketing Operation of XIAOMI Technologies of Bangladesh Private Limited Company and how they place in this competitive smartphone industry. Through the report, I have tried to do a comparison between XIAOMI and other Smartphone brands and find out the competitive advantages of each of the Companies. Also how I had prepared my sales area to rise to one of the leading positions in retail sales. It is all about capturing the maximum market share by Retail Marketing Strategy. 
In the end, I have suggested some recommendations that XIAOMI can implement to maintain its competitive advantage and be a market leader in the industry.
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[bookmark: _Toc122028987]CHAPTER I: INTRODUCTION

I.1 [bookmark: _Toc122028988]Background of the Report 
XIAOMI is a global brand who sells Smartphones, AIOT devices, Home appliance products, and Wearable devices. In 2010 XIAOMI started its journey and reached in world’s 3rd largest smartphone manufacturing company within 7 years. This is the world’s fastest-growing smartphone company. And it is a centric brand that cares about their customer choice and preference 
From 2016 XIAOMI smartphone ware in Bangladesh market. Till 2018 those products were sold unofficially in the market. Still there was an official distributor “Solar Electro Bangladesh Ltd.” However from Sep’’2018 XIAOMI Global decided to establish their management at Bangladesh. And established XIAOMI Technologies of Bangladesh Privet Ltd. as a Bangladeshi registered company, a team including only 6 member. Later on they began to expand and therefore registered two National distributors ‘’Solar Electro Bangladesh Ltd.’’ and ‘’Electra Mobile Ltd.’’
XIAOMI was importing customer demanded product by LC until world’s fourth XIAOMI factory stablished at 2021 at Gazipur by 2 years of straggle by the Country GM of XIAOMI Bangladesh “Ziauddin Chowdhury” and his coordinators. 


I.2 [bookmark: _Toc122028989]Objectives of the Report 
The main objective of the report is how XIAOMI is doing its retail marketing, role play of Retail Marketing Executives and how XIAOMI become the No.1 smartphone brand in Bangladesh.

I.3 [bookmark: _Toc122028990]Motivation of the Report 
The report is totally came from self-motivation. As I am working as full-time employee in XIAOMI Bangladesh from 1.5 years and plying the role of Retail Marketing Executive. 
I.4 [bookmark: _Toc122028991]Scope and limitations of the Report 
The scope of this report is to cover how the RME division of XIAOMI, carries monthly sales, team planning, leadership, training and development and all other functions that fall under Marketing Executive. For this Purpose data was collected from primary and secondary sources. 
 
The report faced many problems during its preparation, which has limited purpose of the report. The limitations are: 
 It was difficult to collect information regarding some aspects of training process, as the authority regarded this information highly confidential. 
 The internship has been made for three months long duration but it is very much difficult to set actual practical experience with current world circumstances in this short span of time. 
 Legal issues can be a parameter of evaluation of the training and development process. However, it was not considered as a parameter in this report due to lack of comprehensive knowledge in legal issues. 
Despite all these limitations I have tried to put in my best effort as per as possible.






I.5 [bookmark: _Toc122028992]Definition of Key terms

1. AIOT products: Artificial Intelligence of Things
2. RME: Retail Marketing Executive who plays the Reginal monitoring role and liable for area sales, front line sales people recruitment, training and retail engagement.
3. MRP: Maximum Retail Price, the amount customer pays for the product purchase.
4. RP: Retail Price of the product by which price retailers purchase products.
5. DP: Dealer Price, Product Rate for local dealers.
6. BP: Brand Promoter, the front line sales people who sales the products to the customer inside the shop.
7. SR: Sales Representative, Who sales the product to area retails and collect the cash from the retailers. Employees from dealers.
8. PJP: Permanent JOB plan. Monthly rout plan and working plan for RMEs.
9. Promo: Discount offers on product
10. RC: Retail Campaign, Discount offer or extra margin for retailers, partners and dealers.
11. MBO: Multi Brand Outlets, Where retailers sale multi brand products
12. Mi Store: XIAOMI Exclusive Shop, Where only XIAOMI official products sold.
13. POSM: Point of sales materials, Pop-ups, Posters, Banners, Leaflets, Spec card, Table-top etc.  






[bookmark: _Toc122028993]CHAPTER II: COMPANY AND INDUSTRY PREVIEW

2.1 [bookmark: _Toc122028994]Company Analysis

2.1.1 [bookmark: _Toc122028995]Overview and history 
On July 17, 2018 XIAOMI technologies Bangladesh Private LTD. started officially operating in Bangladesh. It has been more than four years of its journey in Bangladesh, XIAOMI has been able to introduce themselves as a leading smartphone brand in the country. 
XIAOMI originally started with MIUI which was a software back in 2010. Then over time, they presented smartphones as the first product in hardware and gradually grew this into an ecosystem of connected devices across categories based on user demand and requirement. Innovation for all has been a vital part of XIAOMI's DNA and that is exactly what they aim to do here in Bangladesh as well. XIAOMI's mission is to enrich the quality of life of people through responsible application of knowledge, skills, and technology. XIAOMI is committed to the pursuit of excellence through world-class products, innovative processes, and empowered employees to get a better deal in work experience.

Vision: To realize the mission XIAOMI will:
i. Attempt to gain a position of leadership in each category of its businesses.
ii. Attain a high level of productivity in all its operations through effective and efficient use of resources, adoption of appropriate technology, and alignment with our core competencies.
iii. Develop its employees by encouraging empowerment and rewarding innovation.
iv. Promote an environment for the learning and personal growth of its employees.
v. Provide products and services of high and consistent quality, ensuring value for money to its customers
vi. Encourage and assist in the qualitative improvement of the services of its suppliers and distributors.
vii. Establish a harmonious relationship with the community and promote greater environmental responsibility within its sphere of influence.
Values:
i. Quality
ii. Customer Focus
iii. Fairness
iv. Transparency
v. Continuous Improvement
vi. Innovation

Quality Policy:
XIAOMI's mission is to achieve business excellence through quality by understanding, accepting, meeting, and exceeding customer expectations. XIAOMI follows international standards on quality.
Management System to ensure consistent quality of products and services to achieve customer satisfaction. XIAOMI also meets all national regulatory requirements relating to its current businesses and ensures that current good
Manufacturing Practices (GMP) as recommended by World Health Organization is followed for its pharmaceutical operations.
The management of XIAOMI commits itself to quality as the prime consideration in all its business decisions. All employees of XIAOMI must follow documented procedures to ensure compliance with quality standards.
The pool of human resources of the company will be developed to their full potential and harnessed through regular training and their participation in seeking continuous improvement of work methods.

Environmental Policy:
XIAOMI is committed to maintaining the harmonious balance of our eco-system and therefore, constantly seeks ways to manufacture and produce products in an eco-friendly manner so that the balance of nature remains undisturbed and the environment remains sustainable. In pursuit of this goal, XIAOMI will comply fully with all local and national environmental regulations.
i. Conserve natural resources like water and energy for sustainable development, and adopt environmentally safe processes.
ii. Ensure appropriate treatment of all effluents before discharge, to prevent pollution or degradation of the environment.
iii. Ensure appropriate communication and cooperate with internal and external interested parties on environmental issues.
iv. Create awareness of environmental issues among employees and suppliers.
v. Adopt modern waste management technology.




Global Compact Endorsement:
The XIAOMI group has consistently demonstrated its commitment towards its employees and the environment over the years. It has been recognized as the practitioner and promoter of socially responsible business behavior.
To take this commitment even further, XIAOMI has endorsed the Principles of Global Compact on 10th July 2013. It is based on a very simple notion: whether or not required by law, corporations should enforce basic human rights and accepted labor and environmental standards in all their business activities, to counterbalance the possible negative effects of globalization.
The compact calls on companies to embrace the ten universal principles in the key areas of human rights, labor standards, and the environment. These ten principles are:
· Human Rights: To support and respect International Human Rights within the company's sphere of influence. To make sure that their corporations are not complicit with Human Rights violations.
· Labor: To end discrimination in the workplace.
· Abolition of child labor: The right to collective bargaining and recognition of freedom of association. To eliminate the use of forced and compulsory labor.

· Environment: To support a precautionary approach to environmental challenges. To undertake an initiative to promote greater environmental responsibility. To encourage the diffusion of environmentally friendly technology.
· Anti-Corruption: To work against all forms of corruption, including extortion and bribery. XIAOMI pledges to keep all its employees, customers, shareholders, and suppliers regularly informed about the compact and the company's initiatives to uphold the principles. 
[bookmark: _Toc122028996]Activities of the organization:
XIAOMI is committed to providing customers with a broad range of quality products from its business operations. It has diversified its business in various sectors such as the Technology division, consumers' brand division, and agribusiness division. Other than its 3 major strategic business units, it has 114 Local Distributors, 3 National Distributors.
Major Business:
	1.	Smart Phone
	2.	Home Appliances
	3. 	AIOT Devices
XIAOMI formulates and markets a comprehensive range of more than Thousands of products covering all major Industrial areas to Consumer ends. XIAOMI also markets world-renowned branded Raw Materials imported from world-class High-Tech companies like LICA, HARMAN CARDON, JBL, SAMSUNG, QUALCOM, MEDIATEK and SONY. XIAOMI is actively engaged in introducing newer Automobile Industry as a new wing. 
XIAOMI introduced the concept of a quality management system by being the first company in Bangladesh by improvement in all its operations.
Aligned with the concept that a pharmaceutical must ensure effective management of the environment, XIAOMI complies with standard environment management policy.
Community of Bangladesh, with the belief that business excellence can only be achieved through the pursuit of quality by understanding, accepting, meeting, and exceeding customer expectations.

2.1.2 [bookmark: _Toc122028997]Trend and growth 
According to Counterpoint, XIAOMI became the no.1 smartphone brand in Bangladesh in the second quarter of 2022 with a market share of 28.8%. The country manager of XIAOMI Bangladesh Ziauddin Chowdhury, talks about how the brand achieved the number one position in the local smartphone market and overcame policy challenges in the smartphone industry
Mainly, what's driven best for XIAOMI staying true is their vision of best specifications, highest quality and honest pricing. Being a customer-centric brand, XIAOMI always on the lookout for insights in changing trends, behavior and requirements of the consumers. In the last four years of operation, XIAOMI introduced products across price segments, offering features that best match user requirements.

2.1.3 [bookmark: _Toc122028998]Customer mix 
XIAOMI being a “Fan Centric” Brand works on a ‘Fan first' approach. XIAOMI has huge global community of loving users who are deeply loyal to the XIAOMI brand and actively contribute to the company's product development. 
Moreover, one of XIAOMI's undertakings is to ensure local leadership. Considering that, almost all the human resources employed by XIAOMI Bangladesh is local to date. Their vision is to become a global local company. 
XIAOMI is the only Fortune 500 brand in Bangladesh, where almost all of the employees are Bangladeshis. Besides, we have also been working to provide a great brand experience to customers since entering the Bangladesh market. 

2.1.4 [bookmark: _Toc122028999]Product/service mix 
XIAOMI continuously keeps up with the global market and launches new devices in the country at the same time for XIAOMI fans. As 5G expansion has started, they have also launched 5G-enabled devices such as XIAOMI 12 Pro, XIAOMI 11T Series and XIAOMI 11i Hypercharge keeping in mind the youth of the country. About 95% of the demand for XIAOMI smartphones in the country is met by the local factory. All the entry and mid-range phones like Redmi 10A, Redmi 10C, and Redmi Note 11 are now being made in Bangladesh. 
With a steady focus on quality and customer experience, they have always looked at ways to democratize technology and make it more available throughout the nation. 

[image: XpLNP]
Figure1: (Smart Phone Line up)





	 
	 
	XIAOMI Device Price List [Updated: Nov-2022] 
	 

	 
	Model Name
	Spec.
	MRP (BDT)

	XIAOMI 
	11 T Pro (8+256) 
	SD 888 5G, 8GB+256GB, 108MP/8MP/5MP+16MP, HDR10+ Dolby Vision Certified AMOLED, 5000mAh, Dual Tone LED Flash, Gorilla Glass Victus 
	64,999

	XIAOMI 
	11 T (8+256) 
	Dimensity 1200 5G, 8GB+256GB, 108MP/8MP/5MP+16MP, HDR10+ Dolby Vision Certified AMOLED, 5000mAh, Dual Tone LED Flash, Gorilla Glass Victus 
	53,999

	XIAOMI 
	11 T (8+128) 
	Dimensity 1200 5G, 8GB+128GB, 108MP/8MP/5MP+16MP, HDR10+ Dolby Vision Certified AMOLED, 5000mAh, Dual Tone LED Flash, Gorilla Glass Victus 
	49,999

	XIAOMI 
	12 Pro (12+256)
	SD 8 Gen 1, 12GB+256GB, 50MP/50MP/50MP+32MP, Sony IMXHDR10+ Dolby Vision Certified AMOLED, 4250mAh, 6.81mm slim profile 
	109,999

	XIAOMI 
	12 Pro (8+256)
	SD 8 Gen 1, 12GB+256GB, 50MP/50MP/50MP+32MP, Sony IMXHDR10+ Dolby Vision Certified AMOLED, 4250mAh, 6.81mm slim profile 
	99,999

	XIAOMI 
	11 Lite 5G NE (6+128) 
	SD 778 5G, 6GB+128GB, 64MP/8MP/5MP+20MP, HDR10+ Dolby Vision Certified AMOLED, 4250mAh, 6.81mm slim profile 
	39,999

	XIAOMI 
	11i Hypercharge 5G (8+128) 
	MTK Dimensity 950 5G, 8GB+128GB, 108MP/8MP/2MP+16MP, 120Hz AMOLED, 4599mAh with 120W Fast Charger in-box 
	42,999

	XIAOMI 
	11i Hypercharge 5G (6+128) 
	MTK Dimensity 950 5G, 6GB+128GB, 108MP/8MP/2MP+16MP, 120Hz AMOLED, 4599mAh with 120W Fast Charger in-box 
	39,999

	XIAOMI 
	Pad 5 (6+256) 
	SD 860, 6GB+256GB, 13MP+8MP, 11 Inch 120Hz Dolby Vision HDR10 IPS LCD, 8720mAh, Dolby Atmos Quad Speaker 
	33,999

	XIAOMI 
	Pad 5 (6+128) 
	SD 860, 6GB+128GB, 13MP+8MP, 11 Inch 120Hz Dolby Vision HDR10 IPS LCD, 8720mAh, Dolby Atmos Quad Speaker 
	30,999

	Redmi 
	Note 10 Pro (108MP) (6+128) 
	SD 732G, 6GB+128GB, 108MP/8MP/5MP/2MP+16MP, Super AMOLED, 5020mAh, Side Fingerprint 
	29,999

	Redmi 
	Note 11S (8+128) 
	MTK G96, 8GB+128GB, 108MP/8MP/2MP/2MP+16MP, 90Hz AMOLED, 5000mAh, Side Fingerprint 
	29,999

	Redmi 
	Note 11S (6+128) 
	MTK G96, 8GB+128GB, 108MP/8MP/2MP/2MP+16MP, 90Hz AMOLED, 5000mAh, Side Fingerprint
	27,999

	Redmi 
	Note 11 (8+128) *
	SD 680, 8GB+128GB, 50MP/8MP/2MP/2MP+13MP, 90Hz AMOLED, 5000mAh with 33W in-box Fast Charger, Side Fingerprint 
	24,499

	Redmi 
	Note 11 (6+128) *
	SD 680, 6GB+128GB, 50MP/8MP/2MP/2MP+13MP, 90Hz AMOLED, 5000mAh with 33W in-box Fast Charger, Side Fingerprint 
	23,499

	Redmi 
	Note 11 (4+128) *
	SD 680, 4GB+128GB, 50MP/8MP/2MP/2MP+13MP, 90Hz AMOLED, 5000mAh with 33W in-box Fast Charger, Side Fingerprint 
	21,499

	Redmi 
	Note 11 (4+64) *
	SD 680, 4GB+64GB, 50MP/8MP/2MP/2MP+13MP, 90Hz AMOLED, 5000mAh with 33W in-box Fast Charger, Side Fingerprint 
	20,599

	Redmi 
	Redmi 10 2022 (6+128) *
	MTK G88, 6GB+128GB, 50MP/8MP/2MP/2MP+13MP, 90Hz AdaptiveSync, 5000mAh, Side FP, Dual Speakers 
	20,999

	Redmi 
	Redmi 10 2022 (4+64) *
	MTK G88, 4GB+64GB, 50MP/8MP/2MP/2MP+13MP, 90Hz AdaptiveSync, 5000mAh, Side FP, Dual Speakers 
	18,199

	Redmi 
	Redmi 10C (4+128) *
	SD 680, 4GB+128GB, 50MP/2MP/5MP AI Camera 6.71" Large IPS Display,5000mAh with 18W Fast Charger, Side Fingerprint 
	15,999

	Redmi 
	Redmi 10C (4+64) *
	SD 680, 4GB+64GB, 50MP/2MP/5MP AI Camera 6.71" Large IPS Display,5000mAh with 18W Fast Charger, Side Fingerprint 
	14,999

	Redmi 
	Redmi 10A (4+64) *
	MTK G25 (12nm), 4GB+64GB, 13MP/2MP+5MP, Secured Fingerprint, Notch, 5000mAh 
	14,299

	Redmi 
	Redmi 10A (2+32) 
	MTK G25 (12nm), 2GB+32GB, 13MP+5MP, Notch, 5000mAh, P2i Nano Coating 
	12,499

	Redmi 
	Redmi A1+ (3+32) 
	MTK A22 (12nm), 2GB+32GB, 8MP Dual Camera, front 5MP 5000mAh, P2i Nano Coating 
	11,999

	Redmi 
	Redmi A1  (2+32) 
	MTK A22 (12nm), 2GB+32GB, 8MP Dual Camera, front 5MP 5000mAh, P2i Nano Coating 
	9,999

	POCO

	Poco
	C31 (4+64) 
	MTK G35, 4GB+64GB, 13/2/2MP+5MP, Notch, 5000mAh, Rear Fingerprint 
	13,999

	Poco
	C31 (3+32) 
	MTK G35, 3GB+32GB, 13/2/2MP+5MP, Notch, 5000mAh, Rear Fingerprint 
	12,999

	Laptop

	XIAOMI 
	Notebook Ultra 
	11th Gen Intel Core i7, 16GB DDR4 RAM, 512GB Nomee SSD, 15.6" 3.2K Mi True-life+ Display, 12 Hour All Day Battery with 65W Type C Charging, Metal Build 
	96,999

	XIAOMI 
	Notebook Pro 
	11th Gen Intel Core i5, 16GB DDR4 RAM, 512GB NVMe SSD, 14" 2.5K Mi True-life Display, 11 Hour All Day Battery with 65W Type C Charging, Metal Build 
	77,999

	Redmi 
	Redmi Book 15 Pro 
	11th Gen Intel Core i5, 8GB DDR4 RAM, 512GB NVMe SSD, 15.6" Full HD Display, 10 Hour All Day Battery with 65W Type C Charging 
	59,999

	Redmi 
	Redmi Book 15 
	1th Gen Intel Core i3, 8GB DDR4 RAM, 256GB NVMe SSD, 15.6" Full HD Display, 10 Hour All Day Battery with 65W Type C Charging 
	49,999


Table 1: (Product Spec. & Price List)

2.1.5 [bookmark: _Toc122029000]Operations 
Moreover, our local factory assembly has been playing a significant role to achieve the number one position in the market. By setting up a factory in the country, XIAOMI is now able to offer better devices to XIAOMI fans at comparatively affordable prices. They have developed a three-pronged business model, which includes hardware, internet services and retail sales and they are working toward these goals. More than 3,000 young and energetic people are working tirelessly for the XIAOMI brand in Bangladesh. Additionally, over 450 people are employed at XIAOMI's factory. More than 1,000 tech jobs are likely to be created in the future. 
Distribution Network:
The company maintains strategically located sales centers in nineteen different locations across the country. It has developed an advanced distribution system through its more than 300 skilled and trained manpower and a large fleet of over eighty vehicles. The distribution system is capable of handling the continuing volume of a diverse range of products from various businesses.
The company's distribution centers are highly streamlined, computerized, and automated. They are capable of maintaining a cold chain for some specialized range of products such as vaccines and insulin. The combination of this advanced function and multidimensional capabilities made it possible to handle hundreds of products efficiently.
Administration Department:
The Corporate Administration Department is responsible for overseeing the overall operation following the policies and procedures adopted by the organization. The Department is also responsible for fulfilling the statutory corporate administration responsibilities and duties.
The Department coordinates and follows through on the short and long-term strategic planning and acquisition of corporate computer equipment, services, and telecommunications equipment and services. This ensures the effective operation of the flow of information services infrastructure and supports the various processes of the organization.
i. Provides support and service for the activities of the Board of Directors
ii. To create the appropriate condition for efficient operation of structural subdivisions
iii. Coordination of construction, maintenance, rent, and keeping buildings issues
iv. Coordination of issues as logistical support of Bank activities
v. Maintain coordination with Govt. regulatory bodies and supervise all incidents.
vi. Manage the overall transport maintenance and safety issues.
vii. Control the inventory management and confirm security.
viii. Proper coordination in space allocation, premises maintenance, and communication services.

Campaign and Promotional activities:
[bookmark: _GoBack]Sales promotion activities are a vital component in marketing campaigns and consists of a collection of incentive tools. They are mostly short-term and designed to encourage faster and better purchase of particular products or services by retailers and consumers. In the whole marketing exertion promotional activities play the key role which are being carried out by XIAOMI HQ and National Distributors and also sometimes by the Middle Distributors. These promotional campaigns produce more sales in retail and digital channels as well as create a good image of the product in the mind of the customer. The promotional tools used by XIAOMI for its marketing activities are Point of sale display, Incentives to retailers, Sales promotion through sponsoring special events and Advertising.
Point of sale display:
About the point of sale XIAOMI plays numerous behaviors to communicate with consumers. includes Shopping carts, table top, spec card, cart straps, aisles, LED visual, back drop, pop ups and shelves are used for instore advertising. Categories of consumers differentiate the appeal of the point of sale advertising which lies for different aspects. Customer’s final decision regarding purchase in the shop mainly relies on that.
Generally brands with low customer loyalty act with these activities. Smart phone is such kind of product in which most of the time purchasing decision is made at the offshoot of the moment based on the brand which is readily available and attracts the customers. As a result XIAOMI invest heavily in this category by supplying the shop owners with stands so that they can keep the bottles outside on those stands so that customers have an eye contact with them while entering into the shop.
 
Incentive to retailers:
Here XIAOMI is using another approach of sales promotion being used by competitors as well by running special incentive campaign for retailers and dealers. This type of promotional strategy is conducted mainly during the peak season.
Advertising:
XIAOMI mainly focus on OVC uploaded in their official Facebook page and website. The different mediums used by XIAOMI are mainly Hoarding, Newspaper and Product of sales material (painting, glow signs, D. Board).




Figure 5: (Organizational Structure)







2.1.6 [bookmark: _Toc122029001]SWOT analysis 
Strength:
Despite their affordable prices, XIAOMI has a good-well for building high-quality products. Consumers and tech lovers are reliably impressed by the innovative features of the smartphones.
About company’s strength better configuration in less price in the market segment is the main priority. On the other hand strong customer base is another power of XIAOMI. Giving mid-range price segment Example in below table;

	REDMI 10 A
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Processor Name
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Battery (mAh)
	Charging (W)
	FP Sensor
	Price

	XIAOMI
	Redmi 10A
	G25
	12
	2
	32
	13
	Dual
	5000
	10
	Yes
	12,499

	Samsung
	Galaxy A03 core
	SC9863A
	28
	2
	32
	8
	Single
	5000
	10
	No
	11,899

	VIVO
	Y01
	P35
	12
	2
	32
	8
	Single
	5000
	10
	No
	10,999

	Infinix
	Smart 6
	SC9863A
	28
	3
	64
	8
	Single
	5000
	10
	Yes
	10,690

	Realme
	C11
	SC9863A
	28
	2
	32
	8
	Single
	5000
	10
	No
	9,990

	REDMI 10 A
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Display Type
	Processor Name
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Battery (mAh)
	Charging (W)
	Price

	XIAOMI
	Redmi 10A
	IPS
	G25
	12
	4
	64
	13
	Dual
	5000
	10
	13,999

	Samsung
	Galaxy A03s
	PLS
	P35
	12
	4
	64
	13
	Triple 
	5000
	15
	13,499

	OPPO
	A16e
	IPS
	P22
	12
	4
	64
	13
	Single
	4230
	10
	14,990

	Realme
	C31
	IPS
	T610
	12
	4
	64
	13
	Triple
	5000
	10
	14,490

	REDMI 10 C
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Display Type
	Processor Name
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Battery (mAh)
	Charging (W)
	Price

	XIAOMI
	Redmi 10C
	IPS
	680
	6
	4
	64
	50
	Dual
	5000
	18
	14,499

	POCO
	POCO C31
	IPS
	G35
	12
	4
	64
	13
	Triple
	5000
	10
	13,999

	Realme
	C35
	IPS
	T616
	12
	4
	128
	50
	Triple
	5000
	18
	18,990

	Samsung
	Galaxy A03
	PLS
	T606
	12
	3
	32
	48
	Dual
	5000
	10
	14,999

	Samsung
	Galaxy A03
	PLS
	T606
	12
	4
	64
	48
	Dual
	5000
	10
	16,999

	VIVO
	Y15s
	IPS
	P35
	12
	3
	64
	13
	Dual
	5000
	10
	14,590

	Infinix
	Hot 12 Play
	IPS
	G35
	12
	4
	128
	13
	Dual
	6000
	10
	13,599

	REDMI 10 C
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Display Type
	Processor Name
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Battery (mAh)
	Charging (W)
	Price

	XIAOMI
	Redmi 10C
	IPS
	680
	6
	4
	128
	50
	Dual
	5000
	18
	15,499

	VIVO
	Y21
	IPS
	P35
	12
	4
	64
	13
	Dual
	5000
	10
	16,990

	OPPO
	A16
	IPS
	G35
	12
	4
	64
	13
	Triple
	5000
	10
	16,990

	Realme
	C35
	IPS
	T616
	12
	4
	128
	50
	Triple
	5000
	18
	18,990

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	REDMI 10 (2022)
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Resolution
	Refresh Rate (H)
	Processor Name
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Charging (W)
	Price

	XIAOMI
	Redmi 10 2022
	FHD
	90
	G88
	12
	4
	64
	50
	Quad
	18
	16,999

	VIVO
	Y21T
	HD
	60
	680
	6
	4
	128
	50
	Triple
	18
	19,990

	Tecno
	Spark 8 Pro
	FHD
	60
	G85
	12
	6
	64
	48
	Triple
	33
	16,490

	Infinix
	Hot 11s
	FHD
	90
	G88
	12
	6
	128
	50
	Triple
	10
	15,190

	Infinix
	Hot 12
	HD
	90
	G85
	12
	6
	128
	13
	Triple
	18
	15,699

	REDMI 10 (2022)
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Resolution
	Refresh Rate (H)
	Processor Name
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Charging (W)
	Price

	XIAOMI
	Redmi 10 2022
	FHD
	90
	G88
	12
	6
	128
	50
	Quad
	18
	19,999

	VIVO
	Y21T
	HD
	60
	680
	6
	4
	128
	50
	Triple
	18
	19,990

	OPPO
	A54
	HD
	60
	P35
	12
	6
	128
	13
	Triple
	18
	22,990

	Realme
	Realme 9i
	FHD
	90
	680
	6
	6
	128
	50
	Triple
	33
	21,990

	Samsung
	F22
	HD
	90
	G80
	12
	6
	128
	48
	Quad
	15
	23,999

	REDMI Note 11
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Display Type
	Refresh Rate (H)
	Processor Brand
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Charging (W)
	Price

	XIAOMI
	Redmi Note 11
	AMOLED
	90
	SD
	6
	4
	64
	50
	Quad
	33
	20,599

	Samsung
	Galaxy M12
	PLS
	60
	Exynos
	8
	6
	128
	48
	Quad
	15
	23,499

	Realme
	C35
	IPS
	60
	Unisoc
	12
	6
	128
	50
	Triple
	18
	20,490

	Realme
	Narzo 50
	IPS
	120
	MTK
	12
	4
	64
	50
	Triple
	33
	19,999

	Infinix
	Note 12
	IPS
	60
	MTK
	12
	6
	128
	50
	Triple
	33
	18,299

	REDMI Note 11
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Display Type
	Refresh Rate (H)
	Processor Brand
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Charging (W)
	Price

	XIAOMI
	Redmi Note 11
	AMOLED
	90
	SD
	6
	4
	128
	50
	Quad
	33
	21,499

	Samsung
	Galaxy A13
	PLS
	60
	Exynos
	8
	4gb / 6gb
	128
	50
	Quad
	15
	20999 / 23999

	OPPO
	A76
	IPS
	60
	SD
	6
	6
	128
	13
	Dual
	33
	20,999

	Realme
	Narzo 50
	IPS
	120
	MTK
	12
	6
	128
	S
	Triple
	33
	23,499

	Realme
	Realme 9i
	IPS
	90
	SD
	6
	6
	128
	50
	Triple
	33
	23,490

	REDMI Note 11
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Refresh Rate (H)
	Processor Brand
	Processor Name
	Architecture (nm)
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Camera Setup
	Charging (W)
	Price

	XIAOMI
	Redmi Note 11
	90
	SD
	680
	6
	6gb / 8gb
	128
	50
	Quad
	33
	22499 / 23,999

	Samsung
	Galaxy A22
	90
	MTK
	G80
	12
	6
	128
	48
	Quad
	15
	22,499 (Promo 1k)

	Samsung
	Galaxy A23
	90
	SD
	680
	6
	6
	128
	50
	Quad
	25
	31,599

	VIVO
	Y33s
	60
	MTK
	G80
	12
	8
	128
	50
	Triple
	18
	22,990

	VIVO
	Y53s
	60
	MTK
	G80
	12
	8
	128
	64
	Triple
	33
	20,990

	OPPO
	A95
	60
	SD
	662
	11
	8
	128
	48
	Triple
	33
	27,990

	REDMI Note 11S
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand
	Model
	Display Type
	Brightness
	Processor Brand
	Processor Name
	RAM (GB)
	ROM (GB)
	Primary Camera (MP)
	Battery (mAh)
	Charging (W)
	Price

	XIAOMI
	Redmi Note 11S
	AMOLED
	1000 nits peak
	MTK
	G96
	6GB / 8GB
	128
	108
	5000
	33
	27999 / 29999

	Samsung
	Galaxy A23
	PLS
	No Info found
	SD
	680
	6
	128
	50
	5000
	25
	31,599

	VIVO
	V25e
	AMOLED
	No Info found
	MTK
	G99
	8
	128
	64
	4,500
	44
	34,990

	OPPO
	F21 pro
	AMOLED
	800 nits peak
	SD
	680
	8
	128
	64
	4,500
	33
	32,990

	Realme
	Realme 9
	AMOLED
	1000 nits peak
	SD
	680
	8
	128
	108
	5000
	33
	26,990



Table 2: (Product Comparison)

Weakness:
Brand weakness is the less profit margin for retailers comparing to other brands is the main issue. XIAOMI is a Chinese electronics and AIOT brand. Unfortunately, Chinese products are evaluate as low-grade in some class of customers, especially by APPLE and SAMSUNG users. It means that XIAOMI has a hard time searching these mass markets. Moreover, XIAOMI has a comparatively weak brand perception overall. It’s considered primarily as a budget option by consumers around Bangladesh, and not as a leader in software (OS) performance. This perception leads XIAOMI devices to be let go by many consumers despite their reasonable pricing.
Opportunities:
Varity of products and the growing technological industry is the best opportunity for XIAOMI to grab segment wise customers. As they always bring something new in the market and innovates new trends among the customers modern culture is the friendliest environment.
In the era of rising global GDP, Consumers’ willingness to spend more money on electronics is increasing. As a result, the smartphone and electronics market is growing gradually. This is particularly true for some geographic areas, where earlier devices were very expensive to even consider. XIAOMI has a remarkable opportunity to capture these developing markets, such as Kurigram, Kishorganj, Gaibanda, Madaripur and so on. This is absolutely powerful opportunity for XIAOMI, since it only involves competing against other budget-conscious brands, such as Huawei, Samsung and Apple.
Unlike Samsung or Apple, XIAOMI is giving effort to grow its brand with the use of Accessories and Consumer Electronics stores. While XIAOMI does have a 342“Mi Stores” located around the Bangladesh, they could surely invest in some more. These Accessories and Electronics stores would not only improve XIAOMI’s offline sales channels, but they would also improve the company’s perception as a luxury or high-quality brand. It’s worth mentioning that much of XIAOMI’s sales in online/ ecommerce channels are very strong.
Additionally the subject of branding, XIAOMI has another opportunity for growth. By diving themselves as a “green brand”. Means an environmentally-friendly brand. XIAOMI may be able to set themselves spaced out from the crowd. There’s a rising environmental consciousness, especially more in developed countries, and XIAOMI may be able to profit from this while saving the planet. Certainly, this would be a two-step process. First, XIAOMI would need to ensure their manufacturing processes are as green as possible as we have our own manufacturing plant. There by reducing and managing waste products and pollutants. Secondly, XIAOMI should go through some promotional activities with this message with some cunning marketing tactics.
Threats:
Unofficial products are the main threats for the company in Bangladesh. There are many unauthorized dealer who import XIAOMI product from India and distribute in the market in lower price than company offers. Customer being faithful about XIAOMI purchase those product without any warranty policy with less price than the official products. Still 50% of XIAOMI lovers are using those unofficial products. As a result official dealers are facing challenges to sale their official products into market with the actual price. On the other hand growing VAT and Tax by the government making whole industry venerable. As XIAOMI maintain 4 step distribution process in each stage 5% extra vat is including. Therefore the price of the official products are getting higher and company profit is going lower. The smartphone industry has a character for being merciless competitive. Most companies in these markets are well-established brands with sufficient level of capital to support them. This means they are skilled of huge marketing campaigns, long legal fights, and plenty of investment into new technology. XIAOMI is a comparatively new smartphone manufacturer, so they’ll need to be extra careful they’re not pushed out of the market. It is not a big deal for a premium manufacturer such as Apple to offer a more budget-friendly device, and that could have overwhelming consequences. XIAOMI must keep their guard up.
Poor customer service infrastructure is another threat. XIAOMI has seen tremendously quick growth over 12 years, by selling millions of smartphones all over the Bangladesh. However, there have been reports that XIAOMI has less customer service infrastructure and customer care center available mostly in rural areas to sufficiently serve all of their recently developed customers. If a big model-wide issue comes with one of XIAOMI’s products, they may find themselves with more support tickets than they can succeed, results is big number of unhappy customers.
2.2 [bookmark: _Toc122029002]Industry analysis  
2.2.1 [bookmark: _Toc122029003]Specification of the industry 
Mobile manufacturing is a growing industry in Bangladesh. The industry that started its journey 15 years ago, is now it become the mixture of several local and international brands. Many foreign brands have already received mobile manufacturing licenses. A current study said, in a joint venture with 14 local brands and local manufacturers already stablished in Bangladesh. In the Fiscal Year 2020-2021, more than 4 crore handsets were manufactured and imported to Bangladesh, which is truly a remarkable contribution to Bangladesh Economy. From those, more than 63 percent or more than 2.5 crores of handsets were assembled or manufactured locally in Bangladesh. Previously the mobile market of Bangladesh was dependent on imports only, but now many local brands are leading the local market and exporting globally by maintaining own manufacturing. The journey of the mobile manufacturing industry in Bangladesh began with assembling mobile phones. According to a source in the Dhaka Tribune, the assembling of phones started in Bangladesh for the first time in July 2014. And the credit goes to Walton. As being a local electronics producer Walton started manufacturing phones exclusively under their own brand.

2.2.2 [bookmark: _Toc122029004]Size, trend, and maturity of the industry

Samsung started manufacturing in Bangladesh in 2018 with their local assembling partner Fair Electronics. In the same year, another local brand, Symphony enters into the market and started manufacturing smartphones and feature phones in the country. At that Time fight between two companies was remarkable in sense of sales. After that in 2019, Tecno and Itel’s comes by Mother Company Transsion and Carlcare Technology BD Ltd started their production in Bangladesh. In the same BBK jumps into the same market with their global brand OPPO, and in 2020 REALME. After that 2021, the Chinese brand XIAOMI began assembling phones locally from November 2021. Nokia has joined Vibrant Software (BD) Ltd, a joint venture between Union Group of Bangladesh and UK-based Vibrant Software, to join the list of local assemblers. According to a report by the financial express, the market size of mobile handsets in Bangladesh in 2020 was around BDT 10,000 crore or more than $1.2 billion in terms of value. According to TBS, the annual demand for new mobile handsets in Bangladesh is around 3 crore 50 lakhs units, of which 90 lakh are smartphones and the remaining 2 crore 60 lakh are feature phones. Out of the total yearly demand, 2 crore 6k1 lakh units or about 75% are being manufactured and assembled in local factories. According to BMPIA officials, an average of 1 crore 10 lakh smartphones are being manufactured or assembled locally in Bangladesh every year, some of which are also being exported abroad after fulfillment the local demand.

[image: 2022-11-26 (5)]
Figure 2: (Industry Growth over the year)


2.2.3 [bookmark: _Toc122029005]External economic factors and Barriers
In the budget for fiscal 2022-23, the 5 % Value-added Tax (VAT) included at every stage of the mobile phone business (from marketer to retailer). It should be noted here that there are three to four levels of distribution channels for mobile phone businesses up to customers. Therefore, Customer have to afford the new VAT is for all these stages before the handset reaches their hand, which is extremely leading the price to increase to a great amount.
Apart from this, in this era we are facing global economic instability. Therefore, the price of smartphones has already greater than before by over 20 % in the market like other various products due to the upward trend of product prices in the world market.
Since 13 to 14 companies have already invested significant amounts of money in manufacturing mobile phones in the country, will the handset manufacturers be disheartened by the withdrawal of the VAT exclusion benefit withdrawal of VAT facilities is definitely disheartening the manufacturers. We know that it is an essential and important thing to collect VAT and taxes for any country, in the mean time we also have to rank some important sectors. 
Today, VAT is compulsory at the retail level, but government are not trying to stop the illegal markets or grey markets. As grey products are being selling continuously through unauthorized channels, it remains undefined which is cheering-up money laundering. Along with raising taxes, the grey market must be stopped through strict administration of the law. It is normal that taxes may increase, but it is disadvantageous to the sector if the tax increase and grey market growth continue instantaneously. 
Our neighboring country Nepal has recently started disabling all unauthorized phones from their telecommunication networks. Besides, neighboring countries have also taken necessary measures to stop the sale of unauthorized phones. However it is sad but true that our technological competencies, it is not being applied in the country.
2.2.4 [bookmark: _Toc122029006]Industry rivalry 
Investment mostly depends on economic steadiness both at the micro and macro levels. We think that most brands will now highlight more on managing current global economic hesitation. 
But, it is also essential to have the right and consistent policy for backup investment in the manufacturing sector. In addition, it is enormously important to formulate a satisfactory smartphone export policy. 
For example, our current export policy involves a minimum of 30 % value addition for locally manufactured handsets to get cash incentives. But since the smartphone is a developing sector in Bangladesh, this condition should be relaxed for smartphone export. Apart from this, the brand owners and national distributors should also be given the opportunity to export smartphones like other countries. This will surely further improve our export growth potential. 
At 2009, Samsung revealed its first smartphone in Bangladesh which did not go down well with Apple. It actually dubbed the war in the industry. Both of the brands are been competitor of each other in the premium segment. In the current market situation runs with competitive pricing, the ability to offer feature-rich mobiles even in the budget segment, and the brand philosophy have all worked in XIAOMI’s favor. Now a days, we have several other Chinese brands that are competing face to face.
Competitive Pricing is a great challenge for all the brands. Because once they set the price until their next released model they cannot decrease the price in a good amount. Thus smartphone brands offering mobile phones with almost the same features and specifications at lower price points. This method is known as competitive pricing, and the thought process behind this method is to strategically offer your product at the same price, or at a comparatively cheaper price than your competitor.
XIAOMI, Realme, and Samsung offer some of the best mobiles under 15000 BDT, and as the number of mobile phones being offered increases, the pricing becomes that much more competitive. Consumers can select several of handsets between BDT 15,000 - BDT 20,000, and because of being almost same features offering by all the price remains the key differentiator.
It was XIAOMI that transformed the scenery of the smartphone industry forever when it started offering feature-rich phones within reasonable prices. Now, almost all the brands make the same package as many features as possible with outstanding specs in budget-friendly smart phones. The models under 15,000 BDT now a days come with quad or triple-rear camera arrays, big batteries up to 6000 mAh, faster processors like QUALCOM SNAPDRAGON series, and 4GB/6GB RAM sizes.
It has been this aptitude of confident brands to offer feature-rich phones at reasonable prices that enabled them to find the right balance between price points and features. This has made them successful in the budget and mid-range segments, which has only strengthened the competition.
Now a days, there are over half a billion smartphone users in our country. The maximum proportion of the user base is in the mid-range segment, owing to the ever expanding Bangladeshi middle class. This basically means that the smartphone brand that grab the largest share in the mid-range segment would do exceptionally well, and this is another reason why almost all the smartphone brands now offer smartphones in this segment.
More recently, OnePlus is breaking their tradition of only offering flagship models instead they have launched OnePlus Nord in the mid-range segment. In the meantime, Apple has also waved its intention of coming down the price ladder to offer the much-vaunted Apple experience to the average customer.
Moreover, customers can also buy smart phones on EMIs, using either their credit card which made purchasing smartphones more convenient and affordable.
As previously discussed, the brand that dominates the mid-range segment will debatably found itself as the most popular and successful brand in the country. For all smartphone brands, this strategy has made the mid-range segment as a battleground for market domination. 
Justifiably, almost all the brands are gearing up for passionate competition over the next year wishing for economic stability. As it is now being hazarded that even the feature-rich, 5G-enabled smartphones will be offered for less than BDT 30,000 by many brands in the near future. Already XIAOMI offered POCO M3 pro 5g last year only at 24,999 BDT. This is conflicting to the previously-held trust on the 5G perception among the customers. But it will be held back because smartphone brands would only offer expensive 5G-enabled handsets except XIAOMI in future.









[bookmark: _Toc122029007]CHAPTER IV: INTERNSHIP EXPERIENCE
[bookmark: _Toc122029008]4.1	Position, duties, and responsibilities: 
As a full-time employee in XIAOMI I have learned a lot about raw business, marketing and sales strategies. Here I have described my responsibility in detail as Retail Marketing Executive.
· Monitoring, Training, Recruiting and Placing the Floor Sales Man to Respective retail. We have 48 Brand Shops in Dhaka Central Region. And 60+ partner retails where I have to place BPs, considering best suite with retail hygiene and market base. Also I have to train them about product and competitor knowledge and daily reporting system. I have to check their daily attendance, grooming and activities to achieve daily sales target. Action plan and sales target must be set in daily morning meeting with team. 
· Retail Engagement and maintain relationship with existing retail partners is one of the core psychological task. Daily visiting retails, taking care of retailers claim, solving various problems in various situation is must.
· Business Area Expansion. I have always been pro-active to find new business opportunities in my area. It is all about find out new retails and motivate new retailers to increase counter share.
· POSM management. While it is the time of campaign and launching new product I have to direct FSM and ESR to execute banners, pop-ups, poster and other eye catching material to selected places (inside and outside of the retails)
· Sales Follow-up. I have to set daily target to my BP team and have to chase for achieve daily target which is actually the goal to achieve monthly and yearly sales target.
 
4.2 [bookmark: _Toc122029009]Training 
XIAOMI has given opening training session on product and sales strategy. And another 2 days long training session at Sylhet BRAC Learning Center. The session was called “Dreamers MEET.” It was only organized for Retail Marketing team by XIAOMI Bangladesh HQ Bosses. It was all about a lot of learning. Where all the big bosses took minimum 3 hours session individually to share company thought, vision and goal from various point of view. Content delivery details have ben given in the table below;
	Date
	Time
	Training Content
	Trainers 
(with Designation)

	2nd Feb”22
	12pm-1pm
	Distribution Channel Management
	Mahammad Riad
(National Sales Manage) 

	2nd Feb”22
	8pm-11pm
	Sales & Market Development
	Ahmed Razib
(Retail & Channel Manager)

	3rd Feb”22
	1am-3am
	Team Management and Leadership
	Zahid Hasan
(Field Force Manager)

	3rd Feb”22
	9am-12pm
	Vision, Mission and Goal
	Ziauddin Chowdhory
(Country Manager)


Table 3: (“Dreamers MEET” Training Session Schedule and Content)

After this session our entire RME team got huge level of motivation and developed skills applied on the field and got achievements.  Which I had delivered to entire sales team and BP. I have to organize weekly one online training session and monthly one classroom training session at HQ with entire sales team.
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Figure 4: (Classroom Training Environment)

4.3 [bookmark: _Toc122029010]Contribution to departmental functions 
As I am working in Training and Sales department at HQ. I am I have to report directly to the Regional Manager. At XIAOMI field force 2 hierarchy level of people working as a team. BP as an entry level employee, Territory managers (TM) and Area manager (AM), and Retail marketing executive (RME) as mid senior level. BP work as front line employee responsible for direct sales to the customers. TM maintain the primary and secondary lifting of the distributor and retail. AM coordinate with the distributors ROI also responsible for area sales also as reporting manager of the TM team. As a retail marketing executive I have to report about entire function of the area also maintain BP’s administration related activities. As a senior RME I have to take cover of entire operation in Dhaka Central and South region.
4.4 [bookmark: _Toc122029011]Evaluation 
XIAOMI as a Chinese company doing direct-mother operation and manufacturing in Bangladesh. Great opportunities to Bangladeshi people to learn professional skills and develop employee career. I am also thankful for all the learnings that I have got from this company and my superiors. They always keep people work in pressure which is in their DNA to get maximum potentiality from their employee. However also take care of their employee when needed. In my rating I would like to give 4 out of 5 in employee management and for product and customer service 5 out of 5. 

4.5 [bookmark: _Toc122029012]Skills applied 
· BP recruiting skill (Human Resource skill). 
· Training and monitoring skill by digital intervention.
· Negotiation skills with retailer to maximize counter share.
· Psychological skill to avoid retail shyness. 
4.6 [bookmark: _Toc122029013]New skills developed 
· Work in pressure.
· New culture adaptability.
· Data analysis from various angle (MS Excel).
· Survey by google sheet.
· Distribution and Retail management.
· Leadership and team control.
· Convincing power.
4.7 [bookmark: _Toc122029014]Application of academic knowledge 
This is the biggest part that I want to describe from my heart. From United International University I have learned how to work in smart way. Below are the application I have applied in my work place;
i. From the Psychology course, I have learned how to interact with new people efficiently. Which helped to engage with retailers. 
ii. From the Computer course, I have learned about MS Excel. Which helped me to do data analysis, understanding sales trend and preparing salary sheet for the BP.
iii. Almost In every core course at UIU, we had given reports and presentations that helps to prepare training materials for BP and sales team training. While training the BP and sales team I got the speaking confidence in front of the learners. That fluency and confidence credit goes to UIU.
iv. From six major marketing courses, I have learned about theoretical knowledge which helped me to take any strategic planning and implementation in various circumstances.    

[bookmark: _Toc122029015]4.8	Observations
Working at XIAOMI BD was a great experience. Employees here are persistent and talented. I have learned many things during my internship period. I came up with the following observations with my 2.5 years of full time job period:
i. Work environment is very friendly and the employees are so much cooperative.
ii. Employees are active and attentive in their assigned job responsibilities.
iii. Each employee in the department is directly monitored by the Marketing Manager, so the proper outcome can be ensured.
iv. Unless urgent necessity, no one does not leave the working place.
v. Though Saturday is a day off, the office is open sometimes to manage extra pressure.
vi. Working time is from 10:00 AM-8:00 PM. But whenever it is needed to accomplish their work within a specific time, they intentionally stay longer than that to accomplish their assigned works.
vii. Everyone each has their own assigned works; according to the tasks given by the Marketing Manager, the works are done. Employees' cluster works together becomes a successful overview of the team effort.
viii. One staff helps the colleagues if needed.


Figure 4: (XIAOMI Bangladesh HQ team)




[bookmark: _Toc122029016]CHAPTER V: CONCLUSIONS AND KEY FACTS

5.1 [bookmark: _Toc122029017]Recommendations for improving departmental      operations
XIAOMI always focuses on employee productivity. They think about more productivity with less manpower in the field. Competitor companies such as OPPO, VIVO have a bigger teams in the field than XIAOMI. Whereas other brands maintain 2 or 3 trainers and 6 TM in a region XIAOMI work with one trainer and 4 RDO. Where other brands have highly capable, well-groomed and experienced BP with more payable, XIAOMI recommends fresher. Though XIAOMI is playing here product and price-driven strategy, which only brings potential productivity from the urban areas but cannot bring the maximum productivity in the rural areas. From my point of view, these departmental operations should be changed.

5.2 [bookmark: _Toc122029018]Conclusion
XIAOMI is an international company involved in smartphone selling, research, and training, all over Bangladesh, in the following chapter, I have summarized the results and concluded my study. Furthermore, I suggest future research.
From the collected data and analysis it became clear that Retail Marketing has a strong effect on sales growth and business development. The operation of employee, retailer, and distribution management doesn’t conflict with our culture and norms. As well as the fact that XIAOMI celebrates its AD campaign is true. Customers understand the Brand Shop priority to purchase is simple and easy, because of trustworthy products and after-sales service. 
But XIAOMI has limitations in advertising, they are not advertising enough in Physical, Television, and Digital channels. Bangladesh Television and Digital channels to create a strong brand XIAOMI should drive into social welfare activities, relate with local cultural activities, give sponsorship in local games and sports, arrange youth basic programs like education fairs, IT fairs, etc. for creating a strong brand image. They should also focus more on digital marketing. Which are already practiced by the competitors.
Besides that, XIAOMI should focus on establishing more and more MI Stores (Brand Shops) in prime markets like JAMUNA FUTURE PARK, BASUNDHORA CITY, SANAMAR, AKTARUJJAMAN, and all other big malls and focused rode side places. This will surely increase the strong customer base that will help them to lead the market.
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