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Ilo mamueIM oprarmsaru, HauboabIIui cupoc B 2023 r. OBLI IpefcTaBIeH HAa CTAKAHBI, TAK
KaK y/JeJbHBIM BeC OCTATKOB B MOCTYIJIEHUM JAHHOTO Buma ToBapa cocraBui 0,29% mpu cpas-
HUTEJIHFHO OOJIBIIIOM 3HAYEHWH WX YJIEeJBHOTO Beca B O0IIeil cyMMe IOCTYILJIEHWS 110 CPABHEHHUIO
¢ ocTranbHBIMU TOBapaMu — 41,13 %.

Ha Goxambl, dysxepsl, pIOMKH IIpeIcTaBJIeH CTA0MIBHO BBICOKUM CIIPOC, YTO 00YCIOBJIEHO He-
3HAYNTEJbHBIMH KOJIE0AHUAMU 3HAYEHUN YIeJIbHOI0 Beca OCTATKOB 9TUX TOBAPOB B MX IIOCTYILJIE-
Huu (ot 1,10 mo 4,55 %) mpu yaeJbHOM Bece 9THX TOBAPOB B 00IIEll CyMMe MOCTYILICHU 3a IIePUO]I
2021-2023 rr. or 10,65 1m0 28,3 %.

3a mepuon 2021-2023 rr. HabI0IaeTCsa CHUMKEeHME cIIpoca Ha Basbl. B 2023 r. mpousoIio cHu-
sKeHMe JIOJIM OCTaTKOB B IOCTYILIEHWH Ba3 Ha 1,32% B cpaBHeHUH C Ipeabayinmm rogom. [Ipu
9TOM CTOUT OTMETUTH, YTO Ha Bas3bl OBLI IIPEJICTABJIEH CTAOMIFHO HU3KHUU CIIPOC B TEUYEHHUE BCETO
AHAJM3UPYEMOTO TTePHOoJIA.

B pamrax nmpoBeieHNs MAapKETHHTOBOTO MCCIEN0BAHMUSA OBLI M3y4YeH CIIPOC HA CTEKJISHHYIO I10-
cyny rorpeduresissmu r. Muncka. Ompoc nposoguics B popmarte Google-forms, yuacrre B KoTopom
mpuHsyir 107 4eI0BeK BCeX II0JIOBO3PACTHBIX KATETOPHH (IJIaBHBIM 00pAa30M ITIOCETUTEJIH TOPTOBOTO
3aJia B Bogpacrte ot 20 10 67 JieT, OOJIBIIYIO YacTh PECIIOHAEHTOB COCTABIIIN KeHITUHBL — 70,1 %).

B xome amanmsa BeIABIIEHO0, YTO OOJIBIIMHCTBO IIOTpebuTe e mprodbperaoT crakaus (60,7 %),
a Takske ysxepsr u (wim) 6oxasl (44,9 %). Haumenbimii crrpoc mpeicTaBieH Ha TapeJIKu, Yalrku
u xkpysxru (0,9%). Basam mia ¢ppykros/medenba/koHdeT oTaaoT npenmnourernue 15,9 % morpedu-
TeJen.

Taxum 00pas3om, JJIs COBEPIIEHCTBOBAHUS CTPYKTYPHI ACCOPTUMEHTA CTEKJITHHOM IMOCYIBI
IIpe/1IaraeTcs:

—  PACIIUPUTH ACCOPTUMEHT (PYIKEPOB M YBEJIHMYUTDH JIOJII0 WX ITOCTABOK B CBSI3H C BBICOKMM
CIIPOCOM ¥ HEJIOCTATKOM TOBApPHBIX 3arracoB B 2023 r.;

—  PACIIUPUTH ACCOPTUMEHT CTAKAHOB B CBSA3H CO CTAOMJILHBIM POCTOM CIIPOCA HA HUX 34 BECh
aHaym3upyembiit mepuox (2021-2023);

—  OOHOBHUTH ACCOPTHUMEHT Ba3 B CBSI3U C HU3KHUM CIIPOCOM HA 9TU U3JEJIHS.

Xie Yuxuan
TSU (Tomsk)

XIAOMI'S LOCALIZATION STRATEGY FOR THE RUSSIAN MARKET

This article takes an in-depth look at Xiaomi’s localization strategy in the Russian market.
Since its founding in 2010, Xiaomi has rapidly grown into a world-renowned technology company
known for its cost-effective smartphones and electronics. The article starts with Xiaomi’s global
expansion strategy and focuses on analyzing how Xiaomi succeeds in the Russian market through
localization strategies. Xiaomi’s success is not only reflected in sales figures, but also includes
significant improvements in brand recognition and consumer satisfaction.

The article details Xiaomi’s company profile, localization strategy analysis, future prospects
and strategic suggestions, as well as its significance to global market strategies. Xiaomi’s
localization strategy in the Russian market includes product localization, user interface and
service localization, marketing and brand localization, sales and distribution strategies, and
after-sales service and customer support. Through these strategies, Xiaomi has not only expanded
its market share but also established strong ties with local communities.

Regarding future prospects, the article recommends that Xiaomi continue to deepen its
understanding of Russian consumer psychology, technology trends and market dynamics, invest
in research and development to adapt to local preferences, and consider expanding the smart
home ecosystem. In addition, the article also extracts implications for other international markets
from Xiaomi’s strategy in the Russian market, including the importance of in-depth market
understanding, cultural sensitivity, flexible distribution models and local partners.

In conclusion, this article provides valuable strategic insights and guidance through a
comprehensive analysis of Xiaomi’s localization strategy in the Russian market, and is of great
academic and strategic importance to companies seeking to expand in global markets while
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maintaining local appeal. Practical significance. Xiaomi’s case highlights the irreplaceable value
of localization in global business strategies and provides strong evidence for companies to succeed
in competing in the international market.

Zhao Changyi
TSU (Tomsk)

ANALYTICAL MARKETING RESEARCH FOR SUBCULTURAL GROUP OF CHINESE
STUDENTS IN RUSSIA

This paper focuses on the consumer behaviour of a group of Chinese students in the territory
of Russia, with a special focus on a sample of 50 Chinese students located at Tomsk State
University in Russia. The study meticulously analyses the unique consumption patterns and
consumption habits of this particular group due to their cultural background, shared experiences
and adaptation to a foreign living environment. The study explores in detail the expenditures
of Chinese international students in various areas, such as food, clothing, entertainment and
travelling, in an attempt to reveal how these factors shape their consumption habits. In addition,
the study examines the impact of Chinese students’ level of interaction with the local Russian
community on their consumption behaviour.

As more and more Chinese students choose to study in Russia, especially in the Tomsk region,
this particular subculture is becoming noticeable. While Chinese students show clear differences in
their consumption needs and purchasing behaviour during their social integration in Russia, this
group is currently under-researched. In view of this, this study aims to fill this gap by providing
an in-depth understanding of the subcultures formed by Chinese students in Russia and their
daily lives, social interactions, and unique experiences through an examination of the historical
relationship between China and Russia, the policies and measures of the two governments, and
the individual experiences of Chinese students.

The main concerns of this study are: what are the main consumption characteristics of
Chinese students in Russia? What factors drive their consumption behaviour? To what extent
are their consumption habits influenced by their cultural background, experiences in Russia,
and interactions with the local community? How can effective marketing strategies be developed
based on these characteristics?

Currently, Chinese students in Russia have developed a consumption model that is influenced
by both Chinese cultural traits and the Russian environment. They come from a high-power-
distance, collectivist-oriented Chinese cultural background, value authority and social status,
and are more inclined to act for the benefit of the team or the collective than for the individual.
At the same time, they pay particular attention to academic performance and ranking during
their studies in Russia, as this directly affects their future competitiveness in employment
after returning home. However, they also face many challenges after returning home, such as
difficulties in adapting to the domestic culture and the job market. For this reason, many Chinese
students actively build professional networks and join industry associations so that they can use
these resources to obtain better job opportunities when they return home.

The goal of this research work is to clearly identify the key needs and consumption behavioural
characteristics of Chinese students in Russia, with a view to providing targeted market strategy
recommendations for companies and policy makers.

In conclusion, although Chinese students face many challenges during their studies in Russia
and upon their return home, they are able to effectively transform their study abroad experience
into a valuable asset for their career development through appropriate mindset adjustments
and utilisation of various supportive resources. To adapt to the demands of the globalisation
era, Chinese students need to maintain a high degree of adaptability and cultural sensitivity,
while proactively pursuing career development. From a marketing perspective, companies should
understand and grasp the consumption characteristics and needs of this group and provide services
and products in a targeted manner so as to seize the opportunities in this market segment and
achieve win-win cooperation. At the same time, this study highlights the importance of Chinese



