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Alibaba is one of the largest retailers and internet business organizations in the world. In 2020, it was also rated as the fifth largest computer thinking organization. It is also one of the largest funding companies and one of the largest speculative organizations on the planet. The organization has the largest B2B, C2C and B2C  shopping centers on the planet. He is embarking on the media business, with incomes rising at a triple rate focusing at first glance indefinitely after a year. Similarly, he set the standards for the release of Singles Day in China in 2018, the world's largest on the day of the break in shopping.
The purpose of this report is to analyse this company and apply the concept of marketing mix including the four elements such as product, price, promotion, and place.
[bookmark: _Toc70280573]Marketing
The marketing activity and function is characterized as an act or activity or administration by which the item and the last customer are linked together (Kotler and Armstrong, 2018). Different authors have ordered the promotion of the abilities in different ways and there is no unanimity among them regarding the characteristics.
The surveyed promotion unit is essentially worried about real and expected buyers. It decides why and when buyers buy goods or do not want to buy products; how and where the commodity market can be consumed and at what price. As far as possible for market growth and plausible changes in popularity and supply - they should also be considered (Kotler and Armstrong, 2018).
The size of the market, its capability, models and performance need to be decided. The department should consider the viability of the various advertising issues and consider the impact of rivalry on the line.
The next capacity is the assignment of growing new elements. In this association, the showcase area must focus on the current elements. In case the current items are not searched, it must be found in them. Whether it comes to the resolution that the current item is outdated or meaningless, the choice to release it from the market can also be taken and new items presented.
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[bookmark: _GoBack]The presentation of a combination hints at the way to use strategies and activities that a particular organization uses to use to improve its image and items in the market. The ad combination has several components that can be used to make the advanced interaction a triumph involving 4Ps; assessment, elements, progress and location or transfer, (Išoraitė, 2016). As for a bunch of Alibaba projects, they handed over promotional blending components.
[bookmark: _Toc70280575]Application of Marketing Mix to Company
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The item is for sale and Alibaba operates web-based business sites that are the most popular in China. As for the demonstration combination, they used different administrations and objects within their business. These items include Alibaba.com, which is positioned as the world's largest phase of business-to-business transactions used by small efforts (Cooley, 2018). Another element in which they have some experience is the Alipay administrations, which are prepared for reasons to fill in web contributions without facing exchange costs.
Autonavi is another undoubted element that the organization has created for routing purposes in China as guides. The online shopping stage considers Taobao, which is used to improve customer-to-buyer commissions, which are valued without charging an exchange fee in any way. Alibaba Pictures is a different business in these gatherings as it is a world of entertainment (Tan, et.al., 2015). The organization went further to create Ali-wellbeing for the benefits of the online drug business. In addition, he further built a stage for sports executives. Juhuasuan is a shopping gathering stage that offers deals.
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Cost is the value that is attached to a particular item or great. The evaluation of items relies significantly on the cost of creation, factors of market interest, the collection of goals and the capacity of the market or buyers to pay. Alibaba's organization has condescending costs for the items created, and commissions are also low to offer any determined financial manager a chance to start their own business. The way Chinese items are reduced to low costs does not mean that it is unfortunate, but rather a technique that Alibaba uses to reach its extraordinary values ​​quickly. The organization uses the entry evaluation procedure, which initially seeks to set low costs for its items in order to quickly reach colossal populations around the world (Pandey and Maheshwari, 2017).
Customers who use their destinations are offered acceptable limits and a reduction in exchange costs from Alibaba. The organization mainly earns its revenue from in-house ads when customers make organizations. They also bring benefits when customers come to the conclusion that they need to participate. Their administrations are generally reasonable and accessible to customers, unlike the entry fees on the Amazon site, which has significant costs imposed by the items. We can also argue that Alibaba occasionally sends a valuation technique that is like their rivals to upgrade deals.
[bookmark: _Toc70280578]Place
A decent misappropriation methodology relies heavily on the part of grabbing the buyer's eye and effectively delivering the items is also an added benefit. The area is an important perspective during the time spent fighting for progress. For Alibaba, the network is what characterizes their business. This is based on the fact that their administrations are provided on online stages, which are generally scattered and located on various sites for easier availability (Kannan, 2017). They can reach a wider range of customers or crowd for their items through the network around the world. Reports suggest that 80% of nationwide web-based business elements in China are run through the Alibaba stages.
So the cost of spreading the nation is not felt by the organization, as it is a computerized business that does not have to deal with many other things than admitting to destinations. It is known that the organization has an extensive list of manufacturers who notice orders and items are shipped to each continent in relation to the area from which the request is made. Western Association, Alipay and bank transfer are the methods of deferred payment used during the exchange on the online scene. Avant-garde, Alibaba is the lone entrance that has gained a worldwide presence and they are reliably resetting the Chinese market as it were.
[bookmark: _Toc70280579]Promotion
The improvement alludes to the overall exercises that have been adopted to make items and administrations tailored to buyers and exchange discussions. There are numerous ways that can be used to advance a brand or item. It includes the use of advertisements, press reports on labor and products, the contribution of limits and commissions, motivating forces, and the use of informal exchanges to keep an eye on the brand and what the organization can do. Alibaba.com uses a set of procedures to improve their image. Jack Mama occasionally discusses the brand and the video is distributed to all online scenes (Ismail, et.al., 2017).
It has also adjusted numerous stations such as radio, print media and the use of TVs to advertise Alibaba.com ads. As this is a computer web based business organization, it advanced some of its items through promotions around the world, which can also be seen on their gateway. Various countries are also broadcasting Alibaba's television announcements, which will generally target business entry and the mass stock of items as a discount for many areas of the world (Wang and Doan, 2019). It also uses bubble offers, cashback for every purchase made at these stages, without ignoring their liberal boundaries.
The marketing mix can help the company to position itself in a better way in the market. The strategic marketing approach can influence the products that are offered in the process that is required to make them or to distribute them with inbound and outbound logistics and such improvements can also improve upon the customer experience and satisfaction.
[bookmark: _Toc70280580]Conclusion
Taking everything into account, we can say that Alibaba benefits from the subscription costs that they charge to the invested persons and the promotion costs that they impose on their customers. They also offer low cost and quality items that attract customers to compete with other expected contenders, but we can agree that the organization has had the opportunity to gain energy and strength in the Chinese market (Choi and Jin, 2015). They also use the blessing procedure, which supports buyers to use the stage to buy products more often. The organization continues to grow more extensively and further, encompassing different nations in terms of their great position in terms of the great administrations they give on the stages.
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