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Abstract 
Within the just two decades, Alibaba has become the most world-renowned and competitive tech company which focuses on E-commerce, retail, amusement, and technology. Undoubtedly, as an e-commerce giant company, Alibaba has created a large number of opportunities in business, manufacturing and services, which makes sure that no matter small or medium enterprises can be able to leverage internet and technology to develop better than ever and compete more efficiently. However, in recent years, Alibaba Group has been facing a host of unprecedented business challenges at home and abroad since its long-standing marker share in China’s e-commerce sphere is under steady erosion from other competitors and other unstable factors are also shaking the Alibaba’s dominance in the E-commerce market. This research attempts to analyze Alibaba’s current plight and opportunities in terms of its operation mode and business behaviors via three different analysis tools that include PEST, Porter Five Forces and SWOT. Eventually I will come up with more efficient strategic options which contributes to customer care and help Alibaba Group obtain competition advantages in the future. 
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1Introduction
[bookmark: _Hlk89436193]1.1 Inaugural background and development period
In the beginning of 1999, with the rise of the Internet and e-commerce, Alibaba Group was founded by 18 people led by Jack Ma, a former English teacher from Hangzhou, China(Alibaba, 2019). They started the company to support small and mid-sized businesses, in the belief that the Internet would level the playing field by enabling small and mid-sized enterprises to leverage internet and technology to develop and compete more effectively in domestic and global business and economies. They are firmly convinced of their missions that concentrating on customer demands and helping them overcome difficulties – whether those customers are consumers, merchants or other organizations – ultimately will lead to the best outcome for their own business. 
[bookmark: _Hlk89436227]1.2 Major businesses in Alibaba Group’s ecosystem
Taobao: 
Taobao was registered in 2003 by Alibaba Cloud Computing (Beijing) Co., Ltd. As China’s leading online shopping platform, Taobao Marketplace offers engaging, personalized and unique shopping experience to its consumers who are living in large cities or less developed places via big-data analytics and technology(Alibaba Group, 2019). The registered users can be able to learn about products and new trend through highly relevant content, engaging and interactive formats and real-time updates form the retailers. 
Tmall: 
Launched in 2008, spun off from Taobao Tmall (www.tmall.com) caters to consumers’ ever-increasing demand for name-brand products with high quality and premium shopping experience(Alibaba Group, 2019). It is serving as a platform for Chinese consumers and overseas buyers to buy homegrown and international products as well as products not available in traditional retail outlets. A huge number of Chinese and international brands and retailers have established storefronts on Tmall, which makes Tmall become more attractive for consumers who are high-spenders. 
Alibaba Cloud:
Established in 2009, Alibaba Cloud, also known as Aliyun, is the digital technology and intelligence backbone of Alibaba Group (Alibaba Group, 2019). It provides customers with a complete suite of storage, network virtualization, large-scale computing security, management and application, big data analytics and machine learning platforms services. Aliyun’s international operations are registered and headquartered in Singapore. Alibaba Group is China’s leading provider of public cloud services by revenue in 2020, including PaaS and IaaS services, according to IDC (Alibaba Clouder, 2021). Alibaba Group is the world’s third leading and Asia Pacific’s leading IaaS provider by revenue in 2020 in U.S.dollars, according to Gartner’s April 2021 report (Yahoo, 2021).
Cainiao Network:
Established in 2013, Cainiao Network, formerly known as China Smart Logistics Network is dedicated to serving Alibaba Group’s logistics vision of fulfilling consumer orders within 24 hours in China and within 72 hours anywhere in the world (Alibaba Group, 2019). To reach this object, Cainiao Network continues to construct and operates a global fulfillment network together with other logistics partners. It offers domestic and international one-stop-shop logistics services and supply chain management solutions, addressing various logistics needs of merchants and consumers at scale. As of May 2018, Cainiao was one of the largest unicorn companies in China. As of March 31,2021, Cainiao Network partnered with more than 270 logistics partners to provide fulfillment services globally. Cainiao Network also reached an important milestone of generating positive operating cash flow during fiscal year 2021 (Businesswire, 2021).
Ele.me
Founded in 2008 by Mark Zhang and Jack Wang in Minhang campus of Shanghai Jiao Tong University, Ele.me is an online food delivery platform. Ele.me(which means “Are you hungry?” in Chinese) is a leading local services and on-demand delivery platform in China (Alibaba Group, 2019). It enables consumers to use the Ele.me, Alipay, Taobao apps to order meals, food, groceries, FMCG, flowers and pharmaceutical products online. In addition, Fengniao logistics, Ele.me’s on-demand delievery network provides last-mile logistics services to facilitate New Retail business, including delivery of food, groceries, FMCG and pharmaceutical products for Freshippo, Sun Art, as well as Alibaba Health. In April 2018, Ele.me was acquired by Alibaba Group but continues to operate independently (Wang, 2018).
1.3 Positioning and objectives of the Alibaba Group
Alibaba Group’s mission is to make it easy to do business anywhere (Alibaba Group, 2019b). They enable businesses and retailers to transform the way they market, sell and operate and improve their efficiencies. They provide the technology infrastructure and marketing reach to help merchants, brands, retailers and other businesses to leverage the power of new technology to engage with their users and customers and operate in a more efficient way. Alibaba’s vision is not to pursue size or power, rather they aspire to be a good company that will last for 102 years. They aim to build the future infrastructure of commerce. They envision that their customers will meet, work and live at Alibaba.
2 Analysis on the internal and external environment of Alibaba
Conducting efficient analysis on a corporation is imperative to evaluate its current circumstance. The following is a comprehensive analysis of Alibaba via three different analysis tools that include PESTLE, Porter Five Forces and SWOT.
2.1PESTLE Analysis of Alibaba
PESTLE analysis refers to as PEST analysis, is a concept in marketing and business theories (Aderounmu and Adepoju, 2019). PESTLE Analysis of Alibaba is to analyze its business strategies for the purpose of sustaining through the blows of market fluctuations. Alibaba’s PESTLE Analysis keep a check on a variety of external factors like political, economic, social, technological (PEST) which can affect its business along with legal & environmental factors. PESTLE analysis is a framework which is imperative for a company, as it helps to understand market dynamics and aids the company in making suitable decisions for itself and improve its business continuously (The Lancet, 1999).
Political factor: 
One of the major macro-environmental threats to Alibaba’s business is the uncertainty of the political situations. Recently, Alibaba decided to list its share in the Hong Kong Stock Exchange. But the political power from China in Hong Kong has made it extraordinarily difficult for Alibaba to flourish in the Hong Kong market as it raises questions over the company’s Initial Public Offering. Simultaneously, China being an authoritarian nation, its government can seize power anytime and take control of the company which is a cause for some of the investors and can be the reason behind economic experts valuing Amazon’s stock more than the Alibaba’s stock. The second concern for Alibaba can be the departure of its founder Jack Ma; this can shake the investors tremendously and stakeholder’s confidence significantly and can have short term as well as long term repercussions. Apart from the mentioned threats, it cannot be denied that Alibaba also enjoys the Government support and it is one of the prime reasons behind Alibaba’s expansion and success (Wang, Zheng and Qi, 2009).
Economic factors:
 Due to the Corona virus pandemic and constant deterioration of the relationship between China and United States, China is going through an economic slowdown and the latest Gross Domestic Product(GDP) growth rate has been dropped to 6%. Without reservation, the E-Commerce sector in China has also shown terrible results, which has become a major cause of concern for Alibaba. While its revenues goes up in some extent but the company itself is going through the slowest growth rate since 2016 (Fedorenko, 2019). This indicates that the customers’ consumption desire and confidence is going down. With the hope to acquire new customers, Alibaba Group has to make huge investments in other sectors like advertising, cloud computing etc. Undoubtedly, this can contribute to some other competitors attacking and eroding the company’s core competency and capturing a chunk of its customer base. In fact, the company should focus on the rural areas or tier 3 cities since this area has a huge potential and value (Madhivadhani, 2019). The company itself has already recognized that more than 70% of its new customers come from these areas solely. 
Social factors:
China has the largest population in the world, accounting for 1.4 billion people(almost 20% of the world’s total population) in 2020, which plays an important role in stimulating the development of E-commerce (Textor, 2021). Since 1990 until today, E-commerce has been around for 31 years. Consumers tend to shop online in their daily life. In the quarter ended June 30 2020,Alibaba’s annual active consumers on China retail marketplaces reached 742 million, an increase of 16 million from the 12-month period ended March 31, 2020.
Technological factors:
One of the major reasons why Alibaba Group is thriving is because of its extensive use of various technologies like Artificial Intelligence which can be used in various applications, Cloud Computing, and Machine Learning etc (Malik and Srivastava, 2018). Alibaba’s customers are able to keep a track on the delivery status of their imported orders from its portal “Tmall Global”. The company has also invested huge money and resources for in a Logistics platform, Cainiao, for the purpose of handling products. The Cainiao platform also leverage a Cloud based RMS (Remote Monitoring System). Plus, the AI Chatbot launched by the company helps buyers and sellers to communicate with each other by translating the other party’s text in their own language.
Legal factors:
“Alibaba is a company which is globally infamous for ‘Counterfeiting’. The most impacted by this counterfeiting are the named brands”(Feng, 2017). There were also reports of fake GUCCI clothes and shoes that were listed on the Alibaba’s portal. In order to deal with this issue, Alibaba has conducted new changes in its current Intellectual Property Protection Platform so that proper actions and measures can be taken in case of any infringement. In order to expand its presence in other countries and attract more investors to make investments, the company should lay down strict reforms and effective measures to protect Intellectual Property (Friedman, 2009). Otherwise, it will always maintain difficult to convince the investors.
Environmental factors:
Alibaba is doing its jobs to contribute to the environmental sustainability (Zhou, Chen and Li, 2018). This company has ever claimed that it will contribute to supporting towards the following social responsibility programs like job creation, rural development, poverty alleviation, environmental sustainability. According to the company’s website, it claims to have offered more than 8 lakh health insurances till now. The company also claims to have contributed more than $37 million dollars as donations to charitable organizations. Four years back, Alibaba started to encourage its employees to serve at least 3-4 hours one month in community service. Alibaba needs to maintain these initiatives in the coming years in order to increase its customer’s loyalty.
Implications of PESTLE Analysis on the Alibaba Group
In conclusion, the above Alibaba PESTLE Analysis highlights the various external elements which affect its business performance and profitability. This understanding is imperative to evaluate the criticality of external business factors for any organizations.

3 Porter’s five forces analysis of Alibaba
In 1979, Michael E. Porter proposed Porter’s Five Forces Model in order to assess the competitive attractiveness and strengths of organizations. The model has three horizontal competitive forces(Threat of alternative Goods or services, the threat of new entrants and rivalry among existing companies) and two vertical forces (Bargaining power of buyers and bargaining power of suppliers) (Khurram, 2020).
Undoubtedly, Porter’s Five Forces Model can help Alibaba to understand its own attractiveness as well as its competitive positioning in the market. The analysis can also be used to make some strategic decisions and options that could enhance the performance of Alibaba and of course help it maintain long-term survival. The following is a detailed Porter Five Forces Analysis of Alibaba
Competitive rivalry-High
Competitive rivalry is a strong force since it can push a firm to make changes in its strategy and reshape its options. Alibaba is in server competition with its rivals that comprise a number of various online sites within and outside China such as Jingdong and Pinduoduo that are Chinese business organization. Moreover, Amazon.com and eBay both are Alibaba’s competitors. In other countries, Alibaba is still facing competitions such as Yayyo.com and Daraz.pk in Pakistan. These companies and business have contributed to a great loss market share of Alibaba in recent years. Another drawback is the lack of trust many buyers all over the world have on Chinese products that put Alibaba in a tough spot (Park and Sohn, 2021). Therefore, the competition is high for Alibaba.
Threats of new entrants-Low
Threat of new entrants demonstrates how new market participants impose threats and challenges to the existing market players. If the business is profitable and at the same time the barriers to enter the industry is low, more new players will be attracted to get involved in the same business and hence, the difficulty of making a profit will be higher than ever before, which is unacceptable for the existing market players. 
In China, setting up a small e-commerce organization is not difficult. However, setting up an e-commerce company which is as large as Alibaba Group requires enormous investments and huge distribution worldwide. Moreover, Online stores requires advanced equipment and servers to be installed to keep up and running all the day and support a large number of online users simultaneously. Alibaba has earned a strong reputation due to its long-time high profits and establishment in the e-commerce marketplace. Another aspect is that a new entrant will not be able to achieve the economies of scale that the existing players are at making their operating costs higher and profit slower (Kudasov,2015). Thus, the threat of new entrants is low for Alibaba.
Bargaining power of suppliers-Low
Bargaining power of suppliers showcases products or services suppliers can be able to take different measures like lowering the availability of their products, wakening the quality and increasing the prices to exert pressure on business organizations (KU, 2017). When suppliers have strong bargaining power themselves, the cost would enormous for buyers and business organizations. Moreover, strong supplier bargaining power can be able to uplift the competition between industries and businesses and hence lower the profit and growth potential for Alibaba. Similarly, weak supplier power can make the business more attractive due to high profitability and growth potential.
In fact, the suppliers of Alibaba are the manufacturers that are members of its selling websites. For every type of products, there are still a great number of suppliers available to Alibaba. Due to Alibaba’s good reputation, suppliers are required to pay a membership fee to put their products listed on the website. There are always new suppliers that are willing to register with Alibaba at any time (Chen and Wu, 2020). Therefore, any supplier that intends to increase the market rate will not be successful since Alibaba will easily bring in more suppliers that are willing to sell at market rates. There is no switching cost for suppliers for Alibaba. Therefore, the bargaining power of suppliers against Alibaba is low.
Bargaining power of buyers-Medium
Bargaining power of buyers reflects the pressure exerted by customers on the business organizations to get products with high quality at lower prices (Raskovich, 2000). This force directly make it difficult for Alibaba to achieve its business goals. High bargaining power inevitably lowers Alibaba’s profitability and makes the industry more competitive. Whereas, when buyer’s power is low, it helps increase Alibaba’s profitability and growth opportunities and hence the industry will become less competitive.
The buyers of products from Alibaba are both individual customers and businesses across the world. Alibaba provides low prices, wide variety, and a strong distribution network, so most customers do not have a choice to switch to other online shopping platform and they will buy at higher prices if they switch. Besides, the number of registered users is large for Alibaba, making it difficult for the buyers to make an impact on the market. However, in recent years, some specialized marketplaces have emerged and they are focusing on some particular fields and making a large success at grabbing Alibaba’s market share (adamkasi, 2017). They can be the potential choices for the customers. Thus, the bargaining power of buyers is medium against Alibaba.
Threats of substitute products-High
There are a wide range of substitutes for Alibaba. The physical retail store are being the largest substitute since they offer low price products. Plus, a large number of suppliers start directly selling their goods to customers through social websites such as Chinese TikTok and Weibo.com, which causes Alibaba losing a great market share. Simultaneously, many companies start setting up their own selling websites offering the same prices as and even lower prices than Alibaba, saving the suppliers the membership costs (Zheng,2015). Thus, the threat of substitution is high for Alibaba.
Implications of Porter Five Forces on the Alibaba Group
By analyzing all the five competitive forces, Alibaba Group strategists can acquire a whole picture of what factors are affecting the profitability of the organization and hence the decision makers can identify changes of trends early on and swiftly respond to the emergence of opportunities and other promising sectors. By understanding the Porter Five Forces in great detail, Alibaba Group’s leaders can be able to shape these forces in their favor.
SWOT Analysis of Alibaba
The SWOT analysis is a framework to assess the external and internal factors that affect a company’s micro and macro environment (Astika and Suharyo, 2021). It is an efficient approach to analyze a company’s current strength、weakness、opportunities and threats alongside how these four factors affect the current business model of Alibaba group. 
Strengths:
1. Alibaba has a large customer base
Alibaba’s main customers are based on the population of China, which has the largest population, followed by India – another country where Alibaba has a strong market share. Alibaba’s business mainly comprises Business to Consumer(B2C), Business to Business(B2B), as well as Consumer to Consumer(C2C), which indicates that it plays an important role in catering for the majority of transactions for its consumers. Until 2020, China’s population is 1.402 billion people (World bank, 2021).
2. A strong dealer community benefits Alibaba’s retail sector
Many suppliers are using the platform that Alibaba offers as the only way of their market exposure. This strong reliance reflects that Alibaba’s registered us have extreme loyalty and already entrenched in the Alibaba business. In 2021, Alibaba’s gross merchandise volume reached $1.175 trillion (Ma, 2021).
3. “Singles Day” is the most popular shopping day in the World, encouraged by Alibaba.
Alibaba incredibly underpins the online transactions within the Asian Markets by offering excellent platform and advanced infrastructure. Any online retailing event that happens within these markets will bring enormous benefits to the company. Singles Day is one such event. This annual shopping event in the most populated countries in the world means that the online transaction volumes on this day are record-breaking, with a vast majority going through Alibaba’s shopping platform such as Taobao and Tmall. In 2020, Singles’ Day attracted 800 million shoppers worldwide. (Queue-it, 2020) 
Weakness:
1. Alibaba’s work-life-balance leaves much to be desired.
Jack Ma, Alibaba’s founder holds a strong belief that getting a job is a privilege for the employees, and you are supposed to be grateful for the company that has awarded you the opportunity to earn money and enhance your living standard. This viewpoint is incredibly echoed throughout Alibaba’s human resource policies, which have aroused much wider concerns and controversies. Jack Ma, Alibaba’s founder, advocates a 72-hour workweek (Pesce, 2019).
2. Counterfeit products continue to plague Alibaba’s reputation.
Chinese authorities have historically maintained a relaxed view on patent protection, counterfeit merchandises and technologies. This sentiment has ingrained itself deeply in the market of China, indicating that manufacturers can be able to to copy a successful product quickly and offer a copy of it at lower price using lesser quality components and technologies. Until now, Alibaba has invested $161 million to mitigate the occurrence of fake products on its online platform (Carsten, 2014).
3. The company has an over-dependence on the Chinese market.
China marketplace tends to be saturated itself in recent years, Alibaba Group should seek to expand its business in other marketplaces. Undoubtedly, Europe and North America should be the future targets considering Alibaba’s present infrastructure, technologies and free cash flow available to be used in growth. According to Statista, International commerce retail sales accounted for 5% of Alibaba’s revenue (Ma, 2021b).
Opportunities:
1. There has been a global rise in demand for online retail.
Global eCommerce market has witnessed an unprecedented growth in the last few years. Alibaba has done well to occupy this market. Whereas, this is not the end of the market surge. As technological innovation increases in developing countries’ marketplaces and the number of the middle-class grows, more and more people turn to eCommerce as the way of trade and channel to retail. In 2020, 79.1% of internet users in China had shopped online (Ma, 2020). That is a good news for Alibaba.
2. The rising income of Chinese people will increase sales.

The rapid growth of Chinese middle-class is contributing to the growth of market for China’s eCommerce. Moreover, the rising income of the middle-class means a higher level of disposable income for online shopping. In 2020, the average annual income in China is $15,276.51 (Jun, 2021).
3. China’s economy is incredibly prosperous.
Considering the scale of China’s economy, and Alibaba’s market share within this country, the enormous scale of China’s market has translated to a robust nature of Alibaba’s earnings. As the ecommerce market develops and matures gradually, so should Alibaba’s market share. In 2020, China’s gross domestic product reached $14.87 trillion (Statista, 2021).
Threats:
1. Shrinking population in China indicates a warning red flag for Alibaba’s main marketplace.
While a large marketplace has a positive impact on the development of Alibaba, we cannot deny the fact that China’s population is declining year after year and India’s population is expected to surpass that of China in the next few years. China’s fertility rate, the average number of children a woman typically has, stands at just 1.3, lower than the US at 1.7 and even Japan at 1.4, where population decline is a reality (The Financial Times, 2021).
2. Fierce competition within the eCommerce of Asia is challenging Alibaba’s market position.
Since Alibaba has successfully created eCommerce in China, and done so well, it has opened up an extraordinarily profitable market for new entrants to break into. This inevitably contributed to a large number of aspirants aspiring to shake Alibaba’s market position and grab its market share. In 2020, China recorded 74 public companies in the eCommerce sector (Statista, 2021b).
3. Trade wars between geopolitical regions pose a risk to Alibaba.
Alibaba operates B2B and B2C modes and having China as one of USA’s greatest trading partners, any event that hurts the trading business between these countries will pose a negative impact on Alibaba’s profitability and its own development. In the early August of 2018, U.S. President Donald Trump targeted some $300 billion in annual goods imports from China for 15% tariffs due to the trade war between China and the United States (Reuters, 2019). 
Implications of SWOT analysis on the Alibaba Group
Considering Alibaba Group’s strong grip on the Asian marketplace and successful break-into-market strategies, Alibaba has deeply ingrained in its home market. Moreover, Alibaba has robust competence to expand into brand-new sectors due to its strong business and growth strategies. As the eCommerce further keeps penetrating the contemporary trade and global market substitutes more and more physical actions with online actions, Alibaba becomes increasingly important.
Recommendations on Alibaba’s strategic options for customer care
1 Alibaba should connect AI with customers and create emotional connection
All customers are irrational. That is reason why emotional connection is more than twice as valuable to brands than customer satisfaction (Elliott and Serna, 2005). Undoubtedly, Emotional connection is the most valuable way to evaluate how your customers feel about you brand and services. Similarly, it is also the most imperative driver that business leaders should focus on to enhance customers’ loyalty, retention and lifetime value. Research after Research says that when customers buy, it’s for emotional reasons. Harvard Business Review finds that emotional customers are more than twice as valuable as “highly satisfied” customers. Meanwhile, when a company has built that emotional connection with its buyers, 70% of customers will double the amount they spend with the products of this company. Therefore, emotions are the key drivers behind our everyday decisions. 
In recent years, Artificial intelligence has embedded itself into all aspects of people’s lives and it is making sweeping changes to the way businesses deal with their customers and hence artificial intelligence is transforming the people’s traditional shopping experience. However, traditional eCommerce is doing less to offer more personalized service for users and bring better shopping experience. While it is reasonable for Alibaba to enhance “customer satisfaction” score in terms of accelerating the speed of service, they provide nothing in customer care which is to creat a emotional between platform and customers. In this case, Alibaba Group should focus on the connecting AI with customers and creating a strong bond with them.
For instance, Alibaba can design a series of more effective artificial customer service chatbots which can be able to offer 24-hour service for the customers and understand a customer’s emotion and then prioritize and alert human customer service agent to intervene. Furthermore, it would be better if the chatbot can be given a realistic human face and voice so that it can make emotional interaction with customers when they become upset and cure their deep sadness. On the other hand, Alibaba can also leverage the AI technology to personalize the service experience, which has been the best way to foster the relationship with customers so far. This is because when you offer a personalized response, customers tend to become more engaged with the interaction and their loyalty will also be enhanced tremendously.
2 Alibaba should optimize online shopping to senior citizens
Compared with just ten years ago, over half of senior citizens ages 65+ do online shopping in their daily life. The eCommerce for seniors is increasingly growing considering the use of electronic devices and service is going through a huge rise as internet has already penetrated all aspects of our life. Alibaba, as one of the largest eCommerce companies across the world, has the social responsibility and morality to demonstrate its own customer care to seniors citizens by optimizing online shopping for them. 
To demonstrate customer care for old generations, a wide range of practical measures can be taken. For instance, Alibaba can list more bargain goods on this platform and only old people should be allowed be purchase them. As we know, senior citizens are not the same good at using digital devices as young people do. So they tend to be at a disadvantage when competing with teenagers for limited bargains. Furthermore, most of senior citizens have been unemployed for many years and they have almost denoted their whole life for the society and  their younger generations. Therefore, they should be offered more privilege from  online shopping platform. Another approach to showcase Alibaba’s customer care is to provide free delivery for disabled people. The main reason is that as older generations grow, so does the risk of becoming disabled in their later life. And our aging population also means that more old people are becoming disabled, with internet use amongst disabled adults also on the rise. Therefore, it requires renewed focus on designing inclusively to ensure we can better address the needs of customers.
In return, Alibaba’s customer care will attractive more older customers as their registered users which is a strong driver to expand its total market share in online shopping business and attract other potential users. Besides, more measures taken to strength customer care of senior citizens means it will earn Alibaba a greater reputation and hence win more customers’ trust and loyalty.
Conclusion and further research
The purpose of this research is to analyze Alibaba’s current plight and challenges and what effective measures should be taken in the future to maintain Alibaba’s positioning in the online business since other competitive rivals have emerged. In this research, I have analyzed the current situation of the Alibaba via PESTLE as well as made a judgement about the factors that affect Alibaba’s profitability and attractiveness by using Port Five Forces. Besides, SWOT analysis has also been conducted to make comprehensive analysis of the enterprise’ external and internal environment. In this research, I learned very much about Alibaba’s business mode and strategic managements. As China’s most popular e-trade service platform, Alibaba has set up a strong connection between SMEs in China and oversea buyers visa a boundless marketplace by offering premium quality of products and services at a reasonable price. Alibaba’s success is significantly based on the large base of domestic customers with the help of large population of China.
Nowadays, increasing new entrants and existing competitors are eroding Alibaba’s original market share and grabbing its original customers via offering more premium quality of products and more personalized service. With doubt, Alibaba is facing an existential risk and it has to compete against its competitors such as Jindong.com and Amazon. Meanwhile, it is also imperative for Alibaba to expand its global business and win a wider size of global market share, which is extraordinarily significant to build its international reputation.
To achieve Alibaba’s objectives in the future, Alibaba should make more promising strategic options and enhancing its customer care should never be ignored. My first recommendation is to apply AI technology into its customer service so that a more personalized service can be provided, which is significantly helpful and effective to create an emotional connection between platform and buyers. Furthermore, Alibaba should try to make sure that older customers can enjoy more benefits and privilege in online shopping as they are those who have donated their whole life to the society and it is time for society to repay back. I totally believe this strategic option would efficiently win the seniors’ loyalty and trust.
This is no any corporation that can survive for more than one century and Alibaba’s vision is to survive for 102 years. To achieve this tremendous objective, there is still a long way to go, which means more unprecedented challenges and risks will emerge in the future so analysis in great detail to Alibaba Group needs to considered.







