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1.0 Introduction
E-commerce is a revolution brought about by computer technology, communication technology, modern business technology and ideas. It’s an economic and cultural revolution, penetrating deeply into all industries and affects everyone’s life. The new technologies such as cloud computing, Internet of Things, and mobile commerce that are involved in e-commerce are constantly evolving with the development of e-commerce. The future development direction and trend of e-commerce are still the focus of people’s attention (Chatzoglou & Chatzoudes, 2016). Therefore, this essay analyzed the business strategies taken by companies in today’s dynamic e-commerce environment. It’s divided into three parts. The first part is introduction. The second part discussed the characteristics of ERP, CRM and SCM of Alibaba took in the e-business environment. Finally, it’s the conclusion. 

2.0 The strategies Alibaba took in e-business environment 
2.1 Introduction of Alibaba’s B2B business
The Alibaba.com website is a comprehensive B2B e-commerce website that aims to establish a comprehensive information transaction service platform for businessmen in the world and involves more than 40 industries (Choshin & Ghaffari, 2017). Alibaba includes two connected markets includes International Station and Chinese Station. Alibaba International has more than 21 million registered users from more than 200 countries and regions. Alibaba China has more than 61 million registered users in China (Kimble, de Vasconcelos & Rocha, 2016). Alibaba Chinese Station mainly serves for the domestic market. Its core product is the “Trust Pass” service, which can improve the opportunities for successful online transactions through the establishment of online credit files. 
Alibaba International Station provides professional services for global businessmen and provides China’s outstanding export-oriented enterprises with professional promotion services “Chinese suppliers” in the global market. The core product “China suppliers” is an advanced online trade service designed to help domestic export companies tap into the global market. Since its establishment in March 1999, Alibaba has been continuously evolving and changing with a bold and innovative business model (Popa, Soto-Acosta& Loukis, 2016). In its management and management, Alibaba pays attention to the alliance with advantageous companies to find suitable partners in the regional market and establish regional networks for online transactions to facilitate business transactions in the same region. For example, the cooperation of well-known companies in the Turkish online trading platform enables the two companies to conduct cross-complementation in business, communicate the links between Chinese and foreign businessmen and create more corporate value. 

Alibaba.com website is also a B2C transaction platform, business companies or individual sellers that cooperate with Alibaba can sell their products to every user of Alibaba website and Alibaba application. The process of order on Alibaba website is same as buy-side e-commerce listed by Chaffey. 
[image: ]
                                                    Source-Chaffey
The sell-side e-commerce of Alibaba has 6 steps. Step one: upload products in store. Step two: Waiting customers to order or contact sellers. Step three: online ordering. Step 5: Relationship building. Step 6: Site optimization.  
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Source: Adapted from Spivack (2007)
Benefit from the development of online technologies, Alibaba have chance to do online market. It has a secure and reliable communication network to ensure the secure and rapid transmission of transaction information. On this application, there are payment methods for customer to choose. One is pay by credit card, the second is pay by Alipay, and the payment method also link with one of the most popular Chinese social networking platform. In addition, if buyers do not have enough money to pay, they can ask friends to pay, otherwise if they have good credit, they don’t need to pay right now.
   
Alibaba offers the following services. Alibaba has invested a lot of manpower and material resources in enterprise resource management (ERP), customer relationship management (CRM) and supply chain management (SCM).
2.2 ERP system optimizes inventory supply
It can be displayed and exchanged on the Internet, but the signing of the contract and payment is impossible to make business without meeting because they involve bulk commodities and payment. Therefore, the three most important products that Alibaba provides to enterprises should be website display, communication and integrity. There is also an online advertisement for a company that is very willing to pay. Alibaba’s entire chain includes manufacturers, wholesalers, retailers and consumers. From the above, Alibaba’s enterprises are mostly manufacturing enterprises. Assuming that there is a wholesaler, the wholesaler is also faced with the same problem as the manufacturer, that is, customers can’t from the Internet. Therefore, Alibaba e-commerce website integrates seamlessly with ERP at the back end. After the global ERP integration is completed, the senior management of the Group can see the sales of any store at any time. The inventory status of any warehouse and all the business processes of the Group are more standardized and smooth on this unified IT platform. Alibaba’s online store doesn’t own inventory, but rather shares the warehouse with the physical store channel. When the consumer orders online, the system notifies the warehouse of stocking (Choshin & Ghaffari, 2017). Compared to offline customers, local climate, promotion policies and product-specific restrictions, all products can be purchased in online stores. For example, customers in Guangzhou have seen goods from Beijing on the Internet. The integrated ERP system will automatically notify the Beijing store to deliver the goods to the customers in Gugangzhou.
But the logistics system in recent years is not very comprehensively. Except for individual commodities (such as software), logistics cannot be carried out directly through the network. It’s the process of the flow of commodity entities, including transportation, storage, handling, packaging, circulation, processing and information, whether the physical goods can reach customers in a smooth and timely manner depends on whether there is highly developed logistics. The characteristics of high efficiency and globalization of e-commerce require that logistics must also achieve this goal. The logistics system suitable for e-commerce has not yet been established. Most of the enterprises are lacking in logistics management and management personnel. They have low business volume, low efficiency and low standardization of equipment standardization, not achieving the scale of economic distribution and completing physical delivery with users in time so that become a bottleneck in the development of e-commerce (Popa, Soto-Acosta& Loukis, 2016). Therefore Alibaba made logistics reorganization in the following three ways. Firstly, Alibaba changed the large-scale logistics parks dominated by inventories to the fast operational centers, because every commodity in the future will be driven by the end instead of inventory-driven retailing, which can increase the speed of the delivery. Secondly, it regards express networks have as the mainstream trend. Whether it’s LTL, or dedicated lines or today’s high-speed rail express delivery, the entire express network will rise in an all-round way and the express network from the base of industrial clusters to the end communities will become the mainstream trend. Finally, Alibaba pays more attention to the last-mile logistics platform (Bello-Orgaz, Jung & Camacho, 2016). The integration of the last kilometer and the convenience store has developed into a mainstream trend and the products of the industry cluster will be sent directly to the logistics distribution center at the end. Amazon in this respect has done even more in the United States earlier this year. Before the customer has placed an order, it will send the goods to the distribution center of the last kilometer logistics according to the forecast of big data. Alibaba’s smart logistic network has developed rapidly and reduced the delivery time significantly. 


2.3 The CRM Characteristics of Alibaba
In terms of customer service, Alibaba always believes that the customer is right and meets the customers’ needs as much as possible. It helps customers to promote their products, ideas and information to all corners of the world. At the same time, they can also obtain information from other customers. Therefore, the company focuses on communication and cooperation with customers and regards the customers as concern to provide advice and help for them.
From the perspective of CRM, Alibaba has done so many types of products, in fact, is closely related to CRM. Without customers, it needs to attract customers. CRM is acquisition of customers. Alibaba provides domain names, Yellow Pages website, hosting, search ads, ranking ads, Alibaba’s advertising chain and website traffic statistics. When the customers browse website, it needs to turn your customers into transaction customers as much as possible (Soto-Acosta, Popa & Palacios-Marqués, 2016). In CRM is the customer conversion. Alibaba provides integrity communications, IM communication tools, electronic fax, virtual call center, customer tracking sales management system, e-mail service. When the customer trades, it needs to be maintained by the customer. Alibaba provides a customer relationship management system that integrates with customers’ past consumer records, customer preferences, customer reviews, customer visits, important customer events and reminders for important dates. Alibaba definitely enhance customer loss, customer satisfaction, customer loyalty, customer segmentation, customer segmentation and customer activity management capabilities. In terms of customer experience, Alibaba actually increased the shopping guide posts and customer experience posts. In addition, 3D product demonstrations and 3D shops have also been tried in technology (Spieth, Schneckenberg & Ricart, 2016). Alibaba has gone very deeply on customer acquisition, customer switching and customer retention. From the perspective of customer relationship management, it has a very clear chain of ideas.
In the course of implementing the customer relationship, all the company’s efforts and initiatives to enhance the customer experience and improve customer satisfaction have received the employees’ passionate support and input. The company has developed a detailed training plan for its employees. After the new employee arrives at the post, they must undergo the training of “Hundred Years of Integrity” and “Hundred Years of Ali”, the business rules of “Trust Pass”, sales and service procedures and systems and the use skills of CRM system are the focus of training and assessment. If they employees don’t pass the exam, they will not be able to form a job. Alibaba has set a gold medal to encourage employees to make any suggestions on optimization of customer process and system improvement (Choshin & Ghaffari, 2017).
2.4 The SCM Characteristics of Alibaba
On the Alibaba’s IT platform, every link including the information, capital flow and logistics in the supply chain is interlocked.
2.4.1 Information flow analysis 
Alibaba focuses on the establishment of information flow. This model starts with business needs and provides users and businesses with a wealth of information to meet their own needs. The company brings together thousands of websites where users can quickly find information that is valid for them and receive industry-leading updates. Users can also apply for free to join the company’s full database, which is conducive to users to keep abreast of market trends and find trading partners. Alibaba has opened several sections for product display, corporate library, industry information and merchant clubs (Wirtz et al., 2016). Ordinary members can publish relevant company information and display products after registering on the company’s website to seek online transactions and trade cooperation. Opportunities can be dealt directly after the customer’s information is reflected. In order to enable direct information exchange between enterprises and enterprises, Alibaba has also developed the information exchange and chat tool of “Tradelink”. The realization of Tradelink allows companies to quickly find customer-related information, thereby accelerating the occurrence and flow of transactions. “Tradelink” can connect users at any time, allowing buyers and sellers to communicate more conveniently, and at the same time it can also greatly reduce transaction costs (Choshin & Ghaffari, 2017). In order to make online trading activities more standardized, Alibaba has also launched the “Trust Pass” membership service. Ordinary members can obtain membership fees by paying fees, and publish enterprise information under the technical guidance of professionals. This method can be used to achieve online and offline promotion. After obtaining relevant feedback information, it can be achieved through the verification of credit files. Alibaba makes full use of the advantages of online trading, allowing buyers and sellers not only to conduct trade activities here, but also to meet with business associates to get to know more about other members in the community centers they provide and to share business experiences among the companies.

2.4.2 Capital flow analysis
As a hub between enterprises and consumers, fund flow is a key link in e-commerce transaction activities. The capital flow is divided into two parts including transaction link and payment settlement. In terms of loans, for many small and medium-sized enterprises, they want to obtain bank funds is not easy, banks have more restrictions and the amount of loans is small. Therefore, Alibaba cooperated with China Construction Bank to launch a new business to provide a lot of funds for small and medium-sized enterprise having the advantages of low barriers to entry, simple applications and loan interest rates that are far lower than private loans and solve the problem of difficult loans for SMEs favored by many companies (Engelken et al., 2016). In the payment and settlement process, Alibaba launched the middle platform of “Alipay” for users with transactions, ensuring the interests of buyers and sellers and close cooperation with the bank can help merchants to supply funds. The users cover a wide range of industries including business services, digital communications, virtual currency and others, obviously becoming an important means of modern payments. Relying on the platform of Alibaba, the risk of this model is also greatly reduced, providing a strong guarantee for the entire capital flow (Pantano & Priporas, 2016).
2.4.3 Logistics analysis
Compared with the traditional logistics forms, the modern e-commerce logistics model can’t be limited by the type and quantity of warehouse backlog inventory. It effectively connects different distributed logistics configuration points through network informationization. Under the same management, the speed of cargo flow will be increased and the problem of delayed delivery of unnecessary goods due to human factors will be reduced (Bello-Orgaz, Jung & Camacho, 2016). In the e-commerce logistics distribution model, the distribution center uses the network to achieve maximum efficiency and minimize costs. Alibaba adopts a method of cooperation with third parties for distribution and provides basic logistics services for customers. The company’s logistics network uses information publishing and retrieval. Through the use of the power of third parties, the e-commerce logistics model can reduce part of the company’s costs, concentrate its competitive advantage and shorten delivery time to improve transaction efficiency (Adam Robinson, 2014).

3.0 Conclusion
According to the above analysis, it showed that e-commerce is a revolution brought about by computer technology, communication technology, modern business technology and ideas. Alibaba took the following strategies of ERP, CRM and SCM in the dynamic e-commerce environment. Alibaba e-commerce website integrates seamlessly with ERP at the back end and it optimizes inventory supply. From the perspective of CRM, Alibaba has done so many types of products including domain names, Yellow Pages website, hosting, search ads, ranking ads, Alibaba’s advertising chain and website traffic statistics, in fact, is closely related to CRM. In addition, on the Alibaba’s IT platform, every link including the information, capital flow and logistics in the supply chain is interlocked. In order to face the opportunity and challenge, Alibaba can take the three measures. Firstly, they should accelerate the transformation of corporate culture and create a first-class customer experience. Secondly, they can make each physical store become a trial shop, self-promotion store and distribution center. Finally, they should make multi-user contact reorganization information and logistics system.
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Ali pay cooperated with Apple pay.
Other business companies and individual sellers.
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Alibaba advocates that companies maintain an open attitude toward new thoughts, increase operational transparency, actively share knowledge and information, and be responsible for key stakeholders.
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Relationships
Customer review, online services, telephone customer services, 
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Small businesses, entrepreneurs， the masses consumers
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Revenue, safe payment channels, safe customer personal information protection system， advanced IT technology.
	
	Channels
Mobile application，B2B and B2C models. 	[image: ]
	

	Cost 
Structure
Fixed costs
Salary, Operating and overhead costs
Hosting and software, Cloud software costs, cost of infrastructure
Variable costs
Research and development costs.
Advertising fees
Dealer Fees
Development costs,  
Manufacturing, Logistics
	Revenue streams
The company opened member stores on Alibaba.com, including some paid services such as Integrity, real-name authentication, field certification, site promotion, and other software services that require payment.
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