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[bookmark: _Toc90591270]Abstract
Within just two decades, Alibaba has become the most world-renowned and competitive tech company which focuses on E-commerce, retail, amusement, and technology. This research attempts to conduct strategic analysis on Alibaba in terms of its operation model and business performance via three different analysis tools that include PEST, Porter Five Forces and SWOT. Ultimately, we would propose a few efficient strategic options related to customer care and make critical assessments about what implications may come out. 
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[bookmark: _Toc90591271]1. Introduction
In the beginning of 1999, with the rise of the Internet and e-commerce, 18 people founded Alibaba Group and the leader of them is a person called Jack Ma who had ever been an ordinary English teacher in Hangzhou, China (Alibaba, 2019). Nowadays, Alibaba Group has been dominating in China’s e-commerce market and have quite a amount of market share in the globe. However, in recent years, existing competitive e-commerce corporations like Jingdong and Pinduoduo have witnessed an incredible growth in market share, threatening Alibaba’s leading position in e-commerce industry for a long period of time (Guihang, Yanqin & Chuyao, 2021). Moreover, Chinese Internet company ByteDance is aggressively capturing Alibaba’s base of consumers by providinging streaming rooms for suppliers to sell their merchandises directly to the audiences, which is a completely innovative method of online shopping (Sun, 2020). Considering all the cases, it is quite under-research whether Alibaba Group is still China’s leading e-commerce corporation and what strategic options need to be follwed to help Alibaba fight against the new threats and survive for a longer time.

This research attempts to introduce the major businesses of Alibaba and its strategic vision at first to make sure that we can have a general understanding of Alibaba’s business operating model. Afterwards, we will take advantage of three different analysis tools to conduct detailed internal and external analysis of Alibaba Group and appoint out the current challenges that Alibaba is confronted with alongside investigate how those factors affect Alibaba’s attractiveness, profitability and core competency. Ultimately, we would propose effective strategic measures and options that Alibaba should take into consideration to enhance the customer care.

Throughout critical analysis of Alibaba Group, this study obtains the following results:
While Alibaba is currently occupying a relatively large market share, other more competitive E-commerce corporations are eroding its market share aggressively via a brand new and innovative business operating model. Without conducting any effective measures, Alibaba is expected to lose its leading position in e-trade market in the next five years. Currently, the most imperative thing that Alibaba should do is to change its traditional operating model and its original marketing strategies. Moreover, switching the focus to customer care is the most effective approach to enhance Alibaba’s core competency since other eCommerce companies have not found out effective measures to address customer care.  
[bookmark: _Hlk89436227][bookmark: _Toc90591272]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 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). 

Tmall: Launched in 2008, spun off from Taobao, Tmall is a platform to satisfy consumers’ increasing needs for name-brand merchandises with high quality and excellent shopping experience (Alibaba Group, 2019). Furthermore, Tmall is the best choice for Chinese consumers and overseas buyers to buy local and international products and other products that traditional retail stores cannot provide. 

Alibaba Cloud: Founded in 2009, Alibaba Cloud, also known as Aliyun, is the backbone of Alibaba Group’s digital technology and intelligence (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. According to IDC, in 2020, Alibaba Group became China’s largest supplier of public cloud services that includes PaaS and IaaS services (Alibaba Clouder, 2021). 
[bookmark: _Toc90591273]3. Strategic vision of Alibaba
Strategy is a measure that decision makers take to achieve the organization’s goals. It  can also be defined as “A specific direction set for the corporation to achieve a desired state in the future” (Juneja, 2019). The strategy is all about integrating organizational limited resources within the organizational environment so as to meet the reach objectives. 

Strategy is essential for an organization since the resources are always limited. To conduct the strategy successfully, setting identical and practical goals, proposing effective measures to achieve the goals, and efficiently mobilizing resources to execute the measures are always the keys steps (Harris, 2015). Alibaba Group’s mission is to make it easy to do business anywhere (Alibaba Group, 2019b). However, the current strategy of Alibaba Group is essentially flawed and it loses sight of the importance of customer care and more personalized services as it is still adhering to its traditional market strategy, which is the result of Alibaba losing an increasing number of customers and users. Alibaba has to find a way to make some changes in order to survive for over 100 years.  
[bookmark: _Toc90591274]4. 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.
[bookmark: _Toc90591275]4.1 PESTLE Analysis of Alibaba
PESTLE analysis also refers to as PEST analysis which is a concept in marketing and business theories (Aderounmu & 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 and technological factors which can affect its business along with legal & environmental factors. 
[bookmark: _Toc90591276]4.1.1 Political factors 
The uncertainty of the political situations has become one of the main macro-environmental threats to Alibaba’s business and success. In 2020, Alibaba’s affiliate Ant Group decided to go public in the Hong Kong Stock Exchange, but China's political power in Hong Kong made it extraordinarily difficult for Ant Group to thrive in the Hong Kong market as it has created problems for the company's Initial Public Offering. China is an authoritarian country and its government can seize power and control companies at any time. Another concern for Alibaba can be the departure of its founder, Jack Ma; This can significantly shake the confidence of investors and stakeholders and has both short-term and long-term negative effects on the organization itself. In addition to the threats mentioned above, it is undeniable that Alibaba is also continuously obtaining various support from the government, which is main contributor for Alibaba's expansion and success (Wang, Zheng & Qi, 2009). 
[bookmark: _Toc90591277]4.1.2 Economic factors 
Due to the outbreak of corona virus pandemic and constant deterioration of the relationship between China and United States, an economic slowdown is happening in China and the latest GDP growth rate of China has been dropped to 6%. Without reservation, the field of eCommerce in China also performs terribly, which has become a major cause of concern for e-trade and global business. While Alibaba Group’s revenues witnessed a growth in some extent, the company itself is going through the slowest rate of growth since 2016 (Fedorenko, 2019). This indicates that the customers’ consumption desire and confidence is weakened continuously. Being committed to attract new and potential customers, Alibaba Group has to make huge investments in other sectors like advertising, cloud computing etc. In fact, the rural areas and tier 3 cities should also be considered since these places have a huge potential and value to help Alibaba expand its market share (Madhivadhani, 2019). And Alibaba itself has already realized that these areas have provided over 70% of its new customers solely. 
[bookmark: _Toc90591278]4.1.3 Social factors
China has the largest population in the world, accounting for 1.4 billion people, almost 20% total population of the world in 2020, which plays an essential 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 June 2020, the number of annual active shoppers on Alibaba’s online shopping platform reached 742 million which was an increase of 16 million from the period ended March 31, 2020.
[bookmark: _Toc90591279]4.1.4 Technological factors
 One significant reason why Alibaba Group is thriving is because they have conducted extensive use of a variety of advanced technologies like AI(Artificial Intelligence) which has already been developed in various applications that include Machine Learning, and Cloud Computing etc (Malik & Srivastava, 2018). Alibaba’s customers are able to keep a track on the delivery status of their imported orders from its portal “Tmall Global”. Alibaba has also invested a great deal of money and resources into their advanced Logistics platform, Cainiao, for the purpose of delivering customers’ items more efficiently. 
[bookmark: _Toc90591280]4.1.5 Legal factors
“Alibaba is globally infamous for ‘Counterfeiting’. The most affected by this counterfeiting are the named brands” (Feng, 2017). There are well-documented reports of fake Louis Vuitton bags that are listed on the Alibaba’s shopping portal. In order to deal with this issue, Alibaba has conducted new changes in its current Intellectual Property Protection Platform so that efficient actions and measures will be taken successfully to fight against any infringement behaviors. In order to expand its presence and enhance its reputation in developed countries and attract more insightful investors to offer essential financial support, the company should effectively conduct strict reforms and effective measures to protect intellectual property of products or service suppliers (Friedman, 2009). Otherwise, it will always maintain impossible for Alibaba to win a positive reputation and achieve its global expansion successfully .
[bookmark: _Toc90591281]4.1.6 Environmental factors
Alibaba is making great efforts on environmental sustainability, which plays an essential role in determining the development of Alibaba (Zhou, Chen and Li, 2018). This company has ever claimed that it will continuously provide support as much as possible towards the following social responsibility programs like offering more job opportunities to graduates, making contributions to rural areas’ development, assisting government to alleviate poverty problems. Not just this Alibaba is also committed to reduce its pollution issues alongside make massive investments in global supply chain and logistics and encouraging sustainable practices and activities.

In conclusion, the implications of PESTLE Analysis on the Alibaba Group are various. The mentioned Alibaba PESTLE Analysis highlights various external elements which affect its business performance and profitability. For any organization like Alibaba, conducting PESTLE analysis is imperative to evaluate the criticality of external business factors which will impact different organizations in different aspects.
[bookmark: _Toc90591282]4.2 Porter Five Forces analysis of Alibaba
In 1979, Michael E. Porter proposed Porter Five Forces Model in order to evaluate the attractiveness and strengths of organizations. Generally, Porter Five Forces comprise five different forces, three of which are horizontal competitive forces that are threat of alternative goods or services, the threat of new entrants and rivalry among existing companies separately and two of which are vertical forces including bargaining power of buyers alongside bargaining power of suppliers (Khurram, 2020). 
[bookmark: _Toc90591283]4.2.1 Competitive rivalry-high
Competitive rivalry impacts one company’s strategy significantly since it encourages a firm to make strategic changes and reshape its options. Alibaba is in strong competition with its rivals from home and abroad such as Jingdong and Pinduoduo that are Chinese e-trade organizations. Moreover, American tech companies like eBay and Amazon.com both are Alibaba’s aggressive competitors. In other Asian countries, Alibaba is still facing competitions such as Yayyo.com and Daraz.pk in Pakistan. These companies and business have contributed to Alibaba’s great loss of market share in recent years. 
[bookmark: _Toc90591284]4.2.2 Threats form new entrants-low
The threats from new entrants demonstrate how new market participants generate threats and challenges to the existing players in the market. If the business is profitable and 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, founding an e-commerce company which has the same scale of market as Alibaba Group does requires not only enormous investments but huge distribution worldwide. Moreover, Online stores requires advanced technology and servers as a strong support to keep running all the whole day and make sure all the registered online users can visit relevant websites at any given time. Alibaba has enjoyed a strong reputation due to its long-term productive profits and outstanding establishments in the e-commerce marketplace. Another reason why the threat of new entrants performs at a low level is that any new entrant cannot be able to achieve the economies of scale that the existing players are at making their operating costs higher and profit growth slower (Kudasov,2015). Thus, the new entrants generate low threats to Alibaba.
[bookmark: _Toc90591285]4.2.3 Bargaining power of suppliers-low 
Bargaining power of suppliers showcases pressure that suppliers exert on business organizations via different measures like lowering the availability of their products, wakening the quality and increasing the prices (KU, 2017). When suppliers have strong bargaining power themselves, the cost would be enormous for buyers and business organizations. Moreover, strong supplier bargaining power can be able to uplift the competition between industries and businesses and hence impact the profit growth negatively. Whereas in contrast, weak supplier bargaining power can strengthen the industry’s attractiveness and competition due to high growth potential and enormous profitability.

In fact, Alibaba’s suppliers are the products manufacturers who are also members of its online shopping platform. For any type of product or service, there are still a great number of suppliers available. Being convinced of Alibaba’s reputation, suppliers  pay a membership fee to list their products on the shopping website. There are always new manufacturers who are prepared for registering with Alibaba at any given time (Chen and Wu, 2020). Therefore, any product supplier who intends to uplift the market rate is bound to fail since it is incredibly easy for Alibaba to bring in more suppliers who are willing to sell the same merchandises at current market rate, which can exert great pressure on the existing suppliers. Obviously, suppliers’ the bargaining powers against Alibaba is relatively low.
[bookmark: _Toc90591286]4.2.4 Bargaining power of buyers-Medium
Bargaining power of buyers reflects the pressure exerted by consumers on the business organizations in order to purchase products with high quality at lower prices (Raskovich, 2000). This force directly makes it difficult for Alibaba to achieve its business goals. High bargaining power inevitably lowers Alibaba’s competition and profitability alongside makes the industry more competitive. On the contrary, when buyer’s bargaining power becomes low, it is the sign of Alibaba’s strong profitability and growth opportunities, hence the industry will become less competitive.

The buyers existed on Alibaba’s shopping platform are both individual consumers and independent businesses all over the world. Alibaba provides wide variety, low prices,  and a strong global items distributing system, so most customers are not willing to switch to other online shopping platforms, otherwise they will have to pay at higher prices. Besides, the number of registered users is large for Alibaba, making it extraordinarily difficult for the shoppers to impose 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, it is not complicated to identify that bargaining power of buyers is medium for Alibaba.
[bookmark: _Toc90591287]4.2.5 Threats of substitute products-High
Nowadays, there are a wide range of substitute things for Alibaba. First of all, the offline retail stores are being the largest substitutes 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 products suppliers start setting up their own selling websites that are committed to offer the same prices as and even lower prices than Alibaba does, saving themselves the membership costs (Zheng,2015). Therefore, the threat of substitution behaves at a high level for Alibaba.

To sum up, the analysis of all the five competitive forces is bound to be valuable for Alibaba Group’s strategists when they attempt to acquire an insightful understanding of the source of factors that are affecting the profitability of the organization, hence the decision makers can make their time to predict the changes of trends earlier and effectively respond to the emergence of opportunities and other promising sectors. Through analyzing the Porter Five Forces in great detail, Alibaba Group’s leaders can be able to shape these five forces for the benefits of themselves.
[bookmark: _Toc90591288]4.3 SWOT Analysis of Alibaba
The SWOT analysis is a framework to evaluate both the external and internal factors that affect micro and macro environment of Alibaba (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 impact the current business model of Alibaba group. 
[bookmark: _Toc90591289]4.3.1 Strengths
The first strength is that Alibaba has a large customer base. China has the largest population in the world, and Alibaba’s main customers are based on the population of China. The major businesses of Alibaba Group mainly comprise Business to Consumer(B2C), Business to Business(B2B), alongside Consumer to Consumer(C2C), which indicates that Alibaba is playing an essential role in catering to the majority of transactions for consumers of the globe. Until 2020, China’s population is 1.402 billion people (World bank, 2021).

The second strength is that Alibaba’s retail sector benefits from a strong dealer community. Many suppliers are doing business on the platform offered by Alibaba and this platform is considered as the only channel of their market exposure. The strong reliance happens between suppliers and Alibaba reflects that Alibaba’s registered users and buyers have extreme loyalty to its platform and already entrenched in the Alibaba’s business. In 2021, Alibaba’s gross merchandise volume reached $1.175 trillion (Ma, 2021).

“Singles Day” is the most popular shopping day in the globe. Alibaba incredibly underpins the online transactions within the Asian Markets by offering excellent platform and advanced infrastructure. Any online retailing event that happens in these markets will bring enormous benefits and profits to Alibaba. Singles Day is an annual shopping event and happens in the most populated countries in the world, which means that the online transaction volumes on that day are record-breaking and a vast majority of transactions are finished on Alibaba’s shopping platform. In 2020, Singles’ Day attracted 800 million shoppers worldwide. (Queue-it, 2020) 
[bookmark: _Toc90591290]4.3.2 Weaknesses
One weakness is that counterfeit products continue to plague Alibaba’s reputation. Chinese authorities have historically maintained a relaxed outlook on patent protection and none of effective measures has been taken to address the issues of counterfeiting merchandises and even technologies. Naturally, such sentiment has ingrained deeply in the market of China, indicating that manufacturers can be able to to copy a successful logo or a novel object which may have taken the designer a few years before showing it to the public. Such phenomenon is very common in China and attracts numerous complaints from international manufacturers and buyers. Until now, Alibaba has invested $161 million to mitigate the occurrence of fake products on its online platform (Carsten, 2014).

Another weakness is that Alibaba has an undue reliance on the China’s market. China marketplace tends to be saturated itself in recent years, Alibaba Group should seek to expand its business in other countries’ marketplaces. Undoubtedly, North American and European areas should be the future targets considering that Alibaba’s present technologies, infrastructure and cash flow are currently available to be used in its global expansion and growth. According to Statista, 5% of Alibaba’s revenue is from global e-commerce retail sales (Ma, 2021b).
[bookmark: _Toc90591291]4.3.3 Opportunities
The demand for online retail has witnessed a global rise, which is a positive sign for Alibaba. Global eCommerce market has witnessed an unprecedented growth over the last two decades and Alibaba has done extremely well to occupy a great share of the Asian market. Whereas, this is not the end of the market surge. Considering technological innovations boom significantly in the marketplaces of developing countries and the number of the middle-class grows gradually, more and more consumers turn to eCommerce as the approach of trading and retailing. In 2020, 79.1% of internet users in China had participated in shopping online (Ma, 2020). That is a good news for Alibaba.

Secondly, The rising income of Chinese people will increase Alibaba’s sales performance. 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 that their disposable income has reached a higher level, which encourages them to take part in online shopping activities, In 2020, Chinese people’s average annual income is $15,276.51 (Jun, 2021).

The third opportunity for Alibaba is that China’s economy is incredibly prosperous. China’s economy has developed into a great scale. Following such trend, Alibaba’s market share is growing remarkably and so far the enormous scale of China’s market has efficiently transformed into a strong denotation to Alibaba’ profits. As the ecommerce market grows and becomes mature gradually, so should Alibaba’s market share. In 2020, China’s GPD reached $14.87 trillion (Statista, 2021).
[bookmark: _Toc90591292]4.3.4 Threats
A large threat for Alibaba is the shrinking population in China, which indicates a warning red flag for Alibaba’s major marketplace. While owning 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 it is expected that India’s population will surpass that of China in upcoming years. Along with the rising cost of living, China’s fertility rate which means the average number of kids a woman basically 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).
Secondly, the fierce competition within the eCommerce of Asia is challenging Alibaba’s market position. Since Alibaba has successfully conducted e-commerce industry in China, and performed so well, it has opened up an extraordinarily profitable field which attracts new entrants to participate in and generate more contributions to the society. This inevitably contributes to a majority of aspirants who are eager to shake Alibaba’s position in the eCommerce market and grab its market share. In 2020, the number of recorded China’s public companies in the eCommerce sector are 74 (Statista, 2021b).

Another concern is that the trade happening in geopolitical regions are posing a potential risk to Alibaba. China as one of USA’s greatest trading partners, any event that hurts the trading business between these countries will generate a negative impact on Alibaba’s competition and profitability . In the early August of 2018, U.S. President Donald Trump targeted $300 billion goods imported from China for 15% tariffs during the period of trade war between China and the US (Reuters, 2019). 

Considering Alibaba Group’s strong grip on the Asian marketplace and successful break-into-market strategies, Alibaba has deeply ingrained in eCommerce 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.















[bookmark: _Toc90591293]5. Conclusion
In this research, I have analyzed the current situation of the Alibaba via PESTLE tool as well as made a proper 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. Throughout the systematic analysis of Alibaba, I have learnt very much about Alibaba’s business model and strategic managements. As China’s most popular e-trade service platform, Alibaba’s success is significantly based on the large base of home customers with the help of large population of China.

Nowadays, new entrants and existing competitors are eroding Alibaba’s original market share and grabbing its original customers by offering more premium quality of products and more personalized service. With no doubt, Alibaba is confronted with an existential risk and it has to compete against its competitors such as Jindong 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.

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 conducting further analysis of Alibaba Group needs to considered.
[bookmark: _Toc90591294]6. Recommendations for customer care
Customer care refers to how customers are treated by an organization when they have their own demands for more personalized service (Fontanella, 2021). It includes customers’ feeling about their shopping experiences before, during, and after a purchase. Customer care is regarded as an essential part of customer service as it creates an emotional bond and connection between customers and brand. A positive customer care indicates a strong loyalty from consumers, which is incredibly imperative for the success of Alibaba. For the purpose of enhancing customer care , Alibaba can achieve this from two different aspects.
[bookmark: _Toc90591295]6.1 Alibaba should connect AI with customer care 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 and bring better shopping experience to users. 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 create a emotional connection between platform and customers. 

In this case, Alibaba Group should focus on 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.
[bookmark: _Toc90591296]6.2 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 make a statement that only old people have the access to these products. 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 hence they rarely have a source of earnings. 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 and internet use amongst disabled adults is also on the rise.

In return, Alibaba’s customer care will attractive more old customers to become its registered users, which is a strong driver to expand its original market share in online shopping business. Besides, more measures taken to strength customer care of senior citizens means it will earn Alibaba a brilliant reputation and hence win more customers’ trust and loyalty.
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