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[bookmark: _Toc69918885]Introduction
Commercial organizations always want to remain profitable, viable, and sustainable within all competitive situations. Especially when an organization starts its journey to be a global phenomenon, it faces many external and internal issues. These issues are not simple to avoid. Instead, they are needed to be dealt with strategically by the organization's strategies, management, efforts, influencing the situation, and coping with the environment. For this, organizations formulate their strategic management to face any odd situation or to exploit the favorable situation more efficiently and effectively. So, it's very important to understand the external environment critically so that organizations can exploit the opportunities and avoid pitfalls and to assess the internal environment so that organization can reinforce their strengths and improve their weaknesses. An organization like this is Alibaba Dot Com. This organization is one of the biggest platforms or marketplace providers for B2C and B2B businesses. Here this report addresses the following activities, which are to introduce the organization, introducing the case study, then analyzing the external competitive environment of Alibaba Dot Com as well as their internal competitive environment critically. Then their competitive advantages, Alibaba Dot Com's strategic management, are also analyzed. Furthermore, how the external and internal factor has affected its strategic management and how they managed their competitive advantage to deal with the central issues effectively are also evaluated here along with various models and theories.
[bookmark: _Toc69918886]Organization Overview
If anyone utter the word China then another two names also come to mind that is Alibaba Dot Com and Jack Ma. This shows how much reputation this company has and how global it has become. Alibaba Dot Com began its activities in 1998. In the first phase, it acted as an online bulletin board for other organizations to post their sell and buy news or, in other words, leads. Soon with the success of Alibaba Dot Com motivated its founders to launch it at a national level and then at a global level business organization that provides the B2B platforms for its suppliers and buyers (BLYSTONE, 2019). For the china mainland, they designed their online platform with simplified Chinese language, for the Chinese province outside the mainland, they designed their online platform with traditional Chinese language, and for the international platform, they organized their website with Standard English language. Due to the initial success of the organization, it has to reform its structure, and for that, they constructed Alibaba Group under which all other subsidiary organizations would be managed. However, their main face would be Alibaba Dot Com (Alibaba Group, 2019). Currently, the organization has three main sites, which are Taobao, Tmall, and Alibaba Dot Com. In the last year, they generated more than US$72 billion through their e-commerce services and earning a net profit of US$19.82 billion. Currently, more than 117,600 employees are working within the organization. From the start of this organization to date, Alibaba Dot Com has faced a lot of problems in its journey, and with their strategic management, they had overcome these problems, and today they are in this position. 
[bookmark: _Toc69918887]Case Study - Central Issues
The case study is about the emergence and the continuation of Alibaba Dot Com and how they become today’s Alibaba Dot Com. Understanding from the case study, some of the central issues that have been identified were very critical for the organization that they handled effectively (Amason and Ward, 2020). These critical issues are stated below.
Restructuring Business Model
One of the main and major central issues for Alibaba was to reform their structure effectively so that they may smoothly run their business. After the rise of Alibaba Dot Com, the success and growth of this organization were very quick compared to what the founders thought. As a result, huge pressure started to come on the business structure as it was not able to handle this issue (Louw and Peet Venter, 2019). Thus, a reformation was needed very quickly. The reformation of the whole business structure was made to support the current and future load of the business activities and its pressures (Vecchiato, 2012). Thus, this issue was handled with the effective strategic management of Alibaba Dot Com considering its external & internal environment and also the competitive advantage.
Competition from Global Sources
As the organization has started its progress toward internationalization, it has faced a problem with global sources. The already established e-commerce organization has presented a huge odd for the organization to process its business successfully (Hu, Wu, and Wang, 2004). Though within the national border, Alibaba Dot Com was the biggest platform provider in the first phase of the global operation, it was not the biggest, and it has a lack of the competitive advantage to compete also. Thus, this issue was effective managed with their strategic management to make sure that they are exploiting the external and internal environment of their and also formulating their competitive advantage to overcome the odd and remain viable internationally. 
Constraints against Vertical Management
Lastly, Alibaba Dot Com is an organization that has established its empire based on horizontal management and integration, thus the situation and national and international organizations that used vertical management to manage their commercial operations (Tan, Tan, and Pan, 2016). So, it created a constraint for the organization to face these organizations as Alibaba Dot Com has no facility to turn their organization into vertical integration, and again their organization was established to do the horizontal management. Thus, through strong strategic management, this problem is solved by Alibaba Dot Com.
These are the main central issue that has been identified, now in the later part, how the organization has dealt with these issues with the available factors to them are analyzed and presented.
[bookmark: _Toc69918888]Competitive Environment of Alibaba Dot Com
Every organization operates within a certain direct and indirect boundary where the organization can influence the surroundings and sometimes gets influenced by the surroundings. This phenomenon is called the competitive environment of the related organization (Maheshwari and Agarwal, 2020). It contains both external and internal factors. Within this competitive environment, organizations found opportunities, threats, and ways to utilize their strengths and recover from their weaknesses. Without these activities, organizations won’t be able to develop strategies, management related activities and remain viable and sustain in the future effectively and efficiently (Kobus Lazenby, 2018). Thus, to understand how Alibaba Dot Com dealt with their issues with their strategic management here below their competitive environment is analyzed critically.
[bookmark: _Toc69918889]External Environment
The most important environment that organizations can not overlook is their external environment simply because the organization can not affect it or change it. Rather, they need to change their activities according to the external environments (Mcdaniel, 2018). This is very true for Alibaba Dot Com as the Chinese external competitive environment is rather different from other countries. The external environment, according to G Sekar (2019), refers to the elements that are mostly outside of the organization, and it affects all the organizations within the industry and national border where the organization has no influence over these elements. This definition simply implies that the external environment consisted of factors that are not internal or cannot be modified by organizations. Rather, these elements affect all the organizations across the industry (Dyer, 2020). To analyze this external environment of Alibaba Dot Com, two specific models would be utilized. One is the PESTLE model, and another one is Porter's Five Force Model.
PESTLE analysis
PESTLE model is an external environment analyzing tool that uses the business environment theory for the organization. This model is used to analyze all the major external environmental factors (Gopal, 2009). There are six factors which are Political, Economic, Social, Technological, Legal and Environmental, and so on. PESTLE analysis model helps the organization to understand its external factors that are surrounding the business. Here, these factors related to Alibaba Dot Com are analyzed critically.

Figure 1: External Analysis of Alibaba Dot Com using PESTLE (Vecchiato, 2012)
Political: The first factor is the political factor.  The political factor refers to the surroundings that are related to politics and political aspects.  for example, political parties political agent as political ideology the perception of politicians,  the government systems the way of ruling foreign relations, the residents of government-related Institutions, and so on (Harris and Nelson, 2019).  Political factor is a strong point for an organization like Alibaba Dot Com where political parties mainly formulate and see legs all the policies that are favorable and against the commercial activities in the region like China (Prasad, 2010). Do China say they are a democratic country, but from much evidence, it is substantiated that the country is mainly ruled with an ideology of an authoritarian nation.  Now this reflects the political situation in China that whenever the government made a thing that the organization is not within their favor or against some of their policies or any activities, they can easily seize the power of the company or organization without any notice or issue (Swailes, 2020). So this is not an ideal place to operate in commercial activities as there is always a trait of being controlled or taken by the government, but as China is not influenced by other countries and it is a superpower within the globe, they do what they want to do and the organizer that wants to grow their business there have to maintain this loss and situation it is unavailable even though it is negative, but it has to be endured by an organization like Alibaba Dot Com also. Again the relation between China and other countries is not that good or bad, whether it’s neutral even though the USA has a bad relationship, but in terms of commercial activities, they allowed Chinese companies to operate within their countries, so Alibaba has a good opportunity to grow their business overseas (Sinha and Sinha, 2020).  Then have a good relation with South Asian countries except for India, which was a big problem for Alibaba Dot Com at the first part with diplomacy and strategic management of Alibaba Dot Com they manage to enter almost all the countries that have a potential market for them (James Gustave Speth, 2017). Now it was a negative effect on Alibaba Dot Com initial journey, but as soon as Alibaba got it recognition throughout the world and one Chinese organization, especially government  Institutions cone of their companies becoming Global they always support that company because that helps them to diplomatically exploit the other countries especially the small countries Sachin's Thailand Singapore Malaysia Bangladesh Pakistan and European countries, but they can diplomatically do their work within the cover of the commercial organization. So though Alibaba Dot Com initially got the threats and odds from their government after their successive continuation at potentiality, they also got support from the government itself, so Innocence Chinese political factors are currently positive for Alibaba Dot Com as it is also bringing the foreign exchange and letting them have some advantage over other countries in terms of political issues (Needle, 2019).
Economic: The economic factor is the second most important factor. This factor is the sister of all the economic-related elements (Vecchiato, 2012).  Economic environment refers to the environment via money-related physical related and economy-related policies and rules factors activities are managed.  For example, GDP, trade and import policies, export policies, tax policies, economic situation, monetary value, inflation, trade balance, and so on.  It is undeniable that China is one of the most superpowers in the economic area (Leavy, 2019).  Their current economic prosperity is very high.  According to one of the research reports, it has been said that China will take over us an economic Supremacy within less than ten years in the future.  THE current GDP is very high and stable even within this pandemic time.  This information reflects their economic prosperity that again when the organization starts within the Chinese border (Jukić, 2019).  This goes the same for Alibaba Dot Com China have the economic post they have low labor cost. Their economy is strongly controlled by their government. Currently, due to the pandemic Chinese economy has suffered some disaster but due to their economic background and their policies to encourage the small-medium enterprises to grow to their economy quickly rebounded (Grin.com, 2015).  when Alibaba Dot Com has started its journey, China was starting to move towards being and super economic giant at that time, their economy was booming, and Alibaba Dot Com established and exploited that opportunity and also in terms of Technology, China is number 1 throughout the world which has also helped Alibaba Dot Com to continue its E-Commerce online platform.  Alibaba Dot Com performed so well within the last couple of years, and when it is started because of their strong economic background at the time, and now current Chinese GDP is rising, their unemployment problem is also minimal, and again most of their citizens are educated, and they know how to operate, they are currency value also standard the inflation rate is very minimal, and again the SME sector is booming (Vecchiato, 2012).  All these factors are acting as a positive influence for Alibaba Dot Com, and there is a commercial continuation.
Social: The social factor is the third major external factor.  This refers to the areas of societal elements—for example, population culture income education, perception of social preference of society their norms and so on.  China is a country, and it has a population of 1.3 billion, which is one of the major populated countries in the world. This is a positive effect for Alibaba Dot Com as there are many organizations that are small-medium, and they are enormous in number, but they have no platform, and Alibaba provided that and exploited this opportunity (BLYSTONE, 2019).  The income level of China is also standard and relatively better than other countries. More than 90% of the Chinese population uses the Internet. These all elements help to Foster the business of Alibaba Dot Com, and also the last couple of years except for 2020 and 2021, the world economy has been changed that much and all social activities become online, and Alibaba Dot Com is an online platform thus it affected very positively on Alibaba Dot Com. 
Technological: In terms of technological aspects, Alibaba is affected positively. As more than 95% of the world population and 90% of the Chinese population is using the Internet and digital technologies for their daily activities. Again, all the B2B, B2C, and C2C activities have shifted their activities more online-based (Kobus Lazenby, 2018). The Chinese government is also keen to develop its technological activities. Thus, Chinese organizations are one of the most top organizations in the technological sectors. The technological advancement in Chinese has increased more than 70% compared to the last years. Again, the Pandemic has forced many organizations within the Chinese border and outside of the nation to join Alibaba Dot Com, thus affecting them very positively. 
Legal: The legal factor is the factor that is related to the regulation, Acts and Laws. In China, Laws and Acts are very strict. Their penalty is also strict. Chinese government lets the Chinese do business easily, but there are some barriers, such as corruption and bribes (Maheshwari and Agarwal, 2020). So even if any Chinese can create a business, they have to go through a lot of trouble. Alibaba Dot Com has also faced similar kinds of trouble, but with its success, they overcome it.
Environmental: Currently, the Chinese government is not that much interested in their natural environment. Chinese organizations emit carbon dioxide more than any country. So, the rules are very minimal, and the population there also seems to be okay with it (Dyer, 2020). But Alibaba Dot Com is different. They operate on an online platform; thus, in the international scenario, they are not opposed by any government or activist groups. Thus this also acted in their favor.
Porter’s Five Forces
These five basic forces that a company gets influenced by. Based on these five forces, Porter has developed this model and theory of five forces (Daniels, Radebaugh, and Sullivan, 2015). These five forces are rivals, suppliers, customers, substitutes, new entrants. In the context of Alibaba Dot Com, this model is applied below.

Figure 2: External Analysis of Alibaba Dot Com with Porters Five Forces (Needle, 2019)
Rivals: Rivals are the competing organization that also sells in the same market with similar or modified or new products. In terms of Alibaba Dot Com, their main rivals are eBay and Amazon (Needle, 2019). Only these two organizations are similar in terms of their strengths and customer base. So, in this regard, there is a low level of competition in the industry that may concern Alibaba Dot Com.
Suppliers: Suppliers are the organizations that mainly acts as the provider of raw materials. Here, Alibaba Dot Com’s suppliers are the agents or factors that facilitate their online platforms (Hamilton and Webster, 2018). Such as their server, website management, data and information security management, their payment facilitator, etc. All these activities are solely done by Alibaba Dot Com's owned organization; thus, there is no pressure for them to handle, and also, they don't get negatively affected. 
Customers: Customers are people that buy the products of an organization. In terms of Alibaba Dot Com, Customers are the suppliers or sellers who registered in their portal and also the buyer who purchase from these sellers using their platform (James Gustave Speth, 2017). In terms of customers, Alibaba Dot Com is very famous because they have a huge customer base inside China as well as outside of China. The numbers of their customers are increasing day by day.
Substitutes: Substitutes are products or services that are similar to the ones sold by the organization. In terms of Alibaba Dot Com’s case study, their substitute products are their services (Rishishwar and Agarwal, 2020). In the industry, they provide various unique services; thus, there are very low substitutes that can compete against them. As a result, they are also enjoying a favorable competitive situation here. 
New Entrants: Alibaba Dot Com is a huge organization. In the online platform providing service business, new organizations are coming up, but they are not as much capable as Alibaba Dot Com (Swailes, 2020). So the threat is low, but still, it is alarming for Alibaba Dot Com as the number is rising significantly.
[bookmark: _Toc69918890]Internal Environment
Internal environment refers to the inside elements that may cause the organization to remain strong in the competition or fall dramatically. The internal environment is very significant for the organization (Harris and Nelson, 2019). It is of utmost importance for organizations to assess their internal strengths and weaknesses so that they can effectively strategize their competitive strategic plan. Here the internal environment is analyzed using the VRIO model and Benchmarking Model below.
VRIO Analysis
Organizations always possess some elements that are very organized, rare, inimitable, and valuable (Prasad, 2010). This analysis of VRIO helps to understand these aspects where the organization has a competitive advantage and where the organization has a weakness. Here Alibaba Dot Com’s VRIO analysis is demonstrated below.

Figure 3: VRIO Analysis (Dyer, 2020)
Valuable: The factors that mostly make the organization workable and stand in the competition are called valuable (Britton, 2018). In terms of the factors, Alibaba has valuable financial backup, the online management of their platform is also valuable, and their marketing activities are also valuable. Thus it can understand that they are strong in terms of these inside aspects as they are able to make these factors valuable for them.
Rare: In terms of rarity, it has been identified that their employee management is very rare compared to their rivals. Again, they have patented their technologies, logos, and other valuable assets; thus, it makes these factors very rare (Dyer, 2020). Again, these rarities of the factors make them very competitive in the market. They are very strong in this aspect. All through their promotional activities are very common and not rare at all.
Inimitable: In terms of their business model, they have created a mixed revenue-generating stream that is actually imitable by other organizations (Daniels, Radebaugh, and Sullivan, 2015). Their revenue comes from various sources, and again, many counterfeit products have been seen in the Alibaba portal, but their government has not taken any action against them, which is very much inimitable for the other organizations that are competing against this giant company (Henry, 2018). But the business model factors of Alibaba Dot Com are imitable, especially their supply chain management. Thus here Alibaba is vulnerable and weak. Their marketing and promotional activities are also imitable and their very poor quality full thus here also they are vulnerable. 
Organized: Organised refers to the situation in which an organization how much disciplined in terms of utilizing its internal factors. In terms of Alibaba Dot Com, it has been seen that organizations are much organized about their resources, especially their employee management and management of finance (Needle, 2019). So they are very strong in these two factors than their rival organizations. Again, in terms of their marketing and management of counterfeits in their portal, they are not that much organized. Thus, their rivals are more competitively better than Alibaba Dot Com.
Benchmarking
Benchmarking is a process of comparing various KPIs to the industry's best performers. As here, the main rival organizations are eBay and Amazon, so this benchmarking is analyzed against these two organizations (Hamilton and Webster, 2018). Here the KPIs refer to the major performance indicators such as Financial Performance, Customer Satisfaction Performance, Employee management performance, marketing management performance, and so on. So the benchmarking is stated below here.

Figure 4: Benchmarking (Mcdaniel, 2018)
Financial Performance: Alibaba Dot Com’s financial management and performance are very good. They have done very well in financial management. More than 90% of their revenue has increased compared to their rival their revenue has increased 50%. This is huge for an organization like Alibaba Dot Com (Mcdaniel, 2018). Again, in the time of a bad economy, they have remained strong as their financial background is very strong as well. Thus in terms of financial performance, it can be said that Alibaba Dot Com has the upper hand in the market.
Customer Satisfaction Performance: In terms of customer satisfaction, Alibaba Dot Com has not performed that much. Most of the time, the customers say that their given bad products and Alibaba Dot Com does not take any action at all, and the supplier or seller of that product still remains top even if the customers' reports (James Gustave Speth, 2017). This made the platform to be blasted by the bad reviews. On the other hand, Amazon has a wonderful customer review where the organization takes customer feedback very seriously and strongly. Statistics showed that Alibaba Dot Com gained only 20% of customer satisfaction. On the other hand, Amazon got 60% of customer satisfaction in the last couple of years. Thus here Alibaba is very weak. 
HRM Performance: Alibaba Dot Com has a wonderful employee management system. Alibaba manages its employees very effectively so that their employees’ performance remains very good (Rishishwar and Agarwal, 2020). In terms of other organizations, it has been seen that Alibaba Dot Com's employee performs 90% better than other organizations such as Amazons, eBay. This one of the reasons that Alibaba Dot Com is doing very well in the industry than other organizations. It has also been seen that Alibaba Dot Com's employees remain satisfied more than other organizations.
Marketing Performance: It is very sad that organization like Alibaba Dot Com is doing not well in terms of marketing (Sinha and Sinha, 2020). Their ad campaign is very bad and not much attractive at all. Comparing to other organizations, it has been seen that Amazons are doing really well and their marketing engagement is very effective, which is more than 56% and on the other hand, Alibaba Dot Com’s marketing management has performed only 15% better than their last years thus it can be said that Alibaba Dot Com is very weak at marketing related activities. 
[bookmark: _Toc69918891]Competitive advantage
Competitive advantage refers to the assets that give the organization an upper hand in the competition in the market (Swailes, 2020). Without proper competitive advantage, organizations can't do well in the market thus it is very important for the organization like Alibaba Dot Com to assess their competitive advantages. Here their competitive advantages from the above analysis are presented below.
Multi Variant Services: The first competitive advantage of Alibaba Dot Com is that they have multi-variant services such as B2C, B2B, and C2C (Harris and Nelson, 2019). Each of these categories has huge market demand in the current situation, and at the time when they developed these services, they were the first mover organization in China.
Financial Strengths: Another competitive advantage of Alibaba Dot Com is that they have financially very strong (Gopal, 2009). Their current and previous net revenue reflects their strengths and competitive advantages. They can easily back up their organization even if they go through losses for some time.
Reformed Business Model: Their current reformed structure of the business is very strong and suitable for any uncertain situation. This business model and revenue model is a very strong point for them in the market (Prasad, 2010). They have taken the horizontal management position for managing their business model, and it has proven to be vital for their success; thus, it provides a strong and competitive advantage for them in the market.
Customer Base: Finally, Alibaba Dot Com has a huge customer’s base which is their one of the major strong point that their rival doesn’t have (Britton, 2018). Comparing to their rival organizations, their Customer based has increased more than 20% than the last year. Thus, Alibaba Dot Com has a huge competitive advantage here also.
[bookmark: _Toc69918892]Strategic Management
Strategic management refers to the process of managing any situation or organization with strategic planning and actions that would utilize minimum resources and bring out the possible outcomes (Louw and Peet Venter, 2019). Most of the big organizations Alibaba Dot Com, use strategic management to remain viable and tackle the hard situations and issues. Alibaba Dot Com's strategic management is analyzed here below.
Vision of Alibaba
To solve the obstacles of SMEs in business procurement, sales, marketing, financing, and management through information technology.
Mission of Alibaba
To make it easy to do business anywhere
Organizational Structure
Alibaba Dot Com, before its reformation of the structure, used the simple, functional structure as their services were limited to only B2B, but as their journey prolongs, their structure also changed and reformed, and currently they use the Horizontal organizational structure (Amason and Ward, 2020). This model or theory of the organizational structure refers to the process of decentralizing the decision-making structure where different departmentalized divisions can be seen in which their respective top executives take decisions independently.
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Figure 5: Organisational Structure of Alibaba (Alibaba Group, 2019)
Strategic Approaches of Alibaba
Strategic approaches are very important for strategic management and one of the major parts of it. Alibaba Dot Com uses three kinds of strategic approach models when managing its organization strategically (Amason and Ward, 2020). This theory states that an organization would be managed via three levels of strategies which are corporate level, Business level, and Line level. Alibaba Dot Com’s level of strategies and their approaches are stated below.

Figure 6: Alibaba Dot Com's Strategic Approaches in Strategic Management (Henry, 2018)
Corporate Level: This level of strategy refers to a top-level strategy where the organization's top-level executives take some long time and short times, and sometimes emergency strategic decisions. Here they propose the revolutions and changes they want to bring in the Leadership and also management styles, goals and missions, and visions too (Henry, 2018). Alibaba Dot Com’s corporate-level strategy always remained very competitive. In the first phase of the organization, their corporate strategy was to bring as many customers as possible with their B2B services. So their main focus was to diversify their services within the B2B. In this category, they added many subcategorized business activities. Again, they also planned to enlarge this B2B line into B2C and also C2C.
Business Level: This is the management-level strategic section. Here the managers of the respective department get the decision of the corporate level where they are told to increase the user numbers, Customer-based, and also to diversify their services (Dyer, 2020). Here the manager implements these decisions by focusing on various issues such as costs, profits, efficiency and effectiveness, and finally, success. Alibaba Dot Com, from the first of its journey, used the theory of Low, Costs Leadership.
[image: Cost Leadership Strategy (Low-Cost Strategy)]
Figure 7: Low Costs Leadership (Dyer, 2020)
This refers to the process of managing the business, starting from the production to sale at low costs to make sure the organization or the products or services is making maximum profits in the market.
Line Level: The line-level strategy refers to the strategic section when the actual decisions are taken to implement. This is where the employees work, such as employees, line managers so on. Here they follow the approach of agile management theory (Maheshwari and Agarwal, 2020). This theory is mainly focused on a specific project under which tasks are quickly accomplished effectively and efficiently.
Leadership Styles
In Alibaba Dot Com, Leadership is very vital, and here, the Autocratic leadership style is followed. Autocratic Leadership refers to the process of taking decisions by one person only where the chain of command is very strict, and employees do what they are told to do (Kobus Lazenby, 2018). This is made because of the culture in China, and also it serves the purpose of efficiency and effectiveness in terms of accomplishment of the tasks.
Management Styles
There are various management styles. Among these management styles, Alibaba Dot Com uses the authoritarian management style (Martha  Auteur Golensky and Auteur, 2020). This style of management refers to the managing system where the main focus is given on clear direction and total control. This suits their leadership styles and their style of executing the tasks.  
Business Model
Alibaba Dot Com uses the traditional business model of being intermediaries between the sellers and buyers.
[image: ]
Figure 8: Business Model (Mackay, Mikko Arevuo and Meadows, 2020)
Here they enlist both buyers and sellers, and through the search option, buyers find sellers and they exchange information between them and finally then the transaction takes place, which is then overlooked and managed by the Alibaba Dot Com to create a healthy customer and seller relationship (Mackay, Mikko Arevuo and Meadows, 2020).
Value Proposition
Alibaba Dot Com has a very simple value proposition. They are the middle man, and they will bring the suppliers and buyers close to them via their online e-commerce platform and thus providing quality sellers with truthful buyers (Phillips and Luiz Moutinho, 2018). 
[image: ]
Figure 9: Value Proposition (Parnell, 2020)

Control management
Finally, with all these inputs and processing, Alibaba Dot Com produces the outcome. Here their outcome is managed through effective controlling management. Here they use the traditional controlling management model (Parnell, 2020). First of all, their strategic decisions are made then based on that input is give and process and outcome produced. If things do not go well, then based on the information, Alibaba Dot Com would change their strategy and improve to make sure success comes for them.
[bookmark: _Toc69918893]The utilization of Strategic management to Deal with Issues
Alibaba Dot Com is very strategic, and here in the case study, some of their critical central issues were Restructuring Business Model, Competition from Global Sources, and Constraints against Vertical Management, etc.
For the first issue, Alibaba Dot Com researched that time's Chinese industry and based on the information. They changed their activities, Leadership, and management system into a Horizontal management system (Lynch, 2018). Here they saw that the increasing number of demands of various sub categorizes and future demands of B2C and C2C would increase significantly. Thus they decided to use the Horizontal Model. Here they can independently take the decision regarding specific divisions without any collision or chaos (Louw and Peet Venter, 2019). This helped them to flourish in their commercial activities as it can be seen that they are now the world’s biggest e-commerce giant. 
Secondly, for the competition from the global sources, Alibaba increased its services and diversified them significantly to make sure the Customer base is increasing (Amason and Ward, 2020). Their main strategy was to make the services much more diversifiable with the same strong stricture of B2B, and they did. Their B2C and C2C is one of the most popular media of an e-commerce operation. Thus they solved this issue also like the first one.
For their issue, that is the constraints against the vertical management based organizations which are doing good and making profits in specific sectors of the e-commerce, Alibaba Dot Com took the action of reducing the costs and making their supply chain management more effective (Britton, 2018). As they have already diversified their services, now they are trying to reduce the cost in each of these sections where through low prices for their services they gain the customers even though vertical management based organization were doing really well thus they overcome these organizations and odds too. 


[bookmark: _Toc69918894]Conclusion
This report is the analysis of Alibaba Dot Com’s case study where their strategic management and all the commercial well through actions analyzed which made them the top e-Commerce platform in the world. Business organizations consistently need to stay productive, practical, and reasonable inside every single cutthroat circumstance. Particularly when an organization begins its excursion to be a worldwide marvel, it faces a ton of outer and inside issues. These issues are not easy to keep away from fairly should have been managed deliberately by the organization's systems, the executives, their work, impacting the circumstance and adapting up to the climate. In this process, they faced some of the critical central issues that could have been a deadly blow to their existence, but with the leadership styles, management styles, and strategic management Alibaba Dot Com managed to over these issues and dealt with them. In the whole report, it can be seen that how important is strategic management for an organization to become successful in the competitive scenario, especially when an organization wants to be a global phenomenon. This strategic management must be based on external and internal, and competitive advantages. As here, it has been seen that how Alibaba Dot Com has managed their competitive advantages to make that their strategic management work well for them. Here in this report, it has been seen that how Alibaba Dot Com has managed its internal strengths effectively while improving its weaknesses and exploiting the opportunities and avoiding the threats and pitfalls coming from the external environment, and remain viable and sustainable in the competition.
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