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[bookmark: _Toc102157722]Introduction

Alibaba Group was founded in 1999 by Jacky Ma in Hangzhou in eastern China, Alibaba.com have three major marketplaces. The company’s international marketplace Alibaba international (www.alibaba.com) aids to bring together importers and exporters from more than 240 countries and regions. The China marketplace Alibaba China (www.1688.com) is developed for domestic business-to-business trade in China. And Taobao is China's most popular business-to-consumer and consumer-to-consumer trading site with more than 20 million registered users. In addition, Alibaba.com offers a transaction-based wholesale platform, AliExpress (www.aliexpress.com), which allows smaller customers to buy small quantities of goods at wholesale prices. And Alibaba.com has achieved award after award in recognition of its achievement and impact o e-commerce, including “Best of the Web” by Forbes Magazine for seven consecutive years, the most popular B2B website by Far Eastern Economic Review, and other awards, including China Excellent Business Website and China Best Commerce Website. Alibaba.com is frequently quoted As one of the top five websites in the world along with Yahoo, Amazon, eBay, and AOL, by domestic and international media. As one of China’s most successful e-trade service suppliers, practitioners, and pioneers. (“ALMA MATER STUDIORUM - UNIVERSITA' DI BOLOGNA - unibo.it”)
China is the second-largest economy in the world and has the largest number of internet users in the world. The rapid development of e-commerce favored the enormous potential of the Chinese market. In the world of e-commerce, China has already surpassed the United States in the year 2013, now it is in first place among online marketplaces around the world.
The Alibaba Group is the largest private Chinese company in the field of e-commerce and is one of the world leaders in the online market. The rapid development of e-commerce in China has resulted in the full success of Alibaba today.
Be present to briefly analyze the operating system of the Alibaba site, the points from which it profits, its success, and its current and future planning strategy.
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The Alibaba company has now become a legend in the world of Chinese e-commerce. Since the birth of Taobao in 1998, each phase of Alibaba's growth has been a more representative testimony to the development of Chinese e-commerce. Within a few years, Alibaba managed to have more than three million member companies, now it is still growing surprisingly fast with an increase of more than 6000 users per day. All this is not only due to the skill of Jack Ma, the founder, and president of Alibaba but also to the precise positioning in the market and the enormous potential of the e-commerce market.
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The pioneers of e-commerce were convinced that the world of the network was able to create an environment of balanced and impartial competition and that it could allow medium and small companies to expand their fields of activity and enter international competitions with a more advantageous position. The limited resources of small and medium-sized enterprises represent a significant difficulty for them to manage a concrete organization, the ease given by the world of the network instead has brilliantly solved this problem.
As for the "B2B" trade model, or Business to Business, Alibaba in addition to being the pioneer, also has the role of the leader in the sector. In the early years, their earnings were very few and were almost negligible, he always had financial funds from investment institutions.
After spending the first particularly difficult phases, revenues begin to increase starting in 2002. In the year 2003, the Taobao site that will later be very popular throughout China was created inside Jack Ma's apartment. Within three years, the Taobao site became the first best-known online shopping site in all of Asia. This site that works with the Customer to Customer (C2C) model now has more than 500 million registered users and the number of visitors exceeds sixty million per day.
Subsequently, Alibaba founded another new Business to Customer (B2C) platform, which is called Taobao Mall, in 2009 it became the largest network-based trading platform in China. For 67 different from the previous Taobao, the Taobao Mall in 2012 changed its name to small and a new logo was also created. Also in 2012, small turned November 11th each year into a big online shopping party.
The rapid development of e-commerce in China has resulted in the full success of Alibaba today. But we know that every little mistake could cause total failure but behind success, the factors are always many.
Now I briefly analyze the operating system of the Alibaba site, the points from which it draws profit, its success, and its current and future planning strategy.
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Le principali compagnie del gruppo Alibaba sono le seguenti: 
1) Alibaba: la piattaforma online che connette produttori con distributori e acquirenti a livello internazionale 
2) Taobao: la piattaforma di acquisti online più grande della Cina. 
3) Tmall: la piattaforma di acquisti online Business to Customer (B2C) 
4) Alipay: la più grande piattaforma di pagamento online in Cina. 69 
5) Alibaba cloud computing: i servizi di cloud computing con lo scopo di fornire i dati. 
6) Ali-Express: un ramo dell'azienda che unisce imprese cinesi e offre un servizio di vendita al dettaglio a un mercato internazionale, rivolgendosi prevalentemente a compratori europei.
7) Juhuasuan: la piattaforma di acquisti online indirizzata allo shopping di gruppo. Grazie all’enorme successo che ha avuto in Cina, il fenomeno Alibaba è stato scelto per due volte come il caso di studio da analizzare nel corso di MBA (Master Business Administration) presso Harvard Business School. Il fenomeno Alibaba ha suscitato un gran interesse nel mondo accademico degli Stati Uniti.

Alibaba company for five consecutive times has been put on the list of the most important B2B companies in the world, and has been chosen several times as "the most frequented B2B site in the world", "the best site in the trade sector of China", "one of the hundred best Chinese sites", "the best e-commerce site in China".

Internationally Alibaba has been considered by the mass media and the tech world of Silicon Valley as one of the five most important trading platforms along with Yahoo、 Amazon、eBay、AOL.
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In the year 1999, after the founding of the Alibaba company, China's role as the factory of the world was further consolidated. Subsequently, Alibaba activated a series of commercial services and platforms such as cxt.1688.com which connects Chinese suppliers to Chinese and foreign buyers becoming a commercial exchange platform based on the "B2B" model that favors the promotion of small and medium-sized enterprises. Alibaba's gesture has contributed greatly to the entry into the Chinese and world market by small and medium-sized enterprises.

Given Alibaba's determined positioning in the market and its market share is superior to other competitors in the field. Currently, Alibaba is the company active in the field of e-commerce that has the highest social value. At the global level, Alibaba can be considered a flag of all platforms that offer online commercial services based on the "B2B" model, Alibaba now owns the highest number of "B2B" users and is the online trading platform that has the highest sum of sales.

All this is a great testament to Alibaba's success. Initially, Alibaba's goal was to help small and medium-sized businesses survive and grow on the market, for example now the "Alipay" payment system has begun to collaborate with banks to facilitate mortgage applications by companies and therefore solve the issue of the economic resources that often have the latter. Then the small was created aimed directly at private consumers. All these fundamental steps of Alibaba have fully met the needs of the market, and therefore the Alibaba company has managed to seize the opportunities at the right time.

The right strategy is a decisive factor for success, every successful business needs to find a strategy that suits itself and has adequate prospects. The appropriate strategic perspectives are particularly useful in the development of the enterprise, they manage to indicate the right direction and develop an adequate system of procedure.

As for Alibaba's prospects, we can observe three main points:
(1) The will to keep development constant for 102 years, create a company that lives over three centuries. 
(2) The desire to become one of the ten most well-known sites in the world. 
(3) The will to facilitate every business deal in the world, make sure that it becomes a platform for every businessman in the world.
These perspectives have prompted Alibaba to reflect and analyze the market at 360 degrees to achieve its goals. Under the guidance of these perspectives, Alibaba has established its strategic planning.
In the early stages, Alibaba thoroughly analyzed the market environment of the time to understand in depth the needs of the market and to establish the services it offers. Finally, instead of targeting large enterprises, Alibaba has decided to target its services to small and medium-sized enterprises in the e-commerce sector. After an in-depth analysis of the Chinese market at the time, Alibaba wanted to start precisely from the flow of information, that is, to offer useful information for free to its wide audience consisting of small and medium-sized enterprises, after the bursting of the "speculative bubble" in the world of the network, Alibaba has always maintained its policy of offering information for free,  and it is precisely this policy that has allowed Alibaba to accumulate a large number of questions and offers of information and great popularity.
Once it had a certain popularity, Alibaba took a step forward to grasp the favorable trends of the international market, that is, services and the exchange of information are no longer aimed exclusively at Chinese suppliers, but at those around the world. In doing so, on the one hand, it presented Chinese enterprises to buyers around the world; on the other hand, it also manages to provide more buyers to Chinese companies, at the same time Chinese suppliers are asked for a membership fee that constitutes an important way to profit and therefore a powerful driving force for the company itself.
Based on the first successes in the development, Alibaba has managed to welcome an aspect of fundamental importance in the development of e-commerce, that is, it is convinced that the decisive factor in the field of B2B e-commerce is not technology or economic funds, but honesty and trust.
To reduce the risks during trades and the related costs due to the lack of trust, to everyone's surprise, Alibaba has deactivated its free services on cxt.1688.com starting to evaluate the degree of trust of users following five criteria. From that moment on, online providers have to pay a certain fee to be able to use the services on cxt.1688.com, so in addition to solving the crisis of trust, this has created another way of earning that provides another economic support for the future development of Alibaba.
[bookmark: _Toc102157726]The integration strategy horizontally and vertically

●The horizontal integration strategy 
Based on the company's solid foundation in the "B2B" e-commerce sector, Alibaba has been constantly engaged in exploring resources and analyzing the market environment to be able to enter the "C2C" sector. In the competition with eBay, Alibaba managed to win a large market share thanks to its free policy and marketing. Now Taobao is becoming an online retail empire.

Then at the beginning of the year 2007, Alibaba created its software, Alibaba's software does not provide the management system to large companies, but the common billing and financial management services that small and medium-sized enterprises may need. This move has made Alibaba even more useful for small and medium-sized businesses, so the latter's dependence on Alibaba will be even higher.
Finally, thanks to "Alimama", the online advertising platform, the Alibaba company has managed to enter the advertising sector. Alimama has completely broken the traditional pattern of the advertising industry by accumulating in a very short time a very high amount of requests.

Small and medium-sized businesses, online stores on "Taobao", "Alipay", "koubei.com" stores, and private consumers who are on "Alibaba.com" are all Alibaba customers, and these customers make up the valuable assets for Alibaba. After taking control of Yahoo China, Alibaba took another important step forward in cooperation with Yahoo. "Alimama" has continued intelligently in the wake of Alibaba's B2B and C2C e-commerce platforms, its original organization system, and its secure online payment platform giving rise to another innovative model suitable for the Chinese advertising market.

●The vertical integration strategy 
Along with its horizontal integration strategy, Alibaba has also adopted a vertical integration strategy by entering the online payment and search engine industry.
Since the online payment system was not yet mature in China and there was no independent platform that guaranteed the absolute security of users, so to remedy the security issue, in October 2003, Alibaba created an autonomous online payment platform that is called Alipay, from then on Alibaba officially entered the electronic payment sector. 
Currently, the suppliers and distributors that support payment through Alipay are more than 300 thousand and these include video games, commercial services, airline companies, and several other types of suppliers. It can be said that the features and value of Alipay are exploited to the fullest. 
Taking control of Yahoo China is another crucial step in Alibaba's vertical integration strategy. By now we know that online purchases cannot do without an internet search, so cooperation with Yahoo allows Alibaba to dominate a better search engine and therefore occupy a strategic position in the e-commerce chain.

●The dual strategy to achieve the collaboration of different actors on the industrial value chain 

Alibaba's starting point is B2B services, then through its horizontal and vertical integration strategy, Alibaba's services now include B2B, C2C, software, online payment system, search engine, and online advertising. These six sections cover almost all the necessary stages that businesses need in e-commerce. 

The six sections within the e-commerce system are complementary to each other and support each other, the integration of resources makes it possible to achieve effective cooperation between different components of the industrial value chain.

Given Alibaba's success, many other e-commerce companies have begun to mimic its model and management system, but as other companies' planning was done later, they will struggle to replace Alibaba's dominant position anytime soon. All this testified once again to Alibaba’s foresight and value.
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The problems that persist in the field of Chinese e-commerce are as follows: 
- More importance is given to exchanges, less to information. 
- Much importance is given to the collection of information but not to the analysis of this information, so it is difficult to offer completely satisfactory services to customers. 
- The ways of publishing information are not regularized, and this entails a certain risk in exchanges. 
- Too much importance is given to interest and reputation but not to efficiency, so the costs of production in the early stages are seriously out of control and the actual earnings must be postponed. 
- All attention is paid to technology and reputation. 
No attention is paid to management, so sometimes the costs are even higher than in the United States. 

1) The B2B model consists of the exchange of information between suppliers and buyers, then Alibaba must provide its customers with the most valid and relevant information. But even if Alibaba every day sends its customers a large amount of news and commercial information, for the recipients, it is still quite difficult to grasp the really useful ones. In addition, Alibaba does not have an information system, almost all information is taken from other sites or newspapers. 

2) Customers struggle to fully trust the virtual world of the network A company can become the partner of cxt.1688.com and then show on the site the evaluation that Alibaba has made to its customers. Then many companies act illegally to get a good review, for example, to exchange good grades with other companies with which they have no relationship. This way of doing things is even more frequent on the Taobao website, many nice reviews can come from relatives or friends of the sellers, so they are false. So the most serious problem for online exchanges now is the veracity of the information exposed. 

3) The double cost for members: To become the partner of cxt.1688.com, a company must pay a fee of 2300 yuan, but once it becomes part of the platform it turns out that it is a market of enormous breadth on which 4.8 million Chinese suppliers are active who can have their own space to showcase their products. All suppliers have a strong desire to sell their products, so they want to be easily found by customers through an internet search. Given this situation, Alibaba has activated a paid service called "auctioning of search keywords". In the ranking of the best-selling keywords, there are words like "keychain" that were sold at 16000 yuan. So members, in addition to paying the normal membership fee, are also forced to pay additionally to be able to show off their products. Therefore, the membership fee to cxt.1688.com does not seem very high but the cost to buy keywords is often too high for small and medium-sized companies, moreover, the profit that companies that have paid this cost can have is still an unknown. 

4) The lack of rational use of the resources present on the network, In reality, the real values of the online buying and selling platform based on the B2B model consist precisely in its resources, for example, internet marketing, customers, commercial information, the number of visitors to the site, etc. The Alibaba site has a very high number of visitors and contains a wide variety of information, unfortunately, these resources have been used ineffectively and this has significantly lowered the value of the online e-commerce platform while also limiting the development of the site itself. 
It often happens that a company publishes an ad or important information but this is not easily viewed by other users, then the published information loses its meaning. 

An online B2B platform like Alibaba's operates mainly to promote other businesses but has forgotten to promote itself, that is, many users have gone to Alibaba's platform just to find or publish information, in addition to this, they do not know what else they could do and how you can have other valid services. This condition is mainly caused by Alibaba's management system, if you do not have a deep knowledge of the principles of B2B you will often encounter problems of this kind in management. 
Now the B2B-based commerce model is still an area of interest within the world of e-commerce, many B2-B platforms are trying to perfect themselves and then have a better competitive capacity. 
In addition, several entities have a strong potential that could enter the field at any moment. For example, in November 2004 the site wanwang.com founded a buying and selling platform based on the Buyer to Seller model called www.com.cn; while in June 2005 eBay also declared its entry into the B2B market, these newcomers often have better resources and a more advanced starting point. Therefore, these changes in the market environment have put some pressure on B2-B platforms that do not have a significant competitive capacity. 

5) Unsatisfactory after-sales services that bring a crisis of confidence: Alibaba has always paid close attention to after-sales services, the products purchased can be returned or exchanged within seven days of receipt, but dissatisfactions and complaints from consumers are still numerous especially on the Taobao website. Problems related to after-sales services such as delay in delivery, exchange or return of products, installation, assistance, etc. are always persistent.
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SWOT analysis (also known as SWOT matrix) is a strategic planning tool used to assess the strengths (Strengths), weaknesses (Weaknesses), opportunities (Opportunities), and threats (Threats) of a project or in a company or in any other situation in which an organization or individual must decide to achieve a goal. The analysis can cover the internal environment (analyzing strengths and weaknesses) or the external environment of an organization (analyzing threats and opportunities).
These are the steps that are typically followed during a SWOT analysis: 
1) A desired (or objective) final state is defined. 
2) The main points of the SWOT analysis are defined, which are: 
• Strengths: the attributions of the organization that are useful to achieve the goal; 
• Weaknesses: the attributions of the organization that are detrimental to achieving the goal; 
• Opportunities: external conditions that are useful to achieve the goal; 80 
• Risks: external conditions that could cause damage to performance. 
3) Starting from the combination of these points, the actions to be taken to achieve the goal are defined, so the SWOT matrix is presented in the following way.

[image: A picture containing text, sign, vector graphics, screenshot

Description automatically generated]
Picture. COVID 19 SWOT Analysis: SWOT Analysis in a Pandemic

4) Managers determine whether the goal is achievable concerning a given SWOT matrix. If the goal is not achievable, a different goal must be selected and the process repeated. 

5) If the goal seems achievable, THE SWOTs are used as inputs for the generation of possible creative strategies. 
SWOT analysis can limit the strategies considered in the evaluation. "In addition, people who use SWOT may conclude that they have done adequate planning work and ignore other important tasks, such as setting business goals or calculating ROI for alternative strategies." 
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● The complex system of operation and the original way of profiting:
Alibaba has an excellent strategy that is difficult to imitate. The Alibaba group includes Taobao Mall, and Tianmao Mall (the online shopping sites), also has its payment system, cloud computing system, and logistics system, the cooperation between all these sections has built a hugely powerful, and dynamic system.
Unlike many tech firms that profit from selling a particular product or technology, Alibaba's operation depends strictly on the complex economic "ecosystem" and it is always from this system that Alibaba makes its profits. The business model within this complex system is not at all simple, thanks to this complexity, Alibaba's competitors find it very difficult to imitate it.

● The great force of attraction in the world of the stock market:
	The Alibaba Group went public on September 19, 2014, on NASDAQ (National Association of Securities Dealers Automated Quotation) of the United States, according to the news published in "The Wall Street Journal", insurers for the first time exercised their over-allotment option, the total funding of 25 billion dollars gave rise to the largest initial public offering (IPO) in history. Alibaba's stock exchange listing in the United States was a crucial step to accessing the American market.

● An excellent management team:
	1) Alibaba founder and chairman Jack Ma is undoubtedly the most representative figure in the Chinese electronic world. All his employees have great confidence in his decisions, now in addition to being the soul of the Alibaba Group, Jack Ma is also the idol of many young Chinese. 
2) The Alibaba group also has a remarkable ability to execute the team and a rich corporate culture, these aspects are fundamental for the team to have solidarity in the work. The Alibaba group is not the one that has the longest tradition in the electronic world, but the ability and efficiency of its team in executions are certainly the best. 

All team members are extremely diligent and have a strong will and a strong sense of responsibility. 
Alibaba's philosophy is to put customers first, in maximum cooperation, in readiness in the face of variability, in honesty, passion, and diligence. The salary of the company's employees is strictly dependent on these values, that is, these values are the fundamental criteria for evaluating a worker. This type of valuation is very rare in today's tech companies. This is probably precisely why Alibaba has transformed itself from a small business into a leader in the Chinese electronics world.

3) The most important things for the development and management of e-commerce sites are human resources. Over the years, the Alibaba Group has hired a significant amount of professionals with valuable experience in the field. Thanks to this wealth, Alibaba is always ahead of other businesses in both promotion and marketing, and technology.

4) The powerful international alliance between companies in the electronic world. According to equity reports, Yahoo, Soft Bank Corporation of Japan, and Alibaba group have joined an international alliance. Alibaba now manages to have the advanced technology in search offered by Yahoo, the previous experiences of the Yahoo of Japan in the C2C (customer to customer) market, can share resources with the best companies, learn the best management methods and analyze trends and lead their business towards a better future.
5) The identity of the company and the loyalty of the members. In China, it is now difficult to find another B2B (Business to Business) e-commerce site that enjoys the same popularity as Alibaba. For the site of e-commerce of this kind, what has the highest value is precisely the identity.
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●Risks of getting involved in legal proceedings due to insufficient knowledge of the foreign market: 
Alibaba has now listed on the foreign market, but knowledge about the legal system and the regulation of the local market is not yet sufficient, these gaps could cause serious problems that put the company in a tailspin.
●There is a lot of clutter on the platform, so optimization becomes difficult: 
In September 2013, Alibaba wanted to change its structure and after the change, twenty-five business departments and two consumer business groups were established. According to many industry experts, Alibaba consisting of twenty-five business departments and more than 200 branches is an electronics enterprise that has a larger and more complex structure throughout China.
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●Greater efficiency of the foreign market brings more financing opportunities:
Thanks to the mature financial system of the capital market abroad, its complete legal system, and its laws of market regulations, the process of listing and financing abroad becomes faster.
●Improve the management and internal structure of the company: 
Being in a foreign market, on the one hand, Alibaba can learn the advanced technologies of Western countries and the ways of management to perfect its system, on the other hand since the Western capital market has a strict regulatory system, this forces Alibaba to constantly refine its management and internal structure to adapt to the foreign system.
●Strengthen the identity and then conquer the world market: 
The fact of listing on the stock exchange abroad has contributed to the increase in popularity and can be defined as a kind of advertising. On the one hand, this allows Alibaba to enter the world market, gain the confidence of the market and foreign consumers, and increase the confidence of companies that intend to make investments in China; on the other hand, it constantly strengthens its identity, increases its competitive strength and the popularity of its products, in this way it is also possible to attract more human resources that guarantee the constant development of the company.

[bookmark: _Toc102157732]Alibaba's threats

●The costs on the foreign market are relatively higher: The financing costs of shares issued in the United States occupy 13% - 18% of the total financing, plus there are also the costs of management, annual expenses, and several other costs, so the total costs needed abroad is certainly higher than the costs spent on the stock exchange sector within China. 
●Possible government interventions: Once listed on the stock exchange in the United States, Alibaba must deliver the report to the official American bodies, but the report could contain several important data relating to China's economy, a fact that makes many Chinese officials in the sector anxious. 
Another stressful factor is the revelation of Alibaba's huge transaction database to the US government because Alibaba's different online platforms have dominated almost the entire field of e-commerce in mainland China and this always creates a general discontent.

Although Alibaba already has a fairly mature and stable system, the continuous developments of its competitors still pose a threat to him. 
For example, the JD Group, one of Alibaba's competitors, has built a significant amount of warehouses and shipping points in all regions of China and has also founded its own distribution company. Products with the "JD distribution" label in large cities can be delivered to recipients within 24 hours. The maximum efficiency in shipping has attracted a very high amount of consumers.

By the way, offline commerce has always been Alibaba's weak point, so the rapid developments of competitors in different fields are seriously threatening Alibaba.

●The external threats of B2B (Business to Business) commerce: The "B2B" mode of inter-company commerce is spreading rapidly around the world and has become a trend, namely that of the E-commerce Alliance, a kind of cooperation between companies. Under this condition, the competition is getting stronger.
The existence of this kind of alliance represents a strong impact on the B2B commerce sector and the advantages of Alibaba are no longer absolute in this context.
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In traditional commerce, companies always went to look for opportunities within society; while in the world of modern commerce, enterprises aim to remedy the problems that exist in society. We have now moved from an industrial society to a society dominated by the so-called new economy, i.e. a new information-based society. What Alibaba tries to do is to make its contribution to this process of transformation from the point of view of trade and the economy by offering people a new and pleasant shopping experience in everyday life. 
This is Alibaba's development strategy in general. 
1) Within the company there must be new ideas and a new organizational system so that it can promote innovations in techniques and its products: One of the fundamental principles of the culture of the Alibaba company is the creation of its own identity and continuous innovations.
All the activities started by Alibaba such as the online payment Alipay, the online shopping platform aimed at group shopping, koubei.com, and the Alibaba software were born thanks to this innovative spirit. 
2) Identify a precise entry point to the market and an appropriate positioning:
In the early stages of its foundation, the Alibaba company made a thorough analysis of the market to establish its goal, and finally decided to focus on small and medium-sized enterprises. This decision is mainly due to the current environment of the Chinese market, now the economy of China is growing exponentially, so there is a very large amount of small and medium-sized enterprises, these companies scattered throughout the Chinese territory are growing very rapidly, so it is not difficult to observe that they have enormous potential and are a predominant force in the Chinese economic world. 
The strategy of turning its services to growing small and medium-sized businesses has quickly made Alibaba's platform into a large exchange market of millions of merchants who come from more than 190 countries around the world. 




3) Establish a well-defined strategy: 
In addition to an innovative strategy in the management system, Alibaba also has an innovative strategy in the use of resources. 

Initially, after a careful analysis of the Chinese market, Alibaba chose to start from the flow of information by offering information to its customers for free. Once it had a certain popularity, Alibaba took a step forward to grasp the favorable trends of the international market, that is, services and the exchange of information are no longer aimed exclusively at Chinese suppliers, but at those around the world. In doing so, on the one hand, it presented Chinese enterprises to buyers around the world; on the other hand, it also manages to provide more buyers to Chinese companies, at the same time Chinese suppliers are asked for a membership fee that constitutes an important way to profit and therefore a powerful driving force for the company itself.

The software made by Alibaba and the online advertising platform Alimama is both innovative service products created based on resources.

4) Periodic updating and reflection within the company:
Within the Alibaba company, there is a custom of exchanging jobs, that is, employees of different sections exchange their roles periodically. By working in the different departments, employees can acquire new knowledge and experience, and the continuous interaction between colleagues can also increase mutual trust and consolidate the collaborative spirit.
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Since the birth of the Alibaba Group, each phase of growth has been a more representative testimony of the development of Chinese e-commerce. Within a few years, Alibaba managed to have more than three million member companies, now it is still growing surprisingly fast with an increase of more than 6000 users per day.
As one of the China pioneer-trade service platforms, Alibaba has built a strong connection between SMEs in China and oversea buyer with abound less marketplace by providing high-quality service at a data reasonable price with various business marketing channels and promotions. Alibaba has significantly attracted a large base of consumers with the help of the large population in China. 
All this is not only due to the skill of Jack Ma, the founder, and president of Alibaba but also to the precise positioning in the market and the enormous potential of the e-commerce market. Now, under the context of economic globalization, many multinational enterprises are beginning to target the international market and are actively participating in competition at the global level. In addition to selling their products to the international market, companies are also willing to open and extend distribution channels on the world market.
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