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Abstract

Driven by global value chain and digital technology, cross-border e-commerce brands’ global ex-
pansion has become a core path to break through domestic market constraints and gain global com-
petitive advantages. Taking Alibaba as an example, this paper systematically deconstructs the evo-
lution logic and implementation effects of its global expansion strategy. The strategy has gone
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through four stages: information matching, closed-loop trading, ecological integration and technol-
ogy-driven, driven by market expansion, resource integration, and institutional-technological col-
laboration. In 2024, the international digital business revenue exceeded 100 billion yuan, with sig-
nificant growth in Southeast Asian and European markets, supported by technological empower-
ment and deep localization. By building a closed-loop ecology of “e-commerce-logistics-payment-
cloud computing”, Alibaba has formed a “gradient layout + ecological collaboration” model, provid-
ing a two-wheel drive paradigm of “technology + ecology” for cross-border e-commerce brands. The
conclusion offers insights for Chinese cross-border e-commerce enterprises, emphasizing the inte-
gration of technological empowerment, localized adaptation, and ecological synergy.
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2.63 Jifeo6, [FILLHEK 10.8%, di4MFRIELE I 2021 411 4.9%E K | 2024 4F 6%. P55 HL RS FT AT 2%
PR, PRSI S ITHE, /A NBDNEH G S 5 25K 5y, (SR b B A B AR A 1]
PSS R AR 7R RS, R A NEE . SO AR AR GE A 5 T BB R [2] o R R R A BRAL T
O TP 5K IR A BE SR R 0 R GEPEE A

B A I 00 15 50 FEL e ot R Y VA FE) B B AR AT T 2 AR DY o FE T PRSI PR, b L 7 DA
BRAE S LA PR, IR HE 37 58 5 PR RS A i e 5 /1[3]s DA Temu G401, 24T
B 5 B SR AT PR ST TS T34 [4]: SHEIN REIE7R 1 S AL R E 15 A4 AL AR I8 X0 it hot L
W SCEEAERI[S]. BeAt, BrHoR X E PR 5 BN A B A E R T R BT HOR M 5
G REI MRS, 45 BORIE R THRCR 5 A 5 5 B R L Jufe6], I A& HoRmTiE i 5
Q3G RN AL HE DGR TH[7]. 5 Temu, SHEIN S5 4lk B AR B —SRIE AN, BT LR ER“BoR + R
XU IR s TR R Gk 5 T ek . HOE R BORIRBE A A VPR, P DA 25 SO BAE AR P A R
Ao ASCLART R EH], R G FC A R AR 5 S RCR Dy [ 58 H B A L 4R it ml i 28 110
AR AESE .
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Table 1. Business system
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Figure 1. Revenue structure (2024)
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Figure 2. Changes in international digital business revenue from 2019 to 2024 (Unit: 100

million yuan)
2. 2019 £~2024 FEFRHFEWBANT X (BAL: 127T)
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XIS [F S P S is BRI E . R AR T, KFER A SR 7 B E AR R,
P X SO B RE B RS HEAEAR . (SRR IR, ESLIBIE PR AR N RIS O, AR T8 Tl
A BETRUCAD, B3 25 T IR AT 8 B 1 Tl BAN G R TE ) “ Py s ERBE S, X PR R AR R A
B A IBE, KD LA R T SR A R S SR
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MRS A A il BERUGERE T A A% b, SCBUIE T 2R AR e . XSRS R A 5t “ T 37 et
WhE, SER RS OME R, FERESN I IT R T A . ] L O S0 o S AR
Yy, BT E N R, =5 A SR R e G A, SRR 1 R B A g R SRS A R

4.4. HIE. FERS5ESHhRERHE

i 5 B Ve v BT o R 2 SRRy, AT R R s B S AR IE 2U EE R B, i B EE
BOR, R T SRR, B B EE PR 780 DL “HilBE - HoR” B[R AL I SRS
o P “E 27 SO I TR B RO SN ) SE BRI A R A, TR s ATERE
BRMBAIE, Wit KB RE, DURESSIRT Jom R AN Mg e, MR AL 1 SeBlie
MR Sr. BEJE, 8 “—H—B8” BBHESRT, SE5SMELEN 2R E 5000 R G X — 2445 BEm N EUR &
], 3 iE HI X BRBEROR SE LIS 3 B S BE I WAL o XM P Q3R 5 BOR G i e itk A ke il [
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BT BLES T 1999 SR QI [H bRyl &, TR B5 58 B R AT AR A R B B o Az P A BoR St [
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Table 2. Revenue statement by segment for 2022~2024 (Unit: Million yuan)
7= 2. 2022~2024 SRS ERISTHIBAR(EAL: BAT)

2022 2023 2024
TRREH:
SRS A()) 412,824 395,352 414,414
HEE 316,029 291,541 304,009
B R HA(i) 96,795 103,811 110,405
SRy gENAD) 17,106 17,854 20,479
HRER G 429,930 413,206 434,893
=/ R H(iv) 102,016 103,497 106,374
o R ] s i e ML AR A
PRk (v) 43,679 50,933 81,654
] Br gk A b (vi) 18,506 19,573 20,944
By B2 ] B v b SR S i 62,185 70,506 102,598
3 194214 (vii) 66,808 77,512 99,020
A Hh AR v AR A (viiil) 44,890 50,249 59,802
RICAE A (ix) 18,105 18,444 21,145
A FoAt(x) 189,543 197,115 192,331
s LN n s 913,477 930,529 1,016,163
ARGy 1556 866 1297
73 B IAIRVH (i) 61,971 —62,708 -76,292
GBI 853,062 868,687 941,168

Xl L i) 25 SV B R, R R R T X A BR R RS T I A . AR R, B
SRR A RS B P IZE T, C im0 R RIS SRR TH OGO . A E AR
FET o, EAETAE N “Hd A7 R B am N BRI, TER “FaR - il - ey i3k, M
SEAYEREER, C Hu T A RO AU RHE 7R AL A AL 12 8 S, T B S [l B e . B LE
S5 “ BAMAE AR (o EiZE . AL mE), S B IR, PLEIE 2 LS a0,
e “FEEAES. MRRBBEAL” BFE. X —HFBABEZRE “CLH e, HEZ “R AL
57 A BTG BRE

6.2. EKIEIER

o EEL ] B B R AR R O SR, 1988 T RORBIHT . WU TH 0 AR SR R ROER EE PR [F], 1K
SERE R E PR RS SO S AE 2 T A B S RV AR, oD DU AR 2R E 7 51 5 U 3t
fir.

DOI: 10.12677/ecl.2025.1472230 748 TR 4TS


https://doi.org/10.12677/ecl.2025.1472230

BUEREE, BAL
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Figure 3. Changes in Cainiao logistics revenue from 2019 to 2024 (Unit: 100 million yuan)
B 3. 2019~2024 FREYIRIIANZ W (BAL: Z27T)
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