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Abstract

Cross-border e-commerce enterprises have long relied on single third-party platforms such as Am-
azon, facing structural challenges including tightening platform policies, rising operating costs, and
concentrated business risks. Channel diversification—evolving from a single platform to an omni-
channel layout integrating multiple platforms, independent websites, and offline channels—has be-
come a core strategic direction for brand globalization. Taking Anker Innovations as a case study,
this paper systematically analyzes the evolution of its channel structure, drivers of transformation,
and implementation effects based on detailed channel revenue data from 2022 to 2024. The find-
ings reveal that between 2022 and 2024, Amazon’s share of Anker’s revenue decreased from 55.95%
to 54.30%, while the share of its independent website increased from 4.75% to 10.13%, with inde-
pendent website revenue growing 2.7 times over three years. Other third-party platforms and of-
fline channels also achieved significant growth. Channel diversification is evident, with the inde-
pendent website becoming the fastest-growing channel. This study provides a data-driven practical
reference for cross-border e-commerce enterprises to reduce platform dependence and build a self-
controlled omnichannel sales system.
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1. 518

ABREE ST AT L2 ) il K 5 NI . A OCE G, 2023 4 A [ B 5T HL R L 1A
Bk 1.83 Ji1Z70, [RILLIEK 19.6%*, HoAi@ ik W 51 & 58 28 5 o LB ik DU Rl 0 B b S48 i K H
JASEA R IR R O RS2 SR B R R TS, (HATE R T AR R M A% R
XFPRIAEAT b BT AR A kAR 2 PR E etk (B7EF S BORREM T T, 48 RS 2l
Ko 2021 FFEWTidh “H587 @l E b, WAKTFRPELE, HREREBT0n, KEh/hlk
RIS BT 64, CfEdh. 75 ke Lok, sSex Rl g™ EFE. SHER, TikTok
Shop. Temu &8 % F G PRI, L4t 7 2 umi G RiEEsE, BE2uih——NRE—F &0
“ZWE o+ MO + BT ARG R —— O RCATIEIE R,

TEHR JETH, BRI 5 HE P S8 S A A AR BX — BLR I =M% O A B2 18 5 B EE i (Channel
Management Theory)si#ifil, My RO RAFIVEAG 89018, SCI TSR DR . AT il AU 43 )
(PAT[1] o 22 5 BB 1 038 2 Jo b I R B0 () SL AR I s @i ¥ RT3 R 2 F &, Al B — 1 “ 4R
HRAVIRE ” e ) RS BUIRE 7, E5R T RIE A G 0 RIS AP RE 7). P & K2 18 (Platform Depend-
ency Theory)¥g i, 2501 & B I BEAR 2 5 B8 25408, (lock-in effect) FISCHT BE 71 5940[2] . 2 e BIHT Y
ZHFR, FEIFHRE D 5 (M 55.95%F% 22 54.30%) A& 5 I 81 58 A& 473, HR S uh AN P & &
TH LRI T2 16.92%, A0 HEL T P& KK . il #48 # i (Corporate Transformation Theory)ih A, B3l

TS T HY K 19.6% (R5FHT T 07):  https://www.peopleapp.com/column/30035517351-500005140120
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R T B RS AT G . RIRECE A E[3]. BbAbh, BE5E e R A ) S 73R B, r LA K A A2
IR AN A MV IR TE 22 oAb A i B Bl 1) B R AR (4], TS B S0 i E B Ab 2 [R]85 38 R IEAH 90 &R
5].

22 TR T E Y 2 T O AR AT A, 2020 SEAEVEACHT B, T EHAERE. BAtR s
PR ATEIE AN A ER 100 ZANE MK, £ DT 6 EEEAET E SR ER Y. 5KEK
Wi —F SR NERAE, TR AT RS i A2 R s, AR R RE I N e R B T A
fithe FLURIE 45 AR A S AN . A SO T2 e il 2022~2024 FE A JFAE B 5 P I B R N 5
¥, EHRIHRELS WA, MR S8E, BT AL ERNES% .

2. ZRHFRELEITI

ZrAH R ERE S N R EFE =P EWS R HART ). B A MLk @nker.com). 28T
REGRR, HERSE), H, HAWZE =75 V& aR6#2M. eBay. Lazada. TikTok Shop %, 7k
L anker.com NiZly, S NIREEZILE M. HASEFETHRESTER. 2022 % 2024 F% 5
BN KOS, nde 1 s,

Table 1. Revenue and share of anker innovations by channel (2022~2024)

%= 1. REAIHE 2022~2024 F L BB KR SEE

s 2022 SN 2023 HFUR 2024 FURN
US| (7i7) 124 i%%) G i%%) 124
IA=35 797334.59 55.95% 999625.24 57.10% 1341771.65 54.30%
HAhF & 80351.28 5.64% 106710.76 6.10% 167884.42 6.79%
M7k 67632.85 4.75% 124353.81 7.10% 250369.54 10.13%
2 /ANt 945318.72 66.34% 1230689.81 70.30% 1760025.61 71.23%
AN 479733.26 33.66% 520030.50 29.70% 710982.42 28.77%
it 1425051.98 100% 1750720.31 100% 2471008.03 100%

FRISRIR: 2508 2022~2024 FEAEER A .

ME & A0

H—, Wb LT ERE, SRR, 2022 4F 5 EE 55.95%, 2023 ETHE 57.10%, 2024 fEEE
54.30%, WiHEERE 1.65 AN 28 e 2023 A S I g T A E WOMIE, (SR TE: 2024 AR
WAL T S EWOGE, SR TR, SHA R 2023 R RAE MM 2 0k, FOERTE 2024 R
.

B, Mo R K. IR 6.76 12T FE 25.04 1470, =K 2.7 5, (U 4.75%8K T &=
10.13%. M 735H93%E 2023 4F 83.87%, 2024 4F 101.34%, R MK m R ALEE .

=, HAL-PEE . WNPIERIRE, 1M 32.81% 011k % 57.33%, i tb M 5.64%7F % 6.79%,
TikTok Shop Z5#7 2% & iy B B S IRE .

F0Y, L REREK . IR 47.97 1270 % 71.10 {270, #K 48.2%, HELEFEE 28.77%, {H
Y I IN 23.12 1270, i H B A

B, RELSMWE T I Sk S AR G A TH S EE 10.39% ¢ T+ 2 16.92%, £ IRIE T [F% J5 4]
WL

HUR R, 8 i eS8 2 IIE S B AL T FER[6]; B E SR H i BB H —
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PR S8 o5 R K DM P EE R [7] R e S TV Bl e A AT U L Rk RE SR THT R BAGR
RHIRCER8]. XL E 22 o0 QUHT A LB b A B0 A RNEN S —Hnh &AM RS, HAFE
BT, A WS EE B S, I TN CNTIWIK” B A2 5 RIRE” AR, IR R
PR A I 10 LR 75 (0 BAR N A

3. REZTHEENEE S
3.1 SMEBES: FABERMKESMA ik

b A R e B, 2021 4F “HSW” BoR TP e R LA B B, R4 LIRS
AR AT B2 S VAL B IR R eI . R, FBA 9. 75 AR Bk, A RIS BRI 2020
A1) 18.19 12 7CHE % 2024 1) 55.70 1476, ~FEMEMTT 5 9% HLRFEZE A . BRI EIR BRSO,
EHEBN “WE” o @, RPAL KRB /056 8 fe T B Ae8 50l B s x5 5 o R RS 410 229,
B G AR Bk R GRS, ik se et b KBTS SR, kI A R AR Ak % 5 4% i
A SR EE[10], B—F SN RE 5. Ht, AWCPSRIEE A E, RIEZ UL EITs e
RURL o3 B (1 0 SR IEFE [2]

3.2. NEBEREE: mEARSAPHERR

20 BT B AR R OSBRI A . fENE Sl b, SEZOTCIESRBUN P B, s A IR, E RS
BRI, BTSSR T IX R A W BRI T B B EEN . RIEEE . TR . B A
R, M — A B AT 2 N, Bl AR g E (8], MOLIRRN =K 2.7 £, R
VE T ELTHT Y 2/ 35 RS 1 B o 373l B R AR 0 LU Ty 3 v HE 8~15 AN 43 R, KRR R G5 R AR A AR B
REEIEH . WIRIEEHEIRE, MArvhjmT “ HiRRE” , REWIRTH It i &0 98 1iEhl g, mE=
TPrERT CEERIE” , WEHGHRRGIERR, SIS S IR AT [,

33 MESE: RAEERE

P AT RAE M55 . 2023 £ b T3S [ &2 57.10%, ME 7 £ eibiiRE . Mg
I FH SR PR TR B2 i A 27 =) WU 5 PPl 2 Jo A AR [11], R T 2 S IRIE M3 A i d . 2 a)Hnd
I EHE b B S M S BB R AR, R I o b m S S R T . AR S R U U 45 R AL
AT BRI 5 E AR AA[12], AL EE NIRRT . 2024 £ Db & H 4 2 54.30%, Hhorl
AHADT &A1 G BT 17%, AR BESFa e R E, X — IR A SRR <t
T R AR YIS AR, MBS RREBAGIRE, O MAREAA, BT
A — TR ) AR B R [3]

4. RiEZ UL RIR RIS LR 1E
4.1, JRITUEREWE: MANTEEIRODEKR

WiZE 2 fiow, MSrshEi s i = AN B FEAE 1 (2020~2021): WP RS, I E RO B b 1 s
FEAAEIZ 5 11(2022~2023): fR AL ARG, A4 AR R, IR AT ARSI, U 6.76 1431 % 12.44
12.(+83.87%); MMAZI(2024 £4): 5 TikTok. Instagram FT3H, 2Bl “FhE - f£3% - 9L [HEF, Uk
AT 2 25.04 12,(+101.34%), 5 ELRAE 10%. 22 5 GHT 70 i %45 5 SHEIN SRR i 5 55 B i
Ak AR B G M, 25 T AT T R RSN I & AR A A FR 4], BARRS i A HE
AR Es R . HEHIT B4 5. A Google Shopping A1 Facebook |~ #5 FGvHE 51T« 7677 i £, 25 Bl 37
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v YRS A . A7 BAML I R S HE SR O ST S I 5 A SR IR AR SR [6]. ALk R AL A R B g
“XATTHEST” (ambidexterity) AL 7ELERR I S 1 SEIE B AR [, SRR ARIE A B3]

Table 2. Three-stage development of anker innovations’ independent website

2. RRBIFMIIIEIR =M

BBt It ] B AT VERALT PN d
FEAiA 2020~2021 WD EY, AR b 51 R ~31¢~4 1¢.5¢ ~3%

FEdib iz S e 2022~2023 AR, SRR, BRI 6.76 {0—12.44 12  4.75%—7.10%

AR FTE, AR - L% -l

AR AR 4 .
ZiEZNA e ] 2024 &5 ST

25.04 12, 10.13%

42. ZRAMEHRE: HRE LM

HAb-F S U ERIRE, GEntk. FE VS EHE#E 2B, eBay. Lazada. TikTok Shop %, AR
W “—Fa %087 . Wb HELE 502, TikTok Shop BAE BB, @M EIEMEL . 250 flHr
iR T HMSE RN, SRR P SN %, BUR T B EE SN A I E o ES. PE
SRR M B — Ak R IR U T AR TE M E (7], R flEiEd R A SR A5
HaE, W RS H ST S K AR SO TR IR, RIERD T T X — SR 1 IR s
W “ZRAREHES” BE: AFETFERESTARMM S THAE R, BREANMIEZELR

[1].
43. % TRENR: WESIKTENE
RPN T EEHGE s, FrmiENEEREE S KN, SRR, BEX. IF£. Media Markt.

KEINEZE, 2 NI 47.97 1212 71.10 12, WK 48.2%. AFIRA “HLL LJGL N7 5ng: SLER
LM GUEF= T I 2, MR OMEH SR T RERIRAE, BRI A . RN L T RIE#
THETTEEE, IR &R TT &g, 2 NSRS . flulIEmmg ANEE. SRS SR,
528 PR IXFR 2 RIGUE - 28 NEIT Y MR, RS R AR RS B AL R ] 7
SR [ L7 N [3]
4.4, BFURGETE: £XREWMHE

NFVESLGE— ) OMS. WMS. $di /b & Al — R0 R SE, SeBliT s [ shab . A LS. Bl oy
Al “xZ BRI o B B AWML N5, KRG HNE WS 6 EAFE RN & T 24 5 FBA
AR T 2 A BER, REH M EEINE RN T . W om0 50 B sh AR ERIE, & 2 H
EZHERNT A, LI REREZE . X55E[6]. P EE[TIFLIAEAHESE B AN
EERNA R R RE[12], QU7 1T SRR % T EEE = A4, AERIEE SRS,
Bt RG0S I B A B RO FERE B, B2 RIEZ ot “ATREME” AN CAlAT T IR TR .
5. BB RITEEITILER
5.1. #RIHR

MHIRE T B 7 Sy 3b o EE AN 55.95% 7% £ 54.3006, M7k 5 Al &5 &1t A7 HE A 10.39% 71 2 16.92%.
HARBERA AR, HEER 2 RARE, SR 1A E 2 s8N N EBUL TN, X HE
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ORI E e 1A

ML UE RS R URANIEK 2.7 %, (5 ELSRRE 109%. Jh b ) e KA STk T BN,
BN T S T N B

LG MR HA TSR FERIR, WiE 57.33%. TikTok Shop Z5# %7 & N2 Gl ok
TREFRERT, HE T RBEREN.

BN R K N 71101400, VB IGE = . 2T IRIE PR AVERCR, 78 R R I
BET R LS -

BAREIG: BB 14251 GG % 247.10 12, PIFHEK 73.4%, 2024 F [ ELIEHE 41.14%, EiE
ZooE A R, RIEE 2 5 E IS S T E R R

52. TIER

HEVI IR, DU RS BRI T R A R, VA e TR AR AN A
F ORI B ST A SRR AN EOR RE ST, ELITAEAT ML (T 3% L) W ST 0 A 22 SRIE I i RO AT - R
N EAE T A R AL, FHES S B S ORI, AT RE .

S AT RS S  RST SR BT AL BRI AR e, RRERER

B, 2T, RIET R AERLIZE, B0 AT SR, BB R il
oAt~ & I

W=, HEALTRE. LT RERMEMEE BAREI I, ML AT R 2 B R D

B, BFURGSAT. ZREFHTFESG K OMS/IWMS Rl #2458, B pi#h SaaS T A
P B A I i A HEZR[6] A0 2 2 1) — AR AL B B [T DR At 1 BIR 4R 3

S, b BafEd . FIERRTE IO, NEHE DB BLA S, ERE AR I EIEVINE. B
5% B I RS & B VA (L) W] B A AR Y A AP sl S VPl ot 5 R o — ORI [R5 22 2. 26— 4F
RO R RN ThRE, B AR E IR &, S =R A TR,

6. Zit5RE

AHET 22 G H7 2022~2024 FFESLIRIEHAE, 4T 7 “ I TR 1) 4 Y TE A JR i A )i
o TELEE. WM Sl 55.95%% % 54.30%, Miaruh 5 e 4.75%7F & 10.13%, JoarasiiN
SRR 2.7 s FAURANTE 15 MRS L R IRB I AE R, M A REEEIR[L]. A RBEIR[2]
AL T B B B IBARAE LS, ARIB ML E R 2 Faf)R. TR, B sSEes 7T 2R
TR R TRIE 2 A R T, $RT TG K IE. n QIRT I R BIR Y, BB R Ak sE AT b
FEFRAC L — T & O [RI N IR FF iy G K, SCHRAE T RIS TR . RS SCHEAN o B Beafi it

AXAFAEAE RIRYE: AU =8, R R AR S, R, Hat it PRIk,
AR AT I & 2 0 i (n SHEIN. Temu 2%), Blby i+ Bk A & (A R S5 41 & 06 i SO sk 7
&R H MRS, AT R A R AT R, O L R L I ) — e e ik
¥,
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