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ABSTRACT

Digital-driven economic growth has enabled digital platforms to become a major force reshaping how Chinese
businesses organise and run their operations. This study starts by unpacking three key notions: digital platforms,
market positioning and market expansion. Using SWOT as the primary analytical instrument, this paper
compares two well-known Chinese platform companies, WeChat and Alibaba. Through comparing how they
build their business ecosystems, their internal pros and cons, alongside outside chances and challenges, this
study finds that resource pooling, data-based operation modes and ecosystem-wide cooperation help platforms
unlock substantial business growth potential. Even so, local platform firms still face real-world obstacles. These
involve data safety concerns, stricter industry supervision, limited global brand awareness and fierce market
competition. Based on the analysis results, this paper puts forward actionable suggestions covering technical
renovation, regulatory compliance, supply-chain optimisation and overseas market roll-out. It also forecasts
likely development paths for Chinese platform-based businesses, offering practical references for them to sustain
competitive strength amid global digital shifts.

Keywords: Digital platforms, Chinese enterprises, SWOT analysis, Market expansion, Ecosystem
competition.

1. INTRODUCTION reach more customers, enter new market segments
and deliver goods and services with higher
Across the globe, digital platforms have grown efficiency.  Besides  that, enterprises —may
into vital business tools within the digital economy. continuously improve their offerings by studying
China stands out as one of the key players pushing user feedback and behavioural data. This paper
forward digital restructuring, and this trend is explores whether Chinese companies can keep their
clearly reflected in its domestic business landscape. competitive edges in an increasingly digital
Social media tools such as Weibo and Douyin have business world by making good use of digital
altered ordinary people’s daily lifestyles. For platform resources.
businesses, these digital spaces open new channels
for customer engagement and product promotion. 2. BASIC DEFINITION
From a research perspective, these platforms This chapter explains core theoretical concepts,
provide real-life observation sites. Researchers can laying the conceptual foundation for case
track how companies and consumers behave within comparisons shown in Chapter 4.
digital environments. Evidence drawn from
plgtform data helps firms better upderstand exist%ng 2.1 Digital Platforms
clients and potential buyers. In this way, marketing
messages and call-to-action plans can be adjusted to Digital platforms serve as the central research
fit diverse individual needs. object of this paper. The following sections
Within e-commerce Taobao and elaborate on their core meanings and major
’ characteristics.

[JD.com](https://JD.com) occupy crucial market
positions. Firms operating on these platforms can
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2.1.1 Definition

Digital platforms are essential parts of modern
commercial activities and can be described as
virtual market spaces. On one side, they give
suppliers digital positions to display and sell goods.
On the other side, enterprises can run them as
virtual retail channels, allowing consumers to
access various products and services whenever they
need. Academic studies regard platforms as
multi-sided-market business models. They do not
merely connect producers with end buyers. They
also create value-adding interactions among
platform users themselves. Value is delivered to all
relevant stakeholders when users interact and
exchange goods, services or social resources.

2.1.2  Functions of the Platforms

Digital platforms lie at the centre of
digital-economy transformation and carry multiple
practical functions which shape the development of
modern business models.

Acting as market intermediaries,
virtual-market-style digital platforms allow sellers
to display and sell commodities. Products and
services converge in one digital space, so
consumers can access different goods without
limits of time and location. Apart from market
aggregation, digital platforms provide technical
infrastructure and interconnection conditions. They
can be seen as interconnected ecosystems where
market participants cooperate with each other,
which effectively cut distribution costs. Supported
by technical frameworks, platforms organise and
simplify interactions between different user groups

and guarantee smooth exchanges for all participants.

Therefore, digital platforms carry great practical
importance in modern business: they boost
user-to-user communication, push cooperation
within ecosystems and support value-creation
activities.!!!

2.1.3  Features of the Platform

As key infrastructure for the digital economy,
digital platforms reshape business operation logic
and patterns of social interaction. Four major
characteristics deserve discussion:

Multifunctionality: IT systems behind platforms
support various practical capacities, ranging from
email services and online payment tools to data
analysis modules. Such capacities go far beyond
functions offered by traditional web applications.
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Interactivity: Users are not only passive content
receivers on these platforms. They also create and
spread information. Such two-way participation
raises user engagement and keeps the whole
platform active.

Data-driven decision-making: Platform
operators collect and process user-related data to
improve service quality and support business

decisions. Real-world  applications cover
personalised recommendation systems, market
research and risk-control arrangements.

Resource integration: Platforms combine

different resources including user information,
content resources and third-party service providers,
building complete operating ecosystems. Integrated
resources improve resource utilisation efficiency
and bring richer and more diverse user experiences.

With these features, digital platforms can
integrate resources efficiently, support commercial
transactions, encourage user-level communication
and maintain market competitiveness through
constant technical updates.!

2.2 Market Positioning

Market positioning describes how platform-run
enterprises build favourable public impressions
under intense market competition.

2.2.1 Definition

One critical strategic task for every enterprise is
to build market perceptions for itself or its product
lines. Its main goal is to form a unique market
image different from competitors and leave specific
impressions among target customers. Good
positioning helps companies occupy expected
market status and become more visible compared
with industry rivals. In practical terms, market
positioning refers to the whole process where
enterprises try to occupy favourable customer
perceptions so as to gain competitive advantages.
Organisations need thorough analysis of this
process to set strategies matching their overall
business goals.

2.2.2 Meaning

Market positioning brings real practical value to
businesses. This paper illustrates how differentiated
positioning helps companies stand out from
competitors. It analyses how unique competitive
advantages take shape and how these strengths turn
into stable long-term market performance.
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Reasonable positioning also helps enterprises match
their products and services with target-group
expectations. Clear positioning makes brands more
relevant for potential buyers and increases the
possibility that customers notice and choose their
products. Establishing emotional links between
brands and target audiences plays a key role in
gaining customer trust and maintaining long-term
business relations. Existing research proves such
emotional links improve user loyalty, consolidate
market status and support steady corporate growth.

2.2.3 Strategy

Market-positioning strategies largely determine
business performance in  highly-competitive
industries. To work out such strategies, firms need
to compare their own strengths and weaknesses
against competitors and evaluate their real-time
position within the industry. Such assessment
provides the starting point for follow-up strategic
planning.

Enterprises can adopt niche strategies by
focusing on  narrow  market  segments.
Quality-oriented  strategies  target  high-end
consumers by supplying premium-quality goods.
Price-based  strategies  attract price-sensitive
customers with competitive pricing. Continuous
technical innovation acts as another important
guarantee: it keeps products and services updated
so that firms can respond properly to changing
market demands."!

2.3 Market Expansion

Market expansion explains how digital-platform
enterprises achieve growth both in physical markets
and online virtual environments.

2.3.1 Definition

Market expansion means strategic corporate
growth. Companies can achieve this goal by
entering completely new markets or finding new
consumer groups inside existing markets. Common
measures include launching new products or
services, expanding geographical coverage, or
designing targeted marketing activities for different
audience groups. Expansion is not only about
enlarging tangible market scale. Building intangible
assets such as brand influence, management
experience and operational capacity also carries
equal strategic weight.
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2.3.2 Meaning

Within digital-marketing contexts,
market-expansion strategies aim to attract new
customers, explore untouched market segments and
raise brand share among target groups. Facing fast
technical progress, enterprises seek growth chances
while trying to defend their existing market status.
With market research, data processing and targeted
communication  schemes, firms can find
underserved user groups and satisfy their specific
demands. Successfully grasping new-market
opportunities helps raise corporate revenue,
enhance brand awareness and lift customer
satisfaction. All these factors support long-term
business survival and development.[*!

3. SWOT ANALYSIS

This chapter introduces the SWOT analytical
tool, which will be used for comparative case study
in Chapter 4.

3.1 Definition

SWOT analysis is a widely-used
business-assessment method. It evaluates corporate
current conditions by reviewing internal strengths
and weaknesses as well as external opportunities
and threats faced by organisations. It can help
researchers assess and predict marketing-related
prospects. This analytical tool helps
decision-makers sort out internal capacities
(strengths, weaknesses) and external influencing
factors (opportunities, threats). These outputs form
important foundations for strategic planning.

3.2 Objectives

The main purpose of SWOT analysis is to sort
out internal and external influencing factors so as to
carry out comprehensive  evaluation  for
organisations. It clarifies a firm’s market position
relative to competitors. Apart from generating clear
insights about strengths, weaknesses, opportunities
and threats, it provides solid support for strategic
decision-making. Based on SWOT results,
enterprises can make countermeasures responding
to market changes, fiercer competition and rising
customer expectations. Analysts can spot potential
competitive strengths and growth directions, so
managers may deal with existing deficiencies and
risks in advance. Though mostly applied for
corporate strategy, SWOT can also serve individual
development and career planning. Fundamentally,
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SWOT is a practical planning tool designed to seize
opportunities and reduce risks for competitive gains.
It integrates scattered information and provides

reliable grounds for corporate management
decisions.
3.3 Strategies

Combining internal and external factors
produces four classic strategic combinations
frequently mentioned in academic papers:

strengths-opportunities (SO), strengths-threats (ST),
weaknesses-opportunities (WO),
weaknesses-threats (WT). The general logic can be
summarised as: make good use of strengths when
external  opportunities appear; fix internal
shortcomings while grasping market chances; avoid
high-risk situations where internal weaknesses meet
serious external threats.

SO-type strategies aim to make full use of
internal strengths to increase profits or expand
market share, and organisations should keep
improving relevant capacities. ST strategies serve
risk avoidance: companies apply their own
strengths to offset external threats. WO strategies
try to make up internal disadvantages by taking
market opportunities; under favourable conditions,
weaknesses may even turn into competitive
strengths. WT strategies focus on risk evasion:
when facing external threats and internal drawbacks,
companies stay away from high-risk areas. Another
alternative is to leverage existing strengths while
improving internal weaknesses at the same time. ¥

4. EXAMPLES OF COMPANIES

Two  typical Chinese  digital-platform
enterprises are selected for comparative SWOT
case research.

4.1 WeChat

WeChat represents a typical Chinese super-app
built around a social-driven ecosystem.

4.1.1 Background

WeChat has grown into a comprehensive
application integrating social interaction, WeChat
Pay, on-demand life services including ride-hailing
and food delivery, and e-commerce modules. It has
greatly changed digital lifestyles across China and
brought remarkable social shifts. With 1.3 billion
monthly active users worldwide, WeChat performs
better than Western competitors such as WhatsApp.
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Its success mainly comes from its “all-in-one”
super-app design. QR-code-based social contact,
mini-programmes and smooth digital payment
functions are built into one single application.

WeChat’s development reflects China’s
outstanding achievements in digital innovation.
Domestic platforms such as WeChat have
developed highly localised solutions, while

mainstream Western applications tend to separate
different functional modules.

4.1.2  Analysis Using a SWOT Matrix

This SWOT assessment sorts out WeChat’s
strengths, weaknesses, opportunities and threats,
offering references for its future strategic
adjustment.

Strengths: As a mature super-app, WeChat
combines social networks, payment systems,
mini-programmes and official accounts.
Mini-programmes need no separate installation and
fit users of all age groups. Operating close to an
operating-system-level platform, WeChat maintains
its dominant market position within China. Driven
by powerful social-network effects, WeChat Pay
gains broad user coverage and large transaction
volume, competing directly with Alipay in China’s
mobile-payment market.

Weaknesses: Massive built-in functions make
its user interface relatively complicated. It faces
obvious barriers for global expansion. Due to
cultural differences and competitive conditions, its
overseas user groups are mainly overseas Chinese
communities. Debates over data protection and
strict regulatory rules block its global promotion.
These factors also restrict content innovation and
reduce content creators’ production enthusiasm.

Opportunities: Facing a saturated domestic
market, WeChat can strengthen its competitive
status by expanding payment-related and
e-commerce businesses. Cloud-based enterprise
services unlock digital-transformation potential for
business-side clients. Video Accounts build
live-stream-commerce scenarios based on existing
social connections. Cross-border-payment services
support further global-market exploration targeting
overseas Chinese communities. WeChat can also
absorb artificial-intelligence and metaverse-related
technologies developed by Tencent to create new
intelligent service value.

Threats:  Domestic  anti-monopoly  and
data-security =~ regulations  bring  operational
restrictions. Competitors such as Alipay seize



Innovation Economics and Management Research (IEMR), Volume 11, Issue 2, 2026. ISSN: 2949-1304
Proceedings of The 7th International Conference on Management, Economy and Law (ICMEL 2026)

market share in certain business segments. An
“ageing user group” problem makes it hard to
attract Generation Z consumers, many of whom
move to competing platforms like Xiaohongshu.
Emerging technologies such as blockchain and
new-style social products may break traditional
social-business operation modesl.[

4.2 Alibaba

Alibaba stands for China’s e-commerce-centred
digital-platform ecosystem.

4.2.1  Background

Alibaba Group counts among global leading
enterprises in the digital-economy industry. It has
built a complete business ecosystem covering
e-commerce, fintech, logistics and cloud-computing
services, greatly lifting user experience and
operational efficiency. Big-data and
artificial-intelligence technologies support accurate
commodity recommendation algorithms. Besides its
leading domestic e-commerce position, Alibaba
expands into Southeast-Asian emerging markets
through subsidiaries such as Lazada. Deep
integration between real-economy industries and
financial services strengthens its influential status
in global technology and e-commerce sectors.

4.2.2  Analysis Using a SWOT Matrix

This SWOT evaluation summarises Alibaba’s
internal strengths and weaknesses as well as
external  opportunities and threats  within
e-commerce, providing foundations for its
follow-up strategic planning.

Strengths: Alibaba has constructed a complete
ecosystem connecting e-commerce, payment
services, logistics and cloud computing, forming
closed-loop business operations. Large-scale user
groups and high market-share ratios secure its
leading position in China’s e-commerce industry.
Alibaba Cloud, big-data applications, strong brand
reputation and multi-national business layout
together improve operational efficiency and
enhance its global-level competitiveness.

Weaknesses:  Even  with
advantages, Alibaba suffers from regulatory
pressure and market-share loss amid fierce
domestic competition. Its profit structure depends
too heavily on e-commerce advertising income.
New-business projects usually require long cycles
to realise returns. Counterfeit-goods problems

scale-economy
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caused by third-party merchants drag down revenue
growth and limit further expansion space.

Southeast-Asian
markets provide huge room for
e-commerce-oriented  international  expansion.
Domestic digital-transformation demands drive
business growth for Alibaba Cloud and
Industrial-Internet  projects. Favourable policy
conditions together with AI and blockchain-related
technical progress help optimise supply-chain and

Opportunities: emerging

fin-tech services and strengthen competitive
advantages.
Threats: Domestic competitors

[JD.com](https://ID.com) and Pinduoduo keep
grabbing market shares. Emerging technologies
such as artificial intelligence and metaverse-related
applications may reshape business scenarios and
bring substitution risks. Sino-US trade conflicts and
global-economic volatility caused by epidemic
events create uncertainties for  Alibaba’s
overseas-business  performance and  overall
corporate outcomes. [7!

5. CONCLUSION

This paper discusses conceptual definitions of
digital platforms, market-expansion mechanisms
and corresponding corporate-development
strategies. Taking WeChat and Alibaba as case
objects, it analyses the practical conditions of
Chinese platform-based enterprises. These firms
enjoy advantages including large-scale user groups,
strong innovation capacities and relatively efficient
supply chains. Meanwhile, they are troubled by
insufficient global-brand influence and prominent
data-security risks.

According to this research, enterprises can
realise business upgrading by making use of
digital-transformation ~ dividends. Two major
driving forces support such progress: untapped
market potential from emerging economies, and
performance improvement brought by technical
breakthroughs. Nevertheless, companies must stay
alert to multiple risk sources: intensified
international competition, technical barriers, as well
as changes in political and regulatory environments.
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