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Online Retail Industry
	The advancement of internet technology has caused disruptions in different business sectors. Studies have indicated that the number of internet users has been significantly increasing over time and business corporations have been innovating new ways of using technology to expand their markets and grow their businesses. Online retailing is a process that allows clients or customers to look for services or products, select the service or products which they need and purchase them remotely through an internet platform (Hummel, Kreutzer & Landau, 2017). Online retailing is also referred to as e-tailing and users or consumers use a customized web or mobile applications to find different vendors offering products, services or information. The consumers can compare the services which are offered by different vendors by looking at the price, delivery method or the type of products which they offer. According to surveys, the three top competitors in the online retail sector are; Amazon.com, JD. comand and Alibaba.com. These online retailers have generated billions in profits and have exponentially grown over the years. Through this paper, we will discuss the different strategies that the companies use to grow their market share and highlight the advantages and disadvantages of these strategies. 
	Amazon, an American multinational, is the largest online retail company, and it made sales of more than $233 billion in 2018 and this represented a 31 percent growth from 2017. To increase its sales, Amazon uses different strategies and executes different tactics that are different from those used by other companies. The strategies used by Amazon include; offering consumers free shipping incentives. Amazon has developed a policy to allow its customers to get goods delivered to their locations free of charge. However, it charges a shipping fee for large bulky goods which are shipped overseas. The main advantage of this strategy is allowing many local online shoppers to use shop using the company. However, this is disadvantageous as the company needs to find other ways of covering the costs of shipping. The company’s systems also use superior algorithms which are able to detect the market and pricing trends (Smith, Rupp & Offodile, 2017). This helps the company to stock fast selling products. The company also allows other individuals to sell their goods using the company’s online retail system. It allows the customers to get a wide variety of products that they can select. However, this makes it difficult for the company to ascertain the quality of products that are sold through their platforms.
	Alibaba.com is the main competitor of Amazon.com on a global scale. Just like Amazon, Alibaba has extended its service to several countries across the world. The company is considered to be third largest online store. However, in 2018, the company recorded the highest revenue among the online retailer companies. The company operates different affiliates which are known as Tmall and Taobao Marketplace. The Taobao Marketplace offers a mobile platform for customers in China to select and purchase goods or services while the Tmall service allows global users to select and purchase services or products through mobile and online platforms. This strategy allows the company to monitor the performance of different markets so that it can find any issues and find solutions to the problems. Even though this is a good strategy that can be used in evaluating market performance, the company might place focus on a single market losing grip on the other markets, which are essential in its growth. The company also focuses on the quality of services that are offered to customers, and customer loyalty is key for a company to maintain its competitive advantage as it can keep customers. Customers play a major role in determining the performance of the business (Tang, 2019). By treating the customers in the right manner, the company is able to attract more customers. However, this is disadvantageous as the many customers who will have joined the company will have different needs that have to be met. It will be quite challenging for the online retailer to meet the needs of all its customers as a majority of the customers have unique needs. 
	JD.com is one of the largest online retailers in China, and 90 percent of its revenue is obtained from direct product sales while 10 percent is obtained from third party seller commissions. In the last 4 years, the company has experienced a growth in sales of more than 42 percent. One of the strategies that is used by the company to make sure that it has a competitive advantage and grow its operations is having an efficient management. The company checks the activities of the different managers, this is advantageous as it ensures that all the company’s operations are efficiently managed (Yu, Chen & Cao,2018). The company has also adopted the use of technology in its supply chain system to make it efficient. However, this limits the flexibility of the system making it hard for the company to change with the changing market trends. Unlike Amazon, the company selects the specific brands, products and services which will be sold through the website. This ensures that the company maintains the quality of the products sold. However, it is quite hard for the company to satisfy the product needs of all the customers who visit the company online retailing platform.
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