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Why is it important for marketers like you to attend gatherings like the Incite 

Marketing Summit?  
Gatherings like the Incite Marketing Summit are important to attend because they 
provide customer-centric marketers with a holistic, cross-industry platform with which 
we can learn from, share with, and inspire each other. These gatherings eliminate the 
“industry vs. industry” barrier and allow leaders who share a core passion for 
creating authentic brand stories and customer connections to connect and exchange 
ideas. This enables us to examine marketing with a different lens and stay up to 
speed on what is happening in other industries. 
 

What are your top three priorities for 2020? Detail each priority by explaining why it 
is important now more than ever. 

1. Build an understanding of, and trust with, Alibaba.com amongst U.S. SMB 
audiences, media, and influencers. We are focused on making Alibaba.com 
an essential ally to U.S. small businesses as they seek to grow on their own 
terms. Building a greater understanding of, and trust with, Alibaba.com, will 
help us accelerate our mission of making it easy for small businesses to do 
business.  

2. Drive platform adoption amongst U.S. SMB sellers and buyers. Alibaba.com is 
committed to helping U.S. small-and medium-sized businesses access the 
$23.9 trillion global B2B ecommerce opportunity, enabling them to unlock 
new growth opportunities and stay competitive in the digital age. Driving 
platform adoption will help more businesses access this large global 
opportunity. 

3. Drive customer success. Supporting small-and-medium-sized business is in 
the DNA of Alibaba.com. Nearly 20 years ago, Jack Ma and his friends had a 
vision for helping small-and-medium-sized businesses to do business 
anywhere and that vision is still at the core of work we do to this day. We see 
our customers’ success as our success. 

 

“Can marketing be authentic?” is a prominent theme of the summit. What does this 
phrase mean to you? 
Marketing can absolutely be authentic -- and the way to get there is to have a deep 
understanding of your customer and build an experience around them—everything 



 

from product, to customer service, to marketing and sales. By doing so, the 
customer voice and perspective will always be front and center in everything we do, 
including our brand campaigns. Our marketing campaigns feature real-life 
customers—the unsung heroes of the economy—and focus on having them tell their 
story. Our brand story is just part of the entrepreneurs’ and the heroes’ stories, which 
makes it easier for customers to relate to us. This brings an authenticity that makes 
the customer feel like the brand is talking with them, not at them. Creating this two-
way dialogue cultivates an authentic brand-customer relationship and engenders 
greater trust.    
 
What does purpose-driven marketing mean to you? Detail how you are driving 
meaningful customer connections with your brand story. 
Purpose-driven marketing means getting in front of customers, driving meaningful 
interactions with them, and being an ally. At Alibaba.com, we recognize that small-
and-medium-sized B2B businesses are the unsung heroes of the U.S. economy. On 
the marketing and brand end, we make sure that we champion and spotlight them. 
Rather than promoting how great Alibaba.com is, we promote how great the small 
businesses are and the success they are able to achieve with the help of 
Alibaba.com.  
 
As a newer brand in the U.S., Alibaba.com uses purpose-driven marketing to bring 
our mission to life. We do this by featuring real customer stories in our 
advertisements, doing research to get into the mindset of our customers, and 
hosting ‘Build Up’ events to allow customers the opportunity to meet Alibaba.com 
experts and our partners to better access the demand, supply, tools, and services 
available on the platform. We also just launched our new B2B Tuesday initiative to 
support B2B businesses in the U.S. and help them thrive in the digital global 
economy. The initiative consists of a series of weekly events that will offer businesses 
the tools and skills necessary to grow at home and overseas. To celebrate B2B 
Tuesday, Alibaba.com released its inaugural US Small and Medium Business (SMB) 
Confidence Survey, which found that 54% of companies recognize the impact that 
ecommerce platforms like Alibaba.com can have, but they still do the bulk of their 
online business activity via email and website order forms. Alibaba.com aims to help 
these small businesses digitize and grow with ease, and B2B Tuesday is another way 
to make this happen. 
 
For Alibaba.com, the goal of marketing is not just to promote our brand, but it is to 
actively work to help small-and-medium sized businesses to fully understand the 
magnitude of the opportunity for global B2B ecommerce, how they can tap into it, 
and how they can succeed. 
 



 

What excites you about marketing today? 

What is most exciting to me is that as marketing evolves, it no longer has to be 
confined into one department. At Alibaba.com, we are striving to reinforce brand 
and marketing across the entire organization. Whether you are a product person, a 
sales person, a design person, or an engineer, you are responsible for being a brand 
ambassador. This provides more resources and bodies that can help reinforce and 
deliver the most authentic brand story. At the core, Alibaba.com holds a strong set 
of values that are customer-first and employee-centric. My personal favorite is If not 
me, who? If not now, when? This value emphasizes that every employee is 
empowered to show up and champion the brand -- enabling marketing to be 
pervasive throughout the organization and more impactful than ever. 


