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Abstract 

With the continuous development of economic globalisation and the continuous 
popularisation of the use of cross-border electronic commerce platform, cross-border 
electronic commerce, as an emerging trade model, is gradually playing an important role. 
Cross-border e-commerce has expanded the market for small and micro-enterprises, but 
it has also brought greater competitive pressure. This paper mainly expounds the 
current situation of cross-border e-commerce in China, explores the cross-border e-
commerce marketing strategies that are conducive to the development of small and 
micro-enterprises, and puts forward some suggestions to solve the problems. To help 
small and micro-enterprises expand the market and increase the turnover income, so 
that small and micro-enterprises can continue to develop effectively in cross-border e-
commerce business. 
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1. DEVELOPMENT STATUS AND PROBLEMS 

1.1. Current Situation of Overall Development in Cross-Border Electronic Commerce  

As a new trade model, cross-border electronic commerce has developed rapidly in recent 
years. The turnover of cross-border electronic commerce in China has been increasing from 
2011 to 2017. Cross-border electronic commerce's turnover in 2011 was 1.6 trillion, cross-
border electronic commerce's turnover in 2012 was 2 trillion, cross-border electronic 
commerce's turnover in 2013 was 2.7 trillion, cross-border electronic commerce's turnover in 
2014 was 3.75 trillion, cross-border electronic commerce's turnover in 2015 was 4.8 trillion, 
cross-border electronic commerce's turnover in 2016 was 6 trillion, and cross-border electronic 
commerce's turnover in 2017 was 7.6 trillion. As can be seen from Figure 1, the growth trend of 
cross-border e-commerce transaction volume in China in recent 7 years. 
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Figure 1. China's cross-border e-commerce transaction volume trend from 2011 to 2017 

 

Source: China Electronic Commerce Research Center 

Due to the unbalanced development of China's regional economy, cross-border electronic 
commerce has implemented it more rapidly in the provinces with better development in the 
east. For example, Zhejiang, Guangdong, Jiangsu and other places, cross-border electronic 
commerce has developed relatively fast. Based on this situation, the provincial governments 
combined with the actual local situation to explore ways to improve the development of cross-
border e-commerce, build a good platform foundation, and strive to improve the development 
of local cross-border e-commerce. 

Judging from the data description, cross-border e-commerce is developing very fast and is a 
new form of business, far exceeding physical store trade. Modern society is an era of technology 
and information. People deal with mobile phones, computers and other network products most 
of the time every day. By manipulating mobile phones, they can shop and easily buy products 
from overseas, thus directly bringing closer the relationship between foreign consumers and 
enterprises and thus promoting the development of cross-border e-commerce. 

1.2.  Problems Existing in China's Small and Medium-Sized Micro-Enterprises Cross-
Border Electronic Commerce  

While the overall development of cross-border e-commerce is fast, a large number of small 
and medium-sized micro-enterprises have flocked to the cross-border e-commerce wave. From 
2011 to 2016, there have been 350,000 small and medium-sized enterprises. However, many of 
them are small and medium-sized cross-border micro-enterprises close to the sea. There are 
not many enterprises in the inland areas, and the geographical distribution is uneven. Small and 
medium-sized micro-enterprises do not understand the major cross-border e-commerce 
platforms, and some even blindly choose e-commerce platforms. This leads to the small and 
medium-sized micro-enterprises to pay the platform entry fees, learning fees, technical support 
fees far exceed the income of the enterprise, and the investment is not proportional to the return. 
Although there are many small and medium-sized micro-enterprises flocking to the platform, 
there are still quite a few enterprises that have not achieved the expected profits. The main 
problems are as follows. 
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(1) Lack of funds and outdated ideas of transformation 

Cross-border e-commerce and physical store trade are similar and need adequate supply of 
capital chain. Small and medium-sized micro-enterprises send their products overseas through 
cross-border platforms. There are countless ways to improve the comprehensive ranking of 
products, most of which are spent on money. Moreover, enterprises with sufficient funds can 
realize a better logistics system, thus increasing the shopping experience. Cross-border e-
commerce is still different from the original trade. Enterprises need to fully understand the 
platform's new regulations and inviolable taboos. Some companies have been severely 
punished for violating the principle of stealing maps from international stations, with product 
search and shop search closed for 15 days. That is to say, during this period, no new inquiries 
will come in, which is very serious for the enterprise. Small and medium-sized micro-
enterprises should keep pace with the changes of platform rules. 

(2) Many enterprises have not realised information management yet 

Many small and micro foreign trade enterprises, seeing the benefits of cross-border e-
commerce and being able to bring opportunities to themselves, have joined the army of cross-
border e-commerce. Some enterprises even formed a small team with several staff members to 
form a small company. It is conceivable that the management of such small and micro-
enterprises can be perfected? Some small companies, even a team leader, serve as both 
salesperson and merchandiser, buyer, finance and so on, just like the company I work in. Our 
company has a four-person foreign trade team, an international station, the main account and 
several sub-accounts, each of which is divided into several roles. Most small and micro-
enterprises, financial systems and management systems should be improved accordingly. Due 
to financial and technical problems, information management is very lacking. 

(3) Lack of long-term planning for cross-border E-commerce 

Many small and micro-enterprises build their product websites through independent 
websites, or become members through third-party platforms and payment fees, and release 
product information through established e-commerce platforms. These small and micro-
enterprises only see immediate benefits and have no long-term plans. Once small and micro-
enterprises build their shops on the platform, the website is static. Whether it is an independent 
enterprise website or participating in a third-party e-commerce platform, due to various 
restrictions, it costs much money, but the efficiency is often not as high as expected. 

(4) Lack of brand advantage 

Many enterprises do not have unique trademarks; only 20% of them have their brand culture, 
which leads to serious homogenisation of products on the platform. They can only focus on the 
immediate price strategy and obtain a small part of the corresponding market at low prices, 
thus falling into vicious price competition. 

(5) Low efficiency of supply chain and imperfect logistics distribution system 

Due to their strength is not so strong, to join the cross-border e-commerce army is not very 
experienced, can not find a good and stable upstream enterprises to supply products. For 
example, on the platform of International Station, a small and micro-enterprise entered the 
international station and said that it engaged in wholesale on the platform. the real wholesale 
quantity is far from the huge one imagined. It is not much different from retail. Of course, it is 
also determined by the strength in different industries and companies. If you meet a customer 
with a large order quantity on any day, it is difficult for a salesperson to meet all the problems 
of this big customer in time. Because small companies and upstream suppliers do not have very 
good linkage effect. The development of cross-border e-commerce requires the renewal and 
improvement of the logistics system at the same time. Due to the failure to build a long-term 
relationship with logistics companies, some small and micro-enterprises still have relatively 
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high costs in terms of logistics distribution. Even some small overseas countries, due to the lack 
of logistics coverage, resulting in orders can not be concluded. This will be a waste to small, 
medium and micro-enterprises. 

(6) Lack of cross-border e-commerce marketing talents 

Nowadays, the cross-border platforms of small and medium-sized micro-enterprises are 
booming and are expected to become the mainstay of cross-border e-commerce. Research 
journals and books on cross-border e-commerce have also increased accordingly, and scholars 
have also paid attention to the development of cross-border e-commerce. There is a shortage of 
cross-border e-commerce talents in the society, and the university has set up a cross-border e-
commerce speciality. However, due to the lack of systematic theoretical knowledge about cross-
border e-commerce, the students are still unable to improve, have a deep understanding of 
cross-border e-commerce and lack practical operation opportunities. There are many 
differences between the situation of students in school and social facts, and school-enterprise 
cooperation is relatively lacking. School education personnel still only focus on content, so 
students coming out of school cannot adapt to cross-border e-commerce work very quickly, and 
need a period of company training and other practical operations. 

2. STV AND 4PS ANALYSIS OF CROSS-BORDER E-COMMERCE MARKETING 
STRATEGIES OF SMALL AND MEDIUM-SIZED MICRO-ENTERPRISES IN 
CHINA 

2.1. STV Analysis on Marketing Strategy of Small and Medium-sized Micro-enterprises in 
cross-border Electronic Commerce 

(1) Strategic Marketing of Small, Medium and Micro-Enterprises—S(Strategy) 

①Choice of cross-border platform and accuracy of platform products 

Cross-border e-commerce platform is a good choice for small and medium-sized micro-
enterprises. As long as enterprises pay a certain membership fee and abide by the platform 
rules, they can trade on the cross-border platform and export their products abroad. Small and 
medium-sized micro-enterprises have little savings, backward technology and less perfect 
management. Therefore, small and medium-sized micro-enterprises should be cautious and 
optimise platform products to achieve small and excellent results. For example, Amazon, Wish 
and Eaby cross-border platforms can turn small and medium-sized micro-enterprises into local 
sellers. Enterprises have their brands on the platforms and export products to foreign countries, 
which can set the price of products at relatively high level and achieve relatively large turnover. 
The cross-border platform of Lanting Fair does not pay attention to the brand effect and belongs 
to one-stop service, from product supply to payment to transportation. Ali's cross-border e-
commerce is well known and its main markets are Russia and Brazil. There are also some other 
cross-border e-commerce platforms. Different platforms focus on different markets and 
products. Therefore, small and medium-sized micro-enterprises should combine their strength, 
market and products to find their accurate positioning. 

②Enterprises should define their position 

Before a product enters the international market, the enterprise must locate the product. 
First, the target market should be located. Market research should be conducted to determine 
the main market of the product. Secondly, product demand positioning, analysis of competitor 
enterprises, SWOT analysis of the advantages and disadvantages of products, find product 
demand groups, further development of the market, find greater business opportunities. 
Furthermore, the product testing positioning lays the foundation for the improvement and 
innovation of the products. In addition, it is differentiated value point positioning. If the 
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enterprise positioning is accurate, it will also provide consumers with a kind of safety guarantee 
to some extent. Cross-border trade is different from domestic trade. It is very important for 
buyers and sellers to establish trust. However, the establishment of trust is not so simple. Only 
when the platform is guaranteed, the payment is guaranteed, the logistics and transportation 
are guaranteed, and the service is guaranteed, can consumers be attracted and trusted. 

(2) Tactical marketing of small and medium-sized micro-enterprises—T(Tactics) 

①Product features 

Most of the products manufactured by China's small and medium-sized micro-enterprises are 
similar, and there is no obvious difference, which makes it difficult to attract consumers' 
attention. Under such circumstances, it is impossible to expect customers to notice you in many 
similar products, unless there is luck. Platform trade is different from traditional trade, so on 
the cross-border e-commerce platform, we should not only consider the quality difference and 
brand characteristics but also try our best to discover the new continent in the overseas market, 
discover the blue ocean market and find another way to make our products in short supply. 

②Market promotion 

Modern society is the Internet era, so new elements are considered in the traditional 
marketing mix, "style" and "interactive". "style" refers to the formulation of Personalised 
products for different consumers so that their products are unique to other suppliers, small and 
medium-sized enterprises, and small and medium-sized markets. Personalised difference 
design is undoubtedly a good choice. With limited investment, enterprises produce more 
products that consumers pay more attention to and need. "interactive" means that in the 
Internet era, small and medium-sized micro-enterprises must keep up with the trend of the 
times so as not to be eliminated. Most modern consumers are active on various social 
networking sites, such as Facebook, SNS, Twiter, Linkedin, etc. Sellers should make good use of 
social networking sites, through which they can publish their products, promote their products, 
and interact with customers in a more life-like way to resonate. Social networking sites can 
greatly enhance the feelings of cross-border buyers and sellers. On the other hand, through web 
pages to establish their virtual companies, through website optimisation, to maintain the 
company in a very good state, such as Google search, is relatively common cross-border search 
sites. 

③Attract consumers and keep the order quantity 

After positioning the target market and consumer groups for their products, combine 
consumer interests and hobbies, and use some sales strategies to attract customers to enter the 
store to browse our products. After browsing, find ways to retain customers, make customers 
have purchase desire for your products, and improve the conversion rate of the store. For cross-
border e-commerce marketing of small and medium-sized micro-enterprises, it is necessary to 
make good use of network resources. Some studies have shown that Network Reds has a better 
effect than website advertisements, with 35% higher effect. For cross-border e-commerce sales 
of small and medium-sized micro-enterprises, Network Reds should be fully developed to 
increase the rate of shop orders. B2C's cross-border e-commerce platforms, Alibaba Express, 
Amazon and Network Reds, are a good sales choice. Small and medium-sized micro-enterprises 
provide some test items to Network Reds free of charge, and the networks promote their 
products during live broadcast. Of course, the development of Internet Red also depends on the 
attention and fans of Internet Red. For example, cross-border B2B, international stations, small 
and medium-sized micro-enterprises will better choose some overseas agents. Agents have a 
certain group of consumers abroad. For foreign importing enterprises, professional agents have 
a certain reputation. Importing enterprises import large batches of products and are more 
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trustworthy. For cross-border B2C, enterprises will choose some online celebrities with good 
attention to help them publicise their products. The power of fans cannot be underestimated. 

(3) Brand value marketing of small and medium-sized micro-enterprises—V(Value) 

Cross-border e-commerce enterprises must pay attention to customers' shopping experience 
if they want to open their brand names. Unlike sales in physical stores, customers can feel the 
quality of products and the service attitude of employees. Online shopping is a non-emotional 
shopping across the screen, so from the moment the customer enters the store, it is necessary 
to create a feeling of being at home and enhance the customer's shopping experience for each 
step of browsing products. For products on the platform, the introduction information should 
be as detailed as possible. The pictures taken of products should try their best to restore 
products, take pictures from multiple angles and display the products to the buyers in three 
dimensions. Some product information cannot be displayed as scheduled, so we must 
strengthen customer service. Although cross-border sales cannot be the same as domestic trade, 
which requires customer service to answer questions online 24 hours a day, customer service 
still needs to prioritise issues, try to solve customer problems promptly, and avoid "taking 
advantage of opportunities" from peers. For cross-border e-commerce, customers in some 
countries will have some language differences. Some customers don't know the shopping 
process, and some customers don't know how to pay for small problems in details, which need 
to be accumulated and summarised gradually in the sales personnel's practice to find a good 
solution. Another point is logistics and distribution. Cross-border logistics is relatively long 
transportation. As far as possible, improving the transportation speed of goods will also greatly 
increase the shopping experience of customers. After the customer received the goods, the 
shopping process was not completely completed. After-sales service is also a very important 
aspect. If there are any problems with the goods, we should help the customers to solve them 
in time to have the opportunity to cooperate and prepare for the future. Customers have a very 
satisfactory shopping process on the platform, then the brand image of the enterprise will 
slowly accumulate. Once the store has a brand reputation, it will be of great help to the 
development of products in the future. 

2.2. 4Ps Analysis of Cross-border E-commerce Marketing Strategy of Small and Medium-
sized Micro-enterprises in China  

(1) Product strategy (product), to ensure the quality of their products 

If you want your products to gain a firm foothold in the domestic and foreign markets, the 
first important thing is the product quality. With the improvement of people's quality of life, 
both domestic and foreign customers are not only considering the level of product price, but are 
paying attention to the quality of products within the acceptable price range. This requires that 
small and medium-sized enterprises, which are purely trade-oriented, must develop their 
upstream enterprises well, inspect suppliers' factories on the spot, know the production 
process accurately, and check the product quality. Small and medium-sized micro-enterprises 
integrated with industry and trade should strictly control the product quality of their factories, 
their factories and product quality. At the same time, define the function of the product and find 
the positioning of the product. 

(2) Price strategy (Price), control the price of the product 

Enterprises have clearly defined the target market, combined with the quality and 
characteristics of their products, products in the target market should adopt differentiated 
pricing. Analyze competitors in the target market to find out the advantages and disadvantages 
of their products. At the same time, it is also necessary to make clear the advantages and 
disadvantages of competitors' products. It is necessary to comprehensively consider the 
influence of various aspects on the price of the products. According to different markets, there 
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are different pricing for the products. The price should not be too high or too low. Price is also 
a point of concern for consumers. If the exported products are more expensive than localised 
products, then overseas consumers will not buy them. 

(3) Distribution strategy (Place), develop good distributors 

For small and medium-sized micro-enterprises, the way to grow rapidly is not to rely solely 
on their enterprises to publicise their products. At the same time, efforts should be made to 
develop distributors, with the help of intermediaries, to quickly open up the popularity of 
products and to increase the turnover of enterprises. The effect is far greater than that produced 
by working alone. 

(4) Promotion strategy (promotion), make good use of auxiliary factors 

The products have just entered foreign markets. At the time of various festivals and activities, 
we should make full use of these opportunities and adopt some promotion measures. For 
example, discount, limited time limit buying, buy and send, etc. These activities will arouse a 
kind of impulse in consumers' hearts. Even if they do not need this product at present, they will 
still produce consumption behaviour according to the causes of the activities. 

3. SUGGESTIONS ON CROSS-BORDER E-COMMERCE MARKETING OF SMALL 
AND MEDIUM-SIZED ENTERPRISES IN CHINA 

3.1. The Team of Small and Medium-Sized Micro and Micro-Enterprises Takes the 
Salesperson As The Core 

Small and medium-sized micro-enterprises should recognise their shortcomings. They 
cannot run every cross-border business by their enterprises. They should pay attention to the 
company's business personnel, take them as the core, and put the order first. The promotion of 
store products is entrusted to a third-party platform, which can prevent the company from 
being unable to keep abreast of the international market trends and make product promotion 
more efficient. Daily maintenance of the store and logistics transportation are also handed over 
to the third party. This can reasonably reduce the company's expenses and make full use of the 
value of the funds. 

3.2. Strengthen the Training of Cross-Border E-Commerce Professionals 

How to develop cross-border platforms for small and medium-sized enterprises is closely 
linked with professional cross-border e-commerce operators. Those who comprehensively deal 
with a complete set of cross-border businesses understand the needs of consumers in the target 
market, understand the market conditions of their industries, are familiar with the rules of 
cross-border platforms, understand a complete set of processes such as cross-border logistics 
and cross-border payment, and are skilled in exporting. There is a shortage of high-end talents 
engaged in cross-border e-commerce, which requires enterprises, governments and 
universities to build a platform to increase support for cross-border talent training. 

3.3. Set Up Overseas Branches, Offices, Overseas Warehouses and Other Operations  

Cross-border transactions, logistics cycle is relatively long, a major drawback of retail is easy 
to lose packets, the disadvantage of the wholesale industry is that customers can not be realistic 
by the factory. Therefore, the establishment of overseas warehouses to transport products there 
in advance and to send products directly from overseas can shorten the logistics period. The 
establishment of overseas branches and offices can enable customers to truly see and touch 
products, feel the strength of the company, better serve customers and make it easier to 
negotiate with customers. Small and medium-sized enterprises are already implementing what 
they have strength and those that have not are also making continuous efforts. This will be a 
stepping stone for small and medium-sized enterprises to expand their market. 
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3.4. Select Cross-Border Logistics Companies and Improve the Payment System  

Cross-border logistics costs are also a war for enterprises. Enterprises strive to cooperate 
with influential cross-border logistics companies, choose different logistics companies 
according to different countries and markets, and establish long-term cooperative relations 
with them. On the one hand, this will reduce the cost of products; on the other hand, logistics 
and transportation will be guaranteed, which will bring good shopping experience to customers. 
Different customers have different payment preferences, which requires enterprises to perfect 
the payment system as much as possible to cater to customers' preferences. 

4. SUMMARY 

In recent years, due to the tilt of China's overall policy towards cross-border electronic 
commerce, the help of the state and local governments, the demand of small and medium-sized 
micro-enterprises for hard survival, and the basis of the macro market, combined with 
theoretical research and practical exploration, the cross-border e-commerce platform for 
Chinese enterprises will get better and better, and the cross-border e-commerce for small and 
medium-sized micro-enterprises will develop rapidly. While small and medium-sized micro-
enterprises carry out cross-border trade, they also have various problems. Enterprises should 
combine their choice of solutions to the problems, strengthen the construction of cross-border 
foreign trade teams, increase the training of cross-border professionals and high-end talents, 
establish overseas offices and warehouses, improve cross-border logistics and payment 
systems, build product brand image, enhance customers' cross-border shopping experience, 
and strive to keep the development of China's cross-border e-commerce business in by going 
up one flight of stairs. The broader the world market, the greater the pressure enterprises face, 
then they will seek scale and international development. Fortunately, development is in line 
with the principle of market competition. The opportunities for SMEs in competition are far 
greater than challenges. Therefore, SMEs should actively adapt to the pace of market 
development, build their products, brand image, logistics services, customer consumption 
experience, and seize every opportunity. 
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