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Alibaba.com U.S. Small and Medium 
Business Survey (Wave 3) December 2021

Two years into the  
pandemic, 74% of U.S.  
SMBs are confident 
about the economy

Transactions via ecommerce increased by 
12 percentage points since December 2019

U.S. SMBs continue to “get digital”

How confident are you in the U.S.  
economy as the pandemic continues? 

% of B2B transactions from online buying and selling? 

74%
are “very confident” or 
“somewhat confident” 

about the economy 
(vs. 69% in September 2020 
and 62% in December 2019)

3% Not at all confident
On its way further down

34% Somewhat confident
Gaining momentum and 
beginning to recover

40% Very confident
On its way up to a full recovery

10% Not very confident
Losing ground

14% Neutral 
Neither losing 
nor gaining ground

0% 20% 100%80%60%40%
0%

20%

40%

60%

80%

100%

35% 43%
47%

Cummulative percent 
of respondents

% of B2B transactions online

Dec 2021
Sep 2020
Dec 2019

#

Average

43%

52%

46%

46%

45%

42%

39%

43%

41%

44%

36%

43%

40%

39%

33%

39%

44%

40%

39%

41%

39%

40%

42%

33%

33%

39%

38%

37%

40%

29%

52%

56%

56%

50%

60%30% 45%

50%

49%

48%

48%

45%

45%

45%

45%

43%

43%

42%

Overall

Retail Trade

Arts/Entertainment

Finance, Insurance,
or Real Estate

Education

Healthcare

Wholesale Trade

Business or
Professional Services

Manufacturing

Transportation,
Communication,

or Utilities

Hospitality

Nonprofit

Public Administration

Personal Services

Construction

Dec 2021
Sep 2020
Dec 2019

43%

52%

46%

46%

45%

42%

39%

43%

41%

44%

36%

43%

40%

39%

33%

39%

44%

40%

39%

41%

39%

40%

42%

33%

33%

39%

38%

37%

40%

29%

52%

56%

56%

50%

60%30% 45%

50%

49%

48%

48%

45%

45%

45%

45%

43%

43%

42%

Overall

Retail Trade

Arts/Entertainment

Finance, Insurance,
or Real Estate

Education

Healthcare

Wholesale Trade

Business or
Professional Services

Manufacturing

Transportation,
Communication,

or Utilities

Hospitality

Nonprofit

Public Administration

Personal Services

Construction

Dec 2021
Sep 2020
Dec 2019

SMBs in wholesale trade digitized at a high 
rate in the past year
% of B2B buying and selling via ecommerce, by industry

Top priorities going into 2022: Increase  
investments in online sales and marketing 
channels and technology infrastructure
Business aspects that are expected to somewhat/significantly 
increase in 2022 vs. 2021
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49%

49%
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47%
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38%

37%

36%

31%

31%

27%

Online sales

Sourcing domestically

Marketing spend

Sourcing online via 
ecommerce platforms

Number of full-time employees

Capital investments

Offline/brick-and-mortar sales

Attending trade shows 
and in-person events

ESG efforts

Marketing and advertising 
channels and tactics

Investing in tech infrastructure 
 (e.g., ecommerce, software, 

data management)
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Digitized businesses 
are more likely to  
tab into global  
opportunities --  
39% expect to grow  
exports in 2022,  
(vs. 15% of primarily 
offline businesses)

Digitization fuels business growth and optimism

U.S. SMBs continue to “go global"

Digitized businesses are significantly more 
confident about their future
How confident are you about the future of your business? 

62%
52%

28%

13%
6%

2%

2%

7%

29%

Not at all confidentNot very confident

Neutral

Somewhat  
confident

Very 
confident

Outer ring: Digitized business  

Inner ring:  
Non-Digitized 

business

Digitized businesses were more likely to 
see sales growth between 2019-2022
Changes in sales between June-November 2019, 2020, and 2021

Digitized  
businesses will 
likely invest  
more in growth  
in 2022

Business aspects  
that are expected to  
somewhat/significantly 
increase in 2022 vs. 2021

70% report conducting 
some amount of 
international B2B  
trade (vs. 63% in  
September 2020;  
59% in December 2019)

39%

70%2019

Increase
Increase Decrease

Decrease

2020 2021

+30% -28% +34% -24%

Non-digitized businesses

Supply chain disruptions are impacting  
SMBs’ outlook on the economy
74% of U.S. SMBs are confident about the economy. Amongst 
those who are not very/at all confident about the economy…

62%
said they were negatively 
impacted by supply chain 
disruptions

33%
said they saw decreased 
profits in 2021

25%
... vs. those who were 
somewhat/very confident 

19%
... vs. those who were  
somewhat/very confident

Digitized selling
or sourcing

Non digitized

Marketing and 
advertising

channels and 
tactics

Investing in tech 
infrastructure

(e.g., ecommerce,
software, data 
management)

Marketing 
spend

Capital 
investment

Number of 
full-time 

employees

Attending 
trade shows

and in-person 
events

ESG e­orts
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or sourcing

Non digitized

Marketing and 
advertising

channels and 
tactics

Investing in tech 
infrastructure

(e.g., ecommerce,
software, data 
management)

Marketing 
spend
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24%
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Increase Decrease

Increase
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2019 2020 2021

+49% -20%

+61% -16%Digitized businesses
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48%
plan on sourcing 

more domestically

31%
Mexico and Canada

31%
other overseas 

countires
27%

China

2021 was a challenging year for global supply chain management

Finding new, qualified suppliers

Determining if a supplier is a manufacturer 
or a trading company

Determining supplier production capacity

Finding suppliers who have strategies in place to minimize their 
environmental impacts (e.g., carbon footprint)

Finding a supplier who can handle your MOQ

Getting the payment terms that work for me

Minimizing production delays

Identify and resolve problems in shipping, 
logistics, and fulfilment

Identifying and resolving production issues

Minimizing costs of sending payment

Minimizing shipment mistakes

Handling customs and import duties

Finding backup suppliers (e.g., dual sourcing, 
supplier diversification)

Managing impact of currency fluctuations

Getting data from di erent sources ... connected to one central system 

Coordinating across external vendors and partners

Coordinating across internal teams and departments

Minimizing supply chain risks (e.g., shipping 
delays, tari s, rising costs)

Handling accounting and finance operations

Hiring, training, and managing human resources

Completing product and market research

Accurately tracking advertising and marketing spend

MInimizing customer acquisition costs  
(e.g., optimizing ROAS and ROI of marketing spend)

Access to customer information and data

Minimizing customer attrition and dissatisfaction

Minimizing channel risks (e.g., relying too much on 
one marketing, sales, or distribution channel)

Managing and planning inventory

Creating and optimizing listings across di erent channels and platforms 

Maximizing customer satisfaction through better 
customer service

Handling export logistics
Handling domestic logistics

Reconciling cash flow with inventory flow

Handling refunds

Minimizing warehousing costs

Managing sales and inventory across di erent channels
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One common solution for building supply chain resilience is onshoring
Markets from which respondents will somewhat/significantly increase soucing in 2022 vs. 2021

Characteristics associated with 
suppliers from different markets  
(Indexed, 100 = average)

US

Vietnam

Mexico

China

24385 100

Fast shipping

High product quality

On-time delivery

Trustworthy suppliers

Fast production time

Easy to communicate with

High supplier capability

Payment terms that work for me

Available suppliers 

I can visit and meet in person

Easy to trade/import

My IP is protected

MOQ that works for me

Readily available secondary suppliers

Low price 

Complicated regulatory landscape

Under-developed trade infrastructure

US-based suppliers are perceived to deliver fast shipping, on-time delivery, and high-quality products
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What U.S. SMBs care about when it comes to ESG

Environmental, social, and governance (ESG)

% that expect to somewhat/significnatly increase ESG efforts in 
2022, by business type who expect to somewhat/significantly 
increase ESG efforts in 2022

Somewhat/extremely important aspects when thinking about increased  
investment in ESG initiatives over the next 12 months (index where average = 100)
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16%
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24%

23%

31%

24%

26%

33%

Overall

<$10M in revenue

$10M+ in revenue

Women owned

Minority owned

Veteran owned

Significantly increase Somewhat increase
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 Human rights
and labor
practices

“Clean”/ 
minimal 
packaging 

 Meeting
industry
standards and
obtaining
badging and
certification

 Local economic
development

“Clean” 
manufacturing 

Sale of “clean” 
products 

“Green” product 
disposal 

“Green” 
transportation 

Primary motivation behind increased ESG efforts

Environmental/
social benefit

Customer appetite
for green products/

supply chain

Higher profits/
margins

Government/
tax benefit

27%
28%

33%

40%

19%

3%

29%

9%

Overall

<$10M

>$10M

Women owned

Minority owned

Veteran owned
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The first business unit of Alibaba Group,  
Alibaba.com is a leading platform for global 
B2B ecommerce that aims to make it easy to  
do business anywhere. Launched in 1999,  
Alibaba.com is engaged in services covering  
all aspects of commerce, including providing  
businesses with tools that help reach a global 
audience for their products and helping buyers 
discover products, find suppliers, and place  
orders online fast and efficiently. It serves millions 
of business buyers and suppliers from over 200 
countries and regions around the world.

The Alibaba.com U.S. Small and Medium 
Business (SMB) Survey (Wave 3)

Alibaba.com commissioned leading global research firm, Rep Data,  
to conduct the third Alibaba.com U.S. B2B Small and Medium Business 
(SMB) Survey on behalf of Alibaba.com as a follow up to the December 
2019 and September 2020 surveys. The sample of 2,401 was  
collected using a double opt-in online panel sample and conducted  
anonymously from December 6-21, 2021. The survey targeted  
decision makers at U.S. companies of 500 employees or less that buy 
or sell physical goods and materials with other businesses. The study 
has an overall margin of error of ±1.20% at the 95% confidence level. 

Disclaimer: All information, content, and materials presented are for 
general informational purposes only and may not constitute the most 
up-to-date information. No reader, user, or browser of this site should 
act or refrain from acting on the basis of information provided herein.  
All liability with respect to actions taken or not taken based on the  
information provided herein are hereby expressly disclaimed. The  
content contained herein is provided "as is;" no representations are 
made that the content is error-free.
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