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ABSTRACT

This study aimed to explore the sustainability of online platforms by
conducting a case analysis of Hong Kong Technology Venture Limited
(HKTVmall), focusing on exploring the innovation strategies used to ensure
sustainable online platforms, the impact of innovation on the company's
sustainability and recommendations for sustainable practices in e-
commerce. The study adopted a qualitative approach, with archival research
as the design for data collection. The thematic analysis drew insights into
the collected data that supported the study topic. Results revealed
technological innovation as a key strategy for ensuring the sustainability of
online platforms. The companies' strategies involved digital transformations
in most operations, including advertisement, customer interaction in the
platform, customer ease of use when placing orders, finance, and
accounting, enhancing the company's competitive advantage. This study
contributes to the existing literature on the sustainability of online platforms,
which can be applied in various academic, research and organizational
perspectives to improve operations. The study's limitations were related to
using secondary data and emphasis on a single company while generalizing
results to cover the whole industry. It is recommended to adopt real-data
collection approaches and exploring various companies in the industry to

compare the trend in future research.
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CHAPTER 1: INTRODUCTION

1.1 Introduction

The current digital transformation era enables a huge population of
users to access the internet through computers and smartphones. Due to
increased access to the internet, e-commerce and online platforms have
become prominent and a better way for doing businesses; they act as the
intermediary for regulating and facilitating business activities and
interactions between buyers and sellers among other users. There is a
growing potential for e-commerce, estimated to be $5.4 trillion by 2026.
(Morgan Stanley, 2022) However, whether e-commerce and other online
platforms are sustainable is drawing the attention of various researchers.
According to the Green Business Bureau (2022), e-commerce meets market
demands and safeguards the environment and social systems to ensure
sustainability. Sustainable e-commerce entails processing online transactions
to preserve the natural environment while supporting the social system,
including the communities and the employees.

Worldwide statistics show that e-commerce contributes to 18.9% of all
retail sales, displaying a growing trend and projecting to over 7 trillion US
dollars in 2025. (Coppola, 2023) While struggling to meet these demands,

consumer expectations should be a priority for the businesses that want to



ensure sustainable platforms. The Green Business Bureau (2022) suggests
that businesses that want to ensure sustainable practices should start with a
vision of going green and understanding the barriers to expanding e-
commerce (Hubertus et al., 2021). Innovation is closely related to business
performance and sustainability. According to Bigliardi (2013), innovation is
a prime source for online companies to gain a competitive edge and improve
their market performance. Increased innovation helps meet customer needs
and improved financial performance of organizations is associated.
Innovative platforms ensure user-friendliness, create a sense of belonging
for online users and show a well-planned platform to address various factors

from the platform developments.



1.2 Research Aim and Objectives

The primary aim of this study was to assess if the online platforms can
be sustainable by conducting a case study on the Hong Kong Technology
Venture (HKTVmall). Other more specific objectives included:

e To collect data from HKTVmall about innovative strategies and
sustainability of the company.

* To identify some innovative strategies used in online platforms.

» To explore the impact of innovation on the sustainability of online
platforms.

» To recommend the best practices for sustainable online platforms.



1.3 Research Approach

This study is a qualitative case study focused on an archival data
collection approach to explore the sustainability of HKTVmall. Ideally, the
data collection targeted secondary sources about innovation and
sustainability of online platforms, with non-numeric data being the priority.
However, some financial ratios were adopted to predict the relationship
between innovation, organizational financial performance and business
sustainability. The most credible sources were identified and screened for
reliable data before they were used for data collection. The data collection
process involved reading the sources and familiarizing them to obtain
helpful information supporting the study's aim and objectives. The data was
analyzed using thematic analysis that ensured stepwise analysis of the
sources to provide insights into the innovation and sustainability of online

platforms.



1.4 Context of the Study

Despite a wide literature on the sustainability of businesses, online
platforms have received nearly negligible attention from researchers,
although they are among the growing businesses in the current digital era
(Chan et al., 2020). Understanding the sustainability of online and
integrating research-based approaches can help address the existing research
gaps in exploring the appropriate strategies to ensure sustainable online
platforms. As a result, this study focused on researching the sustainability of
online platforms to provide companies with solutions to the e-commerce
business challenges associated with meeting customer needs and
expectations and technological innovations that constitute sustainable
business practices. The potential for online platforms and e-commerce
businesses to become greener and more sustainable is questionable, with
more effective research-based strategies necessary for enhancing these

platforms.



1.5 Strategic Project Outline

While Chapter 1 introduces the study and provides a background to
the problem, chapter 2 reviews existing literature to identify the research
gaps and bridge them through further explorations in the current study.
Critiques are provided on the researchers’ findings and study approach for
critical insights about the available research gaps. The literature review
section discusses the innovative strategies employed in various
organizations and their impact on organizations’ sustainability. This way, a
solid background for starting the current exploration is provided by
increasing the knowledge of such innovative strategies as using Al
technology, machine learning, robotic interactions and other features in the
user interface for the online platforms.

The methodological approach follows a stepwise data collection
process and analysis of the findings to ensure reliable insights into the topic.
The data collected through the archival research is analyzed to answer the
research questions and offer recommendations for businesses to boost their
platforms’ sustainability. Using secondary data sources, thematic analysis of
the materials helped identify the useful data patterns in explaining the
innovative strategies used, their impact on the sustainability of the business

and the possible improvements that could foster further performance.



The findings of the study revolved around the questions guiding the
research. Ultimately, the findings and discussion of results explained the
innovative strategies that affected the sustainability of HKTVmall and other
online platforms. Tables and figures were used to represent the processes
and results to understand trends better. For instance, financial ratios showed
a greater improvement in the company’s performance and operational
efficiency with increased use of innovative strategies as years of
technological advancement approach. The relationship between the
constructs was explained by identifying the impact of integrating innovative
practices in the company to its sustainability. Also, challenges and possible
recommendations were highlighted, giving organizations a better start for

ensuring sustainable strategies.



CHAPTER 2: LITERATURE REVIEW

2.1. Introduction

The sustainability of online platforms has much to do with the
performance of online businesses, basically e-commerce
enterprises. Sustainability 1s a broader term that goes beyond the economic
understanding of online platforms. From the perspective of Triple Bottom
Line (TBL) companies, sustainability entails the maintenance of the
company's profitability while emphasizing the social and environmental
impacts of the business. A literature review, based on TBL theory was
conducted to explore the existing knowledge and establish the research gaps
on the sustainability of online platforms. In this case, such topics as the
concept of online platforms, challenges faced by e-commerce
establishments and how to overcome them, and impact on the company's
chances of survival, the correlation between e-commerce and online
platforms, and the significance of business innovation in ensuring
sustainable online platforms provided background information for the

current study.



2.2. Online Platforms

Online platforms have become essential to our daily lives, serving
various purposes in our personal and professional spheres. Balki (2023)
defines online platforms as digital services connecting two or more
interrelated customer sets, including businesses or individuals, where the
venue might create commercial and social networking opportunities for the
users. As a result of the associated commercial and social networking
benefits, most users rely on online platforms for buying and selling goods
and services (e.g., Amazon), seeking information (e.g., YouTube) and
staying connected with others (e.g., Facebook). Per the Organization for
Economic Co-operation and Development (2019), the platforms support our
routine activities by providing entertainment, news, transportation options,
accommodation choices, job opportunities and access to various

applications.

Online platforms have unprecedented growth and expansion abilities,
which makes them essential for bringing opportunities to individuals; they
can facilitate trade and reveal new opportunities that benefit the economic
activities of individuals and businesses (Balki, 2023). Despite the
justification for the usability of online platforms for businesses and

individual needs, the technology challenges regulators, decision-makers and



competition authorities regarding legal developments worldwide (Kraemer,

2020; Toth et al., 2022).

Venkatraman and Nayak (2015) provide insights into the sustainability
of the TBL businesses, which the online platforms can embrace.
Accordingly, the TBL outcomes that influence the relationship between the
business and sustainability are the corporate environmental outcomes,
corporate financial performance outcomes and corporate social performance
outcomes. The authors provide a solution to implementing the three
competing goals: environment, finance and social well-being (Venkatraman
& Nayak, 2015). Although the research reveals the underrated strategic
advantages for business managers to pursue beyond compliance, the burden
of integrating social, economic and ecological performance s in the

enterprises is not addressed.
2.2.1. Differences between E-commerce Stores and Online Platforms

Ecommerce uses online platforms for interactions with clients during
virtual business transactions. E-commerce businesses depend entirely on
online platforms to sell goods and allow customers to shop from virtual
stores. The increasingly growing e-commerce businesses are a clear
indication of the sustainability of online platforms. The study by Ingaldi &
Ulewicz (2019) explores how to improve the success of e-commerce and

assess customer satisfaction in terms of sustainable development,



establishing that the satisfaction and dissatisfaction indexes of the
consumers are significant factors determining the sustainability of the use of

online platforms for business.

Although online platforms and e-commerce stores may share some
similarities, there are differences between the two. For instance, online
platforms are by far the strongest among the two in support of numerous
product listings and allow the market signals that determine the businesses'
survival. Parker et al. (2016) justify that online platforms are transforming
the economy of nations by integrating the feedback loops that help collect
opinions about products' quality and sellers' reputations for more efficient
business interactions. As a result, there is a lower transaction cost from the

business and the client's perspective.

Parker et al. (2016) also add that a two-sided network for online
platforms to attract one side, particularly the buyers, impacts the sellers and
creates more users, stimulating growth with a positive network effect.
Ideally, the network affects the number of users in a given platform. While
the network is responsible for bringing value to the users, it is evident that
the retention of the clients and businesses in the platform is the key to the

sustainability of the online platforms.

2.2.2. Challenges of Online Platforms



Based on the criticality of the sellers and buyers in ensuring the
sustainability of online platforms, Rochet & Tirole (2003) reveal how
attracting users from both sides poses a challenge to the online platforms. As
a result, most e-commerce focus on attracting customers and forget about
the sellers' side, which causes a failure in the ecosystem. Furthermore, Rita
& Ramos (2022) ascertains how researchers have focused on attracting
buyers to the online platform by investigating the perceived risks and values
for customers and their loyalty. However, the researcher needs to
recommend effective customer satisfaction strategies, for instance, quality
management and reliability of the products and services from online sellers

(Matwiejczuk, 2019).

Another significant challenge for the online marketplace is logistics.
According to Qin, Liu and Tian (2020), although logistics constitutes a
significant cost component for customer satisfaction, online platforms still
need to achieve the desired logistic results. Therefore, there is more need to
apply artificial intelligence and machine learning, advanced robotics, drones
and analytics for logistics to perform more efficiently, which adds to
business operation costs (Artkins, 2019). The depicted idea is that there
needs to be more order fulfillment that derails productivity and customer

satisfaction in online platforms.
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