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Exploring the Sustainable and Innovative Cross-
border E-commerce Business Model of SHOP.COM--
A Perspective of Platform Ecosystem

HSU, YI-LI; Chang, Yin-Chi; HUNG, LIN-BAO; LIN, LUN-CHUAN

ABSTRACT

In recent years, the global consumption patterns have significantly changed due to
the impact of the pandemic. The rapid development of digitalization has prompted
many businesses to pivot towards sustainable ESG goals. Over time and amidst market
changes, companies need to continuously adjust, optimize, and innovate their business
models to better meet customer needs, improve efficiency, and enhance profitability.

According to Google’s 2021 Smart Consumption Key Insights Report, the post-
pandemic era has seen the rapid growth of omnichannel commerce. Physical stores and
various brands have actively ventured into e-commerce. However, whether businesses
can adapt to the new normal—such as investing resources into managing channel
platforms, adopting innovative technologies and operational models, optimizing
logistics, financial flows, and information flows, while providing consumers with a
seamless shopping experience—remains a critical challenge. Faced with the rapidly
changing market environment, businesses must leverage their strengths or seek cross-
industry collaborations to stand out, emphasize differentiation, and achieve stable
growth, thereby outshining competitors.

This study examines the business model of the cross-border e-commerce platform
SHOP.COM from the perspective of platform ecosystems. The research focuses on

SHOP.COM, the world’s first platform to adopt an internet franchise model, as a case
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study. It seeks to clarify how the characteristics of platform ecosystems in the e-
commerce industry facilitate connections and interactions between producers and
consumers. The study applies Osterwalder and Pigneur's Business Model Canvas to
analyze whether shared value can be created among all platform participants and to
construct a sustainable and innovative business model. The findings aim to provide
practical recommendations for the digital transformation and development of
innovative business models in the e-commerce platform industry.

Keywords: Platform Ecosystem, Sustainable Innovation, Business Model, Shared

Value, SHOP.COM
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