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Abstract 
With the development of the Internet and the popularization of science and technology, 
the platform economy has become an important economic form. Correspondingly, 
Internet platform companies carry more and more market economic activities and 
become indispensable economic entities. The article explains the definition, 
characteristics, and categories of platform-based enterprises, classifies and summarizes 
related research in recent years, and finally looks forward to future research fields and 
research directions. 
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1. Introduction 

Generally speaking, platform companies are the main carriers of the platform economy, which 
create value by providing physical or virtual trading space or venues to conclude transactions 
between users. Platform operators, transaction parties and the operating rules of the platform 
constitute the elements of a platform-based enterprise. In the Internet era, platform companies 
mostly rely on computer network technology to connect the supplier and demand side of 
products or services. It is an integrated platform with cross-network effects, multi-level, rapid 
growth, collaborative sharing and other characteristics [1]. This article thinks that Internet 
platform enterprises use network platforms to connect users and obtain income from them. 
They are enterprises with the characteristics of two-sided market. 
Internet platform companies can be divided according to different dimensions. According to 
the degree of openness of the platform, the platform can be divided into the open platform and 
the closed platform. The difference lies in whether there are restrictions on the number of users 
entering the platform [2]. According to the different roles of platforms, platform companies can 
be divided into market makers, audience makers and demand coordinators. Among them, there 
is an obvious transaction relationship between the two-sided users of the market maker 
platforms. The platform companies achieve efficient matching between buyers and sellers by 
publishing information and optimizing searches. E-commerce platforms such as Amazon 
(https://www.amazon.cn/) and Taobao (https://www.taobao.com/) belong to this type. 
Audience makers are mainly for audiences and advertising publishers. News media and portals 
which through precise placement and attracting audiences belong to this category. Demand 
coordinators can also cause network externalities between users. Such platforms meet user 
needs by providing physical or virtual environments, such as communication service providers, 
bank card systems, etc. [3]. 

2. Research Distribution and Trends 

In order to understand the broad concept of a particular problem, we searched and collected 
information in CNKI Resource Database with the keyword "Internet platform enterprise". China 
has entered the era of mobile Internet and self-media since 2010. We sorted out various 
academic journals, dissertations, books, etc. that have been published since 2010, and further 
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analyzed from relevant topics, subject level, publication year and other dimensions to obtain 
the following results. 

2.1. Year and Number of Publications 
Based on the above conditions, a total of 886 related documents were retrieved, and the overall 
trend is shown in Figure 1. A total of 77 related articles were published in 2015 and before, 
while the remaining articles (809 articles) were published after 2015, with the largest number 
of articles published in 2021. It can be clearly seen from this trend that more and more attention 
is paid to Internet platform companies, and the number of papers published in the past few 
years has increased significantly. 
 

 
Figure 1. Trends of related research on Internet platform companies 

2.2. Topics and Distribution  

 
Figure 2. Distribution of main topics of Internet platform enterprise research (top 10) 
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Figure 3. Distribution of secondary topics of Internet platform enterprise research (top 10) 

 

 
Figure 4. Disciplines of Internet platform enterprise research (top 10) 

 
The search results are classified according to topics. Figures 2 and 3 show the distribution of 
related main and secondary topics. It can be seen that according to the scope of application of 
Internet platforms, some are oriented to economic fields such as industrial Internet and 
Internet finance, and some are oriented to social fields such as social security administration 
and personal income tax collection and management. At the same time, as an indispensable 
main body of platform economic activities, enterprise platforms, two-sided markets and 
consumer behavior have also received extensive attention. In terms of discipline distribution, 
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related research is mainly distributed in information economy and postal economy, trade 
economy, corporate economy, etc., accounting for 23.71%, 20.59% and 16.03% of the total 
respectively, as shown in Figure 4. 

3. Related Research on Internet Platform Companies 

Based on the above, this article divides the relevant literature into three major research 
categories, namely: market behavior, market structure and platform supervision, and business 
model innovation. 

3.1. Market Behavior 
3.1.1. Pricing Behavior 
Compared with traditional companies, platform companies have large differences in pricing 
methods, the relationship between price and transaction volume, etc. This is because the 
pricing of platform companies no longer depends on cost only. The large production R&D costs 
in the early stage, extremely low production marginal costs, and different operating costs in the 
entry, development, and maturity periods make the traditional cost pricing method no longer 
applicable. Rochet & Tirole conducted a typical analysis of the pricing structure of the two-sided 
market, and concluded that the price charged by the platform to the two-sided users is directly 
proportional to rather than inversely proportional to its price elasticity [4]. Cheng, Cai et al. 
have also established two-sided platform pricing models under various market structures to 
form a platform-optimized price structure [5]. 
3.1.2. Competitive Behavior 
With the development of platform companies, their competitive behavior has also become 
diversified. The user base is the foundation for the survival of the Internet. How to enhance the 
enthusiasm of users to participate and enhance the interaction between users is the key to the 
success of the platform. First of all, providing high-quality products and services is an important 
part of building a company's competitive advantage, including product ease of use, usefulness 
and response speed, etc. Rosario et.al believes that the reputation of the platform will affect 
consumers' purchasing decisions, and in turn affect product sales. Furthermore, platform 
differentiation is also an important means of competition in the platform market [7]. From the 
perspective of organizational identity, Wang et al. developed an identity differentiation growth 
model for vertical Internet platform enterprises to achieve large-scale growth of enterprises 
[8]. Qiu et al. constructed a configuration model in which business model innovation and 
dynamic capabilities synergistically affect the competitive advantage of enterprises, and found 
that the reasons for the competitive advantage of Internet platform enterprises are asymmetry 
[9]. 
3.1.3. Consumer Behavior 
Here, consumers refer to the two-sided users of the platform, and in some cases also specifically 
refer to the users of one party. With the rapid development of the economy, consumers' 
consumption concepts have changed and consumption patterns have been continuously 
upgraded [10]. Gong verified the influence of online word of mouth on consumers' purchase 
intentions through theoretical analysis models and questionnaire surveys [11]. Li et al. focused 
on the differential pricing of Internet companies and used a multi-stage repeated game model 
to analyze consumers with different behavior characteristics and their action strategy 
combinations to provide a reference for consumers' strategic choices [12]. Guo et.al learned 
and predicted Internet consumption behavior based on multiple real-time sequence analysis 
[13]. Song analyzed the external environment under the current network economy, analyzed 
the group-buying e-commerce platform consumers' selection behavior, and proposed the 
development strategy of the e-commerce platform in the new economic form [14]. 
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3.2. Market Structure and Platform Supervision 
The main indicators to measure market structure include market concentration, product 
differentiation, market entry and exit barriers, etc. [15]. In the platform market, the increase in 
market concentration has made the scale of incumbents larger and the number of incumbents 
reduced. After investigating the market structure of the Internet industry, some scholars 
believe that although the Internet industry exhibits certain monopoly characteristics, it has not 
prevented the continuous increase in the number of small and medium-sized enterprises, and 
there is also obvious competition in the industry. Analyzing social welfare under monopolistic 
competition, unlike traditional industries, the cross-network externality of the Internet makes 
it possible to increase social welfare [16]. Therefore, Xie & Chen, Fu et al. believe that the 
monopoly structure of competitive monopoly will not hinder the efficiency of competition. For 
the withdrawal and merger of Internet platform companies, regulators do not need to intervene 
too much [17]. Based on the theory of innovative destruction, Zhu proposed that the specific 
path design of anti-monopoly regulation on Internet platforms needs to grasp the technological 
innovation [19]. Ye pointed out that the current regulatory agencies have insufficient definition 
of Internet platforms’ responsibility, and a more unified and effective platform governance logic 
is needed [20]. 

3.3. Business Model Innovation 
Business model innovation can empower platform-based enterprises and achieve higher 
corporate value. Value proposition, core resources and capabilities, key business, pricing and 
service, and profit model are the five core elements of a successful business model [21]. Gao et 
al. have constructed a platform-based enterprise business model system composed of "user 
operation", "industry leadership" and "value capture" [22]. Wan & Yang conducted an empirical 
analysis of the impact of self-built platforms and third-party platforms on theater performance 
using 1918 theaters as a sample, and found that the choice of Internet platform is related to the 
degree of vertical integration, and the ecosystems of the two platforms have complementarity 
and compatibility [23]. 

4. Conclusion 

This article sorts out the relevant research of Internet platform companies, and further analyzes 
from the three aspects, market behavior, market structure and platform supervision, and 
business model innovation. At present, the research on Internet platform companies is still in 
the stage of theoretical exploration, and more attention has been paid to the market structure, 
especially anti-monopoly regulations, but there is less research on the mechanism of user 
behavior and the influence of platform companies’ network externalities on users. Although 
many current researches on consumer behavior focus on the Internet, they pay less attention 
to the user behavior of platform-based companies. The network externality characteristics of 
the platform will be closely related to the utility of each user. Therefore, it is necessary to 
further study how users of platform companies will affect corporate value and consumer 
surplus under the effect of network externalities. 
In addition, the research on the strategy of platform enterprises also needs to be further in-
depth. With the increase in the number of Internet enterprises, how to establish an effective 
competitive strategy is also an issue that every enterprise needs to consider. In addition to 
pricing behavior, diversified strategies such as product experience, resource integration, and 
service quality have increasingly become the key to achieving value for enterprises. The current 
related research is mostly qualitative, quantitative research on platform enterprise strategy is 
also a direction worthy of attention. 
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