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TITLE 
An analysis of the corporate strategy of Shunten International (Holdings) Limited with the 3H framework


1.	INTRODUCTION
1.1	Introduction
This section provides the background of Shunten International (Holdings) Limited.  In addition, I explain the research aims and questions, and research significance in the section.

1.2	Background
The principal activities of Shunten International (Holdings) Limited (Shunten) and its subsidiaries (collectively named “Shunten Group” or the “Group”) are the marketing and trading of supplements and beauty supplements and products mainly in Hong Kong.  The products are mainly sold at Mannings, annual Hong Kong Brands Products Expo and its membership club, namely Wisdom Club. (Royal, 2013b)

Health Supplements are products that include nutrients which are intended to supplement a normal diet or to improve inner health, including the liver, immune system, and bones, although they are not designed for use as treatment for diseases.  (Royal, 2013b)

Health Supplements are products that do not require a doctor’s prescription and are distinct from non-prescription medicines, including pain reliever, cough or cold therapies, and antihistamines. (Herbs, 2024) 

Beauty Supplements are orally products that are intended to improve the body shape and skin conditions.  (Royal, 2013b)

The products of Shunten Group are sold under its proprietary brands and private label brands specifically developed for and owned by Mannings. During the year ended 31 March 2024, the key proprietary branded products are “Royal Medic”, “Legend”, “MeltyEnz”, “CleansingEnz”, “La Gusto”, “HARUKA” and “Mr. 75”, and the key private labelled branded product is “HealthProof”.  (Shunten, 2024)

The share of Shunten has been listed on the GEM of The Stock Exchange of Hong Kong Limited (the “Stock Exchange”) in 2013 (Royal, 2013a) and got transferred to Main Board in 2015. (Royal, 2015)

The demand for health supplements in Hong Kong is high and continues to increase.   (Royal, 2013b) (Herbs, 2024)

An estimation by IPSOS in 2013 projected that the total retailed sales value of health supplements in Hong Kong would reach HK$4.2 billion by 31 March 2015  (Royal, 2013b)

A report Frost & Sullivan in 2024 indicated that the total retailed sales value of health supplements in the Hong Kong market grew from HK$9 billion in 2019 to HK$10 billion in 2023.  Furthermore, it is forecasted that the total retailed sales value of health supplements will reach HK$12.7 billion by 31 December 2028.  We can also see the penetration of online sales as the surge in online health supplements sales can be attributed to several factors, including the convenience and accessibility offered by online platforms.  (Herbs, 2024)

The increase in demand of health supplements in Hong Kong is mainly due to (i) the increase in personal income and health awareness, (ii) the increase in ageing population, and (iii) and the increase in tourists.  (Royal, 2013b) (Herbs, 2024)

Hong Kong's health supplement market reflects significant competitiveness with the presence of 200 to 300 providers. These include both local and international companies, indicating a diverse market landscape. However, despite the large number of competitors, the market is characterized by a high degree of concentration. In 2023, the leading ten health supplement providers significantly shaped the market landscape, capturing 68.7% of the total retail sales value of health supplements. This dominant market share signifies a highly consolidated market structure, characterized by the predominance of a few major companies. These leading companies exert considerable influence on market trends, pricing strategies, and product availability, effectively setting the standard for competition and consumer choices within the industry. This concentration of market power in the hands of a few large players highlights the challenges new entrants face in establishing a presence and suggests a barrier to broader diversity in product offerings and innovation.


This concentration suggests that these top companies have strong brand recognition, consumer trust, and substantial marketing and distribution capabilities that set them apart from smaller competitors. For new entrants or smaller players, competing in such an environment could be challenging, requiring innovative strategies, niche market targeting, or unique product offerings to gain a foothold. (Herbs, 2024)

The health supplement industry operates under stringent regulatory oversight. Strict regulations and comprehensive labeling requirements are in place to safeguard the interest of consumers.  (Royal, 2013b) (Herbs, 2024)

1.3	Research aims and questions	
This study examines how Shunten Group had applied the corporate strategies in its substantiality development. The central research question is: “How could managers holistically implement strategy to  support sustainability development.

To answer this central question, the following questions were formulated base on my experience as former chief financial officer after conducting pilot studies with selected former senior management of Shunten Group:
1. The heart element: how could Shunten Group motivate its working team to believe in the implementation of corporate strategies?
2. How could Shunten Group develop and corporate strategies into its programmes, goals and objectives?
3. The hand element: How could Shunten Group consciously develop the competences required in team members for implementing corporate strategies?
4. The heart, head and hand integrated together: how could the 3H elements be integrated to effectively and efficiently implement Shunten Group’s corporate  strategies?

Through critically analysing the answers to these questions, it is hoped that new insights, observations and reflections, and from such, an enhanced holistic management framework can be developed for applying corporate theories in advancing the sustainability development of Shunten Group.

1.4 Research significance
The research aims to help Shunten Group and other health supplement manufacturers in refining their managerial practices, and provides practical managerial perspectives for managers on how to implement corporate strategies through the guidance provided by the 3H framework.

Besides, this research aims to provide tools for health supplement manufacturers to understand how their customers choose health supplements.

The research is also contribute to the knowledge enhancement by analysing corporate strategies of the Group using 3H framework. 

1.5 Summary

In this section, I have outlined the background of this research, including the research aims and questions, as well as the significance of the study.

The upcoming discussions will cover various theoretical frameworks and regulatory contexts including agency theory, legitimacy theory, stakeholder theory, the development of ESG regulations in Hong Kong, the regulatory structure for health supplements in Hong Kong, the 3H framework, customer perceived values, and the health belief model.

2.	LITERATURE REVIEWS
2.1    Introduction
I have outlined the research aims and questions in section 1.3.  

This study is to perform an analysis of the corporate strategy of Shunten International (Holdings) Limited with the 3H framework. There are literature reviews which cover theoretical frameworks and regulatory contexts including agency theory, legitimacy theory, stakeholder theory, the development of ESG regulations in Hong Kong, the regulatory structure for health supplements in Hong Kong, the 3H framework, customer perceived values, and the health belief model.

2.2 Stakeholder’s theory
Stakeholder theory asserts that corporate shall account for the interests of different stakeholders, for examples, client, shareholders, suppliers and employees and regulators, when they make decisions. The theory advocates for creating value for all stakeholders as a route to long-term success, emphasizing ethical considerations and the interdependence of business relationships.  (Freeman et al., 2010) (Leung, 2024)

2.3 Agency theory
Agency theory describes the relationship between principal and agent in which shareholders delegate the authority to the management manage the corporate. Management is expected to act in the best interests of the company. However, discrepancies arise as the objectives of shareholders and management often differ, coupled with asymmetrical information between the two parties. (Carnini Pulino et al., 2022) (Leung, 2024).  

2.4 Legitimacy theory
Legitimacy theory posits that companies seek to align their operations with societal norms and expectations to be perceived as legitimate. This perception is crucial for securing access to resources and sustaining operations. Companies can achieve legitimacy through strategic communication and adherence to regulations.  (Leung, 2024)

2.5 The development of ESG (Environmental, Social and Governance) regulations in Hong Kong

	Time
	Particulars
	Reference

	January 2013
	The Stock Exchange introduced a voluntary ESG reporting guide
	(2013)

	December 2015
	The Stock Exchange mandated ESG reporting starting January 1, 2016, following principles of materiality, quantitative, balance, and consistency
	(Exchange, 2015)

	April 2019
	 The Securities and Futures Commission (SFC) issued a circular to enhance disclosure standards for green or ESG funds managed by SFC-authorized entities
	(SFC, 2019)

	December 2019
	The Stock Exchange required mandatory ESG disclosures, including climate-related risks, and adjusted the reporting timeframe
	(HKEX, 2019)

	July 2020
	The ESG Reporting Guidelines were revised to incorporate recommendations provided by the Taskforce on Climate-Related Financial Disclosures 
	(HKEX, 2019)

	January 2022
	ESG reports became a necessary accompaniment to annual reports, with listed companies integrating the consideration of ESG risks into overall risk assessment and management processes of companies. 
	(HKEX, 2019)

	January 2025
	Listed companies are mandated to gradually adopt climate-related disclosures in line with IFRS S2 Climate-related Disclosures.  These companies are required to provide explanation for any information not disclosed and update stakeholders on their plan for future disclosures.   
	(Exchange, 2024)

	Ongoing
	Additionally, the Hong Kong Institute of Certified Public Accountants is actively working on the development of local accounting standards specifically for climate-related disclosures.  They are also collecting feedback on the implementation from listed companies to enhance the ESG code
	(HKICPA, 2023)






2.6 Regulatory structure for Health Supplements in Hong Kong 
The health supplement industry is operated under different regulations and the requirements of key regulations are summarised as below.  Strict regulations and comprehensive labeling requirements are in place to safeguard the interest of consumers.  (Royal, 2013b) (Herbs, 2024)



The Public Health and Municipal Services Ordinance (Chapter 132 of the Laws of Hong Kong) mandates that food and drug manufacturers and sellers ensure their products are safe for human consumption and adhere to food safety, standards, and labeling regulations (Herbs, 2024).

The Food and Drugs (Composition and Labelling) Regulations (Chapter 132W of the Laws of Hong Kong) stipulate requirements for the advertising and labeling of food products (Herbs, 2024).

The Food Safety Ordinance (Chapter 612 of the Laws of Hong Kong) introduces a registration system for food importers and distributors, necessitating record-keeping by those who obtain, catch, import, or supply food, and facilitates the implementation of food import controls (Herbs, 2024).

Under the Consumer Goods Safety Ordinance (Chapter 456 of the Laws of Hong Kong), there is an obligation on manufacturers, importers, and suppliers of certain consumer goods to ensure these goods are safe (Herbs, 2024).

The Sale of Goods Ordinance (Chapter 26 of the Laws of Hong Kong) establishes the legal framework for the sale of goods, specifying that goods sold by a business must be of merchantable quality and fit for their intended use (Herbs, 2024).

The Trade Descriptions Ordinance (Chapter 362 of the Laws of Hong Kong) prohibits misleading, false, or incomplete descriptions and statements about goods in commerce. (Herbs, 2024)

The Undesirable Medical Advertisements Ordinance (Chapter 231 of the Laws of Hong Kong) limits advertisements related to medical and health issues. (Herbs, 2024)

Finally, the Competition Ordinance (Chapter 619 of the Laws of Hong Kong) aims to prevent anti-competitive practices, regulate mergers that could hinder competition, and establish the Competition Commission and Tribunal to oversee these matters (Herbs, 2024).

2.7 The 3H Framework                   
The 3H framework is developed by for managing imperative people and organisational/ national issues holistically. The framework’s key domains are represented by the metaphorical expressions of Heart, Head and Hand. It aims to develop a holistic solution to manage people and the national/ organisational issues.   (Yu, 2021)

(Cheung and Yu, 2020) uses “Heart, Head and Hand” as the key ingredients with an integration strategy, to synergistically complement each domain in managing the entire strategic planning process holistically and to achieve the strategic goals. 

(Cheung and Yu, 2020) denotes that Holistic Strategic Management (“SM”), the dependent variable is influenced by the leader’s motivation to integrate the independent variables of Heart (H1), Head (H2) and Hand (H3) within the company.

SM = f (H1∩H2 ∩H3)
SM = Holistic Strategic Management
∩ = enhance to link and inify.
H1 = Heart domain (motivation and engagement)
H2 = Head domain (strategy, business model, design & controlling)
H3 = Hand domain (tasks related, competency)


(Cheung and Yu, 2020) further explained that the existence of each 	domain is necessary ingredient for the development of holistic 	strategic management.  The level of cohesiveness of the 3 H 	domains affect the effectiveness and efficient of holistic strategic 	management.

(Cheung and Yu, 2020) emphasized that the purpose of holistic strategic management is to gain a substantiable and effective corporate performance.
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The framework described can be further illustrated using Venn diagram according to Yu, a 4-case scenario is shown below:
	1
	Case 1 – Effective leader and strategy with competency 
(H1∩H2 ∩H3)

	2
	Case 2 – Effective leader and competency, but without effective strategy
 
(H2 ∩H3) - H1

	3
	Case 3 – Effective strategy and competency, but without effective leader
 
(H1 ∩H3) - H2

	4
	Case 4 – Effective leader and strategy but without competency
 
(H1 ∩H2) - H3

	
It is assumed that the integration among H domains is effective in the above cases. 



Heart Domain (H1)
This domain emphasizes the emotional and interpersonal facets of leadership and how they affect organizational dynamics:
H1-1	Genuine, heartfelt interactions naturally strengthen long-term relationships.
H1-2.	People are willing to make sacrifices for causes that align with their deeply held values and beliefs.
H1-3	Leaders focused on emotional connections should foster an environment that promotes unity and shared achievements.
H1-4 	Leaders need to help team members amplify their strengths and manage their weaknesses, acknowledging the complexity of human nature.
H1-5 	Leaders who connect emotionally with their teams can inspire deep commitment and transformative collaboration.

Head Domain (H2)
This domain covers the intellectual and strategic elements of leadership:
H2-1	Successful management of complex projects hinges on thorough strategic planning.
H2-2	Effective organizational management requires clear, logical, and strategic thinking to meet both current and future needs.
H2-3	Skillfully implementing and communicating strategies across an organization is more an art than a science.
H2-4	Rational, top-down leadership tends to ensure compliance, but it might not inspire genuine interest or commitment, making it more transactional.

Hand Domain (H3)
This domain deals with the practical execution and operational side of leadership:
H3-1	Strategic success greatly depends on having the right skills and resources in place.
H3-2	The ability of an organization to quickly adapt and respond to team needs is crucial for effective project management.
H3-3	Leaders must understand their team's capabilities and ensure they have the necessary skills or support, avoiding inefficiencies and resistance.

 Integrated 3H Strategy
3H-1	The integration of the Heart, Head, and Hand domains is essential for the holistic management and sustained success of an organization.
3H-2	Leaders are responsible for ensuring these domains are well-aligned and mutually reinforcing.
3H-3	The purpose of the 3H framework is to foster an organizational culture where people are motivated and equipped to perform their roles effectively, ensuring the right actions are taken in the right way.

2.8 Customer Perceived Values
Customer perceived value is defined as customers' assessment of the worth of a product or service relative to what they exchange. This concept is crucial in sales transactions because it significantly impacts consumer behavior, including their purchase intentions (Blut et al., 2023)

Historically, the concept of customer perceived value was viewed through a unidimensional lens, primarily focusing on the idea of value for money. This perspective was straightforward, clear, and easy for consumers to grasp. However, this approach neglected the theoretical complexities and richer dimensions of customer perceived values, leading to a somewhat simplified understanding of consumer decision-making processes.  (Özgen and Reyhan, 2020) (Blut et al., 2023)

Therefore, a multidimensional perspective on customer perceived value gained popularity. This approach offers a more holistic view of the benefits associated with a product or service, categorizing them into various dimensions and values as identified by different scholars. This shift acknowledges that customers evaluate offerings based on multiple criteria, not just cost.  (Blut et al., 2023)

The consumers would not consider perceived sacrifices, even though they should take into account.   However, it was insufficient as they did not fully integrate the concepts of overall value and aggregate measures.(Blut et al., 2023)

(Blut et al., 2023) conducted a meta-analysis to evaluate various approaches to understanding customer perceived value. Their findings endorsed a comprehensive approach that integrates benefits, sacrifices, and overall value as the most effective model in capturing the true essence of customer perceived value across different contexts (Blut et al., 2023)

2.9 Health Belief Model
The Health Belief Model, developed in the 1950s, was originally designed to explain why many individuals failed to engage in preventive health measures and screenings designed to detect diseases early. Over time, this model was expanded to encompass behaviors related to managing a diagnosed sickness (Champion and Skinner, 2008, Becker and Maiman, 1975)


This model comprises some core concepts that estimate reason and how individuals act to safeguard against and screen, or manage an illness. These include perceived susceptibility to and severity of a disease, perceived threats, perceived benefits of action, perceived barriers to taking such action, and perceived self-efficacy in managing health-related behaviors (Champion and Skinner, 2008).

Furthermore, the model recognizes that an individual's behavior is not only influenced by these beliefs but also by external cues to action. These cues can be prompts from the media, advice from healthcare professionals, or observations of others’ behaviors. Additionally, demographic factors such as age, gender, socioeconomic status, and overall health knowledge also play significant roles in shaping health behaviors (Champion and Skinner, 2008). This comprehensive framework helps explain the complexities of health-related decision-making and continues to be a valuable tool in public health strategies.
                    
2.10	Summary
I have outlined theoretical frameworks and regulatory contexts including agency theory, legitimacy theory, stakeholder theory, the development of ESG regulations in Hong Kong, the regulatory structure for health supplements in Hong Kong, the 3H framework, customer perceived values, and the health belief model.

The upcoming discussions will cover the research approach and methodology, data collection, documents to be reviewed, interviews and questionnaire and pilot testing. 


3.	RESEARCH APPROACH AND METHODOLOGY
3.1	Introduction
I have outlined theoretical frameworks and regulatory contexts including agency theory, legitimacy theory, stakeholder theory, the development of ESG regulations in Hong Kong, the regulatory structure for health supplements in Hong Kong, the 3H framework, customer perceived values, and the health belief model in the last section.

I this section, I will discuss the research approach and methodology, data collection, documents to be reviewed, interviews and questionnaire and pilot testing. 
	
3.2	Research approach and methodology
This study’s structure is by reference on Research Onion model, which is created by Saunders, a widely recognised structure which offers a guidelines to analyse research design.  (Saunders et al., 2019)  (Melnikovas, 2018)	 

Positivism is one of the five philosophies and it is a dominant in business management.   (Isaeva et al., 2015)   Positivism may ignore the subjective experiences,  interpretivism can supplement and provide further  analysis and evaluation on the situation.   (Saunders et al., 2019).  

This study applies positivism, which highlight observable situation to provide credible data. (Saunders et al., 2019) However, to address the limitation of positivism, interpretivism will be used at the same time. This dual approach allows for a more comprehensive evaluation by including subjective comments and feedback from senior management and employees of Shunten.  (Isaeva et al., 2015)  

(Yin, 2018) suggests that a case study may be preferred when using a how or why research question than a what research question.  (Lee et al., 2024) adopted a qualitative single case study as a case study can answer “why” or “how” questions.  Besides, it can provide “face validity”.  The deep understanding of the corporate and interactions with its stakeholders can provide better understanding on their attitudes and intentions which are more meaningful than empirical studies as the results can also be easily identified by other researchers. (Lee et al., 2024)

The application of case study can allow the identification the factors in analysing the corporate strategies using 3H framework. As a result,  issues can be identified during the analysis in early stage so that some modifications are allowed during the case study. (Lee et al., 2024, Yin, 2003)
	(Gaya and Smith, 2016) considered a single case qualitative 	analysis is 	suitable for the study of strategic management.  
Although single-case design can be considered to be sufficient (Yin (2009)), there are some negative comments.  To overcome the negative feedbacks, I have to use others methods to support (Zaidah Zainal, 2007). Based on the above, this study adopts a mixed method research design.   

The survey provides general perceptions of frontline sales persons, followed by semi-structured interview with senior management and office staff to collect their opinions and personal experience so that the “Why” and “How” questions can be answered.  (Lee et al., 2024)

The interaction between me and the interviewees allow for deep interactions so that I can have better understanding of the rationale behind.  Therefore, I will use open-ended questions to probe more information from the interviewees. (Yang, 2002) (Lee et al., 2024)

3.3	Data collection 
I will use mixed method and the data collection is described as below:

Firstly, the information obtained during the one-on-one interviews with both senior management and staff who work at Shunten Group (Lee et al., 2024), the feedback obtained from the questionnaires; and the examination of different types of documents.  The inclusion of both qualitative and quantitative, and various sources of information can help to justify the reliability of data obtained and to assess the objectivity of data obtained.   (Lee et al., 2024)


	


3.4	Documents to be reviewed
	I will review all the publicly available documents of Shunten Group. The information includes the Placing documents for its IPO in 2013, annual reports, stock price information, media interviews with senior management. 

	Prospectus 
	I joined Shunten Group in 2011 and was person-in-charge for new listing and transfer to Main Board projects, and financial related matters.  Its shares got listed on GEM of the Stock Exchange in 2013 and got transferred to Main Board in 2015.  I left Shunten Group in 2016. 

	The history and development, business model, corporate strategies, the use of proceed for the placing money, relevant rules and regulations, and financial results have been discussed in the prospectus.  The prospectus was prepared by the management and approved by the board of directors.  The information in the prospectus is considered to be reliable as the financial advisor conducted due diligence, the lawyer completed the  verification work and the financial information was audited by auditor. 

Quarterly, interim and annual reports 
	The financial results and business performance has been discussed.  In particular, the use of proceeds and the relevant development were discussed in detailed. 
	
	Stock Price information
For the organisation performance, I will collect the stock price information via  public sources (e.g. Yahoo) for Shunten.   
	
	Media interviews with senior management 
	Throughout the years, there are media interviews with the senior management, which include the development of Shunten Group and provide better understanding of its strategy development.  	

3.5	Interview
	I will prepare research guideline to document all the interview questions so that all the questions will be discussed in the interviews.

	The interview questions are designed to address the following research questions as listed below:
1. The heart element: how could Shunten Group motivate its working team to believe in the implementation of corporate strategies?
2. How could Shunten Group develop and corporate strategies into its programmes, goals and objectives?
3. The hand element: How could Shunten Group consciously develop the competences required in team members for implementing corporate strategies?
4. The heart, head and hand integrated together: how could the 3H elements be integrated to effectively and efficiently implement Shunten Group’s corporate  strategies?

As a result, the Heart, Head and Hand under 3H framework will be discussed. 

	The interview questions are reference to (Lee et al., 2024) with some modification to fit the situation of Shunten:

	Domain
	Questions
	Source

	Heart
	1. What are the reasons for joining/staying with Shunten?
2. What is your understanding on the mission, vision and goals of Shunten? 
3. What are the values of Shunten?
4. What factors make them feel happy/comfortable for working in Shunten? 
5. What are the academic and work background?
	· Modified

	Head
	6. What are the Strength, Weakness, Opportunities and Threats of Shunten?
7. What are their view of corporate strategies of Shunten?
8. What is your understanding about the competitive advantages of Shunten?
9. How can be the corporate strategies of Shunten improve to meet is goal and objectives of Shunten?
	· Modified

	Hand
	10. What are the core competence and key resources for the success of Shunten?
11. What factors affect the bonus and career advancement in Shunten? 
12. Does Shunten provide you required resources or skills for your career development? 
	· Modified

	3H Integration
	13. What are the management styles of Shunten?
14. What would you suggest to add in delivering new strategies in the futures?
15. What are three major improvement areas of Shunten?
16. What are the key success factors of health supplement manufacturers?
	· Modified



To ensure the validity of data collect for the interview, I will collect feedback of the interview protocols and conduct pilot test of the interview questions.   I will invite (i) the former chief executive officer of Shunten who has more than 25 year’ experience in healthcare industry, and (ii) a co-founder of Shunen to give comment on how to improve the questionnaire.  I will meet the former chief executive officer and co-founder of Shunten to collect feedback on the interview questions  and amend the interview questions to improve.  Besides, I will invited 3 DBA students to comment on the interview questions instrument for the relevance and appropriateness to the research questions.  I will invite 1 senior management and 1 staff to provide feedback on the interview questions.  (Yeong et al., 2018)

3.6	Questionnaire
When developing the questionnaire, I shall examine the theories relate to the concepts. (Yang, 2002)

I have made reference to the questionnaire developed in previous literature to facilitate the efficient and effectiveness.  I will amend the items after the feedback collected from semi-structured interviews (Hannon et al., 2017)  

To test the validity of the content, I will test the questionnaire conduct a testing before the pilot testing.  I will invite 5 experts to provide comments to ensure the content validity and 3 potential participants to provide feedback to ensure face validity.  (Bishnoi, 2015)

It is considered to be reasonable to obtain feedback from 2-6 experts and potential participants.  (Kittur, 2023)

Content validity
I will invite (i) the former chief executive officer of Shunten who has more than 25 year’ experience in healthcare industry, and (ii) a co-founder of Shunten  to provide feedback on the questionnaire.  I will meet the former chief executive officer and co-founder of Shunten to collect feedback on the questionnaire and amend the questionnaire to improve.  (Kittur, 2023)

I will also invite 4 DBA students for comment on the questionnaire instrument for the relevance and appropriateness. (Kittur, 2023)     
 
Face validity 
The potential employees selected for completing the questionnaire are frontline sales persons.  I will invite 3 sales persons at Mannings to give feedback on the instrument. If they need further clarification, I will amend the questionnaire to facilitate the understanding. (Kittur, 2023)

The revised questionnaire will be adopted for pilot testing. Since the sales person may not be good at English, I will prepare Chinese version.  

I adopted Likert Type (5-point) and Likert Type (6-point) in the development of questionnaire as these are the major scales adopted int the development of the questionnaire. (DeVellis and Thorpe, 2021) (Robinson, 2018)

Socio-demographic factors, including but not limited to age, education, and gender will be included in the questionnaire.  

Likert Type (5-point) were adopted for the development of questionnaire.  To make the questionnaire more comprehensive, multiple choice and open-ended free text for additional details are incorporated (Naseri et al., 2024)

I adopted Likert Type (5-point) and Likert Type (6-point) in the development of questionnaire as these are the major scales adopted int the development of the questionnaire. (Robinson, 2018)

Statistical formulars is adopted to calculate the sample size. (Adhikari, 2021)

3.7	Pilot testing 
Questionnaire
A pilot testing will be conducted.  The purpose is to ensure the reliability of the questionnaire instrument, and test the administrative procedures of the questionnaire.  This helps me to identify problem earlier and improve the main study. 

Convenience sampling method is adopted for selecting the employees to complete the questionnaire.  30 employees will be selected.

My assistant and I will watch while the respondents complete the questionnaire to check if they have questions and need clarification.   We will give them a debriefing (about 10 minutes) when they finish the questionnaire so that we can clarify some key messages and correct mistakes in the questionnaire.  We can also re-confirm the responses what they want to reply and understand if they have any questions in understanding the questionnaires.  (Yang, 2002).

When the result of pilot testing is ready, I will use Cronbach’s alpha to test the reliability (Hazzi and Maldaon, 2015).  I will take 0.75 in Cronbach alpha (a). (Hannon et al., 2017) (Robinson, 2018).  

Although 0.5 Cronbach alpha (a) also accepted by (Yang, 2002), I will use Cronbach alpha of 0.75 to decide the reliability as the threshold as the latter literatures also suggested 0.75 in Cronbach alpha (a). (Hannon et al., 2017) (Robinson, 2018).  

Statistic software
I will use Jamovi software to analsye the result.  

The result of descriptive statistics, results of ANOVA, result Cronbach a, Pearson correlation coefficient, correlations matrix and regression analysis will be generated by Jamovi software.
	
	Interview
	I will prepare research consent form and use the set of questions for pilot testing with 1 senior management and 1 staff. After the interview, I will amend the wording of the interview questions for further clarification, if any.	

3.8	Summary
	

I have outlined research approach and methodology, data collection, documents to be reviewed, interviews and questionnaire and pilot testing. 

The upcoming discussions will cover the discussion of findings base on documents reviewed, expected results, limitations and research schedules. 

4.	DISCUSSION ON FINDINGS – DOCUMENTS REVIEWED
	THE APPLCIATION OF 3H FRAMEWORK IN THE CORPOATE STRATEGIES OF SHUNTEN GROUP	

Background
The principal activities of Shunten International (Holdings) Limited (Shunten) and its subsidiaries (collectively named “Shunten Group” or the “Group”) are the marketing and trading of supplements and beauty supplements and products mainly in Hong Kong.  The products are mainly sold at Mannings, annual Hong Kong Brands Products Expo and its membership club, namely Wisdom Club. (Royal, 2013b)

Health Supplements are products that include nutrients which are intended to supplement a normal diet or to improve inner health, including the liver, immune system, and bones, although they are not designed for use as treatment for diseases.  (Royal, 2013b)

Health Supplements are products that do not require a doctor’s prescription and are distinct from non-prescription medicines, including pain reliever, cough or cold therapies, and antihistamines. (Herbs, 2024) 

Beauty Supplements are orally products that are intended to improve the body shape and skin conditions.  (Royal, 2013b)

The products of Shunten Group are sold under its proprietary brands and private label brands specifically developed for and owned by Mannings. During the year ended 31 March 2024, the key proprietary branded products are “Royal Medic”, “Legend”, “MeltyEnz”, “CleansingEnz”, “La Gusto”, “HARUKA” and “Mr. 75”, and the key private labelled branded product is “HealthProof”.  (Shunten, 2024)

The share of Shunten has been listed on the GEM of The Stock Exchange of Hong Kong Limited (the “Stock Exchange”) in 2013 (Royal, 2013a) and got transferred to Main Board in 2015. (Royal, 2015)

The demand for health supplements in Hong Kong is high and continues to increase.   (Royal, 2013b) (Herbs, 2024)

An estimation by IPSOS in 2013 projected that the total retailed sales value of health supplements in Hong Kong would reach HK$4.2 billion by 31 March 2015  (Royal, 2013b)

A report Frost & Sullivan in 2024 indicated that the total retailed sales value of health supplements in the Hong Kong market grew from HK$9 billion in 2019 to HK$10 billion in 2023.  Furthermore, it is forecasted that the total retailed sales value of health supplements will reach HK$12.7 billion by 31 December 2028.  We can also see the penetration of online sales as the surge in online health supplements sales can be attributed to several factors, including the convenience and accessibility offered by online platforms.  (Herbs, 2024)

The increase in demand of health supplements in Hong Kong is mainly due to (i) the increase in personal income and health awareness, (ii) the increase in ageing population, and (iii) and the increase in tourists.  (Royal, 2013b) (Herbs, 2024)

Hong Kong's health supplement market reflects significant competitiveness with the presence of 200 to 300 providers. These include both local and international companies, indicating a diverse market landscape. However, despite the large number of competitors, the market is characterized by a high degree of concentration. In 2023, the leading ten health supplement providers significantly shaped the market landscape, capturing 68.7% of the total retail sales value of health supplements. This dominant market share signifies a highly consolidated market structure, characterized by the predominance of a few major companies. These leading companies exert considerable influence on market trends, pricing strategies, and product availability, effectively setting the standard for competition and consumer choices within the industry. This concentration of market power in the hands of a few large players highlights the challenges new entrants face in establishing a presence and suggests a barrier to broader diversity in product offerings and innovation.


This concentration suggests that these top companies have strong brand recognition, consumer trust, and substantial marketing and distribution capabilities that set them apart from smaller competitors. For new entrants or smaller players, competing in such an environment could be challenging, requiring innovative strategies, niche market targeting, or unique product offerings to gain a foothold. (Herbs, 2024)

The health supplement industry operates under stringent regulatory oversight. Strict regulations and comprehensive labeling requirements are in place to safeguard the interest of consumers.  (Royal, 2013b) (Herbs, 2024)

H1.	Heart-oriented leadership is the first factor which is considered to be necessary.   The leaders engage the team and motive its team members to perform. 
		
In September 2023, Shunten adopted a share option scheme and its purposes are to motivate its employees to have better performance and to align the goal between Shunten and its employees. (Royal, 2013b)

The grant of share option can not only reduce the agency  issue (Mawanza, 2014) but motivate employees.  (Royal, 2013b)

Besides, Shunten adopts a progression commission policy so that the sales persons can enjoy commission by reference to their sales contribution, and the sales commission is included in selling and distribution expenses. (Shunten, 2024)

Shunten organsied overseas trip for is sales persons to motivate its employees. (經一編輯部, 2019)

Shunten has 274 employees.  Although Shunten conducts exit interviews to understand the reasons of resignation so that the turnover rate can be improved, the staff turnover rate for Hong Kong region is about 48% and the staff turnover rate for staff ageing below 30 is about 115% in 2023/24.    (Shunten, 2024)

I do not have information the reasons for employees join or stay with Shunten.  I will obtain information during the interviews with senior management and employees.  Besides, I will select senior management and staff from Human Resources Department to understand the reasons for the resignation and the high turnover rate in 2023/24. 

Through the interview, I can understand the key motivating factors of the employees of Shunten Group.  This can provide meaningful insight for the senior management and Human Resource Department how to recruit and retain its talents and reduce its employee turnover rate.

Besides, it is crucial for Shunten to motivate the employee to join the mission of Shunten so that they are willing to do more and achieve more.  

H2.	Head-oriented leadership is the second factor which is considered to be necessary.   This is about the effectiveness of the design and implement of corporate strategies. 

Shunten consider the brand recognition it key successfully factors for its business.  It engages popular brand ambassadors to be its spoke persons and place advertisement in different channels.   (Royal, 2013b)  

In 2023/24, it spent about HK$54.5m selling and distribution expenses, which is accounted for 23.1% of its revenue.  The selling and distribution expenses include sales commission, payment to brand ambassadors and advertisement costs. (Shunten, 2024)

Shunten also adopted a market-oriented product development strategy.  The members of product development committee comprise of Head of Sales, Head of Marketing, Chief Production Officer, legal counsel and the chief financial officer.   (Royal, 2013b)  

The products are well recognised by the general consumers.  Its two hero products, namely Royal Medic CS-4 and RM Broken Ganoderma Spore were ranked first in their product category by AC Nielsen in Year 2013.  (Royal, 2013b)  

Shunten understand that importance of distribution channel and it develops strategic relationships with Mannings and make use of its extensive retail network and it achieve high penetration rates for its products.  Besides, Shunten set up counters and Mannings and employs sales persons to sell the products at the outlets of Mannings.  This strategy is considered to be successful and it continues.  (Royal, 2013b)  

However, it seems that Shunten places not enough focus on the compliance matters. It had different non-compliance records in relation to different rules and regulations.  It received warning letters from Department of Health about the non-compliance of Undesirable Medical Advertisements Ordinance (Chapter 231, the Laws of Hong Kong) and use restricted wordings in product labels and advertisements.  The internal control has been strengthened during the listing exercises.   (Royal, 2013b)  

It adopted a new strategy to develop markets in overseas and applied about HK$6.7million to promote its brand in overseas markets. (Royal, 2013b)  (Royal, 2017)

However, the progress was so slow and it only spent about HK$2.7M in aggregate during the period from 2013 to 2017.  The revenue contribution from overseas market was insignificant.
(Royal, 2017)
	
	It’s time for Shunten to review its strategic position for strategy development.  The desktop review can build the awareness of the time for review.  However, it cannot answer what are the strength, weakness, opportunities and threats of Shunten.  These can be achieved by conducting the semi-structured interviews with its senior management and employees.

H3.	Hand-oriented leadership is the third factor which is considered to be necessary.   This is about the competence effectiveness for strategy implementation. 

Although Shunten provides training programs to its employees, the training hours per employees are ranging from 0,91 hours to 3.81 hours.  (Shunten, 2024)  It may not be sufficient.  For example, the implementation of ESG disclosure may require more resources. 
	
	To achieve the corporate strategy, Shunten requires to allocate sufficient resources so that it can be competence enough to implement the strategy effectiveness.  The resources required has not been known yet.  Again, I will obtain these information  by conducting the semi-structured interviews with its senior management and employees.
	
Effective integration of 3H Domains 

Based on the above discussion, further information to be obtained during the semi-structured interviews with its senior management and employees so that I can analyse Heart-Oriented Leadership (H1), Heart-Oriented Leadership  (H2) and Head-Oriented Leadership  (H3) in more details.  The discussion can provide Shunten insight to understand it current situation and strategic position.  Besides, the information obtain can provide director how to improve so that the employees can be motivated to achieve corporate goals, effective strategies could be developed and implemented effectively.  

In the study, I will analyse how 3H can be integrated effectively in Shunten so that the financial performance and corporate values can be improved. 

In the past 5 years, Shunten incurred losses for more than three years and the profit for Year 2023/24 was about HK$0.5M.  Besides, Shunten did not declare dividend in Year 2022/23 and Year 2023/24 even though it was profitable.  (Shunten, 2024)

5.	EXPECTED RESULTS
The expected benefits of the study is to analyse the corporate strategy implementation of Shunten Group using 3H framework and provide Shunten Group a better understanding of how it does well and how it can further improve in designing and implementing corporate strategies.  Besides, it provides an opportunities for Shunten to understand the resources required so that its senior management and staff and perform better. 

I expect that the 3 Domains are required in corporate performance and the linkage will affect the effectiveness of the corporate strategy implementation.  The effective 3H integration will positively affect the corporate performance and corporate valuation. 

6.	LIMITATIONS 
Although mixed method is used, the analysis focus on Shunten Group.  Accordingly, the generalisation of the study is limited.  Besides, the conditions and situation of Shunten is unique and the findings may not represent a wider tenders and the findings may not be applicable to other cases.

Although 3H framework  has been used by existing literatures and well recognised, it is still in the exploratory stage.  (Lee et al., 2024)

7.	RESEARCH SCHEDULE

	Period
	Tasks

	Months 1-6
	Reviewing existing literatures 
Extensive review of documentation of Shunten Group
Design of questionnaire by reviewing existing literatures
Test the questionnaire and research questions by interviewing with expert and potential candidates
Revision of the questionnaire and research questions 

	Months 7-9
	Pilot Study Plan
Collect data from the Stock Exchange and Blomberg

	Months 10-15
	· Conduct questionnaire 
· Interview with different senior management of Shunten Group

	Months 16-18
	· Preliminary analysis

	Months 19-22
	· Writing up the research

	Month 23-24
	· Finalisation of the research



8.	CONCLUSION
This study provides Shunten Group a better understanding of how it does well and how it can further improve in designing and implementing corporate strategies.  Besides, it provides an opportunities for Shunten to understand the resources required so that its senior management and staff and perform better. 

It provides an application to 3H framework which may provide the similar results as existing literatures that can support the reliability of 3H framework’s application in different perspectives.
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