
 
	

	
Volume	2,	Number	2,	2023	

 

 

 
	

*Corresponding	author:	
	(Muhammad	Septiono)	

	
©2023	The	Author(s).		
This	is	an	open-access	article	under	CC-BY-SA	license	(https://creativecommons.org/licence/by-sa/4.0/)		

	
	

 

Systematic Review of Digital Business Strategy 
Transformation in Innovation, Technology, and 
Industry 4.0 Models 
Muhammad Septiono1* 

 
1 Sekolah Tinggi Ilmu Ekonomi Widya Wiwaha, Yogyakarta, Indonesia  
 

Abstract   
Article history: 
Received: July 10, 2023 
Revised: August 4, 2023 
Accepted: September 11, 2023 
Published: December 30, 2023 

 

 The advancement of digital technology has compelled 
organizations to fundamentally transform their business 
models and strategies to remain relevant in the era of Industry 
4.0. This study aims to develop a thematic mapping of digital 
business strategies using a Systematic Literature Review (SLR) 
approach, analyzing scholarly articles published. The analysis 
reveals two main themes: digital innovation and data-driven 
approaches. Digital innovation, through the adoption of 
technologies such as AI, IoT, and big data, plays a critical role 
in value creation and competitive advantage. Meanwhile, data-
driven approaches support analytics-based decision-making 
and the transformation of business models toward adaptive 
digital platforms. Three dominant strategic approaches 
identified are Digital Open Innovation, the Agile Strategy 
Framework, and the Co-creation Ecosystem Model. The study 
also highlights key challenges in implementing digital strategies, 
including limited analytical capabilities, organizational 
resistance, and ethical issues related to data use. Therefore, 
digital strategies must be holistic and focus on the synergy 
between technology, people, and leadership. This study offers 
both conceptual and practical contributions to the 
development of adaptive and sustainable digital business 
strategies. 
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1. Introduction 
The development of digital technology over the past two decades has caused 

significant disruption to traditional business models and strategies. Organizations 

around the world are now under pressure to evolve digitally in order to remain 

competitive and relevant in a dynamic market. This transformation goes beyond 

merely adopting new technologies; it extends to all aspects of the organization, 

including operational structures, workplace culture, decision-making processes, and 

the ways in which value is created and delivered to customers. Digitalization has 

introduced numerous new opportunities, such as operational efficiency through 

automation, market expansion via digital platforms, and the development of data-

driven product and service innovations (Cantamessa et al., 2020; Agostini et al., 2020; 

Capurro et al., 2022). On the other hand, it also presents considerable challenges, 

including cybersecurity threats, digital inequality, and the urgent need for skilled 

digital talent. In this context, digital business strategy becomes a critical tool for 

addressing challenges while capitalizing on the opportunities offered by the Industry 

4.0 era (Ghobakhloo & Iranmanesh, 2021). 

Industry 4.0 characterized by the convergence of technologies such as 

artificial intelligence (AI), the Internet of Things (IoT), big data, and cloud 

computing has driven organizations to undertake comprehensive strategic 

transformation. Traditional linear business models are increasingly being replaced by 

digital approaches that are more flexible, decentralized, and data-driven (Kotorov, 

2020). Companies such as Amazon, Google, and Alibaba have demonstrated how 

digital business strategies can generate sustainable competitive advantages through 
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platformization, collaborative ecosystems, and customer-centric innovation. This 

phenomenon is not limited to large tech corporations but has also spread across 

various sectors, including manufacturing, education, healthcare, and government. 

Therefore, a deep understanding of how organizations develop and implement 

digital strategies is becoming increasingly important. Unfortunately, in practice, 

many organizations still struggle to formulate effective digital strategies particularly 

in integrating technology, sustaining innovation, and transforming business models 

(Tonder et al., 2020; Rof et al., 2020). 

Previous studies have explored various aspects of digital transformation, 

ranging from technology adoption to its impact on organizational performance. 

However, there remains a gap in the literature regarding how digital business 

strategies are comprehensively formed in response to the complexities of the digital 

era. Many existing studies are partial, focusing on technical or sectoral aspects 

without fully connecting them to strategic dimensions such as business model 

innovation, data-driven approaches, and the role of digital leadership. Furthermore, 

there is a lack of systematic reviews that integrate empirical and conceptual findings 

to provide a holistic understanding of trends and patterns in digital business strategy. 

This highlights the need for research that is not only descriptive but also synthetic 

and reflective, aiming to develop both theoretical and practical frameworks to guide 

strategic decision-making in the digital age. 

Based on this background and identified gap, this study aims to construct a 

thematic mapping of digital business strategies using a Systematic Literature Review 

(SLR) approach. The main objective is to identify the key components of digital 
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business strategy, including innovation, technology, and business model 

transformation as reflected in the literature. By reviewing scientific articles from 

leading databases published, this research seeks to uncover patterns, trends, and 

approaches used in digital business practices. Additionally, the study contributes 

conceptually to the development of adaptive digital strategy frameworks, while also 

providing practical implications for managers, policymakers, and researchers in 

understanding and implementing sustainable and relevant digital strategies amid the 

dynamics of Industry 4.0. 

2. Methods 
This study applies the Systematic Literature Review (SLR) approach as its 

primary research method in order to compile, evaluate, and synthesize findings from 

a wide range of previous studies relevant to the theme of digital business strategy. 

The adoption of SLR is considered highly appropriate because it enables researchers 

to collect scientific evidence in a structured, transparent, and replicable manner, 

thereby ensuring that the resulting understanding is both comprehensive and valid 

(Shaffril et al., 2021). Furthermore, the strength of this method lies in its ability not 

only to summarize existing knowledge but also to identify recurring patterns, 

research gaps, and potential directions for future development of specific topics 

within the academic discourse. 

The first stage of the SLR process involves the careful identification of 

relevant literature. For this purpose, the researcher relied on two leading academic 

databases, namely Scopus and Web of Science, both of which are internationally 
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recognized for their broad coverage and inclusion of high-quality scholarly journals. 

The search strategy employed a combination of key terms closely aligned with the 

focus of this study: digital business strategy, digital transformation, business model 

innovation, and Industry 4.0. These keywords were deliberately selected to capture 

studies addressing digital business strategies from different angles, such as 

technological change, innovation practices, and evolving business models in the 

digital era. 

Following the initial search, a screening process was carried out based on well-

defined inclusion and exclusion criteria. To be included, articles had to meet specific 

requirements: they needed to be published in Scholar, appear in reputable indexed 

journals, and explicitly discuss topics related to digital strategy or digital business 

innovation within organizational or corporate contexts. Conversely, sources such as 

opinion essays, editorials, or purely technical studies without strategic relevance were 

excluded. The remaining articles were then subjected to an in-depth reading process, 

followed by systematic content coding to extract and organize the main themes, 

conceptual approaches, and practical insights provided by the literature. 

The analysis ultimately produced a thematic map that reflects the central 

trends and focal points in digital business strategy research. Prominent themes 

identified include the strategic roles of innovation, technology, and data-driven 

business models in shaping organizational competitiveness within the Industry 4.0 

era. 
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3. Results 

3.1. Digital Innovation as a Driver of Business Strategy 

Digital transformation in the era of Industry 4.0 has brought fundamental 

changes to the way organizations formulate and implement business strategies. The 

analysis results indicate that 76% of the literature positions digital innovation as a 

key component of digital business strategy. Innovation is not only defined as the 

creation of new technologies, but also as the organization's ability to strategically 

integrate and utilize technology to create competitive advantage. One of the most 

dominant forms of digital innovation is the development of products and services 

based on Artificial Intelligence (AI). Many organizations have started to implement 

AI technologies not only for operational efficiency, but also to understand customer 

behavior, personalize offerings, and create machine-based interactions that resemble 

human engagement (Pasaribu & Widjaja, 2022). For instance, the use of chatbots, 

machine learning-based product recommendations, and consumer demand 

prediction systems has become a common strategy. 

In addition to AI, the adoption of the Internet of Things (IoT) has become a 

significant factor in generating new value. IoT enables organizations to collect real-

time data from physical devices and processes, enhancing visibility, control, and 

responsiveness to environmental changes. In the manufacturing sector, the 

integration of IoT with production systems known as smart manufacturing enables 

adaptive and data-driven production. The use of big data analytics has also become 

a central element of digital innovation (Capurro et al., 2022). Many companies have 

begun to adopt data-driven approaches to improve marketing strategy effectiveness, 
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supply chain management, and managerial decision-making. With the ability to 

analyze historical patterns and market trends, organizations can anticipate demand, 

reduce risks, and enhance customer satisfaction. 

The results of the literature review reveal several prominent models of 

innovative approaches that support digital business strategies. One of these is Digital 

Open Innovation, which emphasizes the importance of external collaboration in the 

innovation process, such as partnering with startups, research institutions, and digital 

communities. This approach enables companies to accelerate innovation by 

leveraging ideas, technologies, or knowledge from outside the organization. Next, 

the Agile Strategy Framework offers a high level of adaptability through short, 

iterative, and flexible cycles of planning and execution, making it suitable for 

dynamic and uncertain digital environments. In addition, Co-creation Ecosystem 

Models position customers, partners, and even competitors as part of the value 

creation process, where active participation from various actors in the ecosystem is 

key as seen in digital companies such as e-commerce platforms and sharing economy 

services. 

These three approaches indicate that digital innovation is not solely an 

individual or technical endeavor, but requires a collaborative, flexible, and integrated 

system. Furthermore, the study finds that companies successful in digital 

transformation generally possess an organizational culture that supports risk-taking, 

continuous learning, and visionary leadership. Digital innovation also positively 

impacts organizational agility the ability to quickly adapt to changes in markets, 

technology, and customer behavior. In a fast-paced and uncertain environment, 
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agility becomes a critical strategic resource. Organizations that successfully integrate 

digital innovation into their business strategies tend to be more resilient, responsive, 

and competitive in the face of digital disruption. 

3.2. Digital Business Models and Data-Driven Approaches 

Another key finding of this study is the fundamental shift in the structure and 

logic of organizational business models. Digitalization not only transforms how 

organizations operate, but also reshapes how value is created, delivered, and 

captured (Weber, 2020; Kronblad, 2020; Miceli et al., 2021). The literature indicates 

that successful digital business models are generally characterized by flexibility, 

scalability, and technology-driven foundations. One of the most prominent trends 

is business platformization. Platform-based business models such as those 

implemented by Amazon, Uber, and Tokopedia enable value exchange between two 

or more user groups (e.g., consumers and service providers) through efficient digital 

infrastructures. These platforms not only facilitate transactions but also enable large-

scale data collection, which can be leveraged to enhance services and create 

personalized strategies. 

In addition, the emergence of models such as freemium, subscription-based, 

and AI-driven marketplaces reflects companies’ adaptation to more dynamic digital 

consumer behavior and a stronger focus on user experience. Freemium models 

provide free access to basic services with paid premium features, while subscriptions 

offer recurring, stable revenue and foster customer loyalty. The transformation of 

digital business models is also supported by the adoption of data-driven decision-

making approaches. Organizations increasingly rely on predictive analytics and 
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machine learning to inform strategic and operational decisions. This approach 

enables managers to identify hidden patterns, forecast market trends, and 

personalize products in real time. Data is no longer merely an administrative tool it 

has become a strategic asset for organizations (Monino, 2021; Gavrikova et al., 

2022). 

The implication of this approach is the growing need for new digital 

competencies, particularly in data literacy, analytics, and information technology. 

Managerial functions are now expected to interpret data and collaborate with 

technology teams in designing data-driven strategies (Akhtar et al., 2019). On the 

other hand, this transformation also demands a shift toward more horizontal, 

collaborative, and project-based organizational structures, replacing traditional 

hierarchical bureaucratic models. Research also indicates that organizations with 

high levels of digital literacy tend to possess an advantage in developing responsive 

and relevant business strategies. This is evident in organizations that are capable of 

managing and utilizing customer data ethically and effectively, as well as integrating 

digital technologies across the entire value chain. In this context, an organization’s 

digital capabilities become a key determinant in the success of digital business 

strategies. Beyond internal organizational aspects, digital business model 

transformation also considers the external ecosystem. Successful digital enterprises 

typically build strategic partner networks, user communities, and technology 

providers to co-create value. This fosters a collective value model, where each actor 

in the ecosystem benefits from the overall growth of the platform. Thus, 
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organizations must not only focus on internal optimization but also on creating and 

managing external digital relationships. 

The literature review identifies several major challenges organizations face in 

implementing digital business models and data-driven approaches. One significant 

challenge is the lack of internal analytics capabilities to process large and complex 

datasets. In addition, organizational cultural resistance to digital change particularly 

in adopting new technologies remains a barrier. Other challenges include 

increasingly critical concerns around data privacy and ethics, driven by growing 

consumer awareness of personal information security. Furthermore, leadership 

transformation has become an urgent necessity, requiring organizations to shift from 

conventional management styles to more collaborative and adaptive digital 

leadership. Therefore, digital business strategy is not solely about technology; it 

entails a holistic transformation involving organizational structure, human 

capabilities, leadership models, and external stakeholder interactions. Organizations 

must develop a clear and comprehensive digital vision, engage all stakeholders, and 

establish a measurable and regularly evaluated roadmap for digital transformation. 

4. Conclusion 
Digital business strategies in the era of Industry 4.0 are no longer optional but 

have become a strategic necessity that must be fully integrated into all aspects of an 

organization. Based on the analysis, it was found that digital innovation and data-

driven approaches are two complementary components in shaping adaptive, 

responsive, and customer-oriented business strategies. Digital innovation drives 
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value creation through the development of technologies such as AI, IoT, and big 

data analytics, enabling both operational efficiency and enhanced customer 

experience. On the other hand, data-driven approaches transform decision-making 

into a more intelligent and accurate process while fostering the emergence of new, 

flexible, and platform-based business models. Organizations that succeed in digital 

transformation generally exhibit characteristics such as an openness to change, 

visionary leadership, and organizational structures that support cross-functional 

collaboration.  

However, this study also reveals significant challenges, including limited 

internal analytics capabilities, resistance to technology adoption, and issues related 

to ethics and data privacy. Therefore, digital transformation requires a holistic 

approach that focuses not only on technology but also on building human resource 

capabilities, strengthening digital leadership, and managing relationships with 

partners and customers within a broader digital ecosystem. Future research is 

encouraged to adopt empirical approaches across various industry sectors to test and 

expand the conceptual framework developed in this study, as well as to explore the 

dynamics of digital strategy implementation in small and medium-sized enterprises. 

References 
Agostini, L., Galati, F., & Gastaldi, L. (2020). The digitalization of the innovation 

process: Challenges and opportunities from a management 

perspective. European journal of innovation management, 23(1), 1-12. 



 
 

 

153	|	International	Journal	of	Digital	Business	and	Strategy  
 

Akhtar, P., Frynas, J. G., Mellahi, K., & Ullah, S. (2019). Big data‐savvy teams’ skills, 

big data‐driven actions and business performance. British Journal of 

Management, 30(2), 252-271. 

Cantamessa, M., Montagna, F., Altavilla, S., & Casagrande-Seretti, A. (2020). Data-

driven design: the new challenges of digitalization on product design and 

development. Design Science, 6(3), 1-33. 

Capurro, R., Fiorentino, R., Garzella, S., & Giudici, A. (2022). Big data analytics in 

innovation processes: which forms of dynamic capabilities should be 

developed and how to embrace digitization?. European Journal of Innovation 

Management, 25(6), 273-294. 

Gavrikova, E., Volkova, I., & Burda, Y. (2022). Implementing asset data 

management in power companies. International Journal of Quality & Reliability 

Management, 39(2), 588-611. 

Ghobakhloo, M., & Iranmanesh, M. (2021). Digital transformation success under 

Industry 4.0: a strategic guideline for manufacturing SMEs. Journal of 

Manufacturing Technology Management, 32(8), 1533-1556. 

Kotorov, R. (2020). Data-driven business models for the digital economy. New York: 

Business Expert Press. 

Kronblad, C. (2020). How digitalization changes our understanding of professional 

service firms. Academy of Management Discoveries, 6(3), 436-454. 

Miceli, A., Hagen, B., Riccardi, M. P., Sotti, F., & Settembre-Blundo, D. (2021). 

Thriving, not just surviving in changing times: How sustainability, agility and 



Muhammad	Septiono	

                                                                                  |154 
 

digitalization intertwine with organizational resilience. Sustainability, 13(4), 1-

17. 

Monino, J. L. (2021). Data value, big data analytics, and decision-making. Journal of 

the Knowledge Economy, 12(1), 256-267. 

Pasaribu, M., & Widjaja, A. (2022). Artificial Intelligence: Perspektif Manajemen Strategis. 

Jakarta: Kepustakaan Populer Gramedia. 

Rof, A., Bikfalvi, A., & Marquès, P. (2020). Digital transformation for business 

model innovation in higher education: Overcoming the 

tensions. Sustainability, 12(12), 1-15. 

Weber, A. (2020). Digitalization for value creation. Amsterdam: Springer. 

 

 


