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ABSTRACT With the advent of the digital economy, Chinese enterprises are facing major strategic
opportunities for business practice. At the same time, in-depth digitalization has greatly unlocked the
potential for innovation. Business model innovation has become a key path for enterprises to gain competitive
advantage. However, the innovative situation in the digital age poses new challenges to the enterprises’
strategic change decision-making. How do enterprises sharply capture and quickly adapt to the dynamic
changes of the environment, and further use business model innovation to achieve the strategic goal of
achieving excellent performance, which is not only an important issue of concern to the theoretical scholars,
but also a ‘‘secret’’ that enterprises’ management decision-making practices are constantly exploring.
This study investigates how enterprises can achieve high levels of enterprise performance under different
configurations of strategic orientation and business model innovation, which introduces efficiency-centered
and novelty-centered business model innovation as mediator, and a theoretical framework of ‘‘strategic
orientation-business model innovation-enterprise performance’’ was established to explore the realization
path of the strategic orientation’s effect mechanism on enterprise performance. It uses 245 data from Xi’an,
Chengdu, Chongqing, and other high-level enterprise managers in Northwest China as samples, besides that
partial least squares structural equation modeling (PLS-SEM) and fuzzy-set qualitative comparative analysis
(fsQCA) are used for empirical analysis of the data. The results provide support for the strategic orientation’s
role for business model innovation and enterprise performance. Furthermore, different configurations of
strategic orientation and business model innovation conditions lead to better enterprise performance.

INDEX TERMS Strategic orientation, efficiency-centered business model innovation, novelty-centered
business model innovation, PLS-SEM, fsQCA.

I. INTRODUCTION
The emerging digital technologies such as the industrial Inter-
net, big data, the Internet of Things, and artificial intelligence
are integrating digital as a new production factor and influ-
encing the enterprise’s innovation [1]. Changing the nature
of innovation, expanding and improving traditional innova-
tion theories [2]. The digital economy has become the most
dynamic, innovative, and extensive economic form, as well
as one of the main growth engines of the national economy
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[3]. At the same time, a large number of business models
that can create superior performance for enterprises continue
to be spawned, and have become the key path to gaining
advantages in the context of compressed strategic cycles [4].
In order to better adapt, respond, and reshape the environ-
ment, enterprises need to continuously carry out business
model innovation under the overall strategic direction in order
to win the possibility of gaining strategic initiative in market
competition [5]. In fact, in the innovation context of the digital
economy, the blurring of industry boundaries is gradually
increasing, the heterogeneity of market demand is growing,
and the uncertainty faced by enterprises is becoming more

VOLUME 10, 2022

This work is licensed under a Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 License.
For more information, see https://creativecommons.org/licenses/by-nc-nd/4.0/

72671

https://orcid.org/0000-0002-6520-0295
https://orcid.org/0000-0002-9144-447X


H. Dong, B. Wang: Direct and Configurational Paths of Strategic Orientation

and more significant (e.g., the frequent occurrence of uncer-
tainties such as international trade conflict and COVID-19),
which makes it more difficult for enterprises to accurately
understand and judge their target markets and poses new chal-
lenges to their strategic change decision-making process [6],
[7]. Therefore, how to better perceive and respond to envi-
ronmental changes and break through the original internal
orientation constraints of strategic orientation through the
realization of business model innovation process has become
a key issue to be researched and discussed by the theoretical
community and corporate strategic management decision-
making practice.

The academic search for the relationship between strategic
orientation and enterprise performance has continued, and
research has expanded the theory of strategic orientation
and achieved rich and valuable results, deepening the under-
standing of scholars in related fields about the mechanisms
of strategic orientation on enterprise performance [8]–[10].
As research progresses, scholars have found that business
model innovation, as a key creative activity at the strategic
level, is closely related to organizational strategic factors and
that different strategic orientations have different understand-
ings of their own strengths that influence the business model
innovation process [11]. The strategic choice of the enterprise
and the business model elements not only play a key role in
the enterprise’s performance, but also the degree of matching
between them has an important impact on the level of perfor-
mance [12]. However, the existing studies on the mechanisms
of strategic orientation on enterprise performance are silent
on how enterprises choose to carry out innovation activities
through strategic orientation. The important role of business
model innovation as a value capture tool in the process of
strategic orientation for enterprise performance improvement
has been neglected. In addition, many corporate managers
are often overwhelmed when dealing with the impact of the
complexity of strategic orientation or business model inno-
vation on enterprise performance, and do not know which
factors should be prioritized, what the key points are, and
how to develop a path to improve enterprise performance.
Therefore, exploring the mechanism of linkage matching
between strategic orientation and business model innovation
is of great significance for corporate managers to improve
enterprise performance in the context of high environmental
uncertainty.

By reviewing the literature and research on strategic
orientation theory and business model innovation, and tak-
ing 245 Chinese enterprises as the research object, this study
discusses the impact of strategic orientation on business
model innovation and enterprise performance. In this study,
fuzzy set qualitative comparative analysis (fsQCA) and par-
tial least squares structural equation modeling (PLS-SEM)
were used for data analysis. It was found that technology
orientation, market orientation, and entrepreneurial orienta-
tion have a significant positive impact on business model
innovation. Business model innovation has a positive impact
on enterprise performance. In addition, business model

innovation mediates the relationship between technology ori-
entation, market orientation, entrepreneurial orientation, and
enterprise performance. This study helps to deepen the under-
standing of Chinese enterprises to realize business model
innovation and enterprise performance through strategic ori-
entation, and has profound theoretical and practical value.
This paper innovatively introduces the mediating variable of
business model innovation, constructs a theoretical frame-
work of ‘‘strategic orientation-business model innovation-
firm performance’’, deeply analyzes the key role of efficiency
and novel business model innovation in the influence of
strategic orientation on firm performance, further improves
and enhances the explanatory power of strategic orienta-
tion on firm performance change, deepens the study of the
mechanism of strategic orientation on firm performance, and
thus guides and inspires the innovation exploration of Chi-
nese firms. Exploring the mechanism of strategic orientation
on enterprise performance is valuable to expand the theory
and guide the practice of strategy selection. Can different
types of business model innovation and how to enhance
the quality of implementation of different strategic orien-
tations to better achieve value creation and value capture?
These are the key questions that need to be addressed in this
paper.

The structure of the article is as follows: Section 2 summa-
rizes the theoretical background of the article and proposes
the research hypothesis. Section 3 introduces the question-
naire and variable measurement methods, analyzes the ques-
tionnaire data and measurement scale validity, and introduces
the research methods. Section 4 presents the results of the
study. Section 5 summarizes the conclusions of the article,
discusses the theoretical and practical value of this study, and
briefly describes the main limitations of this study and some
possible future research directions.

II. THEORETICAL BACKGROUND AND RESEARCH
ASSUMPTIONS
A. STRATEGIC ORIENTATION
Strategic orientation. The essence is the overall understand-
ing and cognitive interpretation of the external environment
and internal resources of the enterprise [13], [14]. Existing
studies have defined and diversified the elements of strategic
orientation through case studies or empirical studies, such
as market orientation [15], [16], technology orientation [17],
entrepreneurial orientation [18], innovation orientation [19],
learning orientation [20], etc. In fact, in the process of enter-
prise strategic management, different strategic orientations
at different development stages endow the enterprise with
different understandings of the external environment and
internal resource advantages, prompting it to select strategic
priorities based on its own factor endowments and the cur-
rent situation. and strategic feature design [21], [22]. There-
fore, the rational choice of strategic orientation provides the
possibility for enterprises to cope with market competition
and turbulent and changing industry environment, obtain
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existing resources and break through the constraints of
current resources.

A widespread and profound digital revolution is com-
ing [23]. Traditional enterprises are facing a borderless, inter-
active and uncertain environment [24], especially in reality,
enterprises are faced with the dilemma of ‘‘not transforming
is waiting for death, transforming is looking for death’’,
which has led to extensive attention and heated discussions
on strategic orientation and layout among enterprise man-
agers [25], [26]. In fact, whether an enterprise can accurately
grasp the strategic orientation and truly transform its core
competitive advantage into enterprise performance depends
on the degree to which it obtains resources through con-
tinuous innovation activities: a market-oriented enterprise
can meet the ever-changing Customer needs, help them
acquire intangible resources to build core capabilities and
competitive advantages; technology-oriented enterprises can
continuously build excellent technology-sensitive capabili-
ties, high-quality core technical knowledge, flexible module
design mechanisms through research and development and
application of cutting-edge technologies, and Continuously
develop new products and services with an efficient allocation
of resources [27]; entrepreneurially oriented enterprises can
maintain a turbulent environment by updating existing behav-
ioral practices and pursuing new growth opportunities or new
business areas dissimilarity in [28]. Therefore, this paper
draws on themodel constructed by Zhou et al. [29] on the role
of strategic orientation (market orientation, technology orien-
tation, entrepreneurial orientation) and environmental factors
on breakthrough innovation (technology-based and market-
based). Mainly select the key dimension elements of market
orientation, technology orientation and entrepreneurial orien-
tation. The researches all advocate the opening of new ideas,
but the three strategic orientations with different focus on
the strategic direction, and their influence on the business
model innovation and performance improvement process of
enterprises.

Existing research conclusions on the role of strategic orien-
tation on enterprise performance are divergent. Some scholars
have pointed out that strategic orientation can help enter-
prises focus more clearly on customer positioning, integrate
resource systems, and formulate business scope [30]–[32].
Therefore, it has a significant positive impact on improv-
ing organizational performance [33]. However, some studies
have pointed out that the discussion on the influence of strate-
gic orientation and enterprise performance focuses more on
general dynamic situations, and in some specific situations,
the impact of strategic orientation on enterprise performance
may be different to a certain extent. For example, there is
no significant correlation between entrepreneurial orientation
and enterprise performance in specific situations, and there
may even be a negative correlation. In addition, the view
that ‘‘strategic orientation does not have a direct positive
impact on performance, but affects performance through the
mediating transmission mechanism of certain variables’’ has
been recognized by many scholars, and the research focuses

on organizational learning, technological innovation, orga-
nizational Capability resources [34]–[36]. It is added as an
intermediary variable into the relationship model between
strategic orientation and enterprise performance to explain
the divergent phenomenon in the existing research on the
impact of strategic orientation on enterprise performance.
However, how to achieve the improvement of performance
level through strategic orientation needs further research and
discussion.

B. BUSINESS MODEL INNOVATION
Business model. It is the behavioral process and dynamic
adjustment mechanism by which a firm allocates internal and
external resources and arranges related activities [37], reflect-
ing the logical design of what and how it integrates resources
to achieve its core goal of profit capture in business practice.
Although there are differences in the understanding of the
meaning of business model innovation based on different per-
spectives such as technological innovation [38], strategy [11],
and marketing [39]. However, there is a consensus on the
idea that business model innovation can enhance the core
competencies of enterprises to achieve superior performance.
Habtay [40] defines and classifies business model innova-
tion based on its general characteristics. The paper draws
on Zott and Amit’s [12] dimensional analysis based on the
general characteristics of business model innovation, and
classifies business model innovation into efficiency-centered
business model innovation and novelty-centered business
model innovation. Efficiency-centered business model inno-
vation. It improves the current business model to reduce the
transaction costs of enterprises, mainly by reducing the com-
plexity of transactions between enterprises and various par-
ticipants, reducing the information asymmetry between the
transaction activities and various stakeholders, and reducing
the errors in the transaction process. Novelty-centered busi-
ness model innovation. It emphasizes that enterprises should
link up with new trading parties in a wider scope, adopt new
ways to conduct transactions with various parties, design and
improve new trading mechanisms and incentives, etc. Digital
technologies have changed the underlying assumptions of
innovation management problems, endowing innovation pro-
cesses and innovation outcomes with interactive and dynamic
characteristics [2]. Research on the intermediary role of busi-
ness model innovation is a hot topic in academic circles,
mainly focusing on integration capabilities and enterprise
performance [41], open innovation and the growth of new
enterprises [42], organizational duality and open innovation
performance [43]. The above study discusses the mediating
effect of business model innovation and analyzes the key role
of businessmodel innovation as an important means for enter-
prises to create value through changing their original business
model to gain competitive advantage, and to promote their
performance improvement and entrepreneurial growth.

The realization of business model innovation is driven by
the strategic orientation of the company, which defines the
direction and use of its resources and capabilities. On the
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one hand, it can influence the choice of the activity model
that can achieve strategic goals by coordinating with other
stakeholders. On the other hand, it can facilitate the strate-
gic practice of business model innovation by understanding
value creation and grasping market operations and market
relationships to adjust and reconfigure existing value chains
and other activity processes. However, existing studies on the
relationship between strategic orientation and business model
innovation are scattered and mainly explore the role of the
relationship between it and business model innovation based
on one dimension of strategic orientation [33], [44]. Based
on the theoretical logic that a company’s strategic orientation
choice can provide direction for business model innovation,
and it thus becomes a pragmatic way and key path for it
to achieve its strategic goals, focusing on a simple linear
relationship between strategic orientation and corporate per-
formance may ignore the real mechanism of action between
the two, thus obscuring or misinterpreting the essence of the
research phenomenon to some extent. At the same time, since
the results of existing studies on the relationship between
strategic orientation and corporate performance are some-
what divergent, it is necessary to explore the mechanism of
the role of strategic orientation on corporate performance in
depth by introducing business model innovation as a mediat-
ing variable.

In conclusion, it is important to explore the mechanism
of strategic orientation on enterprise performance to expand
the theory and guide the practice of strategy orientation, but
how can enterprises with different factor endowments make
strategic orientation choices according to their own charac-
teristics when facing different situations? Can different types
of business model innovation and how to enhance the quality
of implementation of different strategic orientations to better
achieve value creation and value capture? These are the key
questions that need to be addressed in this paper.

C. DIGITAL TRANSFORMATION
Digital transformation is a strategic issue for companies of
all organizational forms and sizes, and it is not limited to
a certain category of companies such as innovative compa-
nies, digital start-ups or high-tech companies. The digital
transformation path enables companies to go beyond a one-
dimensional growth model and win greater scope for growth
in value creation and capture by changing their value proposi-
tion and business logic [45], [46]. With the spread and adop-
tion of digital technologies, the way companies interact with
consumers has fundamentally changed [47], requiring a new
assessment of the previous value proposition. Through digital
technologies such as the Internet of Things, blockchain, and
cloud computing, companies have been able to accurately
collect huge amounts of data and achieve the requirement to
identify and continuously track diverse consumer needs in a
timely manner. In order to deeply respond to this feedback,
companies also have the opportunity to use digital trans-
formation to revolutionize external interactions, communica-
tion patterns, and linkages [48] and to evolve collaboratively

with upstream and downstream actors. With the continuous
expansion of enterprise boundaries and the gradual construc-
tion of digital ecological platforms, inefficient links in the
original organizational structure will be effectively improved
and the organization will be stimulated to upgrade to an
agile and highly resilient structural model. In turn, digital
transformation gives enterprises an efficient way to realize
the diversified value creation methods and opens up more
channels for enterprises to improve performance and revenue.

For the growth and survival of companies themselves,
digital transformation brings lasting vitality. Resource-based
theory assumes that resource differences exhibited between
organizations are the root cause of the performance gap,
and the resource constraint problem has been an important
challenge that competing firms have sought to address. The
embedding of digitalization helps firms to break down
the barriers of physical resources and effectively alleviate
the resource constraint problem [49]. For the improvement
of the resource level within the enterprise, the new resources
generated by the application of digital technology will com-
plement the existing resource base of the enterprise in tan-
gible or intangible ways, for example, the introduction of
digital equipment and technologies, and the resulting increase
in production efficiency and the diffusion effect of product
and service innovations will expand the resource pool of the
enterprise and improve the efficiency of resource allocation.
In addition, the strength of resource conservation mecha-
nisms is important for firms to achieve sustained competi-
tive advantage. However, in the information age, enterprises’
access to resources is becoming more transparent and their
resources are more easily imitated, and many enterprises
simply do not have the protection mechanism to maintain
their competitive advantages. However, digital transforma-
tion offers new ideas and ways for companies to build hetero-
geneous resources and resource protection mechanisms. The
new approach brought by digital technology makes internal
resources more closely linked, and through internal linkages,
many single resources that were originally independent can
form their own unique resource network. Moreover, with the
support of digital capabilities, the combination of resources
from the resource network will greatly increase the difficulty
of imitation and reduce the possibility of external imitation
as the frequency and depth of the problem increases. The
cross-border resource network formed by internal and exter-
nal links provides complementary support for the enterprise’s
core resources on the one hand, and increases the added value
of existing resources on the other, giving them more paths to
realize economic value.

D. RESEARCH ASSUMPTIONS
1) STRATEGIC ORIENTATION AND CORPORATE
PERFORMANCE
Enterprise strategic orientation has certain social complex-
ity, irreplaceability and reticence. An effective and precise
strategic orientation can lead to the enhancement of their
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competitive advantage through rational allocation of
resources and lead to the emergence of new products, services
and technologies. It brings a new paradigm for enterprises
to achieve success [50]. First, market-oriented enterprises
pay more attention to market information such as customers,
competitors, and environmental factors, and capture market
information more quickly. On the one hand, it can effectively
guide and motivate enterprises to make strategic behavioral
choices based on creating value for customers, and to build
competitive advantages by coordinating customers, competi-
tors, and inter-functional coordination within the company.
On the other hand, it can fully interpret market information
and accumulate market knowledge [51], and then develop
new products or services based on the application of mar-
ket knowledge to achieve the strategic goals of customer
satisfaction and corporate performance improvement [52].
Second, technology orientation motivates enterprises to use
advanced technology in the development of new products by
actively developing and adopting newer or more advanced
technologies to design better, more innovative and function-
ally superior products for customers. In addition, the increas-
ing speed of new technology integration creates important
conditions for the continuous development of new prod-
ucts and services [53]. Firms use technological advantages
to further build potential competitive advantages that are
difficult for competitors to imitate [54]. Finally, operators
of entrepreneurially oriented enterprises advocate actively
seeking new business opportunities for growth and tend
to use first-mover advantages to introduce new products
or services into the market ahead of competitors, and to
seize the initiative in the market by establishing industry
standards and dominating major distribution channels to gain
competitive advantage and improve corporate performance.
Consequently, we propose the following hypothesis:
Hypothesis 1a (H1a). Market orientation positively affects

enterprise performance.
Hypothesis 1b (H1b). Technology orientation positively

affects enterprise performance.
Hypothesis 1c (H1c). Entrepreneurial orientation posi-

tively affects enterprise performance.

2) STRATEGIC ORIENTATION AND BUSINESS MODEL
INNOVATION
Market orientation and business model innovation. The mar-
ket competition in the context of China’s transitional econ-
omy is unprecedentedly fierce. Market-oriented enterprises
have rich market knowledge and can carry out information
search activities in current or cross-border fields when fac-
ing new market opportunities. It can focus on the existing
needs of customers and further predict their continuous and
dynamic changing needs, understand and master the key
advantages, core capabilities and development strategies of
competitors, and then fully allocate and systematically inte-
grate organizational resources based on the logic of customer
value creation. In the process of business model innovation,
market orientation can improve a firm’s understanding of

customer preferences, market product substitutes and com-
plements, and fully consider customer value propositions
and competitor advantages [29]. At the same time, market
orientation can tap the key elements of the company’s innova-
tion direction, which helps enterprises identify new business
opportunities, locate new target markets, and introduce new
value propositions, so as to establish new distribution chan-
nels and even new value creation and delivery systems [55].
For efficiency-centered business model innovation, market
orientation is more reflected in the investment and analysis
of market research. Enterprises quickly capture customer
demand information in the market, and seize or create market
opportunities that can gain competitive advantages for them
to respond to changes in market demand. On the one hand,
it can increase its added value in the process of operating
activities by thinking about the existing resource combination
plan to reduce costs or improve operational processes. On the
other hand, through the rapid aggregation of market demand
and the continuous improvement of transaction efficiency
with partners, the effective integration and optimal allocation
of internal and external resources can be achieved, thereby
promoting the efficient innovation of business models. For
novelty-centered business model innovation, the active inter-
action with stakeholders in the market advocated by market
orientation is an important channel for enterprises to obtain
market information, by quickly collecting, processing, and
understanding key market information, as well as analyz-
ing and predicting market demand. On the one hand, it can
promote extensive cooperation between enterprises and new
partners, and continuously provide new product or service
combinations to tap and meet market and consumer needs.
On the other hand, bymaking full use of current resources and
effectively optimizing the allocation, the value-added value
in the original market can be obtained, thereby promoting
the innovation and development of novel business models.
Consequently, we propose the following hypothesis:
Hypothesis 2a (H2a). Market orientation positively affect

efficiency-centered business model innovation.
Hypothesis 2b (H2b). Market orientation positively affect

novelty-centered business model innovation.
Technology orientation and business model innova-

tion. Technology orientation reflects a firm’s ability and
willingness to learn new technologies [56] and advocates
the extraction of technological knowledge, the enhancement
of technological diversity, and the strengthening of techno-
logical capabilities. In fact, diversification of technologies
and key technological capabilities provide additional devel-
opmental ideas for the design of a firm’s technology portfolio
and process transformation of products and services [57].
In the process of business model innovation, technology ori-
entation can increase an organization’s reserve of technology
or knowledge and enhance its ability to discover new knowl-
edge combinations with business value [35], which not only
helps to enhance its understanding of technology inside and
outside the industry, but also provides it with new solutions
to problems, and business model innovation becomes an
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important vehicle for it to capture the benefits of technolog-
ical change. New technologies such as industrial integration
and industrial modularization continue to emerge, effectively
promoting the business model innovation process of enter-
prises in the ICT field. In addition, the construction of new
business models in the process of technological innovation
also greatly increases the possibility of enterprises to achieve
excellent performance [22]. For efficiency-centered business
model innovation, on the one hand, technology orientation
of enterprises can change the articulation and coordination
mode of business model elements such as value proposition,
key activities, distribution channels and profit model [58].
On the other hand, continuous technology investment drives
trading platform optimization and industrial technology inno-
vation, which enables enterprises to improve and innovate the
original value chain structure in the process of value creation
and acquisition by reducing transaction costs and enhancing
transaction efficiency [59]. To a certain extent, it enhances
the efficiency of resource flow and provides strong sup-
port for efficiency-centered business model innovation. For
novel business model innovation, the use of new technologies
enhances firms’ autonomy in partnerships and can lead to the
acquisition of new value propositions and access to new part-
ners, thus optimizing the design and use of new transaction
mechanisms and innovating existing industrial ecosystems.
Value-added acquisition can also be achieved by converting
and upgrading potential resources within existing markets.
Consequently, we propose the following hypothesis:
Hypothesis 3a (H3a). Technology orientation positively

affect efficiency-centered business model innovation.
Hypothesis 3b (H3b). Technology orientation positively

affect novelty-centered business model innovation.
Entrepreneurial orientation and businessmodel innovation.

Entrepreneurial orientation reflects a set of organizational
activities in which key managers capture and pursue new
opportunities in the marketplace through innovative, risk-
taking and proactive behavior [60]. The tendency of firms to
pursue new opportunities, to adopt demand response strate-
gies quickly, and to be willing to invest valuable resources
in risky project activities despite uncertainty about future
returns [61]. In an innovation environment where the pace
of technological change is accelerating and operating costs
are rising, entrepreneurially oriented enterprises are able to
plan their vision, quickly scan the external environment to
capture market information, and take advantage of business
opportunities to develop new products and services in order
to gain a first-mover competitive advantage [62]. In the
process of business model innovation, enterprises need to
change the elements of their existing business models to
maintain the competitive advantage of their existing busi-
ness models. Since entrepreneurship orientation advocates
the performance level as the ultimate measure of the exist-
ing operating model, it helps enterprises to break through
the existing framework, which leads them to improve the
business model innovation process and propose a better cus-
tomer value proposition [63], and then integrate resources

more effectively to achieve the creation, delivery and capture
of corporate value. For efficiency-centered business model
innovation, entrepreneurially oriented enterprises can shape
the perception of current or potential markets and their trends,
and further enhance their ability to provide solutions using
new technologies by leveraging and extending existing tech-
nologies and knowledge to break through resource constraints
in a volatile environment [64]. As a result, enterprises are able
to optimize their transaction mechanisms and operational
processes, and are committed to enhancing the convergence
of market demand, improving the efficiency of transactions
between partners, and optimizing the integration of internal
and external resources to promote efficiency-centered busi-
ness model innovation [5]. Innovation for novel business
models, entrepreneurship is driven by enterprises to actively
search and quickly respond to market information, and grasp
innovation opportunities. On the one hand, the existing indus-
trial ecosystems can be extended and refactored by develop-
ing new markets, cultivating new technical knowledge, and
building the ability to provide solutions. On the other hand,
value innovation can be achieved by using innovative transac-
tion mechanisms to accelerate resource flow and conversion,
expand the joint entity or use optimized enterprise transaction
mechanisms and incentives. Consequently, we propose the
following hypothesis:
Hypothesis 4a (H4a). Entrepreneurial orientation posi-

tively affect efficiency-centered business model innovation.
Hypothesis 4b (H4b). Entrepreneurial orientation posi-

tively affect novelty-centered business model innovation.

3) THE MEDIATING ROLE OF BUSINESS MODEL
INNOVATION
Studies related to strategic orientation, business model inno-
vation and firm performance have shown that strategic
orientation can influence changes in firm performance either
directly or indirectly through certainmediating factors. Based
on the theoretical logic that the choice of strategic orien-
tation can provide direction for business model innovation
practice and that business model innovation can explain the
inner mechanism of corporate value transformation. There-
fore, business model innovation becomes an important tool
and key path to achieve strategic goals and create superior
performance. The impact of strategic orientation on firm
performance needs to be implemented through actions to be
gradually revealed, so it is necessary to combine strategic
choices with business models to analyze the organizational
action characteristics of business model innovation in the
process of strategic orientation on firm performance, and
then to analyze the differences in performance among firms.
Zott and Amit [12] also showed that both strategic choice and
business model elements play a key role in firm performance,
and the degree of matching between them is important for the
degree of matching between them has a significant impact on
the level of performance.

By developing a business model that matches the current
strategic orientation, enterprises can effectively respond and
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adapt to the complex and changing external environment,
reconfigure or even create a new environment that is more
suitable for their survival, and enhance their adaptability to
dynamic changes in the market and their resilience to inno-
vation risks [65], thus transforming business opportunities
into corporate performance, truly achieving value capture and
enhancing their core competitive advantage. On the one hand,
business model innovation can promote corporate profit cre-
ation by optimizing the value creation process and expanding
value [66]. On the other hand, it is possible to adjust the
organization’s structure and management mode, by enhanc-
ing its bargaining capacity in the partner network, making the
relevant partners and participants in the enterprise transaction
to achieve a profitability in a short period of time [67].
Therefore, enterprises need to build unique value proposi-
tions, improve the efficiency of their business processes, and
refine their profit models under the guidance of a strategic
orientation, so as to continuously develop core competencies
that are difficult to be imitated or surpassed [68]. On the
one hand, the advantages of efficiency-based business model
innovation are mainly to strengthen the relationship between
the company and its partners, increase the negotiation and
bargaining power of the company, and further expand its
competitive advantage. At the same time, a new business
model focused on improving efficiency provides informa-
tion sharing among the stakeholders in the business model
and further aggregates market demand, thus greatly reducing
transaction costs and enabling the improvement of business
performance [12]. On the other hand, novel business model
innovation can explore market and consumer demand, create
new market space to get more potential consumers, partners
and suppliers, ultimately through effective optimization to
configure the current resources to achieve the benefits of the
organization boundary [69]. At the same time, novel business
model innovation has prompted enterprises to design new
trading mechanisms, providing new transaction incentives,
not only to locate consumers in the original market, but
also partners in a larger range. Develop a new customer
experience, brand new trading method to improve customer
purchase will, build a new value creation process, and achieve
potential resources value upgrade in existing markets and
achieve higher performance levels. Consequently, we propose
the following hypothesis:
Hypothesis 5 (H5). Efficiency-centered business model

innovation positively affect enterprise performance.
Hypothesis 5a (H5a). Efficiency-centered business model

innovation mediates the link between market orientation and
enterprise performance.
Hypothesis 5b (H5b). Efficiency-centered business model

innovation mediates the link between Technology orientation
and enterprise performance.
Hypothesis 5c (H5c). Efficiency-centered business model

innovation mediates the link between entrepreneurial orien-
tation and enterprise performance.
Hypothesis 6 (H6). Novelty-centered business model inno-

vation positively affect enterprise performance.

FIGURE 1. Research model.

Hypothesis 6a (H6a). Novelty-centered business model
innovation mediates the link between market orientation and
enterprise performance.
Hypothesis 6b (H6b). Novelty-centered business model

innovation mediates the link between Technology orientation
and enterprise performance.
Hypothesis 6c (H6c). Novelty-centered business model

innovation mediates the link between entrepreneurial orien-
tation and enterprise performance.

We propose the following research model (Figure 1)
to describe the hypothetical relationship between strate-
gic orientation, business model innovation, and enterprise
performance.

III. METHODS
A. EQUATIONS
To test the research model, we used a questionnaire survey
to collect data. First, we referred to previous relevant studies
and preliminarily determined the measurement method of the
research variables. Then, we used a small sample pre-survey
to analyze the reliability and validity of the questionnaire,
and modified and deleted the specific measurement variables.
Finally, our questionnaire included three independent vari-
ables, measured by four items, two intermediary variables,
measured by four items, and a dependent variable, measured
by 5 items. All 25 items were measured with a 7-point Likert
scale (1 = very disagree, 7 = very agree). Table 1 lists the
variables and their measurement methods used in this study.

B. DATA
To empirically test our hypotheses, data were collected from
enterprises in Northwest China in 2021. In order to acquire
a representative sample, we conducted a survey with the
most authoritative local administrative institution through
the enterprises and leaders of the author of this article.
This institution is responsible for investigating local industry
development and digitization for the government. Through
cooperation with this institution, we obtained a sample
database of 1600 domestic enterprises. The officials in this
institution provided us the contact information of these
enterprises. Initially, we organized a forum to invite enter-
prises to voluntarily participate in this research and to amend
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TABLE 1. Survey variables and measures.

our questionnaire through sharing of useful experience at the
meeting. Then we invited participating executives to answer
our questionnaire. For the respondents’ concerns and poten-
tial response deviations, the academic purpose of the research
was emphasized in the questionnaire. We also mentioned
that the confidentiality of individual respondent’s responses
would be ensured and only the summary report would be
submitted to the institution.

In this paper, the scale was selected by combining the
widely accepted and cited scale literature with the study
context, and the questionnaire items were revised according
to the pretest analysis to form the official measurement scale.
(1) Market orientation is mainly based on Narver and Slater’s
(1990) study, and is measured in three dimensions: customer
orientation, competitor orientation, and cross-sectoral coor-
dination, with a total of four questions. (2) Technology ori-
entation is mainly based on the scale of Spanjol et al. (2011),

with 4 items. (3) Entrepreneurial orientation is measured by
Wiklund and Shepherd (2005) in three dimensions: inno-
vativeness, risk-taking, and proactivity, with four items.
(4) Business model innovation is measured by Zott and
Amit’s (2012) efficiency and novelty business model inno-
vation scales, with 8 questions. (5) Corporate performance
is measured by the scale developed and modified by Mur-
phy et al. (1996) and Chandler and Hanks (1993), which
measures corporate performance in two dimensions: finan-
cial performance and growth performance. (6) Firm age,
industry category, firm nature, and firm size were used as
control variables. We administered the questionnaire online
to employ two research assistants to make follow-up phone
calls to facilitate the data collection process in the period
from May to August 2021. Finally, 256 firms responded to
online survey. A total of 245 surveys were fully completed,
corresponding to a response rate of 15.31%. Table 2 reports
the summary characteristics of the responding enterprises.
The study conducted procedural controls for commonmethod
bias effects including anonymous measurement and balanced
item order during the questionnaire measurement process.
In addition, the Harman single factor method was used to test
the sample data for the level of common method bias. Factor
analysis was done on all question items of this study’s ques-
tionnaire together, and the first principal component obtained
at unrotated accounted for only 42.206% of the loadings. The
results of factor analysis did not show that only one factor or a
single factor explainedmost of the variance, so the problem of
common method bias in this study’s data was not considered
significant. In this study, the sample data were statistically
analyzed mainly according to the characteristics of enter-
prise age, industry category, and enterprise size. In terms of
firm age, the sample covers firms of different ages ranging
from less than 5 years to more than 25 years. In terms of
industry categories, the sample includes high-tech industries,
traditional manufacturing industries, transportation and other
industries, among which manufacturing, service and ICT
industries are the most distributed, while other industries are
more evenly distributed. In terms of enterprise size, those
with less than 500 employees accounted for 64.5% of the total
sample.

C. DATA ANALYSIS
We used both Partial Least Squares Structural Equa-
tion Modelling (PLS-SEM) and fuzzy-set Qualitative
Comparative Analysis (fsQCA), specifically the SmartPLS
3.0 software [70] and fsQCA 3.0 [71]. These two statistical
techniques are based on different principles and have different
focuses [72]. SEM analyses the net impact of the indepen-
dent variable on the outcome as well as the competition
among independent variables in explaining the dependent
variable; furthermore, it is based on the rules of linearity,
unifinality and additive effects [73]. On the contrary, fsQCA
explores combinatorial effects and assumes the existence of
asymmetries between variables, equifinality (different routes
can generate the same outcome), multi-finality (identical
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TABLE 2. Demographic characteristics (n = 245).

elements can generate different outputs) and conjunctural
causation [73], [74]. In contrast to other QCAmethods, in the
case of fsQCA the variables are on a fuzzy (continuous
between 0 and 1) and not on a dichotomous (binary) scale.
Furthermore, it seeks combinations (configurations) of causal
conditions leading to a specific outcome, rather than simple
correlations between constructs [75].

IV. RESULTS
A. EVALUATION OF MEASUREMENT MODEL
The results confirmed that the measurement model satisfies
all general requirements (see table 3). First, all the standard-
ized factor loadings of all the first-order and second-order
constructs are above the minimum value of 0.733 [76]. Sec-
ond, the Cronbach’s alpha scores ranged between 0.784 and
0.861 while the composite reliability scores ranged between
0.86 and 0.937 which are above the recommended value of
0.70 indicating adequate construct validity. In addition, all
the constructs have an AVE value above 0.50, suggesting
that latent variables achieved convergent validity. Finally,
this study follows three approaches to assess the discrim-
inant validity i.e, (1) Fornell-Larcker criterion, (2) cross

loading, and (3) the heterotrait-monotrait ratio of correlations
(HTMT).

The correlation matrix in Table 4 shows that for each
pair of constructs, the AVE square root of each construct is
higher than the absolute value of their correlation [76]. The
results of cross loading show that all items are loaded higher
on their respective constructs than on the other constructs
and the cross-loading differences are much higher than the
suggested threshold of 0.1. In all cases the HTMT values are
below the threshold of 0.85. These results confirmed that the
discriminant validity is present in this study.

B. EVALUATION OF SYMMETRICAL MODELING
This study followed Hair et al. [77] to estimate the structural
model. First, the results show minimal collinearity in the
structural model as all VIF values are far below the common
cutoff threshold of 5 to 10 Hair et al [77]. Second, follow-
ing the rules of thumb, the R2 values of ECBMI (0.480),
NCBMI (0.457) and EP (0.536) exceed the minimum value
of 0.10 recommended by Hair which is a satisfactory level
of predictability as shown in Table 5. Similarly, results from
blindfolding with an omission distance of 6 yield Q2 val-
ues well above zero (Table 5). Thus supporting the model’s
predictive relevance in terms of out-of-sample prediction.
Further analysis of the composite-based standardized root
mean square residual (SRMR) yields a value of 0.068, which
confirms the overall fit of PLS path model [78]. Applying
the bootstrapping procedure (5000 bootstrap samples; no sign
changes) provides the p-values as well as the corresponding
95% bias-corrected and accelerated (BCa) bootstrap con-
fidence intervals (Table 5). The empirical results support
the vast majority of hypothesized path model relationships
among the constructs.

C. FUZZY SET-QUALITY COMPARATIVE ANALYSIS (fsQCA)
APPROACH
FsQCA uses Boolean algebra to generate combinations of
causal conditions leading to an outcome. Central to the
fsQCA approach are the calibration procedure and the truth
table analysis. The calibration is a transformation process
consisting in converting conventional measures into fuzzy
sets. The truth-table analysis produces three different solution
terms: (1) complex, (2) parsimonious, and (3) intermediate
[74]. Fiss [71] propose the mix of the last two solutions to
bring out core and peripheral conditions, associated with the
outcome of interest. Core conditions are solutions belonging
to both parsimonious and intermediate that show a strong
causal relationship with the outcome, whereas peripheral
conditions are solutions appearing only in the intermedi-
ate solutions and presenting a weaker relationship with the
outcome.

1) CALIBRATION PROCEDURE
Fuzzy set calibration is a key operation in the fsQCA. Calibra-
tion refers to the process of assigning set membership to cases
and establishing a relationship between variable values and
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TABLE 3. Reliability and validity.

fuzzy set membership by locating points [71]. Combinedwith
the actual situation of the research data, this study selected
the 95% quantile, median (50%), and 5% quantile of the

TABLE 4. Discriminant validity - Fornell-Larcker Criterion and
Heterotrait - Monotrait Ratio.

TABLE 5. Significant testing results of the structural model path
coefficients.

sample data as the three calibration points of full membership,
crossover point, and full non-membership of the result and
conditional variables. The results and calibration information
for each conditional variable are listed in Table 6.

2) FSQCA SOLUTION
Before the condition configuration analysis, it is necessary
to check the ‘‘necessity’’ of each condition individually. The
necessary condition leads to the occurrence of the result, but
its existence does not guarantee the inevitable existence of
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TABLE 6. Calibration positioning points of case variables.

TABLE 7. Analysis of necessary conditions.

the result. Consistency is an important test standard for the
necessary conditions. When the consistency score is greater
than 0.90, this condition is necessary for the result [79].
The above calibrated fuzzy value is input into the fsQCA
software for necessary condition analysis, and the results are
summarized in Table 7.

3) ANALYSIS OF SUFFICIENT CONDITIONS
The sufficiency analysis of conditional configuration
explores whether the set represented by the configuration
composed of multiple conditions is a subset of the result
set from the perspective of set theory. When using fsQCA
3.0 software for configuration analysis, the relevant param-
eters should be set according to the research needs. In this
study, the original consistency threshold was set to0.80, PRI
consistency threshold was set to 0.75, and the case frequency
threshold is set to 1. In software fsQCA Ver.3.0, three solu-
tions were generated using the standard analysis program:
complex solution, intermediate solution, and reduced solu-
tion. The core conditions of each solution can be identified by
comparing the nested relationship between the intermediate
and reduced solutions.

We use the QCA results proposed by Ragin to analyze
the configuration of enterprise performance. The results
are listed in Table 8, in which each column represents
a possible conditional configuration. The results show
that these three paths lead to a high-level of enterprise
performance. Solution 1: technology orientation, market
orientation, and novelty-centered business model innova-
tion, the consistency is 0.990498, and the coverage is
0.667071 This result proves the impact of technology ori-
entation, market orientation, and novelty-centered business
model innovation (H1b, H1a, H2b, H3b and H6) on enter-
prise performance. Solution 2: technology orientation,market
orientation, and efficiency-centered business model innova-
tion. The consistency was 0.992461 and the coverage was

TABLE 8. Sufficiency analysis of conditional configuration (enterprise
performance).

0.646536. This result further proves the impact of efficiency-
centered business model innovation (H2a, H3a, H5) on enter-
prise performance. Solution 3: entrepreneurial orientation,
novelty-centered business model innovation, and efficiency-
centered business model innovation. The consistency was
0.972138 and coverage was 0.662842. This result is consis-
tent with the PLS-SEM results and supports H4a, H4b H5,
H6 and H1c.

4) ROBUSTNESS TEST
We used standard methods to conduct a robust analysis of
QCA results. The commonly used methods are: Adjust the
calibration threshold, change the consistency threshold, add
or delete the shell, change the frequency threshold, and add
other conditions. Method 1: Referring to the practice of Fiss,
the robustness test is carried out by adjusting the cross-
ing point of calibration. Specifically, the crossing point is
adjusted from 0.5 to 0.55. The number of configurations and
the neutral permutations with the same core conditions but
different edge conditions all changed slightly, but the changes
were not enough to support meaningful and completely dif-
ferent substantive interpretationmethod 2. Referring to the set
relation and quasi-sum difference of configurations proposed
by Schneider and Wagemann [80] as the judging criteria, this
paper reduced the consistency threshold from 0.8 to 0.75 and
found that the research configurations were still supported.
Therefore, the research conclusions of this paper are still
robust.

V. CONCLUSION AND DISCUSSION
This paper focuses on the basic research proposition of ‘‘how
to promote corporate performance through strategic orien-
tation choices’’. Through an empirical study of the theoret-
ical framework of ‘‘strategic orientation - business model
innovation - firm performance’’, the intrinsic relationship
between strategic orientation, business model innovation, and
firm performance is clarified. The study answers the question
of how to choose strategic orientation in order to achieve
the performance improvement goal, taking into account the
factors of the company’s own endowment and the current
situation, and further elaborates how to expand the value cap-
ture effect of different types of business model innovation by
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enhancing the quality of strategic orientation implementation
with different focus tendencies. The following three main
findings emerge.

First, market orientation, technology orientation, and
entrepreneurial orientation all have positive effects on firm
performance improvement. Market orientation emphasizes
the use of market information for business activities, which
can enhance its market acumen and ability to maintain cus-
tomer relationships, and to a certain extent, contribute to the
improvement of firm performance. Technology orientation
focuses on product development with advanced technology
to expand competitive advantage and achieve superior perfor-
mance. Entrepreneurial orientation advocates that companies
need to learn a wide range of knowledge and skills, build
core competencies by staying ahead of competitors, improve
the efficiency of innovative products or processes in the
market, and achieve higher levels of performance. Different
strategic orientations lead to different choices of competitive
strategies and resource allocation and use, but regardless of
the dimension of strategic orientation, they all aim to expand
market share by enhancing their competitive advantages, and
therefore contribute to a certain extent to the improvement of
corporate performance.

Second, the three dimensions of strategic orientation have
different effects on each dimension of business model inno-
vation, as follows: (1) Market orientation significantly and
positively affects efficiency-based business model innova-
tion, while it does not significantly affect novel business
model innovation. Market orientation is a responsive orga-
nizational culture that motivates companies to deploy their
strategic attention, and market-oriented values motivate com-
panies to focus more on maintaining and preserving existing
markets rather than focusing on developing new markets.
Specifically, market-oriented enterprises are more capable of
identifying, understanding and anticipatingmarket needs, and
are able to enhance their level of response to the industrial
environment by strengthening continuous resource invest-
ment, such as accumulating market knowledge and promot-
ing the cross-sectoral application of key knowledge, so that
market-oriented logic helps enterprises design efficiency-
oriented business models that focus on improving efficiency
and reducing costs. In contrast to efficiency-based business
model innovation, novel business model innovation focuses
on value creation and capture in a new market, and advocates
that companies should improve and innovate key elements
of their original business models based on this goal. As a
result, market-oriented companies focus more on understand-
ing and responding to the existing industrial environment, and
therefore tend to develop efficiency-based business model
innovation rather than novel business model innovation in the
process of strategic focus and resource optimization.

(2) Technology orientation has a significant impact on
the innovation level of both efficiency and novelty business
models, and it has a greater impact on novelty business
model innovation. On the one hand, technology orientation
motivates enterprises to continuously and cumulatively invest

capital in developing and designing new products or services,
actively build a technology platform of industrial ecosystem,
and form a powerful technology radiation with this platform
as the core, which in turn improves transaction efficiency
by controlling the transaction costs of all participants in the
technology platform of the system, and promotes efficiency-
oriented business model innovation of enterprises. On the
other hand, technology orientation stimulates enterprises to
use the productization and commercialization features of
emerging technologies to form revolutionary products and
promote new product development and management to reach
a more efficient level, and at the same time, it can promote
novel business model innovation through such channels as
linking new transaction objects, building new value propo-
sitions and establishing new transaction models.

(3) Entrepreneurial orientation has a significant impact
on the innovation level of both efficient and novel business
models, and the impact on novel business model innovation
is greater. On the one hand, entrepreneurially oriented firms
tend to accurately identify, judge, and use good ideas to seize
the right entrepreneurial opportunities for growth, so that
when the external environment is more volatile or the internal
business structure changes, firms can adjust their business
models accordingly, such as by accelerating the transaction
process and quickly aggregating demand, to maintain com-
petitiveness, and thus drive efficient business model innova-
tion. On the other hand, entrepreneurial orientation enables
companies to accurately anticipate market needs in a dynamic
market environment and act ahead of competitors to win
strategic initiatives. In this process, the business model is
constantly changing and adjusting, i.e., adjusting its value
proposition to new products or services, designing new trans-
action mechanisms, and aggressively targeting market seg-
ments, thus driving value creation and value capture balance
and novel business model innovation.

Third, the impact of strategic orientation on firm per-
formance can be realized through the mediating role
of efficiency-based business model innovation and novel
business model innovation. That is, different strategic
orientations, such as market orientation, technology orienta-
tion, and entrepreneurial orientation, can affect firm perfor-
mance directly, or they can further affect firm performance
by influencing efficient and novel business model innova-
tion. These two paths together constitute the mechanism
of strategic orientation on firm performance. First, market
orientation directly affects the change of firm performance,
which indicates that market orientation can motivate firms to
use the market information obtained to develop new products
or services to satisfy customers’ needs and thus contribute
to the improvement of firm performance. In addition, com-
panies should use the advantages of market orientation to
obtain resources, always coordinate with changes in the mar-
ket environment and the internal environment, and innovate
business models by accelerating the transaction process or
establishing new transaction models to provide the basis for
establishing and maintaining a competitive advantage and
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creating sustained performance excellence. Second, technol-
ogy orientation directly affects changes in firm performance,
which suggests that technology orientation can lead firms
to bring customers products with newer designs and bet-
ter functionality through technological advances, enhancing
competitive advantage and further improving performance.
In addition, enterprises should take advantage of the barriers
brought by technology development to enterprises to contin-
uously integrate and optimize the articulation mode of value
activities and improve transaction efficiency by changing the
value chain structure adopted by the original business model
and reducing the transaction costs between enterprises and
partners. Alternatively, new technologies can be used to re-
establish linkages with existing partners and to acquire new
partners in a wider range, thus adding value to the poten-
tial resources in existing markets and achieving the goal of
improving corporate performance. Finally, entrepreneurial
orientation directly affects changes in firm performance,
which indicates that entrepreneurial orientation can guide
firms to adopt a first-mover advantage to seize emerg-
ing opportunities, thereby being the first to introduce new
products and services and gaining sustainable competitive
advantage through the establishment of industry standards.
In addition, companies should actively use good ideas and
suitable entrepreneurial opportunities to pursue development,
actively anticipate market demand and act ahead of competi-
tors, and adjust the logical structure of business value by opti-
mizing the transaction process, quickly aggregating demand,
and designing new transaction mechanisms to achieve value
creation, value capture, and performance improvement. It can
be seen that in the process of strategic-oriented selection by
enterprises, conducting businessmodel innovationmeans that
they can obtain innovation resources, which is conducive to
better performance in future innovation practices.

A. THEORETICAL CONTRIBUTION
This paper investigates themechanism of strategic orientation
on business model innovation and explores the important role
of business model innovation as a mediating variable in the
mechanism of strategic orientation on firm performance, with
theoretical contributions focusing on three aspects:

First, this paper explores the different processes by which
three key strategic orientations, which are market orienta-
tion, technology orientation, and entrepreneurial orientation,
affect changes in enterprise performance, and clarifies the
mechanisms by which enterprises make strategic orientation
choices to achieve superior performance based on factor
endowments and current situational characteristics, which
helps clarify the internal logic of strategic orientation on
enterprise performance improvement. The findings of exist-
ing studies on the mechanism of strategic orientation on
enterprise performance are divergent: some scholars point out
that strategic orientation has a significant positive effect on
improving organizational performance [33]; however, some
studies point out that the effect of strategic orientation on
enterprise performance may vary to a certain extent in some

specific contexts. In this paper, we focus on three strategic
orientations (market orientation, technology orientation, and
entrepreneurial orientation) that advocate openness to new
ideas but differ in their tendency to focus on strategic direc-
tions, and investigate the effect of strategic orientation on
the performance improvement process. The study points out
that different strategic orientations lead to different choices of
competitive strategies and resource allocation and use, which
can fully explain the divergence of research on themechanism
of strategic orientation on enterprise performance and provide
useful insights for enterprises to choose strategic orientations
according to their factor endowments and current contextual
characteristics in order to build competitive advantages.

Second, this paper explores the role of different strategic
orientations on different types of business model innovation,
contributing to the analysis of the intrinsic mechanism of how
strategic orientations fit better with the business model inno-
vation process to achieve value capture, expanding the theo-
retical boundary of the study of the mechanism of the role of
strategic orientations on business model innovation. Previous
studies have mostly focused on a specific orientation [81] or
considered strategic orientation as a complete construct [60]
and explored its relationship with the construct of business
model innovation, ignoring the inner logic of why and how
different strategic orientations achieve different choices for
business model innovation. This paper clarifies the relation-
ship between the role of three important strategic orientation
dimensions - market orientation, technology orientation, and
entrepreneurial orientation - on efficient and novel business
model innovation, clarifies the differences in the influence
between different strategic orientations and business model
innovation, and provides a new theoretical perspective for
understanding the innovation practices of enterprises with
different strategic orientations that have a tendency to choose
the type of business model innovation.

Third, this paper innovatively introduces business
model innovation as a mediating variable to explore the
effect of different types of business model innovation
on the relationship between market orientation, technol-
ogy orientation, entrepreneurial orientation and enterprise
performance, which further improves and enhances the
explanatory power of strategic orientation on enterprise
performance changes and deepens the research on the mech-
anism of strategic orientation’s effect on enterprise perfor-
mance. Existing studies on the mechanism of the effect of
strategic orientation on enterprise performance have either
explored the direct role between the two [63] or mainly
about mediating variables such as organizational learning,
organizational (technological) innovation, and organizational
capability resources [34], [82], [83]. The important role of
business model innovation as a means of value capture in the
process of strategic orientation for enterprise performance
improvement has been overlooked. This paper analyzes the
mediating effects of efficiency-centered and novelty-centered
business model innovation, explaining the inner logic of
different strategic orientations’ different understandings of
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their own advantages affecting the process of business model
innovation of enterprises [68], which to a certain extent pro-
vides theoretical reference support for subsequent studies to
deeply understand business model innovation as an intrinsic
mechanistic element of value transformation, and contributes
to the deepening of research on the role of strategic orienta-
tion in the process of performance change.

B. MANAGEMENT CONTRIBUTION
At the same time, the practical insights of the study mainly
include three aspects: First, with the increasing characteristics
of boundless, interactivity and uncertainty in the environment
of enterprises in the digital era, the difficulty of strategic
change decisions in the actual business process has gradu-
ally increased. This requires enterprises to pay attention to
the characteristics of their market environment and resource
endowment when choosing strategic orientations, and pay
attention to the selection, cultivation and development of
different strategic orientations to promote a high degree of
matching between their own resource advantages and the
external environment.

Second, in the process of promoting enterprise
performance through strategic orientation, business model
innovation shows great potential to create and capture value,
accurately perceive the dynamic characteristics of the envi-
ronment, and maintain sensitivity to new opportunities.
Building core competitiveness through efficient-centered and
novel-centered business model innovation, and realizing the
update and optimization of resource development, research
and development models, production methods, marketing
systems, and circulation systems in the process of production
and operation are the key paths to achieve excellent value
acquisition.

Thirdly, in the process of choosing strategic orientation and
carrying out business model innovation, enterprises should
always pay attention to the difference of different strategic
orientations for different types of business model innovation
and obtain strategic initiative and better value in market
competition by reasonably matching enterprise strategy and
business model innovation behavior, so as to enhance com-
petitive advantage to the greatest extent.

C. LIMITATIONS AND FUTURE RESEARCH
Although this study contributes to research in related fields,
such as strategic orientation and business model innovation,
it still has the following limitations.

First, we suggest that the following directions can be pur-
sued: to consider and introduce external contextual factors
as moderating variables, such as environmental turbulence,
to investigate the role of external environmental dynamics
on the process of strategic orientation and business model
innovation in improving enterprise performance.

Second, the research data for this study came from China.
The different external environments faced by China’s enter-
prises and other countries may cause the characteristics of
enterprise strategic orientations to differ. For example, market

orientation may show significant differences, which may
affect research results.

Third, we further investigate the factors influencing enter-
prises’ strategic orientation choices, analyze the circum-
stances under which enterprises develop different market,
technological, and entrepreneurial orientations, and conduct
research on the mechanisms of strategic orientation based on
these factors.
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