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Abstract: This study examines the effects of digital strategic actions sequences on business value in long-term competitive 

dynamics. Based on the competitive dynamics theory and configurational perspective, we first use fuzzy-set qualitative 

comparative analysis to analyze the news data of Chinese online tourism industry, and find out the corresponding 

configurations of digital strategic actions. Then, we use panel regression to explore the relationship between the 

unpredictability and complexity of digital strategic actions sequences and competitive performance in the continuous 

competitive interaction, and find the inverted U-shaped relationship between them. Finally, we discuss implications for theory 

and practice.       
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1. INTRODUCTION 

Facing with the current fierce competition, e-commerce platform needs to continuously initiate digital 

strategic actions (DSAs) to provide differentiated products and services for creating and accumulating competitive 

advantages. However, the application of digital technology has increased the intensity of confrontation among e-

commerce platforms, which creates more uncertainty for platform managers [1]。The similarity of the resources 

owned by e-commerce platforms causes competitors to imitate and respond quickly. Thus, it is difficult for a single 

competitive action to win the competitive advantage for e-commerce platform. Our motivation is to explore the 

value creation of e-commerce platform from a perspective of actions sequences in competitive dynamics[2]. 

Specifically, this study focuses on the impact of dynamic characteristics (including unpredictability and 

complexity) of the DSAs sequences on the advantage of e-commerce platform[3, 4].  

 

2. METHODS 

Based on the paradigm of empirical research, our study has extracted data from news as the basis of 

constructing variables, and then established econometric model, and verified hypotheses. Specifically, first of all, 

the configurations of the DSAs are obtained based on structure content analysis and fuzzy-set qualitative 

comparative analysis[5]. Then, the dynamic characteristics of the DSAs sequences are analyzed by using Markov 

chain and Shannon index. Finally, the feasibly generalized least squares (FGLS) is used to explore the rules of 

sequences of the DSAs to create business value. 
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3. RESULTS 

With the FGLS analysis, our research has testified econometric model. Table 1 summarizes the regression 

results of FGLS estimation method testing hypotheses. In the table, UEAS and CPAS represent the 

unpredictability and complexity of the DSAs sequence respectively. As a dependent variable, PVCR represents 

competitive performance, which is calculated on the basis of page views. 

Table 1. Regression results 

 Dependent variable: PVCR 

            Linear model Quadratic model 

UEAS 0.011***  (0.001)  0.040***  (0.002)  

UEAS2   -0.035***  (0.001)  

CPAS  0.016***  (0.001)  0.011***  (0.002) 

CPAS2    -0.009***  (0.002) 

FA -0.001  (0.001) -0.000  (0.001) 0.000  (0.001) -0.000  (0.001) 

Intercept 0.031  (0.040) 0.012  (0.043) 0.019  (0.037) 0.046  (0.054) 

Wald Chi2 101.19*** 241.39*** 945.24*** 55.82*** 

   Notes: ***, **, and * denote statistical significance at 1 percent, 5 percent, and 10 percent, respectively. Standard deviation in brackets. 

The empirical results support our two hypotheses, that are, the unpredictability and complexity of the DSAs 

sequences initiated by the e-commerce platform will exhibit an inverted U-shaped relationship with the 

competitive performance.  

 

4. CONTRIBUTIONS     

 This research has several contributes to research on the business value of IT. Firstly, in view of the 

characteristics of the complex interaction of digital technologies and partner resources in e-commerce platform, 

this study explores the relationship between the dynamic combinations of two types of resources and different 

types of the DSAs based on the configurational approach, and clarifies that in competitive dynamics, the value of 

e-commerce platform comes from the dynamic combinations of advantage resources. Secondly, our study found 

the inverted u-shaped relationship between the dynamic characteristics of the DSAs sequences and the competitive 

performance of e-commerce platforms and revealed the non-linear change trend of business value caused by the 

continuous competitive dynamics among e-commerce platforms. Thirdly, Managers of e-commerce platforms 

should understand that when orchestrating and formulating DSAs sequences, they cannot blindly pursue their 

suddenness and complexity at the cost of exceeding their control and management capabilities.  
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