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ABSTRACT

The global retail sector is undergoing a fundamental transformation
due to digital disruption, reshaping consumer behavior and
compelling businesses to adapt. Business resilience has become
critical in this era, where companies must innovate to sustain growth
amid intensified post-pandemic competition. Business Model
Innovation (BMI) emerges as a key strategy to strengthen resilience
through integration of omnichannel systems, data-driven
personalization, and digital ecosystem development. However,
research still lacks comprehensive insights into how these strategies
simultaneously enhance multiple dimensions of resilience in the
Indonesian retail context. This study explores the types of BMI
implemented by retail companies in 2023, their contribution to
resilience, and proposes a strategic BMI framework for the retail
sector. The study was conducted in Jakarta, Indonesia, focusing on
one national retail company (RetailX) with operations across major
cities. Using a qualitative, single-case study design, data were
collected through in-depth interviews, observations, and document
analysis, and analyzed thematically using NVivo software. Key
limitations include single-case focus and one-year timeframe analysis.
Findings reveal that integrating omnichannel approaches, data
analytics, diversified revenue streams, and ecosystem partnerships
significantly enhances operational agility, customer engagement, and
competitiveness. The study's novelty lies in demonstrating how
synchronized innovation across the nine Business Model Canvas
elements produces synergistic resilience beyond isolated innovations
found in previous studies. Overall, BMI is proven effective in building
resilient, adaptive, and technology-driven retail models in Indonesia.
The study recommends that business leaders integrate digital
technologies, agile business strategies, and a culture of continuous
innovation to achieve sustainable resilience in an increasingly volatile
digital marketplace.
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INTRODUCTION
The global retail world is undergoing a fundamental transformation triggered by a wave of digital

disruption. The term "retail apocalypse" that was popular a few years ago began to shift to a "retail
renaissance", where only business actors who are able to adapt and innovate will survive and even thrive
(Willems et al., 2022). Digital disruption is no longer just about the presence of e-commerce, but has evolved
into an ecosystem that includes artificial intelligence (Al), big data analytics, the internet of things (IoT), and
cloud computing, which collectively change the entire value chain of the retail industry from upstream to
downstream.

This era of disruption has dramatically changed consumer behavior. Modern consumers, dominated by
Generation Z and Millennials, are no longer just looking for products, but demand seamless, personalized,
and instant shopping experiences. They move seamlessly between online and offline (omnichannel) channels,
compare prices in real-time, and are heavily influenced by digital reviews and social media. This paradigm
shift forces retailers to abandon traditional business models that are linear and rigid.

Business resilience is a critical concept in this context. More than just being able to survive, business
resilience in the digital era means the capacity of a company to anticipate shocks, respond to changes, and
adapt quickly while continuing to maintain operational continuity and competitive advantage (Teece, 2018).
Resilience is no longer about being the strongest, but about being the most responsive and flexible.

Business Model Innovation (BMI) emerged as a strategic answer to build resilience (Foss & Saebi, 2017).
This is not just product or process innovation, but innovation on the logic of creation, capture, and delivery
of enterprise value. 2023 is a very significant year to study. After the adaptation phase during the pandemic,
this year has been a test year where the digital strategies that have been invested in are starting to show results.

Despite growing digital adoption, many Indonesian retail companies struggle with business model
transformation effectiveness. The fundamental problem lies in understanding which BMI strategies
successfully build resilience amid post-pandemic market volatility. This research is urgent as the gap widens
between digitally transformed retailers and those still using conventional models. Many MSMEs and
traditional retailers face closure, as shown by 2023 Ministry of Trade data, while omnichannel retailers
continue to grow.

These issues lead to several critical research questions that guide this study. First, what specific forms of
Business Model Innovation (BMI) have been adopted by retail companies in 2023 to respond to digital
disruption? Second, how do these innovations contribute to measurable business resilience across financial,
operational, and strategic dimensions? Third, what kind of strategic framework can effectively guide the
implementation of BMI in the retail sector to enhance adaptability and long-term competitiveness?

This study addresses these questions by examining RetailX, a national retail chain operating across
Jakarta, Surabaya, and Bandung. The research objectives are threefold: first, to identify and categorize BMI
strategies implemented; second, to analyze the causal relationship between specific innovations and resilience
indicators; third, to develop an actionable strategic framework for retail practitioners.

Previous research shows contextual, sectoral, and conceptual gaps (Ritter & Pedersen, 2020; Priyono et
al., 2020; Kohtamiki et al., 2020; Wulandari et al., 2022). These studies reveal three critical gaps: (1) limited
focus on large-scale retail post-2023, (2) absence of holistic resilience measurement beyond financial metrics,
and (3) lack of integrated frameworks combining BMI with organizational capabilities.

The novelty of this research lies in its temporal specificity (2023 post-pandemic context), methodological
integration (combining Business Model Canvas with ambidexterity theory), and comprehensive resilience
measurement encompassing financial, operational, and strategic dimensions. The main theory that supports
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this research is the Business Model Canvas by Osterwalder & Pigneur (2010) which is used to map and
analyze the elements of the business model. In addition, the Ambidexterity framework (Tushman & O'Reilly,
1996) is also relevant to understanding how companies embrace innovation while still running profitable core
operations.

Data from eMarketer (2023) and the Indonesian E-Commerce Association (idEA) projects the continued
growth of Indonesia's e-commerce, but also shows that the majority of consumer transactions still involve
physical or hybrid interactions, confirming the omnichannel theory that is the cornerstone of many modern
retail business model innovations.

Table 1. The impact of digital disruption on traditional retail canvas business model elements

Business Model Traditional The Impact of Digital Examples of Innovation (2023)
Canvas Practices Disruption
Elements
Customer Based on broad Data-based micro- Personalization using Al.
Segments demographics. segmentation.
Value Proposals Price, quality, Experience, Subscription box, eco-friendly
location. personalization, product.
sustainability.
Channels Physical stores, Omnichannel (online-  Click-and-collect, social
catalogs. offline) platform. commerce.
Customer Transactional, Community-based Loyalty apps, customer groups on
Relationships loyalty programs. relationships and WhatsApp.
engagement.
Revenue Direct product sales. Subscription,  pay-per- Subscription model, affiliate
Streams use, advertising models. marketing.
Key Activities Inventory Data management, Data analytics, marketplace
management, platform development. management.
logistics to the store.
Key Resources Store location, Customer data, Cloud infrastructure, @ CRM
brand, inventory. technology platforms, system.
algorithms.
Key With  distributors With a tech platform, Partnership with Gojek/Shopee
Partnerships and suppliers. third-party logistics. for logistics.
Cost Structure Rental costs, human Tech development costs, Online customer acquisition
resources, inventory. digital marketing. costs, R&D.

Source: Developed by the author from Osterwalder & Pigneur (2010) and trends analysis 2023

The results of this research are expected to contribute to the development of strategic management
and innovation literature, as well as provide applicable guidance for retail business actors and policy
makers in designing digital transformation strategies to build sustainable business resilience.

RESEARCH METHOD
This study employs a qualitative holistic single case study approach, implying an in-depth
exploration of Business Model Innovation (BMI) strategies within their real-world context (Yin,
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2018). By treating the retail company as an integrated system, this design enables a comprehensive
understanding of how BMI operates dynamically in practice, capturing the complexity and
contextual interconnections that shape strategic transformation in the digital era.

Population and Sample Selection

The population in this study includes all retail companies operating in Indonesia and have
actively implemented digital-based business model innovations in at least the last two years. Sample
selection was carried out by purposive sampling using the criterion-based selection technique
(Palinkas et al., 2015). The criteria for selecting companies include: companies engaged in the retail
sector, have implemented changes of at least two elements in their Business Model Canvas in
response to digital disruption since 2021-2023, demonstrate indicators of business resilience, and
are accessible for research. Based on these criteria, one national retail company (RetailX) operating
in Jakarta, Surabaya, and Bandung was selected as the analysis unit.

Research Instruments

The main instrument in this qualitative research is the researcher himself as a human instrument
(Creswell & Poth, 2018). To guide the data collection process, the researcher used supporting
instruments consisting of: semi-structured interview guidelines containing open-ended questions
based on elements of the Business Model Canvas and the concept of business resilience; observation
sheets to record the phenomenon of business model implementation; and document analysis
protocols to collect and analyze secondary data such as annual reports, websites, and social media
content.

Data Collection Technique

The data collection technique is carried out through triangulation of data sources to increase the
validity and depth of the data. The main technique used is in-depth interviews with key informants
representing the strategic and operational levels of the company, such as the CEO, CTO, Head of
Marketing, and Head of Operations. In addition, indirect observation of the company's activities on
digital platforms and physical outlets was carried out, as well as document studies to complete and
verify data from interviews and observations.

Data Analysis Procedures and Trustworthiness

The research procedure is carried out through four main stages. The preparation stage includes
problem formulation, literature study, and preparation of research instruments. The data collection
stage involves briefing to informants, conducting recorded and transcribed interviews, observation,
and document collection. The data analysis follows systematic thematic analysis: (1) verbatim
transcription of all interviews within 48 hours, (2) initial coding using open coding techniques, (3)
axial coding to identify pattern relationships, (4) selective coding for core theme development, (5)
peer debriefing sessions with two independent researchers, and (6) member checking with three key
informants to validate interpretations.
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Trustworthiness is established through: (a) credibility via prolonged engagement (6 months
fieldwork), triangulation of data sources, and member validation; (b) transferability through thick
description of context and detailed case documentation; (c¢) dependability via audit trail

documentation and peer examination; (d) confirmability through reflexive journaling and bracketing
of researcher assumptions.

The data analysis technique uses thematic analysis that is carried out interactively and iteratively
through six processes: familiarization with the data, initial code generation, theme search, theme
review, theme definition and naming, and report preparation. The analysis is carried out with the
help of Qualitative Data Analysis (QDAS) software NVivo to manage the data systematically and
comprehensively.

Research Ethics

This study obtained ethical clearance from the University Research Ethics Committee (No.
045/UREC/2023). Informed consent was secured from all participants with guaranteed anonymity
and confidentiality. The company name "RetailX" is a pseudonym to protect organizational identity.
Participants retained rights to withdraw at any stage. All data is stored securely with password
protection and will be destroyed after five years per institutional policy.

RESULTS AND DISCUSSION
Addressing the Research Gap

This study fills the identified research gap by demonstrating how RetailX's comprehensive BMI
approach systematically transforming nine Business Model Canvas elements through integrated
omnichannel strategy, data-driven personalization, multi-stream revenue models, and ecosystem
development simultaneously enhances financial resilience (revenue diversification, cost
optimization), operational resilience (agility, supply chain robustness), and strategic resilience
(competitive advantage, innovation capacity). Unlike prior research examining isolated digital
initiatives or single resilience dimensions, this holistic analysis reveals synergistic effects whereby
synchronized BMI across multiple elements creates exponential rather than additive resilience
benefits in the Indonesian retail context during 2023's post-pandemic recovery period.

RetailX Business Model Transformation: Integration of Omnichannel Strategy and
Personalization

The implementation of Business Model Innovation (BMI) at RetailX is characterized by a
fundamental transformation from a traditional brick-and-mortar model to a fully integrated
omnichannel approach (Verhoef et al., 2021). The company adopted a "phygital" strategy that
seamlessly combines physical and digital strength. This transformation touches on nine elements of
the Business Model Canvas, with the most significant changes to value propositions, channels, and
customer relationships. This comprehensive transformation directly addresses the research gap by
demonstrating how synchronized innovation across multiple BMC elements creates holistic
resilience, contrasting with prior studies that examined single-element changes in isolation.

Based on the analysis of interview data, RetailX implements a single-view customer system that
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allows personalization of services in real-time (Lemon & Verhoef, 2021). The implementation of
the Al-powered recommendation engine increased cross-selling opportunities by 35% and customer
retention rate by 28% in the Q2-Q4 2023 period.

Table 2. Transformation of RetailX Canvas Business Model Elements

BMC Elements Traditional Models Innovative Models Supporting Technology
(2023)

Value Proposition Quality Products Personalization AI/ML, CDP
experience

Channels Physical outlets Omnichannel ecosystem  Mobile app, loT

Customer Transactional Data-driven relational CRM integrated

Relationships

Revenue Streams Product sales Multi-stream digital Subscription, affiliate

Key Activities Inventory Data analytics Cloud computing

management
Key Resources Physical assets Digital assets Platform technology
Cost Structure High fixed cost Variable cost digital Cloud-based
infrastructure

Source: Primary data analysis, 2023

Channel transformation through the development of click-and-collect service and same-day
delivery has succeeded in increasing the average order value by 23% compared to in-store only
transactions (Bell et al., 2022). The implementation of mobile payment and scan-and-go technology
reduces waiting time at outlets by up to 65%, significantly increasing customer satisfaction scores.
These operational improvements directly contribute to operational resilience by enhancing the
company's capacity to maintain service continuity during demand fluctuations and supply chain
disruptions experienced in 2023.

Building Organizational Resilience Through Digital Capabilities

RetailX's business resilience development is facilitated by the development of dynamic
capabilities that focus on digital transformation (Warner & Wager, 2021). The company established
a dedicated digital transformation team responsible for continuous innovation and rapid adaptation.
Investments in cloud infrastructure and microservices architectures allow for scalability and
flexibility in responding to market changes. These capabilities have proven to be critical during the
supply chain volatility period in 2023. This finding extends prior research by Wulandari et al. (2022),
which examined BMI's impact on financial performance alone, by revealing how digital capabilities
simultaneously enhance operational and strategic resilience dimensions.

Based on in-depth interview analysis, RetailX implements predictive analytics for demand
forecasting and inventory optimization (Sanders & Graman, 2023). This system reduces stock-out
incidence by 42% and excess inventory by 38% during 2023. The implementation of the automated
replenishment system increased the inventory turnover ratio from 4.5 to 6.8 in one year, supporting
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operational resilience.

Digital Capabilities Framework for Resilience
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Figure 1. Digital Capabilities Framework for Resilience
Source: Developed from Warner & Wiger (2021) and Teece (2023)

The development of agile methodologies in product development allows time-to-market
reduction of up to 40% for new digital features (Highsmith et al., 2023). The establishment of an
innovation lab serves as a testbed for piloting new business models before scaled implementation.
As a result, RetailX managed to launch three new revenue streams in the form of subscription
services, affiliate marketing, and data monetization in a 12-month period. The ability to rapidly
develop and deploy new revenue models demonstrates strategic resilience through business model
flexibility a critical capability absent in traditional retail models documented by Willems et al.

(2022).

Customer-Centric Innovation and Value Co-Creation

RetailX's business model innovation adopts a customer-centric approach through the
implementation of systematic customer feedback loops and co-creation mechanisms (Ramaswamy
& Ozcan, 2022). The company develops a digital community platform that facilitates ongoing
dialogue with customers. The implementation of real-time sentiment analysis enables responsive
service improvement and proactive issue resolution. This approach increases the Net Promoter Score
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from +32 to +48 in one year.

Based on the analysis of observational data, RetailX applies a design thinking approach in the
development of new services (Liedtka, 2023). This process involves customers throughout the
development cycle through beta testing programs and co-design workshops. As a result, the success
rate of new product launches increased from 45% to 72%, with a customer adoption rate 35% higher
than conventional development approaches.

Table 3. Value Co-Creation Method and Its Impact

Method Supporting Technology Impact on Performance Customer Engagement
Digital Community  Social platform Idea generation +40% Active participation 65%
Co-design Workshop Virtual reality Concept success +35% Satisfaction score 4.8/5
Beta Testing Cloud-based testing Launch success +27% Feedback quantity +120%
Crowdsourcing Al-powered platform Innovation quality +45% Monthly active users 15K

Source: RetailX internal data, analyzed 2023

The implementation of personalized marketing automation increased campaign effectiveness
by 55% compared to traditional mass marketing (Kumar et al., 2021). The use of behavioral analytics
and predictive modeling increases customer lifetime value by 30% through targeted retention
programs. These customer-centric innovations enhance financial resilience through revenue stability
and growth, while simultaneously building strategic resilience via strengthened customer
relationships that buffer against competitive pressures.

Sustainable Competitive Advantage through Ecosystem Strategy

RetailX develops a competitive advantage through the development of a digital ecosystem that
connects various stakeholders in the value network (Adner, 2021). The company establishes
strategic partnerships with technology providers, logistics companies, and financial institutions. This
ecosystem approach allows for the creation of new value propositions that are impossible to achieve
standalone. The ecosystem strategy represents a novel approach to resilience building in Indonesian
retail, extending beyond the internal operational focus of previous studies (Priyono et al., 2020) to
create external network-based resilience through distributed risk and shared capabilities.

Based on an analysis of internal documents, RetailX launched a marketplace platform that
allows third-party sellers to offer complementary products (Zhu & Liu, 2021). This strategy
increases assortment breadth by 150% without additional inventory investment. The implementation
of open API architecture facilitates seamless integration with partner services, creating network
effects that significantly increase platform value.
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Figure 2. RetailX Digital Ecosystem Architecture
Source: Developed from Adner (2021) and Jacobides et al. (2022)

The development of data sharing partnerships with complementary businesses increases
customer insights and enables hyper-personalization (Gal-Or et al., 2023). The implementation of
blockchain technology for supply chain transparency increases trust and brand credibility. As a
result, RetailX achieved ecosystem gross merchandise value growth of 85% year-over-year,
significantly outpacing the industry average.

Organizational Learning and Digital Culture Transformation

RetailX's successful transformation is supported by fundamental organizational learning
processes and digital culture development (Kane et al., 2021). The company implements a
continuous learning program that includes digital literacy training, data analytics bootcamps, and
innovation workshops. The formation of cross-functional digital task forces facilitates knowledge
sharing and breaking down organizational silos. The culture of experimentation and calculated risk-
taking has become embedded in the organizational DNA. This cultural transformation addresses a
critical enabler of resilience often overlooked in prior BMI research, demonstrating that
technological innovation alone is insufficient without corresponding organizational capability
development.

Based on data triangulation analysis, RetailX implements an innovation measurement
framework that includes metrics such as experiment velocity, learning rate, and innovation ROI
(Anthony et al., 2023). The reward and recognition system was redesigned to incentivize
collaborative innovation and digital initiatives. As a result, the employee engagement score for
digital transformation initiatives increased from 58% to 82% in 18 months.

Table 4. Digital Culture Assessment Metrics

Cultural Dimension Performance Indicators Baseline Achievement Exchange
(2022) (2023)
Learning Orientation Training hours per 20 hours 45 hours +125%
843
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employee
Experimentation Experiments conducted 12 projects 38 projects +217%
Mindset
Collaboration Index Cross-functional projects  25% 68% +172%
Risk Tolerance Failed experiments 15% 42% +180%
accepted
Digital Literacy Certification rate 35% 78% +123%

Source: Internal survey RetailX, 2023

The implementation of a knowledge management system integrated with an Al-powered
recommendation engine increases knowledge sharing efficiency by 60% (Alavi & Leidner, 2021).
The establishment of innovation communities of practice facilitates best practice sharing and lesson
learned dissemination. As a result, the time-to-competence for new digital tools was reduced from
3 months to 1.5 months.

Theoretical Implications and Framework Integration

The findings reveal that successful BMI implementation aligns with Teece's (2018) dynamic
capabilities framework, where sensing, seizing, and reconfiguring capabilities enable adaptive
resilience. RetailX's transformation validates Foss & Saebi's (2017) assertion that comprehensive
BMI requires simultaneous modification of multiple Business Model Canvas elements rather than
isolated changes. The integration of omnichannel strategy with organizational ambidexterity
demonstrates how firms can exploit existing capabilities while exploring new digital opportunities
(Tushman & O'Reilly, 1996).

Comparison with Previous Research

Unlike Priyono et al. (2020) who found digital adoption challenges in SMEs, this study shows
that large retailers with resource capacity can achieve rapid transformation when supported by
dedicated digital teams. The 35% cross-selling increase contrasts with Wulandari et al.'s (2022)
findings of 18% revenue growth, suggesting that ecosystem-based approaches yield superior
outcomes compared to isolated digital initiatives. RetailX's 85% ecosystem GMV growth
significantly exceeds the 45% industry average reported by Pascucci et al. (2023), validating the
multiplicative effect of platform strategies.

The customer-centric co-creation approach extends Ramaswamy & Ozcan's (2022) framework
by demonstrating tangible outcomes 72% launch success rate versus typical 45-50% industry
benchmarks. This empirical validation strengthens theoretical arguments for democratized
innovation processes.

Research Limitations

Several limitations warrant consideration. First, the single-case design limits generalizability
across diverse retail contexts findings may not apply to small retailers or different geographic
markets. Second, the 12-month observation period captures short-term outcomes but cannot assess
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long-term sustainability of resilience gains. Third, reliance on self-reported data from company
informants may introduce positive bias despite triangulation efforts. Fourth, the study cannot isolate
BMI effects from other concurrent market factors influencing performance. Fifth, the
pseudonymization of RetailX prevents readers from assessing context-specific transferability.
Future research should employ multiple-case comparative designs, longitudinal tracking, and
quantitative performance modeling to address these constraints.

CONCLUSION

This study concludes that the Business Model Innovation (BMI) strategy implemented by
RetailX in 2023 effectively strengthens business resilience amid digital disruption through
integrated omnichannel systems, data-driven personalization, diverse revenue streams, and
ecosystem partnerships. These innovations reconfigure all nine Business Model Canvas elements,
creating an adaptive, customer-focused business model that enhances financial, operational, and
strategic resilience. The findings show BMI improves agility, market responsiveness, and
competitive advantage through digital capability, data analytics, and organizational learning. Unlike
prior studies focusing on single innovations, this research demonstrates synergistic resilience effects
arising from holistic BMI integration. It introduces a multidimensional framework for Indonesia's
retail sector, emphasizing the synergy between digital technology, agile models, and innovation
culture as the foundation for sustainability. The study recommends that business leaders integrate
digital technologies, agile business strategies, and a culture of continuous innovation to achieve
sustainable resilience in an increasingly volatile digital marketplace. Future research should explore
longitudinal impacts, cross-segment comparisons, and institutional factors influencing BMI-driven
resilience in emerging markets.

845 https://jetbis.al-makkipublisher.com/index.php/al/index


https://jetbis.al-makkipublisher.com/index.php/al/index

Business Model Innovation Strategy To Increase Business [NAJPINTEVRRINC ULl PLLL
Resilience In The Retail Sector In The Era Of Digital
Disruption (Case Study In 2023)

BIBLIOGRAPHY

Adner, R. (2021). Ecosystem as structure: An actionable construct for strategy. Journal of
Management, 47(1), 45-75.

Alavi, M., & Leidner, D. E. (2021). Knowledge management and knowledge management systems:
Conceptual foundations and research issues. MIS Quarterly, 25(1), 107-136.

Anthony, S. D., Duncan, D. S.; & Siren, P. M. A. (2023). The innovation paradox: Why good
businesses fail to break through. Routledge.

Bell, D. R., Gallino, S., & Moreno, A. (2022). How to win in an omnichannel world. MIT Sloan
Management Review, 64(1), 1-9.

Creswell, J. W., & Poth, C. N. (2018). Qualitative inquiry and research design: Choosing among
five approaches (4th ed.). SAGE Publications.

Foss, N. J., & Saebi, T. (2017). Fifteen years of research on business model innovation: How far
have we come, and where should we go? Journal of Management, 43(1), 200-227.

Gal-Or, E., Geylani, T., & Dukes, A. J. (2023). Information sharing in a channel with partially
informed retailers. Marketing Science, 42(1), 146-165.

Highsmith, J., Luu, L., & Robinson, D. (2023). Adaptive leadership: Accelerating enterprise agility.
Addison-Wesley Professional.

Jacobides, M. G., Cennamo, C., & Gawer, A. (2022). How to navigate ecosystem-based strategies.
Sloan Management Review, 63(2), 45-59.

Kane, G. C., Palmer, D., Phillips, A. K., & Kiron, D. (2021). The technology fallacy: How people
are the real key to digital transformation. MIT Press.

Kohtamiki, M., Parida, V., Oghazi, P., Gebauer, H., & Baines, T. (2020). Digital servitization
business models in ecosystems: A theory of the firm. Journal of Business Research, 104,
380-392.

Kumar, V., Rajan, B., Gupta, S., & Dalla Pozza, I. (2021). Customer engagement in service. Journal
of the Academy of Marketing Science, 47(1), 138-160.

Lemon, K. N., & Verhoef, P. C. (2021). Understanding customer experience throughout the
customer journey. Journal of Marketing, 80(6), 69-96.

Liedtka, J. (2023). Design thinking for innovation: Practice and practice. Routledge.

Osterwalder, A., & Pigneur, Y. (2010). Business model generation: A handbook for visionaries,
game changers, and challengers. John Wiley & Sons.

Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, K. (2015).
Purposeful sampling for qualitative data collection and analysis in mixed method
implementation research. Administration and Policy in Mental Health and Mental Health
Services Research, 42(5), 533-544.

Pascucci, F., Savelli, E., & Gistri, G. (2023). How digital technologies reshape marketing: Evidence
from a qualitative investigation on Italian firms. Journal of Business Research, 146, 38-49.

Priyono, A., Moin, A., & Putri, V. N. A. O. (2020). Identifying digital transformation paths in the
business model of SMEs during the COVID-19 pandemic. Journal of Open Innovation:
Technology, Market, and Complexity, 6(4), 104.

https://jetbis.al-makkipublisher.com/index.php/al/index 846


https://jetbis.al-makkipublisher.com/index.php/al/index

Business Model Innovation Strategy To Increase Business

AL PAN PRI LD IX Resilience In The Retail Sector In The Era Of Digital

Disruption (Case Study In 2023)

Ramaswamy, V., & Ozcan, K. (2022). The co-creation paradigm. Stanford University Press.

Ritter, T., & Pedersen, C. L. (2020). Digitization capability and the digitalization of business models
in business-to-business firms: Past, present, and future. Industrial Marketing Management,
86, 180-190.

Sanders, N. R., & Graman, G. A. (2023). Using real-time data and automated response to improve
inventory management. Production and Operations Management, 32(1), 123-139.

Teece, D. J. (2018). Business models and dynamic capabilities. Long Range Planning, 51(1), 40-49.

Teece, D. J. (2023). The foundations of enterprise performance: Dynamic and ordinary capabilities
in an (economic) theory of firms. Academy of Management Perspectives, 28(4), 328-352.

Tushman, M. L., & O'Reilly, C. A. (1996). Ambidextrous organizations: Managing evolutionary
and revolutionary change. California Management Review, 38(4), 8-29.

Verhoef, P. C., Broekhuizen, T., & Bart, Y. (2021). Digital transformation and business model
innovation: Lessons from the digital economy. Journal of Business Research, 122, 891-901.

Warner, K. S., & Wiger, M. (2021). Building dynamic capabilities for digital transformation: An
ongoing process of strategic renewal. Long Range Planning, 52(3), 326-349.

Willems, K., Verhulst, N., & Brengman, M. (2022). How can physical retailers survive the
digitalization era? The role of omnichannel integration and complementary services. Journal
of Retailing and Consumer Services, 64, 102802.

Wulandari, D., Suryanto, T., & Hidayat, W. (2022). Pengaruh Inovasi Model Bisnis Terhadap
Kinerja Keuangan Perusahaan Ritel. Jurnal Manajemen Indonesia, 22(1), 45-60.

Yin, R. K. (2018). Case study research and applications: Design and methods (6th ed.). SAGE
Publications.

Zhu, F., & Liu, Q. (2021). Competing with complementors: An empirical look at Amazon.com.
Strategic Management Journal, 42(1), 22-45.

847 https://jetbis.al-makkipublisher.com/index.php/al/index


https://jetbis.al-makkipublisher.com/index.php/al/index

Business Model Innovation Strategy To Increase Business [NAJPINTEVRRINC ULl PLLL
Resilience In The Retail Sector In The Era Of Digital
Disruption (Case Study In 2023)

[enolel

licensed under a
Creative Commons Attribution-ShareAlike 4.0 International License

https://jetbis.al-makkipublisher.com/index.php/al/index 848


https://jetbis.al-makkipublisher.com/index.php/al/index
https://creativecommons.org/licenses/by-sa/4.0/

	licensed under a
	Creative Commons Attribution-ShareAlike 4.0 International License

