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Abstract: As market competition intensifies, more and more enterprises and scholars have paid attention to business model in-
novation. Amit et al. (2022) linked business model innovation with firm strategy, and discussed the definition of business model
innovation strategy, its basic elements and future research directions. Inspired by Amit et al. (2022), this paper explores the im-
pact of digital technology on the upgrading of firms’ business model innovation strategy by observing firms’ practices and reviewing
relevant literature, and then discusses directions for future research.
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