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Abstract. This study aims to explore the impact of modernizing a business by incorporating digital
technology, physical resources, and individual creativity on gaining a competitive advantage. Specifically,
it examines how the implementation of robotic process automation (RPA), digital business strategy, and
digital transformation have affected the competitiveness of the banking industry. The study used structural
equation modeling (SEM) and surveyed 832 banking employees. The results suggest that implementing
RPA, a digital business strategy, and digital transformation can significantly improve a company's
competitiveness. These findings can be applied to other developing countries, such as Indonesia, where
businesses face increased competition in the digital age. The study emphasizes the importance of
proactively modernizing a business to maintain a competitive edge in today's rapidly changing business
environment. Additionally, the study suggests that effective leadership and a culture that encourages the
adoption of digital technology are crucial for the successful implementation of these strategies. The research
also highlighted the importance of managers having a strong understanding of digital tools and the digital
business strategy to identify opportunities and threats related to the company's digital strategy. Overall, the
study emphasizes the need for businesses to stay current with digital technology and modernization to
remain competitive in today's digital age.
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1. Introduction

Digitization creates new ways for companies to create added business value. Business modernization by
combining digital technology, physical resources, and individual creativity is crucial in transforming
innovative businesses that can form competitive advantages (Berawi et al., 2020). Already, robotic
technology has had a significant impact on the commercial and industrial sectors. Now, a new technology
known as robotic process automation (RPA) is forecast to have an even more significant impact on how
humans perform their jobs in the years to come (Santos et al., 2020). Although RPA is most employed for
initiatives to improve operational excellence, it is also applicable in various contexts. Even though RPA is
a hot topic in the business world, there is a pressing need for additional research on the theoretical and
practical ramifications of the technology (Hofmann et al., 2020). The continuously shifting digital
landscape is the primary driver of ongoing digital transformation, resulting in the development of complex
information systems (Vom Brocke et al., 2018). Automation and robotics are not new phenomena in digital
transformation. Many businesses are currently utilizing RPA as a component of their automation efforts,
and this trend is expected to continue. What are the most common challenges and barriers to RPA
implementation, and how can organizations overcome these challenges?

RPA helps organizations better navigate the complexities of achieving and maintaining compliance in a
rapidly evolving regulatory landscape. The originality of this research lies in the fact that it provides a new
measurement of the RPA idea, which was initially referred to as research (Cooper et al., 2021).
Implementing RPA in accounting and finance or other industries aims to automate repetitive processes and
achieve cost efficiency and effectiveness as described in the dimensions of quality, efficiency, and
effectiveness in research (Cooper et al., 2021). However, this study proposes adding a compliance
dimension because the quality of compliance with automatic regulations will increase with the increase in
efficiency and effectiveness. Compliance audits can happen at any time. In addition, the audits required to
achieve compliance can be costly and time-consuming to prepare. Organizations must thoroughly prepare
for audits, with compliance automation and reporting benefits, which include automated logging tasks and
processes, records of when exceptions occur, and how human intervention occurs. So that companies have
access to perfect audits and are also ready whenever needed. Automation with software robots can
significantly benefit organizations: shorter processing times, reduced human errors, lower operating costs,
increased levels of compliance, and higher data accuracy (Radke et al., 2020). All the updated dimensions
in this study had gone through a pilot study before these indicators were used in research data. The novelty
of this study is that a new measurement of the RPA concept, initially referred to by Cooper et al. (2021),
uses five dimensions: work changes, work satisfaction, career prospects, fears, quality, efficiency,
effectiveness, and overall impressions. This research develops new dimensions, namely the dimensions of
security, documentation, compliance, and communication channels.

The phenomenon known as digital transformation is a significant phenomenon fundamentally altering
how industrial organizations function and is bringing them into the age of industry known as Industry 4.0.
(Parida et al., 2019). With the assistance of digital technology, businesses are discovering innovative
approaches to their job, ultimately leading to enhanced operational performance (Hesse, 2018). For
businesses to maintain their position in the market, they are being pressured to alter their value generation
method by adopting various digital technologies (Vial, 2019). Despite the widespread acceptance of digital
transformation and the increased knowledge of digital practices over the previous decade, the body of prior
research still needs to fully comprehend the organizational shifts that occur during digital transformation.
A survey of primary literature demonstrates that our knowledge of digital transformation needs to be more
cohesive. Because of this gap in understanding, there is a pressing need for more definitive
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recommendations for study and practice in corporate change management. This study looks at a case study
by Sony dan Naik (2020) that studies the significant enabling variables of digital transformation
advancement in modern settings.

It is necessary for organizations that wish to modernize and acquire a competitive advantage in the
digital era to combine digital technology, physical resources, and the creativity of individual employees
(Berawi et al., 2020). Enterprises need to have a digital business plan in order for them to function within a
digital ecosystem, simplify their processes, and integrate them using digital technology(Schneider, 2018).
Nevertheless, it is not just about technology but also organizational learning, process change, and successful
leadership (Schneider, 2018). Managers need to have a strong understanding of digital tools and the digital
business strategy to recognize opportunities and hazards related to the firm's digital strategy. Managers play
a crucial role in the formation of the digital strategy of the organization. Managers play an essential part in
developing a company's digital strategy, and to do so effectively, they need to have a comprehensive
awareness of both digital tools and the digital business plan. This will allow them to recognize opportunities
and threats (L. Xue, 2014). The creation of a culture inside an organization that encourages the growth,
implementation, and transition to digitality is something that managers are obligated to do to steer their
companies toward digitalization (Chuang & Lin, 2015). Additionally, the management team should be
comfortable with digital technologies and have a clear vision for digitality, and developing digital skills
inside the digital environment should have reached a mature stage (L. Xue, 2014). Administrative capacity,
which refers to the ability of managers to apply digitality in corporate strategy, the mindsets and skill sets
of employees, and the workplace, is an essential component of digital technology (L. Xue, 2014).

This study aims to explore the impact of modernizing a business by incorporating digital technology,
physical resources, and individual creativity on gaining a competitive advantage. Specifically, it examines
how the implementation of robotic process automation (RPA), digital business strategy, and digital
transformation have affected the competitiveness of the banking industry. This research is expected to
produce new RPA measurements for the context in Indonesia and as a reference medium for further analysis
using the same concept and research basis. In addition, this research is also expected to provide empirical
evidence regarding the relationship between the effect of implementing RPA, digital business strategy, and
digital transformation initiatives on a company's competitive advantage.

2. Theoretical Review and Hypotheses

2.1. Robotic process automation implementation and competitive advantage
RPA enables substituting human work with robots, improving financial resource management and less

downtime. When RPA is used, there is a cost reduction, a quality improvement, and a speedup in processing
times. The increased cost efficiency, task control, and value creation that can result from this can benefit a
company's overall competitiveness. RPA has also been demonstrated to be effective in reducing the quantity
of repetitive manual jobs as well as error rates, according to studies (Anagnoste, 2017). Another advantage
of RPA is that it enables robots to operate around the clock, conduct more complex processes and activities,
identify in-process detections, and create new high-paying employment. It has been discovered that RPA
can increase the quality of accounting techniques and the knowledge organizations in Lithuania possess
(Kloviené & Gimzauskiene, 2015). RPA can also be readily implemented into pre-existing systems without
requiring changes to the existing IT landscape, saving money that would otherwise be wasted (Vedder et
al., 2016). Companies that utilize RPA to better their overall business strategy will earn higher profits than
those who use it for cost reduction. This is because the latter companies will only benefit from other chances
if they employ RPA for cost reduction (Lacity & Willcocks, 2016b). Additionally, robotic process
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automation has the potential to significantly improve the efficiency and effectiveness of a company's
financial operations by reducing the need for a clearing system and manual settlement, both of which can
lengthen the time it takes for financial transactions to be completed (Lacity & Willcocks, 2016a).

Software that performs robotic process automation (RPA) is an efficient way to standardize procedures,
manage enormous transaction volumes, comply with regulations, and improve process maturity (Willcocks
et al., 2015). It can provide chief financial officers a competitive advantage by assisting them in managing
essential financial operations, boosting market transparency, and developing new markets for international
securities (Vedder et al., 2016). CFOs can fulfill their performance goals by increasing the efficiency and
frequency of processes, which can be accomplished by automating repetitive jobs using robots. In addition,
when more business procedures are automated with the help of technology, people are freed to focus on
activities that provide more value to the company. Increasing the number of RPA-automated processes in
an organization can improve the potential value that the business can produce.

Additionally, there is a vital communication factor, as prior research and pilot studies have indicated
that RPA's technological qualities might lead to employee resistance. Effective communication can prevent
this resistance (Syed et al., 2020). This can include concerns about one's employment and a need for more
faith in technological advancements (Suri et al., 2017). As a result, it is essential to ensure that the most
critical stakeholders and users within the company comprehend the innovation and are on board with it to
completely grasp the value created by adopting RPA.

H1: Robotic process automation implementation has a significant effect on competitive advantage.

2.2. Digital business strategy and competitive advantage

Wang et al. (2020) claims that Chinese companies have created, tested, and verified a framework to link
digital business strategy and corporate efficiency (Wang et al., 2020). Chi et al. (2018) provide a framework
that describes the process of value creation and digital business strategy appropriation in organizations that
employ the e-selling process based on a research model validated with survey and financial data. The
framework describes in detail how these activities occur in online retail establishments. E-collaboration
capabilities, another type of digital capability, are shown to fully mediate the impact of a digital business
strategy on a company's success in a study conducted by Chi et al. (2018). The results of a study by Zhao
et al. (2015), researchers put their theory to the test in this study by analyzing survey results from all
businesses in China. Zhao et al. (2015) found that investing in IT human resources increased firm value.
The resulting inter-organizational e-business skills for value creation can further amplify the effects of
digital partnerships and channel partner relationships. Kurtz et al. (2021) discovered that not all digital
business methods vyield favorable results has ramifications for information systems research and how
organizations function today. However, Kurtz et al. (2021) conducted an empirical study in which they
offered four unique digital business strategies and explored the consequences of each. This study delves
into digital business strategy, an approach businesses or companies use to improve their bottom lines.

H2: Digital business strategy has a significant effect on competitive advantage.

2.3. Digital transformation initiatives and competitive advantage

A questionnaire served as the critical research instrument in the study carried out by Furjan et al. (2020),
whose purpose was to comprehend and assess various aspects of digital transformation technologies and
business concepts. This was done to locate and research digital transformation activities undertaken by
Croatian businesses. They concluded that these programs encourage enterprises to employ the proper
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technological principles to raise their power and level of competition. According to the findings of Guo &
Xu (2021) research on the impact of digital transformation on the operational and financial performance of
Chinese businesses, the intensity of digital transformation has a U-shaped relationship with financial
performance and a positive relationship with operational performance. The research also found that digital
transformation positively correlates with operational performance. The researchers discovered another
finding that showed a positive correlation between digital transformation and operational success. They
also found that the long-term impact of digital transformation on operational performance is substantially
more significant than its impact on financial performance. This was a finding that came as a surprise to
them. This study aims to shed light on the myriad ways digital transformation impacts organizational
performance and assists businesses in establishing goals for digital transformation, focusing on Indonesia's
banking industry. The research will be conducted in Indonesia.

According to Fitzgerald et al. (2014), only a tiny fraction of businesses have the necessary management
and technology skills to use digital technology to enhance their competitiveness effectively. Many of the
difficulties businesses experience in this endeavor can typically be traced back to those working for
businesses that resist change (Kumar Basu, 2015). According to Von Leipzig et al. (2017), cultural barriers
are frequently overlooked in business, so companies must be aware of them. People and businesses need a
solid understanding of the strategic goals behind digital integration and transformation efforts (Kaufman &
Horton, 2018). Even though developing a unique strategy for digital transformation that takes into account
all of its priorities, coordination mechanisms, and steps are essential, there is still a need for clear guidelines
that cover transformation strategies used by different organizations (Matt et al., 2015; Chanias dan Hess,
2016). According to Yoo et al. (2010) achieving a competitive advantage necessitates the implementation
of a strategic framework that makes the most of the one-of-a-kind capabilities offered by digital technology
built into products. Xue et al. (2022) researched the relationship between digital transformation, crossing
boundaries, and a company's long-term competitive advantage. The researchers concluded that digital
transformation positively affects a company's long-term competitive advantage and can assist a company
in achieving a long-term competitive advantage.

H3: Digital transformation initiatives has a significant effect on competitive advantage.

2.4. RPA and competitive advantage mediated by market orientation.

Incorporating technology into business operations is necessary to improve the efficacy and efficiency of
market-based innovations and processes. This can be measured by how satisfied customers are, how much
competition there is, and how well different functions coordinate. The influence of robotic process
automation (RPA) on a company's ability to maintain a competitive advantage in Indonesia has yet to be
investigated, even though it is a relatively new concept. There has yet to be a comprehensive investigation
into how RPA affects a company's performance. Previous studies on computerization and automation have
investigated their effects on companies' levels of financial performance (Gatian et al., 1995; Bharadwaj,
2000; Kotha & Swamidass, 2000; Ravichandran & Lertwongsatien, 2005). However, this research aims to
shed new light on the topic by considering a broader range of factors and analyzing it in an era when
computers were not widely used in commercial settings. In addition, the study deviates from previous
research in that it incorporates constructs that might have little impact on the results.

H4: Market orientation strengthens RPA's relationship with a competitive advantage.
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2.5. Digital business strategy and competitive advantage mediated by market orientation.
Understanding and catering to the needs and inclinations of one's target market are essential components of
customer-centric marketing strategies (Hillebrand et al., 2011). This indicates that businesses need to
provide goods and services that go above and beyond what is anticipated by the customer (Guenzi & Troilo,
2007). Additionally, companies are responsible for being aware of the competition in their industry and
seeking opportunities to gain a competitive advantage. This idea can be made more understandable by
catering to the customer's requirements. Customers now have access to more information sources than ever
before, thanks to the proliferation of online and traditional marketing forms. Therefore, businesses must be
proactive and anticipate their customers' unspoken requirements (Chuang, 2018). According to research,
market orientation has positively impacted companies' performance across various industries (Chen et al.,
2014; Kamboj & Rahman, 2017; Su et al., 2021). As a result, the significance of market orientation in
connecting digital business strategy and achieving a competitive advantage has been emphasized
throughout this research.

H5: Market orientation strengthens digital business strategy relationship with a competitive advantage.

2.6. Digital transformation initiatives and competitive advantage mediated by market
orientation.

Many businesses have begun adjusting their systematic innovation to adapt dynamically to shifting
environmental conditions (Doz & Kosonen, 2010). The new managerial problems presented by
digitalization will significantly impact a wide variety of businesses due to the pull and push effects of
technology and the market (Adner, 2002; Kolbjornsurd et al., 2016). A significant number of businesses
are making extensive preparations for this change and are attempting to exert an active impact on the
transformation sector to, on the one hand, defend their core businesses and, on the other, create new
prospects for growth (Chao, 2014). In addition to strategic, organizational, and process transformations,
such as the appointment of a Chief Digital Officer, a large number of businesses operating in a variety of
industries, including the automotive, chemical, and electronic sectors, have begun to implement specific
digitization initiatives (Phan et al., 2017; Plastino dan Purdy, 2018). This initiative is a detailed program
aimed at proactively shaping and reactively addressing specific digitalization challenges in company-
specific situations. For example, innovative home solutions in the construction industry or driving a car in
the automotive sector are examples of company-specific situations that could benefit from this initiative.
These digitalization endeavors typically take the form of programming strategies, each composed of several
constituent parts (Agrawal et al., 2017; Wilson et al., 2017). However, many of these strategic efforts have
yet to accomplish their primary goals. Many businesses assert that their digital transformation efforts have
been unsuccessful up to this point (Andriole, 2017; Bughin dan Van Zeebroeck, 2017; U. 1. Lichtenthaler,
2017).

H6: Market orientation strengthens digital transformation initiatives relationship with a competitive
advantage.

The research model in Figure 1 is based on the literature review conducted on RPA, digital business
strategy, digital transformation initiatives, and competitive advantage. The model will guide the research
and help test the proposed hypotheses. It is essential to validate the model through further research and data
analysis. The research results will provide insights into the relationships between RPA, digital business
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strategy, digital transformation initiatives, and competitive advantage and how they impact a company's
performance.

Robotic Process automation

Competitive Advantage

Digital business strategy (DBS) (CA)

Digital transformation initiatives |—
(DTI)

Market orientation (MO)

Fig. 1. Theoretical Model

3. Research Method

This study uses a quantitative research approach. This study aims to test the theory, establish facts, show
relationships between variables, provide statistical descriptions, and estimate and predict results. The
dependent variable in this study is Competitive Advantage, with Market Orientation as a moderating
variable. The independent variables in this study are RPA Implementation, Digital Business Strategy, and
Digital Transformation Initiatives. This study also uses control variables, namely length of work and
specialization. To strengthen the intervention and control of this research by conducting a pilot study which
is a simulation of the research. The simulation also aims to examine the setting of this study in translating
operational variables into questionnaire items from indicators measuring the dependent, independent, and
moderating variables. The size of the indicators in this study was measured on an ordinal scale. In the
guestionnaire, each question has a likert scale value of one to six.

Hypothesis testing uses full model structural equation analysis (SEM). Full SEM, apart from
confirmation theory, also explains whether there is a relationship between latent variables (Ghozali &
Ratmono, 2017). Before testing the hypothesis, factor analysis will be carried out first. Which is used to
measure the correlation between different statements according to the variables, the construct consists of
and is used to measure the validity of the construct. Furthermore, partial least squares (PLS) path analysis
will be carried out to test whether the independent variables affect the dependent variable (Urbach Frederik,
2010 and Henseler et al., 2016) using a predetermined research model. The coefficients on testing the inner
model hypothesis are said to be accepted if the T statistic value is more significant than T table 1.96 (a 5%),
which means if the T statistic value for each hypothesis is greater than the T table, then it can be declared
accepted or proven. T

This research is cross-sectional, namely research conducted at a particular time, which is only used for
a specific time and is not carried out at different times to be compared. This study will seek to obtain data
from questionnaires submitted to respondents to meet the required number of samples for analysis. The
depth of this research or research describes or explains a problem whose results can be generalized. This
research emphasizes the aspect of data breadth so that the data or research results represent the entire
population. This study carried out measurements to achieve depth in this study, and each social phenomenon
was translated into several problem components, variables, and indicators. Each variable is measured by
giving different number symbols according to the category of information related to that variable. By using
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numeric symbols, quantitative mathematical calculation techniques can be carried out to produce general
conclusions within a parameter. The main goal of this methodology is to explain a problem but produce
generalizations.

This study's research environment is the non-contrived environment (natural environment or field
setting), namely the banking and insurance sub-sectors. This study used data collection techniques through
the questionnaire to obtain data related to the problem under study. This questionnaire is a data collection
technique that uses a list of questions or questions regarding matters related to the problem under study.
The unit of analysis in this study is the company, with employee respondents representing the company.
The sample of this research is the banking and insurance sub-sector companies in Indonesia. The type of
data used in this research is primary data. The primary data obtained came from questionnaires distributed
to the respondents. The items contained in the questionnaire refer to research. The measurement variable in
this study is to give the value of the characteristics of the research object. The measurement variable
describes the determination of the construct so that it becomes a variable that can measure with the
measurement scale used.

4. Results and discussions

This study used a sample of 832 data which will be used as a research sample which has descriptive
statistical data presented in table 1 as follows:

Table 1: Descriptive statistics

Variabel N Minimum  Maximum Mean Std. Deviation

RPA 832 2 6 4,52 0,758
DBS 832 2 6 4,68 0,892
DTI 832 2 6 4,64 0,833
MO 832 3 6 4,83 0,814
CA 832 3 6 4,86 0,843

Source: SmartPls3

The results of the validity test are shown in Table 2. All items were found to be valid with a factor loading
value greater than 0.6. Additionally, to ensure the accuracy of hypothesis testing, the reliability test must
have a Cronbach's Alpha value higher than 0.6, a Composite reliability value higher than 0.7, and an AVE
value higher than 0.5.

Table 2: Construct Reliability and Validity

Variable Cronbach's rho_A Composite AVE
Alpha Reliability
CA 0,885 0,885 0,907 0,521
RPA 0,962 0,962 0,965 0,503
DBS 0,936 0,936 0,944 0,511
DTI 0,877 0,877 0,903 0,537
MO 0,855 0,856 0,890 0,536

Source: SmartPls3
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The data in Table 2 indicates that all the variables in the study have high levels of reliability, as indicated
by their total reliability scores being greater than 0.7, Cronbach's alpha greater than 0.6, and AVE greater
than 0.5. This suggests that the measures used in the study are consistent and reliable for use in hypothesis
testing.

Table 3: Result of Path Coefficients

Hypothesis Prediction Coefficient P Values
RPA -> CA H1 + 0.458 0.000*
DBS -> CA H2 + 0.209 0.000*
DTI->CA H3 + 0.208 0.000*
MO -> CA H4 + 0.228 0.000*
RPA*MO -> CA H5 + -0.044 0.000*
DBS*MO -> CA H6 + 0.092 0.019*
DTI*MO -> CA H7 + 0.005 0.886
Adjusted R? 0,800

Notes: * Supported < 0,05, Source: SmartPls 3

The modified R2 value is presented in Table 3, along with a significant value of P value 0.5. This value is
considered influential and significant (Hair et al., 2019). The independent variable RPA implementation
has P values that range from 0.00 to 0.05. According to hypothesis 1, RPA does have a positive and
significant influence on competitive advantage (CA). The findings of this study are consistent with the
findings of the investigation carried out by (Cooper et al., 2021). The coefficient value 0.458, equivalent to
45.8%, represents the degree to which the RPA variable impacts CA. This percentage demonstrates that a
rise of one unit in the RPA variable can result in a rise of 45.8 percentage points in the CA value. Robotic
Process Automation (RPA) can significantly affect a company's competitive advantage. By automating
routine, repetitive, and time-consuming tasks, RPA can free employees to focus on higher-value activities,
such as innovation, creativity, and customer service. This can lead to increased productivity, efficiency, and
cost savings, ultimately translating into a competitive advantage for the company. RPA can also help
companies improve their speed and accuracy, reducing the risk of errors and increasing the speed of
response to customer needs. This can help companies to gain an edge over their competitors, particularly
in industries where speed and accuracy are critical factors. Additionally, RPA can help companies quickly
adapt to changing market conditions, customer needs, and regulatory requirements. This can help
companies to stay ahead of their competitors by being more agile and responsive to the changing business
environment. However, it is essential to note that RPA is not a panacea for all business problems, and
companies need to carefully evaluate the costs and benefits of implementing RPA. Moreover, RPA is a
process that requires more than a one-time implementation process and requires continuous maintenance
and updating to keep up with the evolving business requirements.

The second independent variable, the DBS variable, has a P-Value that ranges from 0.000 to 0.05. It
says that the DBS variable has a beneficial and significant effect on CA. The findings of this investigation
are consistent with the findings of the studies conducted by (Chi et al., 2018; Zhao et al., 2015). Therefore,
hypothesis 2 is validated; an increase of one value in DBS can increase to 0.209 or 20.9% in the CA value.
A digital business strategy uses technology to create new business models, enhance customer experience,
optimize operations, and increase efficiency. Digital technologies can help companies to be more agile and
responsive to changing market conditions. This can help them to adapt to new challenges and seize new
opportunities quickly. By doing so, companies can differentiate themselves from their competitors and
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capture new market opportunities. A well-executed digital business strategy can provide companies with a
competitive advantage by enhancing customer experience, increasing operational efficiency, fostering
innovation, enabling agility, and supporting data-driven decision-making.

The P-Value for the third independent variable, which is digital business initiatives (DTI), is 0.000,
less than 0.05. It has been stated that the DTI variable has a favorable and significant effect on competitive
advantage. According to the third hypothesis, or H3, this assertion is correct: DTI does have a positive and
significant effect on a company's competitive edge. The findings of this study are consistent with the
findings of a study carried out by (Furjan et al., 2020). The size of the influence of the DTI variable on CA
corresponds to the coefficient of 0.208, equal to 20.8%. This percentage demonstrates that a change of only
one value in the DTI variable can result in a 20.8% rise in the CA value. Digital transformation involves
leveraging digital technologies to change how a company operates fundamentally, interacts with customers,
and creates value. By doing so, companies can gain a competitive edge in the marketplace. Digital
technologies can help companies to collect, analyze, and leverage data to make better-informed business
decisions. This can help them to gain a competitive advantage by identifying new market opportunities,
improving customer experiences, and optimizing operations. Digital transformation initiatives can provide
companies with a competitive advantage by enhancing customer experience, increasing operational
efficiency, fostering innovation, enabling agility, and supporting data-driven decision-making. However, it
is essential for companies to carefully plan and execute their digital transformation initiatives to ensure that
they achieve the desired outcomes and avoid potential pitfalls.

The market orientation variable (MO) has a P value of 0.000 <0.05, so it is stated that the MO variable
has a positive and significant effect on CA. This statement is by the third hypothesis, H4: the MO variable
positively and significantly impacts competitive advantage. The results of this study are the same as the
results of a survey conducted by (Talaja et al., 2017; Talaja et al., 2017 and Herman et al., 2018). The
magnitude of the influence of the MO variable on CA corresponds to the coefficient of 0.228 or 22.8%.
This percentage shows that an increase of 1 value in the MO variable can increase the CA value by 22.8%.
Market orientation helps companies to understand their customers' needs, preferences, and behaviors. This
can help them develop products and services that better meet customer conditions, increasing customer
satisfaction and loyalty. Companies can identify unique selling points that differentiate their products and
services by understanding the market and its competitors. This can help them gain a competitive advantage
by offering something their competitors do not. Market orientation makes companies more adaptable and
responsive to changing market conditions. This can help them to quickly adapt to new challenges and seize
new opportunities, giving them a competitive edge over less adaptable competitor.

Moderation of market orientation (MO) on the three independent variables has a different impact. MO
variable restraint in the RPA variable strengthens its influence on sustainability performance. The
significant value of the P-Value of RPA*MO is 0.000 or <0.5, so it is by H5. Statement of the fifth
hypothesis, market orientation moderation strengthens the effect of RPA implementation on competitive
advantage. The results of data processing show significance but have a different direction. The magnitude
of the moderating influence of MO on RPA on CA has a coefficient value of -0.044 or equivalent to -4.4%.
RPA can automate several tasks and activities that previously required human intervention. This can reduce
operational costs and production time and increase the accuracy and speed of data processing. However,
RPA implementation alone will only provide a competitive advantage if the right market orientation
strategy supports it. A good market orientation can help companies to understand customer needs and wants
and identify competition in the market. By understanding the market well, companies can develop business
strategies that are more effective and lead to competitive advantages. Market orientation can moderate the
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relationship between RPA and competitive advantage by ensuring that companies use RPA technology to
meet customer needs and maintain a strong position in the market. By having a strong market orientation,
companies can optimally exploit the potential of RPA to improve customer experience, reduce operational
costs, increase efficiency, and develop innovations.

Digital business strategy (DBS) moderated by market orientation (MO) strengthens the influence of
DBS variables on competitive advantage. In table 4.6, the magnitude of the DBS*MO moderation P value
is 0.018 or <0.05. H6 states that market orientation strengthens the influence of digital business strategy
positively and significantly, so H6 is accepted. The magnitude of the effect of the MO variable reinforces
DBS on CA according to the coefficient of 0.092 or 9.2%. This percentage shows that an increase of 1 in
the value of the MO variable strengthens DBS and can increase the value of CA by 9.2%. Digital business
strategy and market orientation can affect a company's competitive advantage. However, the influence of
the two can vary depending on how they interact with each other. In this context, a digital business strategy
can provide a competitive advantage through digital technology to improve operational efficiency and
customer experience and open up new markets. However, the competitive advantage that results from a
digital business strategy can be affected by how well a company adopts a market orientation. Market
orientation can moderate the relationship between digital business strategy and competitive advantage. By
adopting a market orientation, companies can focus more on customer needs and utilize digital technology
to meet those customer needs. On the other hand, without adopting a market orientation, one can use digital
technology without regard to customer needs, which can reduce the potential for competitive advantage
that can be generated.

Market orientation moderation (MO) in digital transformation initiatives (DTI) has a P-Value of -0.891
or > 0.05, and it is stated that H7 is rejected. DTI*MO moderation weakens the impact of digital
transformation initiatives on competitive advantage and has a coefficient value at DT1 0.005 or equivalent
to 5%. There is a substantive relationship between digital transformation initiatives and competitive
advantage, which can be moderated by market orientation. In today's digital era, digital transformation
initiatives are becoming increasingly important for companies to compete in an increasingly competitive
market. By adopting digital technology and changing how they work, companies can improve efficiency,
product and service quality and create added value for their customers. However, more than digital
transformation initiatives are needed to ensure a competitive advantage. Market orientation is also critical
in achieving a competitive advantage. Companies with a strong market orientation tend to be more
responsive to changes in the market, understand their customers' needs better, and are better able to produce
high-quality products and services. A strong market orientation also enables companies to use digital
technology to achieve a competitive advantage. By understanding their market and customer needs,
companies can use digital technology to develop products and services that are more targeted and more
effectively meet customer needs.

Table 4: Sensitivity Test

Description Prediction Model 1 - Old Model 2 - New
Coefficient P Values Koefisien P Values
RPA -> CA + 0,442 0,000* 0,458 0,000*
MO*RPA -> CA + -0,067 0,008* -0,044 0,000*
R Square 0,801 0,772
R Square Adjusted 0,800 0,771
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Table 4 shows model - 1 is a regression test carried out without using a new dimension in RPA. The
processing results show that RPA affects CA, moderated by market orientation, strengthening the effect of
RPA implementation on competitive advantage. The P value for RPA — CA is 0.000 > 0.05, so it is
declared influential with a coefficient of 0.442. While the value of the P-Value of MO*RPA -> CA is 0.008 >
0.05, it is stated that it has an effect with a coefficient value of —0.067. Table 4 model section - 2 with
Novelty shows the results of statistical tests with new dimensions. Where are the five dimensions of RPA
according to the measurements used in Cooper et al. (2021) was tested again after being given an additional
dimension as an update. The results show that after updating, the P value for RPA — CA is 0.000 > 0.05.
It is stated that it affects the coefficient value increasing to 0.458. While the value of the P-Value of
MO*RPA -> CA is 0.000 > 0.05, it is stated that it has an effect with the coefficient value decreasing to —
0.044.

5. Conclusions

This research examines the relationship between implementing robotic process automation (RPA), digital
business strategy, and digital transformation on competitive advantage. The study results show that
implementing robotic process automation (RPA), digital business strategy, and digital transformation
significantly affects a company's competitive advantage. This research shows that there are lessons that can
be taken from companies that have implemented and will implement RPA, use digital business strategies,
and carry out digital transformation. This learning can prepare the company to have an optimal impact and
create competitiveness. Several banks operating in Indonesia already have RPA, use digital business
strategies, and implement a digital transformation, primarily when their parent companies have
implemented their use in their base of operations. Leaders in their industry can see the potential of RPA.
The rapid adoption of RPA and their decision to build a team of RPA experts has benefited the company.
And not only that, but they also have more time to strategize about the future of work in the digital
transformation era. They can support their workers in transition, moving them to tasks that are more
rewarding than arduous data entry tasks. For this reason, RPA is very suitable for Indonesia. These findings
can be generalized to other emerging markets because Indonesia is a developing country market.

This research has some limitations that need to be addressed. Firstly, the subjectivity of the respondents
in answering the questionnaire is a potential limitation. Since the respondents filled out the questionnaires
via email without any guidance, there is a possibility of respondent subjectivity towards the questions asked.
Secondly, the data received from 840 respondents cannot be processed immediately as some respondents
may not meet the necessary qualifications. Additionally, the presence of outlier data and the uneven
distribution of samples between manufacturing companies listed on the IDX and non-IDX is also a
limitation. These limitations need to be addressed in future studies to increase the validity and reliability of
the research findings.

References

Adner, R. (2002). When are technologies disruptive? A demand-based view of the emergence of
competition. Strategic Management Journal. https://doi.org/10.1002/smj.246

Agrawal, A., Gans, J. S., & Goldfarb, A. (2017). What to expect from artificial intelligence. MIT Sloan
Management Review.

Anagnoste, S. (2017). Robotic Automation Process - The next major revolution in terms of back office

301



Priyanto et al., Journal of System and Management Sciences, Vol. 13 (2023) No. 3, pp. 290-305

operations improvement. Proceedings of the International Conference on Business Excellence.
https://doi.org/10.1515/picbe-2017-0072

Andriole, S. J. (2017). Five myths about digital transformation. MIT Sloan Management Review.
https://doi.org/10.7551/mitpress/11633.003.0005

Berawi, M. A., Suwartha, N., Asvial, M., Harwahyu, R., Suryanegara, M., Setiawan, E. A., Surjandari, I.,
Zagloel, T. Y. M., & Maknun, I. J. (2020). Digital Innovation: Creating Competitive Advantages.
International Journal of Technology. https://doi.org/10.14716/ijtech.v11i6.4581

Bharadwaj, A. S. (2000). A resource-based perspective on information technology capability and firm
performance: An empirical investigation. MIS Quarterly: Management Information Systems.
https://doi.org/10.2307/3250983

Bughin, J., & Van Zeebroeck, N. (2017). The best response to digital disruption. MIT Sloan Management
Review. https://doi.org/10.7551/mitpress/11859.003.0010

Chanias, S., & Hess, T. (2016). Understanding digital transformation strategy formation: Insights from
Europe’s automotive industry. Pacific Asia Conference on Information Systems, PACIS 2016 - Proceedings.

Chao, R. O. (2014). A Theoretical Framework for Managing the New Product Development Portfolio:
When and How to Use Strategic Buckets. Management Science.

Chen, Y., Tang, G., Jin, J., Xie, Q., & Li, J. (2014). CEOs’ transformational leadership and product
innovation performance: The roles of corporate entrepreneurship and technology orientation. In Journal of
Product Innovation Management. https://doi.org/10.1111/jpim.12188

Chi, M., Lu, X., Zhao, J., & Li, Y. (2018). The impacts of digital business strategy on firm performance:
The mediation analysis of e-collaboration capability. International Journal of Information Systems and
Change Management. https://doi.org/10.1504/1J1ISCM.2018.094603

Chuang, S. H. (2018). Facilitating the chain of market orientation to value co-creation: The mediating role
of  e-marketing adoption.  Journal of  Destination = Marketing and  Management.
https://doi.org/10.1016/j.jdmm.2016.08.007

Chuang, S. H., & Lin, H. N. (2015). Co-creating e-service innovations: Theory, practice, and impact on
firm performance. International Journal of Information Management.
https://doi.org/10.1016/j.ijinfomgt.2015.01.002

Cooper, L. A., Holderness, D. K., Sorensen, T. L., & Wood, D. A. (2021). Perceptions of Robotic Process
Automation in Big 4 Public Accounting Firms: Do Firm Leaders and Lower-Level Employees Agree?
Journal of Emerging Technologies in Accounting. https://doi.org/10.2308/jeta-2020-085

Doz, Y. L., & Kosonen, M. (2010). Embedding strategic agility: A leadership agenda for accelerating
business model renewal. Long Range Planning. https://doi.org/10.1016/j.Irp.2009.07.006

Fitzgerald, M., Kruschwitz, N., Bonnet, D., & Welch, M. (2014). Embracing digital technology: A new
strategic imperative. MIT Sloan Management Review.

Furjan, M. T., Tomic¢i¢-Pupek, K., & Pihir, I. (2020). Understanding Digital Transformation Initiatives:
Case Studies Analysis. Business Systems Research, 11(1). https://doi.org/10.2478/bsrj-2020-0009

Gatian, A. W., Brown, R. M., & Hicks, J. O. (1995). Organizational innovativeness, competitive strategy
and investment success. Journal of Strategic Information Systems, 4(1). https://doi.org/10.1016/0963-

302



Priyanto et al., Journal of System and Management Sciences, Vol. 13 (2023) No. 3, pp. 290-305

8687(95)80014-H
Ghozali, 1., & Ratmono, D. (2017). Analisis Multivariat dan Ekonometrika. In Universitas Diponegoro.

Guenzi, P., & Troilo, G. (2007). The joint contribution of marketing and sales to the creation of superior
customer value. Journal of Business Research. https://doi.org/10.1016/j.jbusres.2006.10.007

Guo, L., & Xu, L. (2021). The effects of digital transformation on firm performance: evidence from China’s
manufacturing sector. Sustainability (Switzerland), 13(22). https://doi.org/10.3390/su132212844

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data Analysis [8th Edition].
Cengage Learning.

Henseler, J., Hubona, G., & Ray, P. A. (2016). Using PLS path modeling in new technology research:
Updated guidelines. Industrial Management and Data Systems. https://doi.org/10.1108/IMDS-09-2015-
0382

Herman, H., Hady, H., & Arafah, W. (2018). The Influence of Market Orientation and Product Innovation
on the Competitive Advantage and Its Implication toward Small and Medium Enterprises (Ukm)
Performance.  International Journal of Science and Engineering Invention, 4(08).
https://doi.org/10.23958/ijsei/vol04-i108/02

Hesse, A. (2018). Digitalization and Leadership - How Experienced Leaders Interpret Daily Realities in a
Digital World. Proceedings of the 51st Hawaii International Conference on System Sciences.
https://doi.org/10.24251/hicss.2018.234

Hillebrand, B., Kemp, R. G. M., & Nijssen, E. J. (2011). Customer orientation and future market focus in
NSD. Journal of Service Management. https://doi.org/10.1108/09564231111106929

Hofmann, P., Samp, C., & Urbach, N. (2020). Robotic process automation. Electronic Markets.
https://doi.org/10.1007/s12525-019-00365-8

Kamboj, S., & Rahman, Z. (2017). Market orientation, marketing capabilities and sustainable innovation:
The mediating role of sustainable consumption and competitive advantage. Management Research Review,
40(6). https://doi.org/10.1108/MRR-09-2014-0225

Kaufman, 1., & Horton, C. (2018). Digital Transformation: Leveraging Digital Technology with Core
Values to Achieve Sustainable Business Goals. IEEE Software.

Kloviené, L., & Gimzauskiene, E. (2015). The Effect of Information Technology on Accounting System’s
Conformity with Business Environment: A Case Study In Banking Sector Company. Procedia Economics
and Finance. https://doi.org/10.1016/s2212-5671(15)01476-8

Kolbjornsurd, V., Amico, R., & Thomas, R. J. (2016). How Artificial intelligence will redefine management.
Harvard Business Review.

Kotha, S., & Swamidass, P. M. (2000). Strategy, advanced manufacturing technology and performance:
Empirical evidence from U.S. manufacturing firms. Journal of Operations Management, 18(3).
https://doi.org/10.1016/S0272-6963(99)00025- X

Kumar Basu, K. (2015). The Leader’s role in managing change: Five cases of technology-enabled business
transformation. Global Business and Organizational Excellence. https://doi.org/10.1002/joe.21602

Kurtz, H., Hanelt, A., & Firk, S. (2021). Digital Business Strategy and Firm Performance: An Empirical

303



Priyanto et al., Journal of System and Management Sciences, Vol. 13 (2023) No. 3, pp. 290-305

Investigation. Lecture Notes in Information Systems and Organisation, 48 LNISO.
https://doi.org/10.1007/978-3-030-86800-0_42

Lacity, M. C., & Willcocks, L. P. (2016a). A new approach to automating services. In MIT Sloan
Management Review (Vol. 58, Issue 1, pp. 41-49). https://doi.org/10.7551/mitpress/11633.003.0015

Lacity, M. C., & Willcocks, L. P. (2016b). Robotic process automation at teleféica O2. MIS Quarterly
Executive.

Lichtenthaler, U. I. (2017). Digital Transformation and Artificial Intelligence : FAQ - 101 Frequently Asked
Questions.

Matt, C., Hess, T., & Benlian, A. (2015). Digital Transformation Strategies. In Business and Information
Systems Engineering. https://doi.org/10.1007/s12599-015-0401-5

Parida, V., Sjdlin, D., & Reim, W. (2019). Reviewing literature on digitalization, business model
innovation, and sustainable industry: Past achievements and future promises. In Sustainability
(Switzerland). https://doi.org/10.3390/su11020391

Phan, P., Wright, M., & Lee, S. H. (2017). Of robots, artificial intelligence, and work. In Academy of
Management Perspectives. https://doi.org/10.5465/amp.2017.0199

Plastino, E., & Purdy, M. (2018). Game changing value from artificial intelligence: Eight strategies.
Strategy and Leadership. https://doi.org/10.1108/SL-11-2017-0106

Radke, A. M., Dang, M. T., & Tan, W. K. A. (2020). Using robotic process automation (RPA) to enhance
item master data maintenance process. Logforum, 16(1). https://doi.org/10.17270/J.LOG.2020.380

Ravichandran, T., & Lertwongsatien, C. (2005). Effect of information systems resources and capabilities
on firm performance: A resource-based perspective. In Journal of Management Information Systems (\Vol.
21, Issue 4). https://doi.org/10.1080/07421222.2005.11045820

Santos, F., Pereira, R., & Vasconcelos, J. B. (2020). Toward robotic process automation implementation:
an end-to-end perspective. Business Process Management Journal, 26(2). https://doi.org/10.1108/BPMJ-
12-2018-0380

Schneider, P. (2018). Managerial challenges of Industry 4.0: an empirically backed research agenda for a
nascent field. In Review of Managerial Science. https://doi.org/10.1007/s11846-018-0283-2

Sony, M., & Naik, S. (2020). Industry 4.0 integration with socio-technical systems theory: A systematic
review and proposed theoretical model. Technology in Society.
https://doi.org/10.1016/j.techsoc.2020.101248

Su, L., Peng, Y., Kong, R., & Chen, Q. (2021). Impact of E-Commerce Adoption on Farmers’ Participation
in the Digital Financial Market: Evidence from Rural China. Journal of Theoretical and Applied Electronic
Commerce Research. https://doi.org/10.3390/jtaer16050081

Suri, V. K., Elia, M., & van Hillegersberg, J. (2017). Software bots -The next frontier for shared services
and functional excellence. Lecture Notes in Business Information Processing, 306.
https://doi.org/10.1007/978-3-319-70305-3 5

Syed, R., Suriadi, S., Adams, M., Bandara, W., Leemans, S. J. J., Ouyang, C., ter Hofstede, A. H. M., van

de Weerd, 1., Wynn, M. T., & Reijers, H. A. (2020). Robotic Process Automation: Contemporary themes
and challenges. Computers in Industry, 115. https://doi.org/10.1016/j.compind.2019.103162

304



Priyanto et al., Journal of System and Management Sciences, Vol. 13 (2023) No. 3, pp. 290-305

Talaja, A., Miocevi¢, D., Alfirevi¢, N., & Pavici¢, J. (2017). Market Orientation, Competitive Advantage
and Business Performance: Exploring the Indirect Effects. Drustvena Istrazivanja, 26(4).
https://doi.org/10.5559/di.26.4.07

Urbach Frederik, N. and A. (2010). Structural Equation Modeling in Information Systems Research Using
Partial Least Squares. Journal of Information Technology Theory and Application (JITTA).

Vedder, R., Welters, M., Mints, A., & Ramkhelawan, A. (2016). Robotic process automation in the Finance
function of the future. Ernst & Young.

Vial, G. (2019). Understanding digital transformation: A review and a research agenda. In Journal of
Strategic Information Systems. https://doi.org/10.1016/j.jsis.2019.01.003

VVom Brocke, J., Maaf3 W., Buxmann, P., Maedche, A., Leimeister, J. M., & Pecht, G. (2018). Future Work
and Enterprise Systems. In Business and Information Systems Engineering. https://doi.org/10.1007/s12599-
018-0544-2

von Leipzig, T., Gamp, M., Manz, D., Schdtle, K., Ohlhausen, P., Oosthuizen, G., Palm, D., & von Leipzig,
K. (2017). Initialising Customer-orientated Digital Transformation in Enterprises. Procedia Manufacturing.
https://doi.org/10.1016/j.promfg.2017.02.066

Wang, Z., Rafait Mahmood, M., Ullah, H., Hanif, 1., Abbas, Q., & Mohsin, M. (2020). Multidimensional
Perspective of Firms’ IT Capability Between Digital Business Strategy and Firms’ Efficiency: A Case of
Chinese SMEs. SAGE Open. https://doi.org/10.1177/2158244020970564

Willcocks, L., Lacity, M., & Craig, A. (2015). Robotic Process Automation at Xchanging. The Outsourcing
Unit Working Research Paper Series.

Wilson, H. J., Daugherty, P. R., & Morini-Bianzino, N. (2017). The jobs that artificial intelligence will
create. MIT Sloan Management Review. https://doi.org/10.7551/mitpress/11645.003.0020

Xue, F., Zhao, X., & Tan, Y. (2022). Digital Transformation of Manufacturing Enterprises: An Empirical
Study on the Relationships between Digital Transformation, Boundary Spanning, and Sustainable
Competitive Advantage. Discrete Dynamics in Nature and Society, 2022.
https://doi.org/10.1155/2022/4104314

Xue, L. (2014). Governance-knowledge fit and strategic risk taking in supply chain digitization. Decision
Support Systems. https://doi.org/10.1016/j.dss.2014.03.003

Yoo, Y., Henfridsson, O., & Lyytinen, K. (2010). The new organizing logic of digital innovation: An
agenda for information systems research. Information Systems Research.
https://doi.org/10.1287/isre.1100.0322

Zhao, J., Chi, M., Zhu, Z., & Hu, L. (2015). From digital business strategy to e-business value creation: A

three-stage process model. International Journal of Networking and Virtual Organisations, 15(2-3).
https://doi.org/10.1504/1INV0.2015.070433

305



