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Based on the background of the current digital economy era, this paper takes the
G OPEN ACCESS manufacturing-related enterprises in Fujian Province (Xiamen, Quanzhou, Fuz-

hou) of China as the research object, discusses the influence mechanism of digi-
tal platform capability on the innovation performance of platform enterprises,
and analyzes the function mechanism of enterprise internal entrepreneurship,
user value co-creation and digital market exploration between digital platform
capability and platform enterprise innovation performance. Based on the existing
literature and the existing theoretical basic research, the original data of enter-
prises were obtained through investigation. The reliability and validity of the
recovered data were analyzed and regression analysis was conducted by SPSS
and Amos software. The mediating role of enterprise intelligence level between
tion, and reproduction in any me- digital platform capability and innovation performance was tested by the boot-
dium, provided the original author Strap method. The ability of digital platforms has a positive impact on the inno-
and source are credited. vation performance of platform enterprises. The research shows that there is a
significant positive relationship between the capability of digital platforms and
the innovation performance of platform enterprises. The ability of digital plat-
forms has a positive impact on user value co-creation; Enterprise internal entre-
preneurship and user value co-creation have a positive impact on the innovation
performance of platform enterprises. This paper explores the function mechan-
ism of digital platform capability on the innovation performance of platform en-
terprises, which has important practical significance and provides a reference for
the development of digital platform enterprises.

DOI: 10.26855/0ajem.2023.03.006
Received: February 25, 2023
Accepted: March 22, 2023
Published: April 19, 2023

Copyright: ©2023 Zhiwei Tang. This
is an open access article distributed
under the terms of the Creative
Commons Attribution License, which
permits unrestricted use, distribu-

Keywords

Manufacturing, Digital Platform Capability, User Value Co-Creation, Innovation
Performance, Enterprise Intelligence Level

1. Introduction

Digital platform enterprises are digital platforms characterized by the Internet, multilateral markets, and network ef-
fects, enabling functions, and can output a large number of digital products and services. In the platform mode of digital
platform enterprises, a new round of technological paradigms has fundamentally changed. New digital technologies
such as big data, block chain and artificial intelligence have realized accelerated application (Pereira, Tavalaei, & Ozalp,
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2019). Digital platforms have been embedded in a large number of enterprise products, business projects and market
operations, completely breaking the traditional business and management boundaries of enterprises, It not only makes
the original "dual interactive value creation mode between enterprises and users" move towards "value creation mode
jointly created by enterprises, users, suppliers and other economic entities", but also realizes the close contact of rele-
vant stakeholders, coordinates multiple resources to meet the diversified needs of users, and makes efficient use of var-
ious resources to reduce the costs of entrepreneurship and operation. The digital platform enterprise is a typical organi-
zation form in the era of the digital platform economy, which has the characteristics of aggregation of multiple subjects,
user-centered and enhanced sharing mechanism. Based on the internal digital platform, it effectively connects the
supply side and demand side in the external market and provides a place for interaction and communication for multiple
subjects of the platform through the radiation form of digital empowerment Multi-subject value co-creation has a
unique congenital advantage. For example, Taobao and Alibaba cloud have built digital information platforms, creating
a precedent for integrating online and offline e-commerce platform operations, which has played a significant role in
promoting the prosperity and development of China's digital platform economy. For example, Haier and Huawei have
built an industrial Internet platform to apply new digital technologies to personalized customized products and services,
which has become a successful model for the transformation of the global digital economy.

In fact, through the perspective and analysis of the existing successful digital platform enterprises, it is found that
most of the fast-growing platform enterprises have powerful digital platforms and can output digital products or servic-
es, and rely on the ability of the digital platform to form a huge digital empowerment and radiation effect, so as to con-
tinuously introduce internal and external participants to jointly create greater new business value and form unique in-
novation performance. Platform enterprises must constantly increase the investment, optimization and expansion of
internal digital platforms, so that the digital platform becomes larger and larger, creating favorable conditions for con-
necting internal and external multi-body, and realizing the digital empowerment of other enterprises. The digital plat-
form capability formed in this process can not only help cope with the changing external complex digital economic en-
vironment but also promote the formation of internal innovation performance, which is extremely important for the sur-
vival, development and rapid growth of platform enterprises. However, although the practice of platform enterprises to
form unique innovation performance based on strong digital platform capabilities is in full swing, the theoretical devel-
opment is relatively lagging behind, which can not help practical development.

2. Analysis

Before the hypothesis test analysis of large sample data in this paper, firstly, SPSS 24.0 software is used to conduct
descriptive statistical analysis and Pearson correlation analysis on all variables to test whether there are large deviations
in the mean, standard deviation and correlation coefficient, so as to understand the overall data quality. The research
results are shown in Table 1. It can be seen from the table that the mean and standard deviation of each variable meet
the requirements, indicating that there is no large deviation in data analysis. According to (Wu Minglong, 2010), when
the correlation coefficient between variables is less than 0.7, it indicates that there is no high correlation among va-
riables. Therefore, the overall performance of the data in this paper is generally in line with expectations.

Table 1. Descriptive Statistical Analysis and Correlation Coefficient Matrix (N=398)

Variable mean value  SD 1 2 3 4 5
1. Enterprise age 2.94 0.989 1
2. Enterprise scale 2.68 1.065  0.218%* 1
3. Industry of the enterprise 2.82 1.350 0.095 -0.048 1
4. Nature of enterprise 2.15 0.928 0.023 0.045 -0.051 1
5. Digital platform capability 5.24 0.95 -0.058 0.034 -0.126 0.052 1
6. Enterprise internal entrepreneurship 5.38 0.90 -0.038 0.069 -0.098  -0.036 0.188%**
7. User value co-creation 4.97 094  -0.247**  0.065 -0.280** -0.061  0.302*
8. Supplier value co-creation 5.26 0.70 0.054 0.192%* -0.079 0.073  0.169**
9. Enterprise intelligence level 5.29 1.11 -0.017 -0.054 0.078 -0.098  0.015
10. Innovation performance of platform enterprises 5.36 0.94 0.004 0.145**  -0.167*  0.029  0.351**

Note: N is the sample size, *p<0.05** P < 0.01; Source: sorted by the author.
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It can be seen from table 4.3 that the age of the enterprise in the control variable is significantly negatively correlated
with the co-creation of user value, which is consistent with the theoretical hypothesis. The older the enterprise is, the
less likely it is to generate innovation. The business model tends to be solidified, and the organizational inertia is large,
which is easy to meet the existing user market and is not conducive to the co-creation of user value. The enterprise scale
in the control variable is significantly positively correlated with the value co-creation of suppliers and the innovation
performance of platform enterprises. The larger the enterprise scale, the greater the network effect of platform enter-
prises, and the wider the scope of suppliers, which is conducive to promoting the value co-creation of suppliers, and is
also conducive to integrating the advantages of various suppliers to form a strong innovation performance of platform
enterprises. At the same time, the correlation between the main variables of the model is good, which can preliminarily
verify the theoretical hypothesis.

3. Results

Before testing the theoretical hypothesis, this paper needs to centralize all control variables, explanatory variables and
explained variables. Hypothesis H1 predicts the positive impact of digital platform capabilities on the innovation per-
formance of platform enterprises. In hierarchical regression analysis, after controlling variables such as enterprise age,
enterprise size, industry, and nature of the enterprise, there is a positive and significant relationship between digital
platform capability and innovation performance of platform enterprises ( B =0.333, p<0.001, ci=[0.241, 0.426]). There-
fore, suppose H1 is supported by data.

4. Discussions

Based on dynamic capability theory, value co-creation theory and value chain theory, this paper explores the me-
chanism and influence path of digital platform capability on platform enterprise innovation performance. The empirical
results show that the higher the level of digital platform capability of platform enterprises, the more it can promote the
construction of innovation performance of platform enterprises. Suppose H1 is supported by data.

Digital platform capability is a comprehensive capability built by platform enterprises based on internal digital plat-
forms, which can greatly drive the digital transformation of enterprises (Xiao Jinghua et al., 2021). On the one hand, the
digital platform capability can timely capture external resources and flexibly arrange resources to dynamically adapt to
changes in the external environment, improve the internal core competitiveness of enterprises, and quickly form the
innovation performance of platform enterprises (Yeow, Soh, & Hansen, 2018); On the other hand, the ability of digital
platform can help platform enterprises build an online and offline dual linkage platform mode, lay the foundation for
digital transformation or digital development of enterprises, and thus promote the construction of innovation perfor-
mance of platform enterprises (Vial, 2019). Therefore, the ability of digital platforms has a positive impact on the inno-
vation performance of platform enterprises.

The logical relationship between "digital platform capability and platform enterprise innovation performance" is also
reflected in the process of investigating enterprises in this paper. For example, the leader of a Fuzhou smart home en-
terprise surveyed in this paper believes that the digital platform capability is necessary capability to win the digital
transformation and development in the future. A strong digital platform and its digital platform capability can help at-
tract the continuous participation of internal employees, users and suppliers, optimize the business model of value
co-creation, build the core competitiveness of platform enterprises, and build the innovation performance of platform
enterprises (Zaki, 2019).

To sum up, digital platform capabilities play a vital role in the formation and construction of platform enterprise in-
novation performance, both in theory and practice.
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