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Abstract— The article explores the mechanisms through which strategic partnerships generate value and 

sustain competitive advantage in technology markets shaped by digitalization, platform interdependence, 

modular innovation, and data-intensive competition. The article explains how interfirm partnerships 

support value creation and become a durable source of competitive advantage. The topic is relevant because 

technology firms and media actors operate within ecosystems in which critical resources, infrastructure, 

audiences, and capabilities are dispersed across legally separate organizations. The novelty of the study lies 

in integrating the resource-based view, the relational view, dynamic capabilities, and transaction cost 

economics into a single analytical framework for partnership-based competition in technology markets, with 

media firms examined as ecosystem participants. The main findings show that value creation arises from 

complementary resource combinations, knowledge and data exchange, faster innovation cycles, joint 

development, risk sharing, and access to new markets and infrastructures. Sustainable advantage depends 

on relation-specific assets, alliance management capability, effective governance, ecosystem positioning, 

network effects, and the linkage between data access and audience reach. The article will be useful for 

researchers, strategy scholars, managers of technology and media firms, and professionals engaged in alliance 

design and ecosystem governance. 

Keywords— strategic partnerships, value creation, sustainable competitive advantage, 

technology markets, digital ecosystems 

 

I. INTRODUCTION 

Technology markets have entered a phase in 

which digitalization alters the logic of competition, 

firm boundaries, and the architecture of value 

creation. A large review of 537 peer-reviewed studies 

shows that firms with more advanced digital 

transformation are more deeply embedded in 

platform ecosystems and operate with less stable 

organizational boundaries, which makes interfirm 

coordination a structural feature of the market [1]. 

This setting explains the relevance of the present topic. 

Strategic partnerships have become a central 

mechanism in sectors characterized by data intensity, 

modular technologies, rapid innovation cycles, and 

network effects, because few firms control all the 

assets required for development, scaling, distribution, 

and market access. 

In digitalized technology markets, value 

emerges from combinations of complementary 

resources dispersed across firms, platforms, 

developers, infrastructure providers, and content 

actors. Research on digital ecosystems describes cross-

level mechanisms of orientation, cooperation, and 

orchestration, showing that deeper ecosystem 

integration increases the likelihood that digital 

transformation will translate into effective value 

creation and capture [2]. This point gives strategic 

partnerships a direct role in the production of 
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competitive advantage. The alliance literature links 

digital transformation with new opportunities and 

new governance tensions, while evidence from 

asymmetric alliances shows that complementarity, 

commitment, and compatibility shape the use of 

digital technologies for joint learning and capability 

development [3]. Sustainable advantage in such 

markets depends on how firms organize knowledge 

exchange, absorb partner capabilities, and coordinate 

shared assets over time [4, 12]. 

This problem is relevant to both technology 

firms and media companies, though the media focus 

in this article remains contextual. Media industries 

now compete inside platform environments where 

attention, data, distribution, advertising 

infrastructure, and algorithmic visibility are tied to 

partnerships with technology actors. Studies focusing 

on news publishing find that competition for online 

attention changes how media companies react‚ market 

themselves‚ and compete [5]․ Other studies say that 

news media are increasingly dependent on digital 

infrastructures for distribution‚ AI implementation‚ 

and monetization‚ making partnerships with platform 

holders and technology vendors more strategically 

important [6]․ Furthermore‚ research on strategies 

with digital platforms suggest that market actors offer 

positive abnormal returns to credible digital platform 

strategies‚ thus supporting the view that partnership-

based positioning can create or destroy value in 

markets characterized by digital interdependence․ 

The aim of the article is to examine the 

mechanisms of value creation and the formation of 

sustainable competitive advantage in strategic 

partnerships within technology markets, with 

particular attention to the role of media firms as 

participants in digital ecosystems that provide access 

to audiences, content, data, and digital distribution 

channels. 

To achieve this goal, the study tests two 

interrelated hypotheses. 

Hypothesis 1. Strategic partnerships in 

technology markets create value through the 

integration of complementary resources, data, and 

digital infrastructures by means of joint R&D projects, 

platform partnerships, data-sharing arrangements, 

and cloud infrastructure, thereby accelerating 

innovation and expanding access to markets and 

audiences. 

Hypothesis 2. Strategic partnerships become 

a source of sustainable competitive advantage when 

firms develop relation-specific assets, alliance 

management capability, effective governance 

mechanisms, and stable positions within digital 

ecosystems. 

 

II. MATERIALS AND METHODOLOGY 

The study on mechanisms of value creation 

and sustainable competitive advantage through 

strategic partnerships in technology markets is 

grounded in a qualitative synthesis of the conceptual 

and empirical literature cited in the article’s analytical 

framework. The materials include peer-reviewed 

studies on digital transformation, ecosystem 

integration, asymmetric alliances, organizational 

capability, platform dependence, value appropriation, 

and transaction cost logic in digital settings. The 

corpus was selected for its relevance to interfirm 

coordination in technology-intensive environments 

where modular technologies, data dependence, 

platform architectures, and shifting firm boundaries 

shape the conditions of competition [1, 2]. Particular 

weight was assigned to studies that examine how 

complementarities, commitment, compatibility, and 

ecosystem positioning influence joint learning, 

resource integration, and market performance in 

alliances [3, 4, 8]. Additional contextual material was 

drawn from research on media firms operating within 

platform infrastructures, since these studies clarify 

how partnerships mediate access to audiences, 

content, monetization systems, and algorithmic 

distribution in digitally structured markets [5, 6]. 

The methodological design combines 

conceptual comparison and structured interpretive 

analysis of the selected sources. The comparison 

focused on the main theoretical lenses used in alliance 

and technology-market research, including the 

resource-based view, the relational view, dynamic 

capabilities, and transaction cost economics, in order 

to identify how each perspective explains value 

creation, governance choice, capability development, 

and the persistence of competitive advantage under 

conditions of ecosystem interdependence [4, 8, 10, 11]. 

The interpretive stage examined recurring 
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mechanisms across the literature, including access to 

complementary assets, knowledge exchange, 

orchestration within digital ecosystems, alliance 

management capability, network effects, and control 

over downstream interfaces [2, 7, 9]. This procedure 

enabled connecting dispersed findings into a single 

analytical model suited to technology markets and 

specifying the role of media firms as ecosystem 

participants whose partnership value derives from 

audience access, content resources, visibility, and 

infrastructural embeddedness [5, 6]. 

 

III. RESULTS AND DISCUSSION 

In digitalized technology markets, a strategic 

partnership is a deliberate interorganizational 

arrangement in which independent firms pool 

resources, coordinate activities, and pursue a shared 

value proposition while retaining separate legal 

identities. This concept aligns with the current 

structure of technology competition, as products, 

services, and infrastructure are assembled across 

ecosystems. Research on digital ecosystems shows 

that organizational transformation is shaped by three 

linked mechanisms, orientation, cooperation, and 

orchestration, and that deeper ecosystem integration 

raises the likelihood that digital transformation will 

support a new value proposition [2]. Strategic 

partnerships occupy a central place in technology 

markets because they connect firms to external 

knowledge, data, platforms, distribution channels, 

and complementary assets that cannot be developed 

at the same pace internally. 

The main forms of strategic partnerships in 

the technological environment include joint research 

and development, platform complementor 

agreements, data-sharing arrangements, co-

innovation projects, licensing alliances, cloud 

infrastructure partnerships, and cross-industry 

ecosystem collaborations. Their common feature lies 

in coordinated adaptation under conditions of 

technological interdependence. Recent work on 

strategic alliances indicates that alliance research now 

addresses ambidexterity, multi-partner structures, 

and shifting governance challenges that arise when 

value creation depends on exploration and 

exploitation within the same relationship portfolio [7].  

In digital segments and media technology 

segments, this pattern becomes sharper because firms 

depend on shared infrastructures for distribution, 

monetization, analytics, and algorithmic reach. 

Research on news organizations shows a growing 

dependence on digital infrastructures for distribution, 

artificial intelligence implementation, and 

monetization, placing media firms within partnership 

structures shaped by platform actors, software 

vendors, and data intermediaries [6]. Such 

partnerships differ from traditional contract relations 

because their object includes joint learning, 

adaptation, interoperability, and the governance of 

uncertainty across an evolving technological 

architecture. 

In the resource-based view of the alliance‚ 

scarce and valuable resources are defined as access to 

proprietary data‚ developer networks‚ cloud space 

and servers‚ intellectual property‚ brand reputation‚ 

and populations of installed users in technology 

markets․ The relational view builds on this and 

includes relation specific assets‚ knowledge-sharing 

routines‚ and governance modes that can support the 

ability of its partners to create rents together at the 

interfirm level․ In a recent review of value creation 

and appropriation in alliances‚ it was concluded that 

relation-specific assets and complementarities are still 

the main determinants of alliance performance and 

that appropriation is determined by bargaining‚ 

governance‚ and downstream interface conditions [8]

․ This perspective is useful for technology and media 

markets because firms often create value through 

combinations of assets that remain incomplete in 

isolation. Big data analytics adds another layer to this 

picture, since alliance theory now confronts questions 

about data access, algorithmic asymmetries, and new 

forms of learning across organizational boundaries 

[9]. 

The dynamic capabilities view and 

transaction cost economics clarify why some 

partnerships support a durable advantage while 

others collapse under strain. Dynamic capabilities 

draw attention to sensing, seizing, and reconfiguring. 

These processes matter in markets where 

technological trajectories shift fast and where alliance 

management itself becomes a capability. Evidence 

from a multi-method study shows that alliance 

management capability, when combined with digital 
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transformation, strengthens agility, adaptability, and 

organizational performance in crisis conditions [10].  

Transaction cost economics adds a 

governance lens by asking which exchanges should 

remain internal, which should be coordinated through 

markets, and which require hybrid forms such as 

alliances. Recent work on transaction cost economics 

in the digital economy argues that digital transactions 

change information costs, measurement conditions, 

and organizational boundaries, while the framework 

still retains explanatory power for strategic choices 

about governance and coordination [11]. This 

combination of theoretical perspectives is well suited 

to technology and media markets, where value 

creation depends on complementarity, learning, data 

governance, and platform dependence, and where 

sustainable competitive advantage emerges from the 

capacity to structure partnerships that generate joint 

value without dissolving strategic control. Key 

dimensions of strategic partnerships in digital 

technology markets are summarized in Table 1. 

Table 1. Key dimensions of strategic partnerships in digital technology markets 

Dimension Summary Partnership relevance 

Definition Independent firms coordinate resources while 

remaining legally separate 

Fits ecosystem-based competition 

Main forms Joint R&D, platform, data-sharing, licensing, cloud, 

and co-innovation alliances 

Reflects diverse collaboration 

formats 

Strategic role Partnerships provide access to knowledge, data, 

platforms, and complementary assets 

Accelerates innovation and 

adaptation 

Technology and 

media context 

Firms depend on shared infrastructures for 

distribution, monetization, and analytics 

Makes alliances structurally 

important 

Resource and 

relational logic 

Value comes from complementary resources, relation-

specific assets, and knowledge-sharing routines 

Explains joint value creation 

Governance and 

advantage 

Dynamic capabilities and transaction cost logic 

explain alliance design and performance 

Supports sustainable competitive 

advantage 

 

Value creation in strategic partnerships 

within technology markets begins with access to 

complementary resources and competencies that 

remain dispersed across firms, platforms, and 

networks. A single company may possess engineering 

depth, while another controls data assets, user 

communities, distribution infrastructure, or creative 

capabilities. The partnership turns dispersion into 

productive alignment. This alignment expands the 

range of possible offerings and strengthens the 

internal architecture of the focal firm. Resource 

complementarity also changes the economic meaning 

of specialization. What appears as a narrow capability 

in isolation can gain strategic force when it enters a 

larger system of interdependent assets. In technology 

markets, where modularity shapes products and 

services, such combinations form the basis for new 

value propositions and stronger market positions. 

Strategic partnerships also create value by 

accelerating innovation and reducing the time from 

concept to market entry. Technology companies face 

rapidly shifting customer preferences‚ technology 

standards‚ and platform rules․ The cost of not being 

timely is losing relevance‚ failing to learn fast‚ and 

increasing vulnerability to competing firms․ 

Partnerships compress development cycles by 

providing firms access to the expertise‚ pre-existing 

infrastructure and tested solutions that serve as the 

basis for a rapid innovation cycle with fewer 

bottlenecks between concept‚ prototype‚ integration 

and commercialization․ The mechanism is 

particularly relevant for software markets‚ media 

technologies‚ cloud services‚ digital goods and other 

sectors with rapidly-vanishing market windows‚ 

especially for products whose value often hinges on 
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timely intra-layer or inter-layer technology 

coordination․ 

The reciprocal exchange of knowledge‚ 

information‚ and technology between partners adds 

value to these partnerships through the assimilation 

of tacit knowledge‚ market signals and upgrading of 

firms' routines for decision making‚ development‚ etc

․ Knowledge exchange works better if partners share 

a technical vocabulary‚ are using compatible systems 

and have similar calculated priorities․ Data-sharing 

arrangements can sharpen product design, user 

targeting, personalization, and performance 

measurement. The circulation of technological 

solutions across organizational boundaries also 

lowers duplication of effort and allows firms to build 

on one another’s advances. Joint creation of digital 

content, platforms, and services emerges from this 

same logic. In media-related segments, partnerships 

between technology providers and content actors can 

connect algorithmic distribution, audience analytics, 

and creative production within a single value chain. It 

creates composite products that no one could produce 

to the same scope or scale with in-house capabilities․ 

Typically‚ these alliances allow partners to 

share risk and cost‚ and gain access to new markets‚ 

customers and distribution channels‚ and can be 

useful in cases where demand is uncertain‚ 

development costs are high‚ or where there is a 

continuing change in technology or regulation․ In 

these scenarios‚ partnerships reduce an individual 

firm's risk of failure‚ and allow partners to pursue 

projects that would be beyond their means to 

undertake alone․ Risk-sharing also supports 

experimentation, which carries special value in sectors 

driven by emergent technologies and shifting 

consumer behavior. At the same time, partnerships 

function as bridges into external markets. A partner 

may contribute local knowledge, institutional 

legitimacy, platform access, or audience reach. 

Through these channels, firms can expand beyond 

familiar domains and convert collaboration into 

market presence. Value creation thus takes shape as a 

layered process in which complementarities, 

acceleration, learning, co-creation, risk distribution, 

and market expansion reinforce one another within a 

single strategic arrangement. The synergy of strategic 

partnerships in tech markets is illustrated in Figure 1. 

 

Fig. 1. The Synergy of Strategic Partnerships in Tech Markets 
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Strategic partnerships become a source of 

sustainable competitive advantage when they 

generate resource combinations that competitors 

cannot reproduce through standard market 

transactions or internal development. In the case of 

technology markets‚ the knowledge bases‚ technical 

and market infrastructures‚ data‚ creativity and 

crucially the points of access to markets that are 

involved in these combinations are what makes them 

strategically valuable․ The next source of competitive 

advantage is the fact that each alliance has a history of 

coordination‚ adaptation and problem-solving‚ which 

shapes the joint value creation project and renders 

joint value creation durable․ Although a firm may 

have a competitive advantage in engineering 

capabilities‚ or brand name‚ or other fields‚ its 

presence in a firm alliance gives these advantages 

more durability through its partner firms․ 

The process builds up organizational and 

relational capabilities: firms learn to select their 

partners‚ realign incentives‚ manage conflicts‚ 

integrate new operational knowledge‚ and provide 

rules governing collaboration under uncertainty․ This 

development of skills is an internal capability that is 

not confined to any alliance․ Over time, partnership 

experience refines managerial judgment and creates 

routines for collaboration across legal and 

organizational boundaries. Relational capability has 

strategic weight because technology markets are 

shaped by interdependence, modular production, and 

ecosystem competition. A company that can govern 

complex alliances gains access to a broader range of 

opportunities and improves its ability to adapt to 

rapid change. 

Sustainable advantage also grows through 

ecosystem value and network effects. Many 

technology products derive value from their position 

within a larger constellation of users, developers, 

advertisers, content producers, hardware partners, 

and service providers. The planned constellations 

allow players to carve out central positions․ They can 

increase platform utility‚ increase the compatibility of 

services and ease the accession of further network 

participants․ As participation grows‚ the central firm 

becomes more secured‚ meaning it is harder to 

dislodge or change the central firm in an ecosystem 

because competing firms will have to challenge a web 

of interdependence․ Thus‚ the partnership has an 

advantage due to the structural market․ 

Access to audiences and data reinforces this 

position and gives partnerships direct commercial 

force. In digital environments, data supports product 

refinement, personalization, forecasting, and 

monetization. Audience access shapes distribution, 

visibility, and customer acquisition. Strategic 

partnerships connect these two domains. A 

technology firm may gain reach through a media 

partner with a defined audience and strong content 

capabilities. A media company may gain data 

infrastructure, targeting tools, and platform 

distribution through a technology partner. This 

exchange reshapes market power because firms with 

stronger control over audience flows and information 

about user behavior can improve service design, 

sharpen segmentation, and lock in consumer 

attention. When data and audience access are 

dependent on repeated interaction and learning‚ 

competitive advantage becomes more durable and 

sustainable․ 

Additionally‚ reputation‚ trust‚ and brand 

recognition are contributing to the sustainable 

advantage․ Trust reduces coordination frictions and 

increases the amount of information partners will 

share․ It affects the firm's ability to attract future 

partners‚ advertisers‚ creators‚ and users in a 

partnership because brand recognition gives it 

symbolic power and helps it to stand out from other 

firms․ These factors are difficult to replicate because 

they are shaped through repeated conduct, fulfilled 

expectations, and visible performance over time. In 

strategic partnerships, trust and reputation also 

influence the depth of integration. Where confidence 

is high there is more joint experimentation‚ longer 

term investments‚ and co-development of new 

services‚ giving competitive advantage a permanence 

beyond the life cycle of any one service product․ 

These mechanisms take a particular form in 

the media context‚ due to the co-design of technology 

platforms and media companies․ Together they shape 

the production‚ distribution‚ and monetization of 

digital content‚ especially in the context of streaming 

services‚ online advertising infrastructure‚ 

recommendation systems‚ and hybrid content 

platforms that merge creative and algorithmic 
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production․ Their value resides somewhere between 

technology and art form‚ relying on data and 

algorithms to personalize‚ retain audiences‚ set 

pricing‚ and ease ad buying and placement․ Creative 

content supplies cultural relevance, emotional 

engagement, and symbolic differentiation. The 

partnership becomes effective when neither side 

reduces the other to a subordinate function within the 

value chain. Sustainable competitive advantage in this 

setting arises from the capacity to align platform logic 

with editorial, narrative, and cultural forms of value, 

while preserving flexibility in a market defined by 

shifting user habits, fragmented attention, and 

continuous technological mutation. The contribution 

of media firms to value creation and sustainable 

advantage in strategic partnerships is summarized in 

Table 2. 

Table 2. The contribution of media firms to value creation and sustainable advantage in strategic partnerships 

Mechanism Contribution of media in the partnership Strategic effect 

Resource 

combinations 

Media contribute content, brand visibility, 

audience attention, and cultural relevance 

Strengthens differentiated value creation 

Audience access Media provide established audiences, 

distribution channels, and visibility in 

fragmented digital markets 

Expands reach and improves customer 

acquisition 

Data–content 

interaction 

Media environments generate user engagement 

data that can be combined with technological 

analytics tools 

Supports personalization, targeting, and 

monetization 

Ecosystem position Media connect platforms with advertisers, 

creators, and content consumers 

Increases network value and ecosystem 

centrality 

Trust and 

reputation 

Media brands add legitimacy, public 

recognition, and credibility to joint offerings 

Reduces uncertainty and reinforces long-

term cooperation 

Innovation and 

adaptation 

Media contribute creative formats, editorial 

knowledge, and understanding of user 

preferences 

Helps partnerships adapt products and 

services to changing demand 

 

Strategic partnerships in technology markets 

carry structural risks that follow from 

interdependence itself. The first source of tension lies 

in divergent goals, time horizons, and strategic 

priorities. One partner may seek rapid market 

expansion, while another may focus on capability 

building, data access, or control over standards. Such 

divergence can distort decision-making, weaken 

commitment, and turn joint projects into sites of 

hidden competition. Knowledge leakage creates 

another constraint with long-term consequences. 

Through collaboration, firms gain access to routines, 

data, technical architectures, and product roadmaps 

that may later strengthen a current or future rival. This 

problem becomes sharper in digital and media 

settings, where data flows, algorithmic systems, and 

content infrastructures are deeply entangled. 

Partnerships also face coordination costs that grow 

with organizational distance, platform complexity, 

and differences in managerial culture. Delays, 

misaligned incentives, and fragmented accountability 

can reduce the value that the alliance was expected to 

create. 

Dependence on dominant platforms or large 

partners introduces a further limitation. When one 

side controls distribution‚ access‚ technical standards 

or monetization channels‚ they can create this 

asymmetry of opportunity‚ where one side's 

bargaining position and planned options are severely 

constrained even in good circumstances․ This is easy 

to see in media‚ where content firms rely on the 

platform's infrastructure for visibility‚ audience data‚ 

and advertising revenue․ Another issue is how to 

capture value․ Cooperation can create value; 
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however‚ the ability to extract value is typically 

asymmetric across a value network․ The parties with 

customer relationships‚ proprietary data or access to 

key technology platforms are often in a better position 

to extract value from the collaboration․ Conflicts over 

ownership and control of resources and revenue 

streams can damage trust․ Under such conditions, the 

alliance may survive in formal terms while losing 

strategic depth. 

The effectiveness of strategic partnerships 

depends on governance conditions that reduce these 

risks without weakening the potential for joint value 

creation. Partner selection stands at the center of this 

process. Firms need complementarities in resources 

and capabilities, but they also need strategic 

compatibility, convergent expectations, and a 

workable balance of power. Formal governance 

remains necessary because contracts define roles, 

intellectual property boundaries, decision rights, and 

exit options. Informal governance carries equal 

weight because trust, transparency, and mutual 

understanding sustain cooperation when contractual 

foresight falls short of uncertainty. Internal alliance 

management mechanisms also shape outcomes. Firms 

require units, routines, and managers capable of 

coordinating cross-boundary projects, resolving 

disputes, and translating external collaboration into 

internal learning. Adaptability gives the partnership 

its lasting strength. In fast-changing technology and 

media markets, alliances must adapt to shifts in 

consumer demand, platform rules, regulatory 

pressures, and technological trajectories without 

losing coherence. Effective partnerships endure 

because they combine structure with openness and 

control with the capacity for revision. 

 

IV. CONCLUSION 

Strategic partnerships in technology markets 

emerge in this study as a core organizational response 

to digitalized competition, ecosystem 

interdependence, and the dispersion of critical 

resources across legally separate firms. The analysis 

shows that value creation rests on several connected 

mechanisms. These include the alignment of 

complementary assets, acceleration of innovation 

cycles, exchange of knowledge and data, joint 

development of digital offerings, risk distribution, 

and access to new markets, audiences, and 

infrastructures. Under such conditions, partnerships 

cease to function as auxiliary contractual 

arrangements and become a constitutive element of 

market participation. Given the structure of the 

contemporary technology market‚ where there are 

rarely firms that possess the entire set of capabilities 

for development‚ scalability‚ distribution‚ 

monetization‚ and adaptation, partnership is 

important․ The article highlights the importance of 

interfirm collaboration as a critical arena for value 

creation in markets characterized by modular 

technologies‚ platform dependencies and the fast-

changing character of standards and user choices․ 

Other research suggests that sustainable 

competitive advantage occurs when the partnerships 

create combinations of resources and organizational 

routines that are inimitable․ This durability is linked 

to relation-specific assets, shared learning processes, 

alliance management capability, governance design, 

and the capacity to coordinate across evolving 

technological architectures under uncertainty. 

Competitive advantage gains further depth when 

partnerships strengthen ecosystem position, expand 

network effects, and connect data access with 

audience reach, distribution, and service refinement. 

In this respect, the study integrates the resource-based 

view, the relational view, dynamic capabilities, and 

transaction cost economics into a single explanatory 

frame for technology markets. Such a synthesis 

clarifies why some alliances deepen strategic control 

and adaptive capacity, while others degrade into 

fragile dependencies shaped by bargaining 

asymmetries, weak governance, or uneven value 

appropriation. The decisive issue lies in whether firms 

can preserve strategic coherence while engaging in 

collaborative arrangements that require openness, 

interoperability, and repeated mutual adjustment. 

The study's findings confirm both hypotheses. 

The first hypothesis is confirmed, as the analysis 

shows that value creation in technology markets is 

linked to several interconnected partnership 

mechanisms. These mechanisms include the 

alignment of complementary assets, the exchange of 

knowledge and data, the acceleration of innovation, 

the joint development of digital products and services, 

risk distribution, and access to new markets, 

audiences, and infrastructures. The article 
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demonstrates that these elements underpin value 

creation in ecosystem-based competition. 

The second hypothesis is also confirmed, as 

the study shows that sustainable competitive 

advantage arises from resource combinations and 

organizational routines that rivals find difficult to 

reproduce. This advantage is supported by relation-

specific assets, shared learning, alliance management 

capability, governance design, ecosystem positioning, 

network effects, and the link between data access and 

audience reach. The media context strengthens this 

conclusion, since partnerships in digital ecosystems 

increase the strategic role of trust, coordination, and 

control over downstream interfaces. 

The media context examined in the article 

confirms the wider argument and adds a sectoral 

dimension to the conclusions. Media firms contribute 

content, brand visibility, audience attention, cultural 

relevance, and distribution interfaces that increase the 

value-creating potential of alliances with technology 

actors. At the same time, their position inside platform 

environments exposes them to asymmetric 

dependence on infrastructures that govern visibility, 

monetization, analytics, and access to user data. The 

article thus establishes that the strategic effect of 

partnerships in media-related technology markets 

depends on a fragile equilibrium between innovation, 

governance, trust, and control over downstream 

interfaces. Long-term advantage becomes possible 

when partnerships combine complementary strengths 

with compatible strategic priorities, formal 

safeguards, informal trust, and internal alliance 

management routines that translate collaboration into 

learning and reconfiguration. The article 

demonstrates that strategic partnerships serve as a 

mechanism through which firms in technology 

markets create value and stabilize competitive 

positions within ecosystems whose boundaries, 

hierarchies, and channels of appropriation are 

continually transforming. 
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