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Conceptual Framework and Applications of Intelligent Interactive
Orientation: Evidence from the Electronics Industry in Taiwan
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Abstract

Applying intelligent agent technologies (IATs) is one of the important issues in recent
years and has been recognized as a key source of a company’s long-term competitive
advantage. The main objective of this study is to develop the concept of intelligent
interaction orientation (IIO) and investigate the influence of IATs adoption on the
marketing effectiveness. Based on an extensive literature review and our qualitative
findings, we develop a framework regarding the elements and processes of IATs adoption.
We conclude with some managerial and research implications.

[ Keywords ] interaction orientation, intelligent agent technologies, customer-perceived
value
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e A UV E MR - R E PR ET K - BRI E RARIg T
Ry THARERERIR - 33 AR S i M A B e 7 DU B SR v
2 {8 {H (Strategic Business Value) (Grover, Chiang, Liang, and Zhang, 2018; Hamilton,
Ferraro, Haws, and Mukhopadhyay, 2021; Morgeson, Hult, Mithas, Keiningham, and
Fornell, 2020) = X1 » 2 Mgra ¥R E R R IR hE RS - B2 BRER
FrEcilr ey S S E LT EZA B (FEEE - 2016) - AL - RGO # R =
B ERRORE - SRR PRI S E A o R B EER S R B BRI B JE R 5 TR
Ko R IR RESE R BLRS PEIL AR R (R XA B #EHY 7 B (Hamilton, et al.,
2021; Jaworski, Kohli, and Sahay, 2000; Wu, Tang, and Wang, 2021) °

B2 2% Ramani and Kumar (2008) £2H " A B)3E ] (Interaction Orientation) ; HYJ#f
& Bk TR e EE G - BRI LS ERE ST - I BB R
TREMENRIFAH) - FEREEREE P20 - STE S EEEH - EmabE s
BRACRELEEILA] « LS B AR (& PRk 2 22 - AT R YERERINE - #EDL
JERUH FHESS - X1 > TEIAING S P FR KA T B RS E LN - FR T RS EE
SHiae T B ZE H S RERSD - WA EH R 5 LA H RE T 0T Re B (LAY PR IR SRS
HREERE - ML RGIRRISIRR O - A TINE B ERRET - BV E RSt
$ A B R H BRI AN EERET 5 BB - B ¥ EREE PR
BT ¥ = TE 2 B Ay B SR SRR RE ¢ PR ~ Fin Al ~ BlAH AR E A ek - AR
i BE A EhE m B Em I R — 2P A S AH R AE ] - 35 th B 15 M e 2 = SR [a] Yy
TR (Rl - anfrr ks R s ~ 25 A HAMMEHI R DUE 2 Z BRI RENE ) —EOR
BRI EZE » IR R A 52 A B 75 PR Bl R IR AR RE . — = LA » BB ER
TUBMS RIIIE A - B A 1 R 1 A B Y BR A9 5 (Kumar, Dixit, Javalgi,
and Dass, 2016; Kumar, Ramachandran, and Kumar, 2021) ° 3&Z5HF4T 8 s & il
JEF 2 BB - AZRE T it S R n B T S R BY 4 RE o (Christensen and
Bower, 1996) : 5 & » HikZ [P AT EEEMSEZ R RIK - KHEREREE
B S 2= 23 M A 8= - i e Re Al b A L e - 5550 - s E A
iR T AR RS RIS A SR - A R a] E R TE 2 P B 2 T i
BIRETE K » MRS —(EE R - BRI - A FE o A (E = 2 E
R Y ERE - PRET RS AT TR A B 7 =N 8 Bl P R K

Kumar et al. (2016) VB TEIF9E - BT &R FEFHZRES - f2H T A EAHR
fiT ; (Intelligent Agent Technologies; IATs) ;& » EAgsr A2 TEIIRE - I H DS
PERIBESHESE - R N TUE A B R O Y (E T80 3 28 - FRHE (RS a1 FH
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FEEL TR © 17T 1ATs A i /3 A28 25 B B BS M R T 85192 (Bodapati, 2008;
Clemons, 2009) 7 KL (0K S AR » FLA - 1ATs B T EREFEFEN - DLEW
T B - R BIRE PR M e 2 (RETRE | AURHE - BB DB fERE IRyt
(Lban - AURsfE HER i E 25  AHARIfESS ) » {H Bodapati (2008) 5 Clemons (2009)
A AL T [ 1ATs BYNERRF L o BOIF - B & e A (el i s b~ bR (L2 A5 ER
Wr s B R R NS AN - S 2 » 358 1ATs » B2B 1B S0 Al AH #i A2 3
I - DURHEST R ERR R T - DU H B BB - R RS e
(Salunke, Weerawardena, and McColl-Kennedy, 2019) -

ER bl - AWEERIES | A B AR B P RO E (B R, - E
2 EEZM 0 - ENEEENE T S EI MRS SRR - EETRSE
ECE RSN+ DABR AR SEAN{rT 38 F S R R A~ R ER PRk M
Mr Bl 7R - i - BEYGANEEEIR RN - V1P EE CREH T ERIRE
HERE HER R ABPE R EE T - RBEE " iisEhEtE , 51 TSR,
BHELE LA 2 T DS R  EE - EHEREE FRRE - KR o AR
feke T o EhEm B TS AEE R BRR S - R TS AL
i)y BRI A - MR AL R R BRI tH A B G 1 - L RE S (RS A E)
HATER - & RVE BB E SR E E R EERUR -

B SMERE

— » HE)E [ (Interaction Orientation; 10)

"HEPER ) RIEAEEEN R P EROEEGES - EE B EEAE) 0 A
SHEEFEHINPIER - DLE B P RRE B K 754 (Ramani and Kumar,
2008) » M HIEZE LB A A TS [ S G B AR TR IR A - AT
PHE S HYHT#IES (Vargo and Lusch, 2010) ° Bonner and Walker (2004) 585 » B8 %K
BEMEFOE) - BEASMEE P T RNRLS - AR Th# R B ZE el
B HAME © (1) FF & (The Customer Concept) ; (2) A E[E[ERE ST (Interaction
Response Capacity) ; (3) & F & # (Customer Empowerment) ; (4) & F {8 B & H
(Customer Value Management) S5 V/9TERS & » #E MR B ANE & - MHRITIAZFIFE
# % (Ramani and Kumar, 2008)

EA @R PR E A A BN - FRE BB IIE R P AR R TR SR F
TR EREIN - RREFHETFELIRG /75 - BRI = IR B I (Alam and
Perry, 2002) - 22 @2 FEEHIUER R P& - B EEERE - 2N - 2
BEEFERETEK - e S IR THIGEEEN - B BB GEET)
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A7 By Bl 3 8 %l B Bk (Carbonell, Rodriguez-Escudero, and Pujari, 2009; Saldanha,
Kathuria, Khuntia, and Konsynski, 2022) » L4} » A EFE RO NG EF
HHEZEELZS TR - SEEFSZEEMES - IRBMEBEREEN - DU O#%
FEPHEE - EREREE - elEE FEm2E - a R TIRGRREER
(Edvardsson, Kristensson, Magnusson, and Sundstrom, 2012) » 5% 1% » {3 HENE
AEEFHER P EE - (FRERIE D - EMEEZERE S EESE - §
B EEAIIRB T TE - & EAEGREE - fESH IR REE (Ramani
and Kumar, 2008) It - BZEFNEHIB R B A BRIk - BUURMEF
LEIRAEAIEE L H AL LR K - (EmE R EEEST -

o BHECHEE (Intelligent Agent Technologies; IATs)

TR (IATs) (715 « HEREEEERKAMEER TS - 25 it
RS IEM E BT E - RYVEMEFEZER M (Kumar et al, 2016) » HiE
s B2 S BB IR IR A0 FERE T B & W] o0 Ak = BE S B T A AR B
B HEEWE - (1) ERESFEUS ) Bl s Q) AEEHRA : 4 BEHE
PRI TT 5 (5) Rl BB 17 F (Kumar et al., 2016) » il EZREE - ol {78
n b R ZE R A EEE » W{E A BIERHAIL - 1ATs RHEIRERAKE - gL BN S Bhali 2l ]
JEEEH » E R R AR TR S R - R b T RCE MR E R
WREETHMITR SR EE A T & » T Bhdb2E T E 5 & P s 2] (L8 ly 2 EREE
HEMBIREEHE S PTG IRER R E RS M LR R XA E R
TATs $fH #EEE M2 RE T - RESTIR AR FH & AU S22 IH (Kumar et al., 2016; Kumar
et al., 2021) ° Shumanov and Johnson (2021) F%7x » FEHAEYEEAC I B iy Fr B 28 19 TE HI
EiHl o REREMEHEEE AL - A PR ERIIRTS o IRIBL - kRS AT DU e S TG ik i
MrEdE2E - S AT R AR E S - BN BZEAE L aE LA BEPRA
TR =T - (MBI P ARKAIATRETE K -

BB R o 15 DI R (8 A ZE fh 2 i B L R » SR ZE R FF M T 5
ey - HAE BRI A E S E s E L f M - Al EEEE AR
¥ E B (Kumar and Ramachandran, 2021; Zahay, Peltier, Schultz, and Griffin, 2004) °
BEAh - BB AT Mg 0 - (501 S R RE B 58 = /K ME B B [Romi i A 8y - WHERKAZ ) »
HIhRe N el Rpa e fERE ST < Eal - BB a5 iR IR AR B RIURK 14 DL s BB AR i 5
(Chen and Sudhir, 2004) 5z ZEEH#E E A TS 2 208 E & 1T (Bodapati, 2008) 5 -
AR IATs BE » W vs E e AR 17 #8 YAk (Kumar et al., 2016; Shumanov and
Johnson, 2021) o AHFFEELA TATs ik - ZERERET A BhE M an{a &S IATs FER] - il
E—DEBEE L - B SRR &) | - DLUIATs S0okE P O EisE i
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FABEFET -

=~ B EANEE (Customer-Perceived Value)

KW I ERET & F{E{E (Customer Value) 2 AE P B EEEZ T 0 ©FER
BERZZE  HEEEHEFHEIBCEM M E R - MR T F P RAE
8 ) (Ulaga and Chacour, 2001) » IHERAIHEE = £ AR (o3 2 (EHELFIFAE - SR
HIMNEEWERE  RIFEZBEE P mEERS - BLUAGER P EEE AR
IEMOEEES TS LG - Wb FE2S (Fornell, Johnson, Anderson, Cha,
and Bryant, 1996) °

FE B EENHEE - Rr5lE B2B SREETT Ry » 1 nH e B 2 BRI ETE -
N B B AL A2 Pl A 52 - BRIV E A - (HE RIS R fRr B e g i -
FEE Al &R (Minerbo, Kleinaltenkamp, and Brito, 2021) K[kt » A2 &
BOAMEE - DUBREREERNE R - EIEEEARCRBTTHSHEERT - &
B EFTEUIR HRE (Blattberg, Malthouse, and Neslin, 2009) - —f&[i 5 * & 7 A1
BEZFER - #H] BEO teEENEEER R EECE - Hh - EHIRBHE
& F 22 2FEFIE{ER 2 (Liu, Sinkovics, Pezderka, and Haghirian, 2012) » it
B R & aN B a] 7 AR A B RCANME AR - Ehh - R Fethig i SLE A B 5=
> BT EIE EAEIERE ) - B PR EEFEE)AZE (Kumar and Reinartz,
2012) ° [t B A# B Chowdhury and Koval (1998) BF5E—2 » 25 F H#rH (B
ER ) Ry PRI E ZHEE - s EEECRRIThEE - FELOmE & PR -
T AURAE 21 HRd Ry S = BB R Bl - JERE P& ILH S
il - BE RS EBEE - I B LT E R R - SR AR E R
Fir Vs ek ) ] RE R A B AH B S R - R T 388 e L SRR T VS B A R T T B IR SR AU E
$EF2 5 (Pinto, Marques, and Santos, 2009) °

RERF P AERBEE S EE - e EaREE: - FHEEREEAT
FREHEAME AR - WEE AR - FFE A fEERmE N B -
Vargo and Lusch (2004) FrfERIARE; 2817 H R wE SR RA MR T8 52 2 AHRA Ffg - 3T
Ak A B R B RS R A EE - Al RS - [FARGRmFEE S A )
DIALFEIENE ~ 3 ZHEETEREE o K - BRE EERTT 8 - 1785 3R
R B R R - (ESH B HTYARES A8 - SIERIRGHIAEE - FEER A TE 2
JRIMAEAE AR » FEEE PR AR AN R R RO G A 8 - 78 A A A M AR s A 8
ERNRMEEER - 5 2 - FrEE S A B n B iR K& PR RE BN —E0 - IR
B P RGBT E (12 F (EEAVEE (Varey, 2002) °
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s RBE

— ~ SEEED

AWFFE R EE R T RREZEENE T T E A HMHRRE - =
SEEA SR - B AUSERTIR T EE(LAEEN , 2T BEWKREIEA
HEERaT  BFEMEE RSO - RERERE NEHEEAARE - JILESEZE5E
BEFAZEIR - B AR (Siggelkow, 2007) » 1 B2 3 & IR B iEHEE
B Al R ER R A R K ER R A JTHY LR (Czamiawska, 1997)  F53 - BREVE MH%E
RAEFEALES S E o TR ENFE -~ #EEE B AR (DIE binkE BrHR
M R EETT O FRE b TRERNEREANN - EREESCEREBEERIRE (Perry,
1998) « fef% » FEHERNFR » Ik ~ B IEERGRE A DUSERR gk R R
[ FFEFE (Gibbert, Ruigrok, and Wicki, 2008) » i i TR FHIE S - 0%l E
#Z%¥1 52 (Denzin and Lincoln, 2005) ° #7_EATilt - AGFFERBIEREHERLE » Tz -
MR 2 B FERET E S - DURTERIER R B F R RAVHERME - EE AL -
B JESFIRAE AT » FRa] 23 E R E 2 R AT EETE (Langley, 1999) » IR
AT FEEFRS LR B E 2B -

—iTE - B EREEEZLTH - HEEET - BE E T g2 58
ERELARREM IS - FHALL - AHF42 L Marshall and Rossman (2006) 2 55120 R 5 TR 1K -
AR~ R L T ERHEES 720 - DIESENEREE - W8 E Maxwell
(1992) 5% » A EEMEZEMFTEUE « DL E ] - ASCEEFEIFEE 2 — @ BREE
I = s H B 7 R% A 2600 30 Y TIEARRFEAN » WL E iR R - [FIRIRE(E
FAERE - DIREZEER A HFEFANBLS - TSR - 35D A
e BB -

2~ A B G E s R e A

E1l] % #5# (Printed Circuit Board; PCB) H " 1 L. ZEE, HIKGE - B2E
R EEE S — o A EEE AR R KRR T™E
{HE 7 PCB 8BS AR © 2021 FEOSEE 178 (BEH &8 LG RFE
17.5% 5 2022 FEHEHT = » EZEENIMEEE R 1.32 J8 ~ 35 2.9% » H PCB
BE R 9,033 (B » 15 10.5% (EBEE - 2023) o DIF BN BLE R M 2L
KEERE  BDARAREREE 5 5G RHCKES - % PCB BYZL SR 3 i i ) 1] 2 77
R R Sl SRS A S TR AT - ST IN(EE - AR RN L ESEE
PR R R o AL o BB BEEEIREZE L MR E R & -

AW FELARH R PR RS S 2670k » Ryl S B S s Y B B L e - H A 9e &

40



NTU Management Review Vol. 33 No. 3 Dec. 2023

Z—HERE TR 288 - &R O W) it fEsE 2 MR B
HE - TR - SR - ARBEIGEIE ZR » Ror B E R FHA %
TUBRL  DUREOREZENE e R - Rl B ENETERE L - F - T IFRIRAR
R EEE < EIUEARZ B e AR - BEVE (A BRI RRE)
B (A0 B EE ) —HlIaE 2 — 5 E R (A IR JIALR 1973 4 -
B BN —RENRE RSN © & FH Apple » Nokia » FE B SE B PR A AN - EEE
HERFREEBMEEE  BENAFEEREEEN  ZihEARE B ETFELL
FEERE L SESHE A - TIEMERIMEEE £ $HE - i EfERE
ZETINRE ; (EZE T B ERERFNE 1 R -

AWFFERE 2017 FoC H BAAAEITIIRIESE Bt WERIREXZIEEIMEEE
B EEERERHEE - TRRHZIIEE - BAER  BER - AR EE H
R TfERE 2545 (Selecting Cases) 3 HK » BERATCEIE 5 B2 - FESEEH LI -E
M EELTRRET - SERCEASTE TR RER - S RETRHMEEM AN E AR - (e R EZER
DURAZEIARZERE - TEF 0GR L TI%E » W28 — 2 SRR R e R E
% HEE R FOmEE (e P gk ) H = 2017 £ 4 HBAtA
B—REFEDHR > LEGPME BT AECERENIFAE - RYFERERE
PR 0 MSERGEFRE o BUAh - AFERIRE — RETRAG S - ERTP BB B IER—%
R AZE R 5 A4 8 HeER B ERIEERR o [EER I ITEEEE AL
LR AERE T - R HEEHEES - 2R - HESUAERARTRE - BRI S E AR A
Ehe 2 NENEREIE RS E TR B - AW ERE " AR
(Pattern-matching) /7= » ¥HEZXERETREE ST - ERHZLEEEMEEE » EA
e AR E (E =AM R B SR (BRI 5 iR - IRIBER TG R R
BLEAE - IR IR E R (ERbE iR E) -

EZEBFET Sk b h s =38 BRI (PCB) Ly TR -
TN ELRE T o B ~ B - PCB BRPT 2B 2 2 s (E AR ~ AR ARTS -
B AMALE B & AT AR - RE2E I E LR ERE 2
RPN B RS TR MR - iR R EEM R EGR MR A A - Hr - #5828 5
B BIEDUNHEERERIECRIE TR PCB HEERLE/NHA ; B5 BAE
BRI R SRR AL FEEE T ] EEE L IR EOE B E - )HEALL
HEERL A T FIMEE R AEAY R SR R T - B8 =3 RE ] PCB SR BE ZE Ly N ifF (2
HLEZE Sensor HIFEGENT] ~ AR HENMEEZELTT » BRI EBH « &
NBERIARSHEMA » P23 - BN FE DAE HEM LAY EZER Ml Mk - B
B R AE RN B BRI S (H 8 C L FERS ; 5 T R 2Tk E S T Bl B g ok =2 TH
RIERS » 3% AT IR L ODAER i 38 S b 3t & EAEF AT » 28580

41



MOFLEEMTMEIREREEMY @

(£02) (F01) . o . -
m S I Y0z W00 BOANEEEYE  YWEE
(£8) BTH (BE0YE WRED

T ghgwmy (000 PE6el e g HEER )

(81) Hy

B2 Y000e8 E116L HUELE Y FEEG

(£.12) (F02) (F92) &F o
= st ¥EE ommy 0 To0r NSNS HRRE
(F92)
] 000G €61 g90d Bl
wwmm v # HEEF  (cezaod)
- #12) ¥ Yost +9102 90d4 MEE e
HHEEE EEE e
(o0 S BB Yor  %si0z e w5
HEEHE HEFE HIEWEE HEEW HEEYW ESW YHEHES BYIE HHZTE WEEL HZ -
HEMNEE FR2BES MEYEETER )

Conceptual Framework and Applications of Intelligent Interactive Orientation: Evidence from the Electronics

Industry in Taiwan

HEYEERERYFIEE L 2

42



NTU Management Review Vol. 33 No. 3 Dec. 2023

RBEEETHILFEEFZHELFEZEL  SERAIE T Intel FHERE IR
KNI Z (LIRS JACPP) BB .Z— » Bl Intel FHARR SREG (K FE 5 FEREATAE
—REMEERSG L (WL E) -~ il (BRERE) kM (BT - &=
5 (A N\ FH RSN (E R AR S s o (2 138 2 SRR TR AR 1 s -

SEHERBAE PR AT

i
R
i
il
i &* =

A TN

e

T ~ i~ ICHkEGE BRE G i)

(CES= 3= N 1D P 1 T

EIHEIING )

PRl

A R B i %
(MHZEAREE © BEHLO

B SEN L BAHRASGE

i EEEERTE (2010)
1 EXECEZEXRRBIE - BRI ERIRERE

B2 - =D HTEdsEIR

2 EEE T R ORI T P 2% (e SR Iy - BRTE B R ER
B IAN Bl ~ SE A AR B RS AR B Bl 0] R R - B i i A R Y
FETREOK - RZEEIE PR 5 2 Btk - FREFIYN - BEERIBT T - BER - 18
SRR - RIMTTHISEIREST - OSBRIl - B - TR
HLIEREA T - WEEHE ~ M - BIREEHE &M XAV R EEEE ] (Krause,
Handfield, and Scannell, 1998) - AW FCAR W 5K - (AR BFEHZ P 2 A H)0A]
[ 5 A AR - (EEE L ER AP BRI 2 B 0V ER - W0 8 K RE R EE -
B UFAE R AU E RN ZE ST B2B A8 IR T 58 B 5 e R B I S
g HOR - EE B SRES AR O B8 m 2 25 - LR SR E e O
B E A A0 A & R B LB - Em R A B TR R hE R
B Rl 2 A 2 L L B A B 2+ JGERPAANT -
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— ~ ¥ B2B RSB T8 R HER

AFFEE SR 2 R AN ] AR R R 1l - EF R EER B2 B & g - filan :
QAT EZ F e T T B SR B T, ~ Rl B L B E ~ Boes A TR HE
5 0 Wk BA ST AT EE RS EE T A EIRAR
(=) BEERAARBAED

fLrERE R IR - T EG SR 0T e B A E T P R - B AR
EIEYIT HE o Ziib R RS 2 & PR T RN - HEFHE T §EERY
TR R R 2+ DL [O] SR P R B VERE 1 - K L B P BT 5 B 2 TR O - &
(] R e [ <2 81 DR A S A\ D FRARI TS - s 26~ i i b A B g i e i~ S AL
e E TR A\ A E - 36 H Lol R » ZRER K - AR
HF - EFFEREEE T - SNEE LS A2 1] 58 - - B HOEZ + &/ ]
FORMFTEE (5B - 3 T ETHEENNE - BT T L 5
BRI ITIE - BRGEREEHIT 7T (58 #5E) - |
(=) iRz HRIME

IFC PR st /B 2 5 il 4 o1 B B R B W g 1A - RO b PRI E AR o it
JFEE P25 o A AR Bl R BT R i R AR B A2 RS - DAk iEbs s sl A A T 5 HH)
BRI R — R E RS - B h— R hEHEFZHgRE
HERYE > MRS FENHETEE  EBEFERESREZSE  BEIER
B EE A HERMEIEEAMKIB R PR KT E - DIFI R -
B2B B AR AZGEE - WK A TRERHE - Bt EERE TS S AL
GBS T ETHITERAE - DIFEE T ERGERS - LR AT E S RS 22
BENFEERHAEWAM - ZehE AL EER YR BRI TIEEEEE
VR« T BEEF AT B FE - BT I B - 5
JEFGLTREE |15 - T Sa L - [ahF i i e i
PEZER » BRG] B E (2B ) -
(=) BREME

P ERIR YIS TR ERIEREERT - — e S A ERE T R S E RS

HETTEREE - (HERETIHBE P IRy - B R4 EE - EEEREA L
JEREEERETT « EREARDL K HERE - /B SE AR E AT P AT EORIMHRR (ESRAE T 5 &
et B SRS HERE Ryt EE i B SRS R X B - HERE B DT e F P 2K - 3
R PREE MR AZRAR - oAk D T RE S RAENERRS - (e AERE LGS R R G 5 - HAE

SR i el W DV S 52 GETT - SRSt R 2 - ffhEkET » SolrsiBGERHR A
B{£5; (On-site) I TEERE - BOAUE R AR - Bt - E(E RS mAF S EM
FoTlE TR BRI RYE L ECRIS R PR - G EAREE P28 FEE K
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MR - Z @ A EEEIHE - RIEA R G - <8R H
TEHENRRE © " ARSI 7R - ME#EFHK  Ein— LR Zlt
iR - A1 —EF T2 MM HREBNTR I PEE/TR UL ESE -
FEEWETIREH) (GEEBT) - 1 " HRHIFR » FTHIRNE - B2 A5~
Fn]- - R - A AREE 1 AR R B IR (B ) o
(W) BATARFA P&

PRIERERRT » ZHib SR A4 R - G HEPHEIEF &S - thiEgE
LB EFE PR - SR EFEIFE2HAF - HRSFEE R EEIER K
EE  BIEER - T E FEENES - SmAEZERM - 28
RS HEHNER R - BT EEDER R ER - AEEET - BhZEs]
T2 A RS - AR SR ae S - SEAT R AT S R - SRR RER I A
At e R - SETT AR EERL - BERREFN R - sV EERRE R RR - Bl
RF g P M RE e E AR B R - WIS H P RRE B (Customer Relationship Management;
CRM) ~ ff: JE $# & # (Supply Chain Management; SCM) ~ 1B 3 & i #1 & (Enterprise
Resource Planning; ERP) 554 » DURHEE ISR A - R EHR @ MR E—
SRE - REE I kN EEEE - AT - BBV R I3 F 5 - #h
TR IR, - (REHE P HEIR(R - BEEEND ZEA - R RD 20
PALETE - R Pl BRI B A - ZAEGL TR E IR EEIHIZ L -
5 N E LA TR IEAT B 22T B IFTH e 7T BT B/ e (7S
A e

S BRI GRS - A S RE SR - R F A g - R
FE RN ERL A BB fE - BN RAE(R L o BT - AWe )P iR Zah 5
B —Emulr " ZREEF - HEFR - HRN - BFEER ) FREMRHIHE
QI &S - BUZ R E FRYFIE - (ENRIRAER 2 FRIER © MeiEs s
ARG HE » ZE s AU - s E BB R R - I SRR R A X ak B 3%
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Studies on interactive orientation in the literature have widely identified its usefulness
to businesses of advanced information technologies in strengthening responsiveness,
maintaining positive interactions with customers, empowering and motivating customer
participation, and implementing customer value management to strengthen customer
relationships, promote value co-creation, and secure competitive advantage (Ramani and
Kumar, 2008). However, the concept of intelligent agent technologies (IATs) proposed
by Kumar, Dixit, Javalgi, and Dass (2016) does not include the concept of interactive
orientation, not to mention it is not linked to the internal characteristics of IATs. It is
expected that integrating these two concepts will allow manufacturers to better respond
to diverse market demands and better adjust operational performance to rapidly changing
environmental conditions.

Moreover, the concept of intelligent interactive orientation (I1O) proposed in this
study draws on the perspectives of interactive orientation, IATs, and customer perceived
values. First, we apply a case study approach and interactive orientation theory framework
in the concept development process to conduct in-depth interviews with operators and
senior managers to elucidate how manufacturers use intelligent technologies to adopt,
adjust to, and respond to customer needs. Next, we integrate case studies addressing
the value creation experience of both parties (manufacturers/suppliers and customers)
to explore how manufacturers use interactive orientation and IATs to respond to market
volatility. After comparing our results with the process, ideas, and execution method used
in Ramani and Kumar’s (2008) interactive orientation, we highlight the similarities and
differences between the two studies. Finally, we describe the rationale and process of
incorporating interactive orientation into IIO and explain the concepts and connotations of

IIO components.
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1. Marketing Practical Applications of Intelligent Technologies in
B2B Transaction Models

This research first determines how respondents actually apply intelligent technologies
to their process practices to illustrate how these processes restructured the interaction

relationship between the two parties.

1.1 Customer Demand and Effectiveness Confirmation

Suppliers regularly conduct preliminary assessments to determine the technical
feasibility and benefit of satisfying specific demands from their customers. When facing
multiple customers and needs, evaluating business opportunities and profit potentials
is key, with the speed of response and accuracy of these evaluations directly affecting a
supplier’s ability to obtain and profit from new business opportunities. Limitations on
response time and manpower have led manufacturers to develop mechanisms such as
modularization, regularization, and design in based on their experiences to optimize the

quality and efficiency of their responses.

1.2 Technical and Interactive Planning

Technical planning includes the continuation or adjustment of the preliminary plan
and the dividing of the interactive plan into one-time or project-based operations. The
communication platform (e.g., a trading or technical platform) between the two parties
is a one-time operation but can also serve for long-term communications or information
exchange. Project operations are planned based on customer needs to control project
progress. As members from multiple disciplines participate in a project, the project
interface must be pre-planned prior to project launch to facilitate the information links that

will be needed in later execution stages.

1.3 Verification Stage

Prior to formal production, the customer will verify the supply capacity, quality,
and specifications of the manufacturer. The verification process includes doing basic
and periodic reviews of management and production capacity, and confirming that the

operations required prior to the start of production have been completed. Moreover, when
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new products or specifications are introduced, the manufacturer must submit samples and
do a pilot production run. Enterprises often use debugging system software to identify
possible blind spots or defects that may negatively affect progress in improving the
original solution. Typically, verification procedures are implemented on a project-by-
project basis and require interdepartmental participation, with employees involved in
design, technical, and production activities required to perform on-site verifications, which

is costly and time-consuming.

1.4 Reviewing Execution Stage

Due to overall constraints on capacity, resource allocation issues such as scheduling
are handled based on considerations of capacity / efficiency optimization, revenue
contribution, and individual customer value. Most companies use parameter information to
link feedback to decision-making or adjustment. Through this process, companies may use
a production monitoring and warning system to detect problems, generate warnings in real
time, and integrate systems like CRM (Customer Relationship Management), SCM (Supply
Chain Management), and ERP (Enterprise Resource Planning) to provide critical inputs
for effective decision-making. After delivery, the company may further integrate data
from client and internal sources, conduct in-depth analyses and reviews, and implement

measures to prevent dead accounts and error recurrence.

2. Transforming Interactive Orientation into Intelligent Interactive
Orientation through Intelligent Agent Technology

Accurately forecasting demand tends to be easier when the external environment
is stable, allowing manufacturers to focus on improving efficiency or reducing costs.
However, when the external environment is turbulent (e.g., due to multiple, conflicting
demands or strong competition), manufacturers tend to receive and use heterogeneous
knowledge to develop new products and service innovations, meet customer needs, and
maintain competitive advantages. Thus, under conditions of dynamic change and strong
competition, manufacturers will flexibly analyze customer preferences and interactive
responses in addition to analyzing the market environment, transaction information, and

customer participation and cooperation to overcome current industry limitations and
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create unique customer value (Kumar and Reinartz, 2012). This results in an implicit
phenomenon from interactive orientation to intelligent interactive orientation, as shown in

Figure 1.

Envir tal Turbul

Interactive Orientation

Intelligent Interactive Orientation

Interaction response capacity
The customer concept
Customer empowerment Prefe Customer Proactive Comprehensive
Customer value management Gustomization) Contingency Response Value Evaluation
- Empowerment

« Modularization * Satisfying * Resource
* Selection heterogeneous allocation

* Regularization customers
 Creation * Responsiveness * Leaming &
Intelligent Agent Technologies « Design in of the trading insight
process
¢ Information search & acquisition * Predictive
* Information analysis behavior

* Interaction & negotiation
* Autonomy & decision making
* Collaboration

Figure 1 Conceptual Model
3. The Essence of Intelligent Interactive Orientation

The fundamental purpose of intelligent interactive orientation is to induce macro
thinking within the organization to allow it to actively, efficiently, and effectively deal
with customers and to allow its customers to experience the process and participate
in decision-making to create superior value and benefits. [IO emphasizes that flexibly
applying intelligent agent technologies can enable enterprises to better adapt to dynamic
environments, conduct effective interactions, and provide customers with appropriate
services that take into account the interests of both parties. IIO covers the four concepts of
preference customization, customer contingency empowerment, proactive response, and

comprehensive value evaluation.

3.1 Preference Customization
Preference customization applies intelligent information technology to acquire,
analyze, and then convert market and customer information into consensus concepts or

systems to quickly respond to customer-specific needs.
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3.1.1 Modularization

Modularization uses a “divide-and-conquer” strategy to distinguish a big and
difficult-to-solve problem into several small problems that may be solved individually and,
in the process, resolve the big problem. Modularization assists the marketing detection
system, promotion, and pricing (Zhao and Ma, 2017) and is widely and effectively used in
the IT hardware industry, software industry, and many other practical and academic fields.

3.1.2 Regularization

Regularization refers to the agreed-upon standards / rules between customers and
manufacturers with regard to products, technologies, and specifications. Regularization is
a mechanism that simplifies supplier-customer communications to reduce costs.

3.1.3 Design In

Design in is the incorporation of a specific task-confirmation or inspection mechanism
into a product design. Design in mechanisms belong in the category of technical value-
added, source flow management, dead account prevention, and debugging mechanisms

that are used to minimize risks and improve performance.

3.2 Customer Contingency Empowerment

Customer contingency empowerment empowers customers or only provides the
opportunity to choose products and services based on differences in co-created values.
Using this mechanism, enterprises may empower their customers to jointly develop
service processes to better meet individual customer needs and enable individual
customers to actively participate in value co-creation (Chen, Li, Evans, and Arnold,
2017). Some companies perceive that empowering their customers may complicate the
process of specialization and incur high communication costs; thus, we propose the
concept of customer contingency empowerment, which is suitable for addressing uncertain

environments and uncertain / diverse needs (Ng, Scharf, Pogrebna, and Maull, 2015).

3.3 Proactive Response

Proactive response refers to the ability to distinguish amongst heterogeneous
customer needs, take preventive actions to address transaction processes and potential
problems, and respond instantaneously. To prevent suppliers from sacrificing quality for

increased profits or business opportunities, customers have narrowed the focus of quality
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control, to identifying accountability for and effectively resolving problems. Consequently,
manufacturers now usually take the initiative to conduct pre-planning and establish
mechanisms such as product traceability systems and returns. By shifting from a passive
to an active mindset, manufacturers can establish a comprehensive problem response

mechanism that can deepen customer relationships over the long term.

3.4 Comprehensive Value Evaluation

Comprehensive value evaluation integrates individual customer input and market
information to comprehensively evaluate resource allocation as well as to learn
applications, gain insights into decision-making, and further emphasize the long-term value
of organizational learning. Because the value of customer input is based on the transaction
process, it is easy to overlook customers who, while currently unprofitable, have growth
potential. The cases interviewed in this study stress the importance of comprehensive
value judgment. In addition to evaluating the degree to which goals were achieved, the
cases also emphasize the importance of insights and innovative learning effectiveness.
They tend to combine market information, judge customers’ intangible attributes (e.g.,
growth potential and development) from multiple perspectives, and evaluate differences
in the influence of attributes on short-term and long-term performances, which provides a

reference for making decisions and strategic adjustments.

4. Conclusions

This research expands and extends the theoretical perspectives on interactive
orientation and intelligent agent technologies in the literature (Ramani and Kumar,
2008; Kumar et al., 2016; Kumar and Ramachandran, 2021) and fills several gaps in the
research. First, from the perspective of contingency, this study identifies and proposes that
companies in unique industry situations should be more proactive, comprehensive, and
flexible in adjusting supplier-customer communications to keep abreast of rapid changes
in information technology in response to market uncertainty and increase organizational
efficiency. Second, in view of the development and application of intelligent agent
technologies, the results provide an opportunity to add value to customer responses

(Kumar et al., 2016). Finally, this study integrates interactive orientation and four concepts
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defined under the new 11O marketing concept and connotation of IATs theory into the
four characteristics of dominant logics: interaction, integration, customization, and
collaboration. Overall, the research provides a framework for improving the efficiency and

effectiveness of innovation in Taiwan’s electronics industry.
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