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Abstract

Enterprises generate profits by providing products and services, aiming to maximize
profits through effective marketing strategies. However, how long can a product survive,
and how much profit can it generate throughout its entire life cycle? Related studies
remain rare. As this area has not been thoroughly explored by scholars, this study aims to
develop a method for measuring Product Life Cycle Value (PLCV). By integrating with
Activity Value Management (AVM), this research utilizes profit information produced
through AVM as the foundation for estimating PLCV. This study also incorporates
Artificial Intelligence techniques to construct and validate predictive models for PLCV,
thereby enhancing forecasting accuracy and practical applicability. We adopt the field-
based empirical approach, with a well-known domestic channel agent serving as the
research subject. From the perspective of the channel agent, the study investigates the life
cycle duration and value of distributed products. Furthermore, for products with greater
PLCYV, the study combines demographic variables from the corresponding channel regions
to identify the key population characteristics that influence profitability, thereby improving
the effectiveness of resource allocation decisions.

[ Keywords ] Product Life Cycle Value (PLCYV), Activity Value Management (AVM),
resource allocation decisions, artificial intelligence, demographic variables
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AR $8,099 15 $121,486 72* $7,995,809 107% 2,162,204
2% $782 22 $17,196 72* $1,131,797 102% 2,887,685
ES X 0 X 24 X X X
i) $771 19 $14,642 72* $963,661 144% 3,048,670
B3 BElS $5,844 57 $333,106 72* $21,923,965 40% 2,521,166
RE $3,925 10 $39,251 72* $2,583,352 1023% 3,008,225
SRR X 15 X 72* X X X
B X 8 X 72* X X X
A $4,304 23 $98,996 72* $6,515,580 118% 3,072,423
fEEBiER $2,963 39 $115,572 72* $7,606,601 74% 3,019,410
— SERER $354 5 $1,772 15 $26,049 85% 2,998,387
BARRE BREER $1,065 9 $9585 15 $140,935 237% 3,006,489
&2 $203 6 $1220 17 $20,275 98% 3,008,749
BAKY X 0 X 1 X X X
EPNE R B $37,185 8 $297,479 4 $1,182,516 17% 2,775,112
Hit@EARAS  $1,659 21 $34,849 72* $2,293,629 988% 3,015,523
T EMRER SRR $1,373 2 $2,746 14 $37,731 412% 2,994,753
KER $8,671 29 $251,451 72* $16,549,731 339% 2,839,781
BB & X 24 X 20* X X X
LR B &20h a2 X 6 X 9 X X X
EYES X 40 X 1* X X X
BEMAR $8,802 12 $105,629 72* $6,952,169 484% 2,938,008
Hitjt e X 9 X 11 X X X
R R e X 27 X 4 X X X
HiARRIR BIERR X 0 X 4 X X X
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%5 SESEHZEREHBBREE | RAETHCOIE T E R TS

A1 4ERI2 587 3 éngv FEER = SAERI EmEf EREGEN TINENEN 195RRE
AFgH  Eg A¥EEH RE (B) B8 SR (MAPE) (RMSE)
e $2,072 652 $1,350,890 22 $29,719,580 57% 3,665,701
B $2,964 415 $1,229,886 41 $50,425,307 55% 3,521,548
A $724 237 $171,622 11 $1,887,841 77% 605,679
BRERM $14,356 15 $215,343 20 $4,306,857 82% 394,111
L BRI $356 108 $38,492 32 $1,231,750 74% 323,927
R Bklk s $5,842 37 $216,160 60*  $12,969,570 217% 779,387
ERE $4,386 85 $372,798 18 $6,710,371 62% 1,808,303
SEEE] $1,900 170 $323,081 72*  $23,261,846 79% 2,243,654
BN ] $364 59 $21,451 19 $407,574 71% 165,323
o _EAR&RSE $5,409 29 $156,854 1 $156,854 46% 135,241
B% “ZprEm $1,105 2 $2,210 14 $30,935 430% 2,038
HER $220 120 $26,426 30 $792,780 152% 478,319
il X 27 X 4 X X X
wERTAN  JFBIECAE 4,001 5 20,004 15 300,066 149% 46,345
Btz A8 21,199 10 211,990 56* 11,871,424 79% 439,049
RERS X 20 X 31 X X X
B 483 54 26,068 48 1,251,256 73% 80,231
SRR REEDN X 11 X 46 X X X
SRk 2,452 10 24,524 60* 1,471,418 136% 41,302
e 234 10 2,339 26 60,822 80% 78,610
Hith)hiB 5 2,691 3 8,074 15 121,115 72% 15,976
IKFEAIK 28,311 6 169,864 13 2,208,238 143% 502,636
i RFEELER 1,276 4 5,106 12 61,269 92% 17,903
Rk SR TNRE 2,740 11 30,144 60* 1,808,632 63% 45,082
Fit 2,439 13 31,709 23* 729,310 123% 251,918
a5 Hthgrs 13,327 3 39,981 5 199,907 169% 92,867
188 10,261 11 112,871 14 1,580,194 54% 1,585,353
AR HiEmEH 2,669 59 157,444 17 2,676,551 55% 228,242
DR 7,766 13 100,955 37 3,735,341 47% 89,880
] 15,508 2 31,017 22 682,364 83% 57,779
AR 6,128 15 91,922 72* 6,618,384 61% 1,063,795
SH 1,208 22 26,587 72* 1,914,263 144% 186,747
ES X 0 X 24 X X X
" i 11 19 206 72* 14,818 114% 65,382
HRES Ak R 2,134 57 121,617 72* 8,756,407 68% 442,480
&L 615 10 6,148 72* 442,670 369% 31,388
SRR X 15 X 72* X X X
FELIH X 8 X 72* X X X
A 1,966 23 45,222 72* 3,256,019 17% 315,841
fEEBiER 817 39 31,878 72* 2,295,202 62% 121,649
BAS2E  EERER 183 5 914 15 13,709 74% 8,506
BREER -25 9 -224 15 -3,354 64% 17,300
CpRER 1,039 6 6,234 17 105,984 111% 22,469
) BAKY X 0 X 1 X X X
RS B 17,039 8 136,315 4 545,261 37% 92,593
HitvEAR R 75 21 1,583 72* 113,975 298% 27,849
AR EREEE SRS 1,210 2 2,419 14 33,871 452% 2,278
KYER 3,043 29 88,236 72* 6,352,999 184% 157,884
BB & X 24 X 20* X X X
HHISHE B &20h a2 X 6 X 9 X X X
EYES X 40 X 1* X X X
SEMHA & 3,456 12 41,474 72* 2,986,094 205% 37,315
Hitjt e X 9 X 11 X X X
Fig CEIE R e X 27 X 4 X X X
BIERR X 0 X 4 X X X
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%6 SERFHLERESBEE | KA XGBoost fEFHER A T15FH

Ef wEER  E&EN SaBE EREGEE TI9RHASL HORRE

BBl A2 BHIS  pvign  EW ATRH EE(5)  BE i (MAPE)  (RMSE)
e $1,480 652 $965,011 18 $16,964,446 48% 777
B& $2,268 415 $941,516 22 $20,129,561 41% 1,677
A $712 237 $168,791 15 $2,481,937 27% 222
BRERM $10,188 15 $152,821 13 $1,952,343 1% 155

SR R $518 108 $55,952 22 $1,196,245 8% 64

B&  BRk&sE $4,883 37 $180,659 24 $4,203,211 8% 233
R $2,785 85 $236,749 11 $2,565,595 34% 6,003

B8 $1,524 170 $259,046 46 $11,243,205 30% 864
BAERSE $494 59 $29,132 16 $456,362 101% 779
NG $1,913 29 $55,479 2 $110,543 2% 28

B& =REs $132 2 $264 17 $4,389 266% 308
HER $710 120 $85,219 21 $1,741,308 16% 232
il X 27 X 5 X 5% 16
— El3:iiZs $3,549 5 $17,746 12 $209,533 26% 291
RRFRM BHEAE $19,891 10 $198,911 25 $4,814,725 0% 61
RERS X 20 X 16 -X 236% 116

B $456 54 $24,617 22 $526,309 10% 72

s e NELEAEID X 11 X 12 X 7% 41
RIRIER S EIngE $3,207 10 $32,066 38 $1,161,051 22% 146
e $57 10 $573 21 $11,707 21% 349

Hita s $827 3 $2,480 16 $38,854 8% 38

KEEK  $12,641 6 $75,849 13 $968,991 1% 200

RFEELER $1,303 4 $5,210 11 $56,465 59% 1,165

ARk s TAnE $2,613 11 $28,743 35 $962,113 48% 1,619

Fit $5,305 13 $68,959 24 $1,604,391 13% 3,346

2 Hthgrs $2,275 3 $6,826 8 $53,999 154% 2,121
- 157 $3,316 11 $36,481 11 $395,341 63% 35,036
- HiEmEE  $1,460 59 $86,124 10 $849,520 15% 470

R A $5,615 13 $72,989 15 $1,073,248 6% 459

] $24,440 2 $48,880 50 $2,294,713 41% 10,714

AR $3,770 15 $56,551 50 $2,654,846 2% 1,117

L $297 22 $6,530 59 $357,786 33% 1,012

* X 0 $0 22 $0 X 3,001

5 $504 19 $9,574 67 $589,921 2% 16

B8 Bl S $2,585 57 $147,321 46 $6,394,085 33% 2,563

&L $1,663 10 $16,629 57 $882,391 330% 777

RIERSR X 15 X 38 X 18% 1,144

FELIH X 8 X 1 X 5% 42

FESE $2,098 23 $48,257 53 $2,392,635 26% 1,963

(e $1,493 39 $58,220 56 $3,038,833 19% 691

N BEEER $62 5 $312 15 $4,582 24% 71
BARRE BREER $144 9 $1,300 16 $20,370 816% 2,558
CpRER $48 6 $291 19 $5,390 4% 16

BAKY $0 0 $0 2 $0 X 7

EPNEEL ] BIEMR $19,702 8 $157,613 21 $3,220,579 0% 88
HitvEAR R $299 21 $6,273 10 $61,872 266% 73

e IR ER  EHGRE $132 2 $264 17 $4,389 266% 308
KYER $3,827 29 $110,989 54 $5,599,938 83% 787

BREA& X 24 X 23 X 3% 239

HEE =10t X 6 X 10 X 6% 109
EYES $0 40 $0 1 $0 X 47

BEMAR $2,539 12 $30,470 25 $737,538 504% 1,459

Hihgtes X 9 X 21 X 22% 182

. R X 27 X 3 X 4% 28
BRRER s X 0 $0 5 $0 X 10
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®7 SELENZEREHBHMEE | KA XCGBoost {5 AR T19FF LMK
BB REHERSEAR
w1 AERI 2 88 3 Ef  TFEER ERSER SRl ERLEGBEH FiHRHBEAL HHRRE
AFEH A BE9%F  RE (B) B8 327 (MAPE) (RMSE)
2hg $1,144 589 $673,887 17 $11,202,346 19% 338
B& $1,641 354 $581,024 22 $12,422,269 14% 690
A& $722 235 $169,717 15 $2,495,559 6% 41
BRERNE $5,187 5 $25,937 16 $406,299 76% 734
SRR $654 104 $67,999 22 $1,453,809 36% 182
B&  BRkEE $993 21 $20,849 14 $286,482 8% 144
B $2,024 71 $143,701 15 $2,113,006 9% 312
B $2,087 153 $319,290 40 $12,139,356 14% 1,560
BAERE $494 59 $29,132 16 $456,362 5% 32
[EINGITE $1,913 29 $55,479 6 $329,978 2% 40
B& EREER $132 2 $264 15 $3,882 417% 180
HER $743 118 $87,689 21 $1,791,792 7% 60
fiig ] X 27 X 5 X 6% 18
BRERN  IFBiFCAE $5,187 5 $25,937 16 $406,299 76% 734
RERS X 17 X 12 X X 35
kA $456 54 $24,617 22 $526,309 24% 145
s - NGB X 11 X 20 X 25% 125
HRER SR $3,207 10 $32,066 41 $1,248,106 219% 755
RS $702 9 $6,322 19 $117,166 233% 440
Hitas $873 3 $2,618 18 $46,025 13% 64
KK X 4 X 9 X 16% 26
RiEFLER $1,303 4 $5,210 13 $66,566 31% 833
BBk TonngE $2,613 11 $28,743 37 $1,014,593 30% 793
Fit X 2 X 15 X 20% 426
as Hitgrs $0 0 $0 12 $0 X 78
1858 X 4 X 7 X 14% 36
JBRE HinEmER $1,395 54 $75,331 15 $1,107,689 15% 464
AR $5,615 13 $72,989 15 $1,073,248 0% 34
RS $3,770 15 $56,551 52 $2,754,301 2% 1,410
L $3,312 14 $46,363 57 $2,460,196 169% 324
* ($385) 0 $0 20 $0 X 73
5 $527 19 $10,009 69 $633,606 9% 177
B AR $2,585 57 $147,321 23 $3,288,817 58% 3,708
REE $1,663 10 $16,629 56 $867,968 179% 590
REERG X 16 X 40 X 3% 53
iy lG:: X 8 X 18 X 6% 39
BERE $4,114 14 $57,593 49 $2,652,937 8% 192
[EEEEA $1,493 39 $58,220 57 $3,089,329 6% 13
[ SREER $62 5 $312 15 $4,582 16% 48
BARRR SREER $144 9 $1,300 16 $20,370 14% 46
OpEER $48 6 $291 24 $6,767 7% 37
AL $0 0 $0 2 $0 X 15
PN B $19,702 8 $157,613 21 $3,220,579 1% 247
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#x9 BERABEACHMETEBE N SERIRR RN 2R E

K & KER Bitezia
Profit Profit Profit
cons 4.2294** -1.7036 20.1784
(0.001) (0.358) (0.209)
Gender -2.6409*** -6.2844*** -16.6057**
(0.000) (0.000) (0.017)
Age2 -20.0915*** -13.8144*** -62.9888**
(0.000) (0.000) (0.048)
Age3 0.4093 7.5657** -54.1175**
(0.839) (0.013) (0.036)
Age4 -1.1888 1.1068 1.5753
(0.622) (0.759) (0.959)
Ageb 5.6523** 19.8680*** -16.8271
(0.022) (0.000) (0.593)
Ageb 6.5193*** 20.7776*** 90.8222***
(0.000) (0.000) (0.000)
Household 0.00006*** 0.00002 -0.0001
(0.007) (0.541) (0.612)
Hsize 1.2384*** 3.1005*** 5.3853***
(0.000) (0.000) (0.008)
Hincome -0.030*** -0.0027*** 0.0046***
(0.000) (0.000) (0.009)
Edu -4.9211*** -5.5961*** 28.1921***
(0.000) (0.000) (0.000)
Mct 0.1410* 0.7340*** 4.4057**
(0.075) (0.000) (0.000)
Area2 1.3183*** 1.5966*** -2.2740*
(0.000) (0.000) (0.027)
Area3 -0.7855*** -2.4024*** -7.3660***
(0.000) (0.000) (0.000)
Area4 7.0316*** 7.1770%* 13.9520***
(0.000) (0.000) (0.000)
Typet 11.6473*** 13.6677*** 40.4025***
(0.000) (0.000) (0.000)
Type2 5.5139** 5.9145*** 17.9312***
(0.000) (0.000) (0.000)
N 363,693 196,988 51,654
adj. R? 0.0316 0.0382 0.0192
F 743.05 490.52 64.34

w

S 1. Profit BERIRRFZERNZBIRZEF S - BRI Gender AR BBABNEZBLIL - AHE

AZBMEAOEBLZEADE ; Age2 AZBIBMVENE 21 5%E 30 #AOSEADHLL ; Age3 AR &E
BRAIRATE 31 32 40 R AOGHEAOE L ; Aged AT RBMUERNE 41 %E 50 mAOGMEAORLL

Ageb BZRBIRMENE 51 5% ZE 60 B AOGHAOELL ; Age6 AZBIEMEMNE 60 LU EAOSHEA
C8(LL 5 Household & BRI BAT R 2858 ; Hsize AR BRUBMNEBEHEHESRTIHAOY » ANEE
ANOEBRLESE 5 Hincome B BIRMBENEB RN ZIGEEEETIEE > BhsT T Edu BB
BURNEHEABLU LEBEZ AOSE  Mct BBEREEMNRMNEEHZEREE  Arca2 BEBIRAIR
HARREEZ R Areal BEBIRMIEMN RS Z REEE  Arcad BRBIRNIEN RSB S 2 EHEE ;

Typel BBRRIEELE 3A B 2A Z BEHEH ; Type2 BBIRIEENA A B B ZBHEE

AEBULL Areat (GRERGIERALESZ EHFEE ) (EALLEE®E - {EH Area2 - Areal - Aread SETTHT o
R e Tk BRI 1% ~ 5% & 10% ZFEEIKAEE o
. BHEZHE AR KRB RZBRA vif 3R)E 3.413.35 K% 3.35°
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1. Purpose / Objective

The primary objective of this research is to develop a comprehensive framework
that integrates Product Life Cycle Value (PLCV) with Activity Value Management (AVM)
through the incorporation of Artificial Intelligence (Al) technologies. It aims to bridge the
gap between accounting-based value management and data-driven marketing analytics
by creating an intelligent system capable of predicting product performance, optimizing
resource allocation, and supporting sustainable strategic decision-making.

While traditional Activity-based Costing (ABC) systems focus primarily on cost
accuracy and efficiency improvement, they often fail to capture product value dynamics
across the life cycle or to provide predictive insights. Derived from marketing and
customer lifetime value (CLV) perspectives, PLCV similarly has limited linkage to
managerial accounting systems. This paper thus presents an Al-augmented PLCV-AVM
model that integrates accounting, marketing, and data science perspectives.

Recent advances in artificial intelligence and analytics have fundamentally altered
how firms generate, interpret, and act upon value-related information, thereby reshaping
customer value creation processes and strategic decision-making logics (Grewal,
Satornino, Davenport, and Guha, 2025). However, most management accounting systems
remain primarily backward-looking, emphasizing historical cost allocation rather than
anticipating future value creation. This limitation is particularly salient in channel
distribution contexts, where product portfolios evolve rapidly and managerial decisions
must balance short-term profitability with long-term strategic sustainability. By explicitly
addressing this gap, the present study positions PLC}V not merely as an extension of CLV,
but as a managerial construct that translates market dynamics into actionable accounting

intelligence.
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The overarching goal is to demonstrate how management accounting can evolve
from a descriptive and historical system into a forward-looking, value-oriented, and Al-
enabled decision support mechanism. This mechanism offers both theoretical advancement
and practical relevance to firms engaged in channel distribution and sustainability

transformation.

2. Design / Methodology / Approach

The research employs a mixed-method approach combining conceptual model
development, case-based analysis, and empirical testing. The theoretical foundation
draws on Cooper and Kaplan (1988) and Kaplan and Anderson (2004) to extend the AVM
framework toward a dynamic, predictive value system.

The study empirically utilizes product-level and activity-level data collected from P
Company, a channel distributor in the retail sector. The dataset spans 2016 to 2021, with
2020 serving as the primary year for predictive modeling. To enhance analytical rigor, the
study incorporates Al-based algorithms, including Extreme Gradient Boosting (XGBoost)
and Neural Networks, to estimate PLCV and to forecast product profitability across
different life cycle stages.

The selection of Al-based predictive models is motivated by the increasing
complexity and nonlinearity inherent in product life cycle dynamics. Traditional linear
models often struggle to capture interaction effects among activities, customer structures,
and temporal factors. In contrast, machine learning techniques are capable of learning
complex patterns from high-dimensional transactional data. To mitigate concerns
regarding model opacity, the study explicitly incorporates explainability mechanisms that
allow managerial users to trace predictions back to underlying value drivers and activity
configurations, thereby balancing predictive performance with interpretability.

The proposed Al-integrated PLCV-AVM model consists of three main modules.

(1) Value Identification Module maps value drivers and activity attributes to product value
creation.

(2) Predictive Analytics Module employs machine learning to forecast PLCV and identify
high-value product segments.

(3) Strategic Alignment Module links AVM results to managerial decision variables, such
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as product portfolio adjustments, marketing resource deployment, and sustainability
performance metrics.

Qualitative validation is further conducted through semi-structured interviews with

the business leader (founder). The findings verify interpretability, usability, and strategic

relevance of the system outputs.

3. Findings

The research yields several significant findings.

First, the integration of Al into PLCV-AVM substantially improves predictive
accuracy and managerial relevance. The Al algorithms outperform traditional regression
models in forecasting product profitability and life cycle trajectories, enabling management
to proactively allocate resources and adjust pricing or promotion strategies. This finding
is consistent with recent meta-analytic evidence showing that Al-enabled and automated
systems can achieve performance comparable to or exceeding that of human decision
agents across a broad range of customer-related outcomes (Gelbrich, Roschk, Miederer,
and Kerath, 2025).

Second, the study demonstrates that combining activity-level data with product-
level life cycle indicators enhances visibility into how operational processes contribute to
long-term product value. The cross-level integration allows decision-makers to trace the
impact of each activity on value creation and to redesign processes accordingly. Beyond
predictive accuracy, the PLCV-AVM system reshapes how managers conceptualize product
performance by shifting evaluation criteria from short-term margins to projected long-
term value contribution. Such a shift aligns with emerging perspectives that emphasize
the strategic role of customer insights in guiding organizational learning and innovation-
oriented decision processes (Stremersch, Cabooter, Guitart, and Camacho, 2025).

Third, the model reveals that demographic and transactional factors, including
customer mix, order frequency, and service complexity, significantly influence PLCV, and
their effects vary across life cycle stages. This highlights the necessity of integrating both
B2B distributor data and B2C consumer insights to capture holistic product performance,
consistent with recent research emphasizing that customer insights must be translated from

individual-level observations into firm-level decision support and innovation-relevant
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knowledge (Stremersch et al., 2025).

Fourth, the interpretability functions embedded in the Al models (e.g., SHAP value
analysis) enhance managerial trust in machine learning outcomes. Managers can visualize
how specific value drivers and operational activities affect predicted PLCV, thus aligning
analytical insights with practical experience.

Overall, the empirical evidence supports the feasibility and managerial usefulness
of establishing a data-driven PLCV-AVM system. By integrating predictive analytics,
activity-based management logic, and interpretability, the proposed framework advances
financial performance evaluation, deepens activity-level value insights, and enhances

strategic planning capabilities in dynamic product and channel environments.

4. Research Limitations / Implications

Despite promising results, this study faces several limitations.

The empirical analysis relies on a single case company, which limits generalizability
of the findings. Future research could extend the sample across multiple industries to test
the model’s scalability and robustness. In addition, although Al models such as XGBoost
and Neural Networks deliver superior predictive performance, they require extensive data
preprocessing and expert interpretation, which may constrain adoption among firms with
limited digital maturity.

Another limitation concerns the temporal scope of PLCV estimation. Since the data
span only six years, the full effects of product evolution and market dynamics could not
be fully captured. Longitudinal studies incorporating post-2021 data may provide a more
comprehensive understanding.

The practical implications of this research are nonetheless substantial. The Al-driven
PLCV-AVM framework offers managers an integrated performance dashboard that links
cost efficiency with value creation, supporting more informed decisions on resource
allocation, product development, and sustainability investment. The study also implies
that management accountants must cultivate data analytics competencies and collaborate

closely with data scientists to leverage Al responsibly within value management systems.
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5. Originality / Contribution

This research advances management accounting theory and practice by integrating
Artificial Intelligence (Al) into the Product Life Cycle Value (PLCV) framework and
combining it with Activity Value Management (AVM) to establish a data-driven decision
support system for channel distributors. While traditional Activity-based Costing (ABC)
emphasizes cost accuracy and process efficiency, it often lacks predictive capability and
cross-level linkage between product-level and activity-level values. By embedding Al
models like XGBoost and Neural Network algorithms into the PLCV-AVM integration,
this study enables more accurate forecasting of product performance and enhances
managerial decision quality across the value chain.

The originality of this paper lies in its multi-layer integration of product life cycle
analytics, activity-based management logic, and Al-based predictive modeling. This
hybrid framework provides a quantitative mechanism that connects B2B distributor data
with B2C consumer-level behaviors, bridging marketing and accounting perspectives. The
PLCV-AVM system also incorporates demographic and transactional variables, offering a
comprehensive lens for analyzing how activity drivers, customer structures, and life cycle
stages jointly affect long-term product profitability.

From a theoretical stand point, the study extends the foundational works of Cooper
and Kaplan (1988) and Kaplan and Anderson (2004) by embedding dynamic learning
algorithms within value management systems. This integration transforms static cost
management into an adaptive and forward-looking value management model. Furthermore,
incorporating Al interpretability strengthens managerial trust and transparency and
provides a basis for future research at explainable accounting analytics.

From a practical perspective, the PLCV-AVM system functions as an effective Al-
assisted management tool that helps firms optimize product portfolios, allocate marketing
resources more efficiently, and evaluate channel-specific product performance. The
framework provides actionable insights into strategic investment planning and operational
alignment across product life cycle stages. While the current study does not incorporate
ESG indicators directly, the data-driven structure of the PLCV-AVM approach offers
a promising foundation for future integration with sustainability-oriented performance

metrics. Thus, it helps support the development of management accounting systems that
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link profitability with broader environmental and social value creation.

This paper ultimately contributes to the ongoing digital transformation of
management accounting by demonstrating how Al can be systematically integrated into
PLCV and AVM frameworks to enhance both analytical rigor and decision relevance. It
provides a theoretical foundation and an empirical prototype for organizations seeking
to build intelligent value management systems capable of adapting to rapid changes in

product markets and sustainability imperatives.

89



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

References

B2 > 2021 » RFERMEH AT - S T TFEEEERE AVM ) IRGFHE AR - &
PEIETERTRE G » I e Fms T &2, - 21t 28 - RetibiiRE R
JNE] o (Wu, Anne. 2021. The Ultimate Answer to Business Strategy: Managing
Right with AVM. Taipei, Taiwan: Faces Publishing LTD.)

gl FERrEk B NS - 2024 - SEER SR FHEE L AIE ZBRET « (EBE 28 F]
TEIE S EAEH 4 0 34 % 2 81 45-90 - https://doi.org/10.6226/
NTUMR.202408 34(2).0002 (Yang, Ta-Kai, Chiang, Shih-Chin, and Huang,
Heng-Chiang. 2024. Examining the value co-creation mechanism of channel
system: From customer engagement to actor engagement. NTU Management
Review, 34 (2): 45-90. https://doi.org/10.6226/NTUMR.202408 34(2).0002)

Anderson, C. R., and Zeithaml, C. P. 1984. Stage of the product life cycle, business
strategy, and business performance. Academy of Management Journal, 27 (1):
5-24.

Bawa, K., and Ghosh, A. 1999. A model of household grocery shopping behavior.
Marketing Letters, 10 (2): 149-160. https://doi.org/10.1023/A:1008093014534

Berger, P. D., and Nasr, N. I. 1998. Customer lifetime value: Marketing models and
applications. Journal of Interactive Marketing, 12 (1): 17-30. https://doi.
org/10.1002/(SICT)1520-6653(199824)12:1%3C17::AID-DIR3%3E3.0.CO;2-K

Bradlow, E. T., Gangwar, M., Kopalle, P., and Voleti, S. 2017. The role of big data and
predictive analytics in retailing. Journal of Retailing, 93 (1): 79-95. https://doi.
org/10.1016/j.jretai.2016.12.004

Cooper, R., and Kaplan, R. S. 1988. Measure costs right: Make the right decisions.
Harvard Business Review, 66 (5): 96-103.

Datar, S. M., and Rajan, M. V. 2021. Horngren's Cost Accounting: A Managerial Emphasis
(17th ed.). London, UK: Pearson Education Ltd.

Dekimpe, M. G. 2020. Retailing and retailing research in the age of big data analytics.
International Journal of Research in Marketing, 37 (1): 3-14. https://doi.
org/10.1016/j.ijresmar.2019.09.001

Gajjar, N. B. 2013. Factors affecting consumer behavior. International Journal of Research
in Humanities and Social Sciences, 1 (2): 10-15.

Gelbrich, K., Roschk, H., Miederer, S., and Kerath, A. 2025. Automated versus human

agents: A meta-analysis of customer responses to robots, chatbots, and

90



NTU Management Review Vol. 36 No. 1 Apr. 2026

algorithms and their contingencies. Journal of Marketing, 90 (2): 1-26. https://
doi.org/10.1177/00222429251344139

Gilbert, D. C., and Jackaria, N. 2002. The efficacy of sales promotions in UK
supermarkets: A consumer view. International Journal of Retail & Distribution
Management, 30 (6): 315-322. https://doi.org/10.1108/09590550210429522

Goodfellow, 1., Bengio, Y., and Courville, A. 2016. Deep learning Vol.1. Cambridge, MA:
MIT Press.

Grewal, D., Satornino, C. B., Davenport, T. H., and Guha, A. 2025. How generative Al is
shaping the future of marketing. Journal of the Academy of Marketing Science,
53 (3): 702-722. https://doi.org/10.1007/s11747-024-01064-3

Gupta, S., Hanssens, D., Hardie, B., Kahn, W., Kumar, V., Lin, N., Ravishanker, N.,
and Sriram, S. 2006. Modeling customer lifetime value. Journal of Service
Research, 9 (2): 139-155. https://doi.org/10.1177/1094670506293810

Hoch, S. J., Kim, B. D., Montgomery, A. L., and Rossi, P. E. 1995. Determinants of store-
level price elasticity. Journal of Marketing Research, 32 (1): 17-29. https://doi.
org/10.2307/3152107

Hoyer, W. D., Maclnnis, D. J., and Pieters, R. 2012. Consumer Behavior (6th ed.). Boston,
MA: Cengage Learning.

Hyndman, R. J., and Koehler, A. B. 2006. Another look at measures of forecast accuracy.
International Journal of Forecasting, 22 (4): 679-688. https://doi.org/10.1016/
j-ijforecast.2006.03.001

Jager, K. J., van Dijk, P. C., Zoccali, C., and Dekker, F. W. 2008. The analysis of survival
data: The Kaplan—Meier method. Kidney International, 74 (5): 560-565. https://
doi.org/10.1038/ki.2008.217

Jain, D., and Singh, S. S. 2002. Customer lifetime value research in marketing: A review
and future directions. Journal of Interactive Marketing, 16 (2): 34-46. https://
doi.org/10.1002/dir.10032

Johnson, H. T., and Kaplan, R. S. 1987. Relevance Lost: The Rise and Fall of Management
Accounting. Boston, MA: Harvard Business School Press.

Kaplan, R. S., and Anderson, S. R. 2004. Time-driven activity-based costing. Harvard
Business Review, 82 (11): 131-138.

Kaplan, R. S., and Cooper, R. 1998. Cost & Effect: Using Integrated Cost Systems to
Drive Profitability and Performance. Boston, MA: Harvard Business School

91



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

Press.

Kondoh, S., Masui, K., Hattori, M., Mishima, N., and Matsumoto, M. 2008. Total
performance analysis of product life cycle considering the deterioration and
obsolescence of product value. International Journal of Product Development,
6 (3-4): 334-352. https://doi.org/10.1504/1JPD.2008.020399

Kotler, P., and Keller, K. L. 2015. Marketing Management (15th ed.). Harlow, UK:
Pearson Education.

Kumar, V., and Karande, K. 2000. The effect of retail store environment on retailer
performance. Journal of Business Research, 49 (2): 167-181. https://doi.
org/10.1016/S0148-2963(99)00005-3

Kumar, V., Ramachandran, D., and Kumar, B. 2021. Influence of new-age technologies
on marketing: A research agenda. Journal of Business Research, 125: 864-877.
https://doi.org/10.1016/j.jbusres.2020.01.007

Kumar, V., and Reinartz, W. 2012. Customer Relationship Management: Concept, Strategy,
and Tools (2nd ed.). Berlin, Germany: Springer. https://doi.org/10.1007/978-3-
642-20110-3

Lee, E. T., and Wang, J. W. 2003. Statistical Methods for Survival Data Analysis (3rd ed.).
Hoboken, NJ: John Wiley & Sons, Inc. https://doi.org/10.1002/0471458546

Libai, B., Bart, Y., Gensler, S., Hofacker, C. F., Kaplan, A., Kétterheinrich, K., and
Kroll, E. B. 2020. Brave new world? On Al and the management of customer
relationships. Journal of Interactive Marketing, 51 (1): 44-56. https://doi.
org/10.1016/j.intmar.2020.04.002

Malmi, T. 1999. Activity-based costing diffusion across organizations: An exploratory
empirical analysis of Finnish firms. Accounting, Organizations and Society, 24
(8): 649-672. https://doi.org/10.1016/S0361-3682(99)00011-2

Makridakis, S., Spiliotis, E., and Assimakopoulos, V. 2018. Statistical and machine
learning forecasting methods: Concerns and ways forward. PloS One, 13 (3),
Article e0194889. https://doi.org/10.1371/journal.pone.0194889

Min, H. 2006. Developing the profiles of supermarket customers through data
mining. The Service Industries Journal, 26 (7): 747-763. https://doi.
org/10.1080/02642060600898252

Mortimer, G., and Clarke, P. 2011. Supermarket consumers and gender differences

relating to their perceived importance levels of store characteristics. Journal

92



NTU Management Review Vol. 36 No. 1 Apr. 2026

of Retailing and Consumer Services, 18 (6): 575-585. https://doi.org/10.1016/
jjretconser.2011.08.007

Ramya, N., and Ali, S. M. 2016. Factors affecting consumer buying behavior. International
Journal of Applied Research, 2 (10): 76-80.

Rosset, S., Neumann, E., Eick, U., and Vatnik, N. 2003. Customer lifetime value models
for decision support. Data Mining and Knowledge Discovery, 7 (3): 321-339.
https://doi.org/10.1023/A:1024036305874

Rust, R. T., Lemon, K. N., and Zeithaml, V. A. 2001. Driving customer equity: Linking
customer lifetime value to strategic marketing decisions (Report No. 01-108).
Cambridge, MA: Marketing Science Institute.

__.2004. Return on marketing: Using customer equity to focus marketing strategy. Journal
of Marketing, 68 (1): 109-127. https://doi.org/10.1509/jmkg.68.1.109.24030

Rust, R. T., Zeithaml, V. A., and Lemon, K. N. 2000. Driving Customer Equity. How
Customer Lifetime Value is Reshaping Corporate Strategy. New York, NY: The
Free Press.

Scheuing, E. E. 1969. The product life cycle as an aid in strategy decisions. Management
International Review, 9 (4-5): 111-124.

Sheth, J. 2021. New areas of research in marketing strategy, consumer behavior, and
marketing analytics: The future is bright. Journal of Marketing Theory and
Practice, 29 (1): 3-12. https://doi.org/10.1080/10696679.2020.1860679

Stremersch, S., Cabooter, E., Guitart, I. A., and Camacho, N. 2025. Customer insights
for innovation: A framework and research agenda. Journal of the Academy of
Marketing Science, 53 (1): 29-51. https://doi.org/10.1007/s11747-024-01051-8

Verhoef, P. C., Reinartz, W. J., and Krafft, M. 2010. Customer engagement as a new
perspective in customer management. Journal of Service Research, 13 (3): 2477-
252. https://doi.org/10.1177/1094670510375461

Vernon, R. 1966. International investment and international trade in the product
cycle. The Quarterly Journal of Economics, 80 (2): 190-207. https://doi.
org/10.2307/1880689

Zeithaml, V. A. 1985. The new demographics and market fragmentation. Journal of Mar-
keting, 49 (3): 64-75. https://doi.org/10.1177/002224298504900306

93



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

Author Biography
Shao-Syuang Li
Shao-Syuang Li is currently an Auditor at PwC Taiwan. Her areas of specializations
include corporate sustainability, management control systems, and ESG strategy
implementation. She has participated in several ESG-related consulting and academic-
industry collaboration projects, focusing on the integration of sustainability performance
and value management.

*Cheng-Jen Huang
Cheng-Jen Huang is a Full-time Professor of Department of Accounting at National

Chengchi University (NCCU). His research interests focus on performance management,
innovation capital, corporate governance, and ESG-related management accounting
applications. He has published research articles in leading academic journals such as
Strategic Management Journal, Journal of Corporate Finance, Asia-Pacific Journal of

Accounting & Economics, and Journal of Intellectual Capital, among others.

*E-mail: cjhuang@nccu.edu.tw

ARG S 112 FERAF AR TE 5w S 8E -

RS AR R E - TR SR B B AR TR AR B B A - AR SO I5E RS
KHFEZTER - AREEL NS B [E 2 T 157 B - R L BRI TS B 270 IR SR PR B REAg B
BT B RS Rl B A M B R - BIST RO R SR R SR S R T R R - ARSI AR
ERFEAE TR S R B RE AL SRR AL - fRO P AR R R (I e B LB T B o By - BE AR SIS DANE A
Sk - FFIRLEGH -

94



NTU Management Review Vol. 36 No. 1 Apr. 2026

Bz A

PR AR AN BRI ZRE » AHIF 72 57 FH A0 5 1 B A i A A 1 4518 © Goodfellow, Bengio,
and Courville (2016) 5EFAEE R EZIR T » DL " BB ARERE + 28 g + 28
FEL | OBAOERS - DUBESRIEEES (Overfitting) BLAS SR RBEME 5 ML FEHE
BIREF - B FEEIE A/ (Hidden Size) B1EZZ# (Learning Rate) L2218 -
WCRE A SR R RE - HBE OB KRR ARG - S (EEAE N B B A R E
EAEREERIRCE - A0 AR RS L2 BRIRBURIEE - B8 S
1. BB AN T
(1) ARG — RV IRE g A/ ME - EFE 8~ 1216 ~24 48~ 96 % -
(2) 32 {1 [ AT SR e A0 BT (G IS 2 A A P B [k e [ e -
2. BB
(1) AR L [HEE R - A5 0.00005, 0.0001, 0.0005, 0.001, 0.005 5 -
(2) 'S MBI R AT e RE S T B i RV 2 B RE - P aCR AR 2
T -
3. FEERRE
(1) HEEIE - A5CEEHE MAPE F1 RMSE LX%@%WM%W TERE -
(2) FEEEENETE - AUFFEEE I E R g ANy 12 0 B2 0.0001 5 ESY
£ MAPE (117) 1 RMSE (201,061) 8 (BB SEI9(E L ERER R BRI - a0

TFERAR
BIELHER! BER fBEEA/J. MAPE 15 RMSE Fij  FRIEFHE
BAZRAIR
HE 1 0.00005 12 149 204,082 —f%
HHE 2 0.0001 12 17 201,061 =1
#HE 3 0.0005 12 144 200,650 —f%
HHE 4 0.001 12 212 211,253 BE
#HE5 0.005 12 179 204,884 L3655
B2 her/E A/ VAR
H#HE 6 0.0001 3 130 200,711 R
HET7 0.0001 6 130 199,842 RF
#HE 8 0.0001 12 17 201,061 =1
t#HE9 0.0001 24 133 203,269 —fi%
#4& 10 0.0001 48 149 200,064 —fi%
HE 11 0.0001 96 172 198,431 L3625

95



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

TEEHEI AR IANY - AR ERR S H B L EFERE - DUEEZEAIZER
1. MAPE vs. RMSE Wt -
© MAPE : SfEf 2R RARE (SFF 117) -
© RMSE : 8RN 2 i (S 201,061) - HELFKE (HE 11
198,431) HyZ=SAHE N (£ 1.3%) -
2. fEISERE
- MAPE [RBHIZME R » EE B N FE R ERTEIIZRA -
* RMSE WA BB SR - SRERZ U, -
3 EEAGE
- TEEF[E MAPE {ERFHGIEYE » AR CRETE A3l S P TEOHI H A S i 1
* RMSE HJEEGAAE S (1.3%) R DAEESZ - RIS 1S 838 S I /Y MAPE 3%
BARJIBIL T -
- fHA 11 BESR RMSE f{X - (B MAPE BHEAE = (33 172) » BUREEHE
THHISER N AR A A -
4. KR AR
- I fEMGTE MAPE EROESS (FHEHAMRH G ) KIATE RMSE ERYSE: -
- JE TR T B RS E R R T A R R P Y A
A - MERREM G HY RMSE T 2K » (HEEEICE MAPE FRIZEZEEEH]
RMSE HIR] 2527k - AR B i B Y 2 -
RIEE B SR R no R A -
1. Learning Rate KK (> 0.001) EEEFH IR R i
2. Hidden Size &K (> 24) thdy iR A 357 5=
3. SEPR 28R E (Hidden Size = 12, Ir = 0.0001) BEE T (B Kl
78 SRR AT - RS TR IRV EIR R T - e RALIR AR [ RER]
IR R - BERATIFERY B A REAE B R B - (EE T 2 i H R T i B AN
FERES T MR A 8% - A0 Rk P RERY R AN TR R 2 e LRt -

96



NTU Management Review Vol. 36 No. 1 Apr. 2026

Pk B
WG R R PR A EL AR A2 5 & (R B Z T S R B A
1. B FE S A

SELHE R 40 30 P73 i J A

W« FTE SRS AR - B FIER ST R 5 B R R PR AR A Bl
SEPkEK 2

[l = e SRR AT B R LU - R EAL TR 2H B LA IR - ARk
FME LRI B ARSI 90 {7 - 35 90 (L ¥ A M AVREAIMEE 75 24t B T H » B
RO AT E G Thi s - BENIREETT I RUAHR B R r] DUE 2K (2 st B R
EREEI N BEIR G SIT S i s R R A A st e g LLs s -

2. BN S P BT 5 P Z RIS A 22 3

M : G E P E FEE SR LR S E S A FRIE R BB AR 2

M : IR EE P E PR A IRAR D - T F SRR B
EEFME CSRABMAERER - T AFERZES - s FiEE
HIFZHFEEGHHYT - THAEMGEEZTLER - Eff228E TR E %S -
ME—THEEHES  EE-FENEYIEL N ZAEE 5% > LH2HE
AN — > IVERIAEE ARG - FrDAEIHEF - ArEESE —1RAv%E
BN\ BLAERESEDTE PR AL AURERR - TEE TR OB LS IR A - R
[H] - Hrraon iy - BT E FAUHTR AR B4 - Rt R I A - R
EREMET] - HEERHEERFRIAE - SRR E R - FRDUEE g
AL NTIHERRY e 50088 B Ta S #2255 T i fESE -

3. BB T i R GRS R S T B ORI W 7

WIRE = 50 RN R R MR RUITSHEL SR B kL 2 AR R IS A (TP 2

M = EEFF 2R B TR AEE R IME RS - SRETTIHE R EE
R AR - ERRE TR (E R R DA A0 (A 25 SR P AY R i
WIFTIHE R 2 R WA o L — 5 R B PARYERS - FF 2B EIMAB
By FTLAEFFZER - RMREERBE R HARGRIEEE  AHETMITE
ANESINAMRY > FFE AC Nielsen HREANF2EFAVHE SR - 52— 5N FHY
FEH - AR RIBARIRZOTIHER - HREREEH Sk L

HFIEE BRI AR - HAFIRIZER APP LU RAIR MMy AT HEE A R
ZHIE R eI A] DUz 42 3 B AUREE et - RMRSH E B & RIS —H 55

97



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

T L - AT LAERIFr ARV ERE R - BAREM D SR E ZREHIE L T &
PRk - EARIME CN e A M — BT - L N RITTIHEREERR
TREERIHEEZK 5 (EHR IR — T - MEEIAE AT a Rzt - REER
FESEAERANY - BERMIFEE] - H5E AC Nielsen fiEl =R E| 2B EZE R - FTLUEE
A F AT E B A e — LB R A - AR FE VRS - TR DAefit—2k - Ffffa]
Defit— (L E R =% -

HARRMIER N - PR — (b irg - 2 — (B - 2R R eREz B
K NFRTER - AT E S —TRVER ] IR - RERIATRIETEE] - AHRHIEH
EEREMRAR - BRI REEEEFFARRE - A= O
e et A & 12 B oH B BRG] — (BB E S - B55 AC Nielsen #iE 2t
HISHEER - AN RERMEHCER IR IR - M ARIATT - tHRHRY
ANNEEF—FENE - ERFER AT DR EREHEEE - BERRGFE K
J& - AR EAEAR S H E R IR BA R — IR TE E AU RA -

AANRIATRESTRTHE— B o BESTER — R E R PR E R R & AT
i HEREN - FEMEHSEHRMFTEEEBANERIFE - HARYEHR AT Lk
Wz th— R AHAHVALE T HE 2R - AVE RAHe e ERIRAIER - AiieefE L
kg E A E B BAAIE DL T ER T 0 — (e - FETIHRA—E R EER
BT EHRRAS - wk B Pl S e ) — {18 ER R - A U RS T R A BT SRR
AR WM EHERE - HRE—FTHREEE —EEE - FfIE LRpT— 50
TTSHRT R ARIEIR » 8 —(E R F LI R AR A - JAR(E AT I R A R HE R
—ERAGE AR o FTCAR AR — (EE A = A5 1R A - B
HEREasEI DU ENEER RS - BB FTE a5 R B MY LR
7 RBREMEEREE L ERENRE R A - BEER T ER e Bl Tl
rEANEEREIF - JEALSHEFEES MR LA RN T R H

1 -

4. B 7 i 2B i (R AEL 9 i e AR B AR 1 JRL IR

FIRE : EAFE IR R A A dE I R i . (AR BAFIAFIET 2
g CHL 2

mIfE : BAEFATERARIARE — BN 2Ry - S8 (E e B (AR E SRR - WA
FHEEBZENEAF > (REAEZE A SR EAE - BRI - 3
TR R EE (B AY FE MU - AVE R BN SEE p B Bl S ME I B0 IR 2
B AE] > MFHGER AR IR IR YK o AR BHIGRIFELIE R A B2 -
It MR 2 RS SH P ale (REE RS i W (R EHR B B - B EE TN R M 158

98



NTU Management Review Vol. 36 No. 1 Apr. 2026

BREORREAIRIE © AR RMEZ R LR —E R AIRAFR - SRR MR
R —(E SR A B - eSRFFHERF — (B S EATFE - AR RS R B -
Z GRS A R E 2 Al - BIRA S B AERA -

7 HL A E T A A 2 A O £ R E TR B E SRS - E
T HAth B ZIE A 2 2k A v O SRR S B RO GLTE o TR B R B A R HSE
R BB AR K EAIR N - ALE LR HE AR - AR MG = hinE
LA - BMEGZE A ShE 2 28 R ARGERS R 7-11 < BIEMS 7-11 /Y
FEERZE - RREE MR 7-11 BY&F) > FTLARRISEGE (ERR SR IRE R 2 3
RATERARGR - plEH A A R A0 ] BRI e PR 1T — (8 R A B (R 2R 1% A] DUE &
REE > ATLARNGE R R B R Z AN - THEZNE e - L7 - ZUE#ENR
AERFZHANIRE - AU AZE R i A B e LR - DA — (R 6% -
A ERSHER - i HASESHEE EER - BELEEEE T R A RSO
—LEFHRARYRA (R -

5. [GH RE E5 JE ol AT L 5 3 5 B 5 1

IR = 555 2 FIE S S A M A - A SR R & TR P L (B (E B 2
[l jEE = PARRE SRR P M A mMRE L 2 Hy FE A L - I EXERISH A Y e
HUBR(E LLRE - Ay DR C Ry & L R — 3 - IR ERY return FEE B & LLHAM
FIRE A ARG R - FTLATR & % LigLbpait - MEARRBIKME CA S haRZEHED
FES ARG » EBTHE AT LR B J AT - Fr DARAFTER _E i (R ks 2 [
& ERAFATBE B 6R - T LARRAMT A R 0 bt o2 P 2R 8 PR e 5 Bl 14 > AR 3K
st ER I FEEEZR LIRS - REEFTERIREN — @53 - A E M
HOASHCHHBF -

HARE R R A8 (8 2 S B REE R I AN B IR H 2 - AT DAEEA B AHRAE 40
Fieha B NRRHEEMNE - IbARENGERE IERER - GHRMRANEHE
W e =R G EJTE ~ 58S » BE OAK H 2 HMAFHEAIRE S » GHRMR
BRERED A RO R E - RS BRI - BRI o RITEME
REERS ~ EEE PSR - M AR MR B i AR REFI SRAT RIBR ST 2K - 2R 1R BE
WEREHEHREDHOET  eEWET - M HER R e e~ 5%
At LA & R R R MR RS RO R L B 28 SRAF il & = 2B R T2 M e 7 R AU R — B
HECZAIFERE o A FE1S HFI R T 5 1Y SE i SR P2 T T2 B8 11745 B s TV A i
fr - BSHVEBERA MG gUkE - Fr DA R E R G IR RN RS
Bt > FTLVE RB B B amBE IR — M - Jf SRR M B Re S e AL
A A A E ] - GESERALAYRE S E A LAl DB E SRR - ARRAESTRER

99



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

an A - B R EEERE -

AV 6 AL KR B (Rl R L TR A - P DA SR th e R v 26 A e iE 2R
an o AN AR B R R B — B AURE R BIRT AR ER AT T T 2K - REEREE A R
1o ARy AL A A e S A B B 2 o - (BB PARHERanE S e 2 nu(E (ERG _Lifs
Wgre - CHCRAE R AL EIATRESG B Ry — LR - IE R A ALy A am B I AE B 2
{E{E - BALEEA 2 A AEE(E T 5 rT DUERE N RRy2EL - fuafkiEE=2
H LR R AR R E - R —EPEE A — RS - FrLLEER A TR
1y NERAMHERNE - 5 —(EEE R ER -

A RRGE R S - B (EARE - wlR INsR TR - R
BENRE EANHE SRR S RERE I RRHE - BRREE TR
RIS > BoR AR AHR R i - oG R EHIE - REIFER T refiicE
BRI & - FMTRZHIRGSLIIsRAII TSRS - LETRRIR R B - BALER -
R & B RS BCR vk IE ZF8HY - SERRAVRE AL SRR (s - BB T LU B
e PRI R SR - SRR R R SO SH S £

SHENTET AR A R A A B - HALSEMIEE - FRIEINRITHERIE[E
ASCHE S A B AIRA LR - FRABTEEES b - @RS A BRI 8 A7 B B A 35 E TR A I
ZN o Ael RS Bep T AR A S EAIAS & 0 B0 B O AR BB SERS -
fesH eI R E AT -

PG HMGEE T ik ClReE - B0 BT - ILT R - SR BT E
Rk > BEKLE ~ BOPE ~ vkBEZFRRRS S A TN - FEAILLEENY - A TR R
IR - siE R B2 A N R] - [RIE A DRI - FARE (EE 2 T R SH R
o THEE TR L E— EAERR A SRS B IE - BYIIAE -
HAEAATHEERRAERIAS & - REARR I M E LR B E S - IR E iR E )
faa e MERE - BEE - RAREREES - RAIREREERE » 1
EFZERE > Bl B RRG R RS EE S - REE W H R AT
FEaAE A EIHAVAE (R > DUR SRR ESLHSH T - @R IR —(EHRIRIR R -

6. [5H 17 % il 71 s 080 T 2 % B L B 3 5 T 1) B Wk

IR = 550 AR R AR i R B L 2 sl B R AT T LB e 2

Ml fEE = FARFIE A P2 —(E TR - R R RO AT RERE—(E AR Z
— WRESE 2 ERARHER - MERAREHEFE A F (DKSH) tir - #H{EE5E
f# global HYAF] - AlFItH A FIREFGANE - ARSIV RE S ACEA FAE - thbERF
FAE - BERFA ATRE ST » AR MIER P B EamE I R - R E ML EdRE
BES (S LU ELASe Ak B > ARTRER el m] DARERF ST BRAGR - L iimans & 2R

100



NTU Management Review Vol. 36 No. 1 Apr. 2026

R B vl DUE MY ZE S HEE - gh2AE 2 RaEA O BB BRI R T DUE R - M
FHH_E TR G AR E BT AT ABCE FEL RS - AR & AR S B A T M B ERsE 201y
PR (EE S B IR E - R RS AR B A M E O B s AR
P P O B R RSB AT - T FRAMMMCS 12 FRAMTRE S A S At Y 28 o A e s S At
RIS FEZHIFIE - AR EMATRS S A g PORRI B i onE ki - BAE (R
RGBS E - B —EaEEIRR -

R BETEE  ABRBMBEA—E 2 LR S0 il _E e 52
IR - AR R M A BN 2R B L REmEHE - ERE
A REE R AL AG T HO AR RS - TR PR M TR AL o AR R AT SN
—{E R - HUTFARTS - BRI NS B A Mg I - FMEANE B E LR L
AR E » A DMERE A GEI - ARt ] DEERG L ELEFNE - RS (E5 2
AP N ET R A R Ay BT A AR T i — - A2
IR R R SRR S R IR o FTDASERELT BT - R RERER R E PR R
Z— HREEEHNEE - AR ERREZERM - S EENT -
it COVID-19 ZEFERAT » A COVID-19 Z %R eZMER T - ALEEE A RIRBEAE
BAEEN 2R B RREERZM ARG EnE I - MR RN 2 MEERK
HIEREEZ T » AILABIE R A B RGN A RUZERE - ARIIRE 7= it 2t
COVID-19 2% » B —IKaESfE R LL I A IFHIRR - B2 LR N SR AR 5E
D WALEEA BRI AL HE -

7. B SRS 8 5 2B 2 BB A RS2 B
I = 55 2% FIAN (RTS8 B e R B RE RN B I AL 3R - St T B 58 BN EE AR, 2
[l = FMIEREHNE 2RI - LA AT - AR R ACER i S e i — (i
i o G L o BWAEE R - FREZNFER > REPERMEFTEREERZ®E -
RN EEZ T LA S BRI — LI R - FIBGSF AL — S » B2
HAFHEAE H P SLAIRE % - RFTEBIERL LM — i B R AR M — (B AR B A
# > SRR MRS LA R - sRRESAS B A el - Al DR i E B4 B n]
PARAHSHE - RRIERESEamEY] - hERFREF RS &M EE - TEEEA RE
HRE MRS FHES -

HALE(EER D - M (EER ] - BERTSUEEN S EER - TEZ
B HEER - SR MR E AT A E R EEREMALR - (b EiRR
EREHIRGR - B IR EEAEE - WMIRER IR RZ AR - B Eh
PRI HHET 2 TR AL o FF 2 RTRURE ALK - ARRIEE ALE T IRR IFAUIH & 565 -
HFIEFZHERE - BERAEE M — R - hFrRrE TR EANE - AR

101



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

Bl WE=BMEEALE > BEEALEEHRECKETET - EE—E - AEE
=5/ SANER b =S 4 il M nb/cd G AWEY) | ISR SR PR et -l b1 e L
R FRLAS MR 2 R AT R3] - PAEE s 2 T M0y 225 (L B_E it o o Bl (R Ay — 28
Fi# e

8. TSI v v R AR IODAS N o N SHE LB A [ R -

Wi SR E R E L - RS E o E Y EamE IR © B2 (A
—IHE MBI~ TR 2

e = s H e RS R Emr &S P ERE S - EamE & AR L - gt
HARIEIRE LG - A0S & AVM ORI ER SN 1 8 (LA SRR A i R OR
MEEREMCER TSR - MIEAE AVM TR B & 3R B M8 7 S P eE Rl
SRR - ARRANR P B R i A e B B CRLE S T AR AN AT REH e (K
IR LR B H B R TR B R B R i AR AER BRI RE S AT - AN AR o
P CREF I — L AT AURG AL A ALY E B UR - BERLZH AVM fi— (B & H R R -
B ERAEamEHRE - AVM ERHESF R EIFERE - HFTEEZE — [
I EYEEERTR -

HALE R — (A REEAVFE - AVM 2 USRS - AREFE S TR
FEnh © NRBEMEEIEIT - WHEAERRARSHITHER - FEEME
amBEIRES ISR - n B EE LEER M - /£ AVM EEHERRAENE - HE
EEEBHNE > PAFRBERNEIT - BAE—E EH#E e amE S0 E i E
B2 E BB T RANEE AT W 2 WEEBAE S AVM ERIFEE HERY

1 -

48

9. Ui buf i 5 2 S B e Y PR MS Z OR AT ¢ DABFHE R i 25 1

B (1) : R BB st i (B ) R e (IRt )
B 15 R A R BUR I AF 2

W1 (2) + i 22 S ] RE SRR 2L % IR S A B (ARG R/ ~ S BE 0L ~ fEHIRGR ) 2
ool G = o Y 7 T L T RS o e 2 S W IS SR AT VR o A5 585 A
Flite FLARSH B EERUBERE M —(H 2 - R EEN —E 5 - REER W E
Zoe SR amE B AR E Y - & EmE A B EATRE - B EREGE ER R - 5
B ERHE - ARFEE LREANY - BERMEMEERRRS - ErisEER
HISHERE - Tl BRI MR TR - EANRR S AT AU B il n] AE 2 E R IR -
AIREEAE AT E R AT ELE S - A ER S E N R E AR 12 2
(BRI R M AT RESCR E AT AR - A A RE R MBI B R RIF R - &2

102



NTU Management Review Vol. 36 No. 1 Apr. 2026

flFEAEZ highlight FUALE - TR E THEERAVGLE: - MEEMERN HERT
Rk A DEGRE - A — e [RE R —EEsk - B BT E0E R
EGERES - AR RE IS [EH & BT A R S 154 - AT ERES R A 1547 -
18 S I AMF R E AN B IE R R M SR A0 - i — 2 -

B H LR EAMAYIE 90 (B3EF5 - FEE S MRS - g ARIIRES IR -
BN ] DRI Z [ — SRHREE - mI AR AR - th R[] 5 AR5 O G 2 LA /Y
HARRTLAERE - AAHRTDAGRAS - A AR DRt — e R SRR T DA — (535S - w]
DA ] DABRAIRY - BEHHAVREAT - slE BMA HAA R GBI - BEGE [
SR E R - LR AT REER —(E EEE T > FE B - i —eimE) - AR
RS — RS o ZRIYE 9 (HIE - ESLENE - ATREFRMHER — LR - fil—2k
IREEBFRZIERTIHE ~ TTERR0RG & - AR EREIAIS T E 2 WIS - ARy Eh 2
R RE LI T O BRUAT Bl = ML B1SE AT AUAS &

e LT AR A B AT DR E Mt & - el DA —(EFE 2% - E
EREE  TEEHELEE - ([AEOHEEEDEE K - RITEEETZ
FdL o EREHEREHEZ T - IEEEYIZ T - ERHEREILAT LS —T
{5 o FTLLE (AR E B TR 2 — Lo R R (L8RP LL - A2 tHE R n] DU R B A5
e ERMEVERZ R - AT A ER: - HEE AR AR - RIEE R
AT DA f A E BB Ay SHEE Ty — R -

10. B BANRD B LR R F IR 1T R0

W EREEE SRR E R g R E AR EERE ?

M : BRI E - (BEEIRFERE - WEE SR ERIFH EEN - HiE(Em
—EfERT AR E L A 36 > EEE - BIRCEEER - BEER
BRESH Bl 2 — eIt T = - B - BB T EEAL
HEHR] T —HZ% - ATREAN B MR N = 250 - BUB e — IR AL E -
R R - R E L FERESNHE - FEFERFNELHA LMK
PRI - ATRES KB BB - AR MAESRE  £fE - BE T HERREL -
e N EtEEEEE - KARRERMFZHmneBREEI RS - W28
REFEVERE -

AEEEREREIREE T IrgEE - LTRSS RIEE - eI R
AILAZ - — BRI DARZ - el R A0SR e it Ik 2 RS S AT - (R IRfE kg
A T HUIN > B TR N EHER G EH - LHEMERINFF 22BN Ema T
fEE - LR IETEERE - REBRMOZFRE - HEZ K HEE - KEo
HEBREBIEEE -

103



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

FTLARERE S AR AR BIRE - (B - FR% - LHEFRSE @ diEEEH
FlmZ MR R ERS A EEE R - LHIZ 30 BRE] 60 RHUE L5 E Ehm e £ 5=
HHEE - FE 60 B EERETEIE - MEF AEE L MERE R - it
AIRERIRE R AN BEME - MR A KIgfifa e 8 7z kuE 17 0 (5l
HHReE MEFLEEES - FRAEMERBTE G ENEEESIE e g HE
BITEAVIEE - RESEE R AR - RBEIRAY (L B WA S VI s R
fill - BCREA RIS ER TR T HEERESERNE e R E
BEREE o WEGEW - fE2WAY DM B —REE AR AU RS & K - Rt
RZRrrata & SR A (K 2 i E 2R H e 2 BRI AL E R 5B YA E S
i& o FrAE—E e ALE RIS - EE —ERSERE (ERE R T -

AT AR B (R IR E R - B eE [ - N EE R RN -
TS LU GRS A E B A B L H 2 TR e — MR REZEAEE - 772 LR
PR TR R AMTE S BRI - M ERE R - SRR A R R EEETE
FEHH T BRI - RS R M IR E - SUZFTEERIE BRYIAL - B2 IR
AREVERELIMN - Al RE 2 fI#H a2 Hin 2R BUE PR Z BUE R - B EBIR &
REHRHEE TS EIMEERE  EEEEHEEE S —HIETEE R E S0
FUsERs - B EHEE M AR RERE M EEEEEIHEERE - Ao EEE
EREHF Y WK ESHE 8 ERtNE R T = - I8
SUEFATRERYEE R s ER TE A E N EREFENET SBERN > BEEAEARS
TR AL H R EMLESH AR LR - BAMRERRE RS0 - 1
TTSHBASN BB L T

104



NTU Management Review Vol. 36 No. 1 Apr. 2026

Bk C
GE TR EHE RS R W o FARMEE FERT R T A AR A B
B et s 720 R = 2 IR RS
figkzc 1 IBsm—EiE —FharEBaex
B BREENE SAAHEARR

BEERRRTET RMAEERIE  BERERAERR FER /HHERERAR

AR B IS 0 1 BB RS 1 ZHEINREAES A
1T8H 7 SRS BAER R AVM RiGEM - 1788 THEHEEEZEUS

B L SR E S R BEB L BRRARE
ERFEREFEREEM L& REMAPE-RMSE R ME BEEFBEREMEZER

BRI B B A A
A BRI R

ETHEHEGIRE
BEE

IR
2
7 dnE & BT EH SRR

TE MR E iR

ERBBEMNHEE

821 REERRARERKX
RMABRZEE  EEBF MR
R AR RIE R BTk
L@ PLCVERBMEHE - #
AMEEH © FTHEmHRHIIE R E
RARERE—FERTEHESR
¥ W APP &l E T &N

LIFERENME -
RIBREHI ] e
TREE ST AVM RRIRHTE
[E15E R B (R H A At

BT RuARHE M EE -
1 SR R R 7

AERRIBEIREAL

I8 - HEOEREEER
HhBEERR BB S E R
EFTRENGHES
BB LR EEERNE
RSN EERS R BB (Y
RIEFEEEHF APP 2
WEB T TR IESRR%R
=
RIBHELS 'Iiéﬁiﬁnuﬁﬁ"%
ERF SRR =t

HE+ %IZ%?@EE.%Hé‘ﬂ
HEEEHE
ThELE B B B L THiSER 18
SUREERIRIEF

105



Integrating Artificial Intelligence into Product Life Cycle Value and Activity Value Management: A Case Study
of P Channel Agent

106



