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Empirical Study on Influencement Factors of Interaction Innovation Performance
between KIBS and Manufacturing

1 2 . T 2
Fan Chun, Hu Shengrong™, Wei Jiang
(1. Political and Public Managem ent School, Wuhan University, Wuhan 710038, China;
2. Sch ool of Managem ent, Zhejiang University, H angzhou 310058, China)

Abstract: As producer and spreader of professional know ledge, knowledge intensive business service( KIBS) helps manufacturing enterprises to
innovate by interacting and changing konwledge with them. T his paper uses two dimensions, namely the intensity of interaction and the time of
interaction, to clarify the classification of interaction interface between KIBS and manufacturing enterprises. According to the above mentioned
classification, this paper refines seven factors which have important impacts on the performance of cooperative innovation, and then analyzes how
these factors influence the performance through knowledge transfer under different interfaces. Finally, it studies empirically the im portance of
knowledge transfer and the factors influencing the interaction performan ce.

Key words: knowledge intensive business service( KIBS) ; manufacturing enterprise; interaction; innovation perform an ce

( 1)
Classification, Application and Innovation on E- commerce Model

T an Xiaolin, Xie Wei, Li Peixin

(School of Economics and Management, Tsinghua U niversity, Beijing 100084)

Abstract: T he innovation of F- comm erce model is one of com petitive advantage source for ¥ commerce business. Based on extensive literature
survey , this paper introduces an overview of the concept of 5 commerce and its business model, and the classification of EEcommerce model, and
its application in some industries. Then it summarizes some critical success factors relating to E- commerce model innovation. It points out that
the key issue of innovation of E- com mer ce model lies in value creation, namely realizing self value when creating value for customers.

Key words: F-commerce model; innovation; critical success factor
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