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Digital Economy and e-Commerce

» Digital economy has contributed to

Amazon's Impressive Long-Term Growth

34_8% Of GDP |n Chlna. Amazon's revenue and net income from 1997 through 2018 (in billion U.S. dollars)

> Disruptive innovation - new 12500 SRopS s
technologies, such as Al and loT, have 2005
impact many business operations 1500

» New business models, such as Uber
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and Tiktok, have revolutionize business .
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Evolution of e-commerce

|

Big data




Two Views of Al and Al Family

+* Practical View: Create

Innovative computer sy

programs to execute eallf Bpen—
tasks that are currently o e
conducted only by s Ll

human beings. Al R
Scientific view: Developa @ =% A7 g2
set of methodology with - e Ja =iy
the purpose of solving \ il
difficult problems that )* \

need human intelligence. b K
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Smart Technology
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Smart Commerce
Applying Smart Tech to Business

Smart businesses are firms that know how to apply intelligent technologies to enhance
their operations for higher competitiveness. Their business cycles include (1) to interact
wisely at the frontline, (2) to analyze data at the backend, (3) design services to enhance
experience, and (4) to provide services to satisfy their customers

l Frontline ' llntelligence, l Backend ,

Interaction Design |
\ Field design Product design Analytics
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| *:\ 3 User experience design
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' Scenario design Process design

Service blueprint
Customers
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Sample Applications of Smart Tech

SmartTech

RFID/loT
Pattern Recognition

Data analytics/Machine
learning

Robot/Softbots

Blockchain

B2B
Tracing packages
Object detection

Supply chain
integration

Automation

Data security
Coin offering

B2C
No-man store
Security

Customer analysis
Fault detection

Automated services

Data security
Smart contracts
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Variables Min Max Median Mean 5.D.
Sales Rank 15.00 1317672.00 8957.00 32506.00 75438.40
Length 1.00 3465.00 28.00 60.21 10935
Readability -94.00 18544 56.23 5792 14.47
Rational Ratio 0.00 1.00 0.06 0.08 0.08
Volume 1.00 5753.00 378.00 1077.00 1534.47
Ratings 1.00 5.00 3.70 3.67 0.44
Reviewer Ratings 1.00 5.00 4.00 3.72 1.55
Emotional Ratio 0.00 1.00 0.02 0.05 0.07
ValenceAvg 0.02 1.00 0.65 0.66 0.11
ArousalAvg 0.07 095 042 043 0.07
DominanceAvg 0.05 0.99 0.53 0.53 0.08

| Longevity 1.00 4148.00 615.00 704.30 508.38
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Model 0 (All) Model 1 (Laptop) Model 2 (Lipstick)
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-0.140 0.012 0.014
B.:log(Length) (©0.003) -0.001%** (0.004) 0.010%* (0.005) 0.012%
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(0.064) (0.059) (0.084)
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B.:log(Volume) -0.326+** 0.495%*= -0.493%F Y
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0.466 0.195 0.866
Bo: ArousalAvg 0,017+ 0.008* 0.054%+* Y
(0.082) (0.080) (0.082)
) -4.200 0275 0.286
Pt DominanceAvg -0.182%=* -0.014%=* -0.020=*
(0.095) (0.098) (0.094)
#y B8] B, :Longevity 0833 gasgers OB gsgrme 03B 4 iggen
TP HAREELCREE(EZEERGE - E5% 1P EOng (0.005) (0.004) (0.005)
3 — 5 o Adjusted R? 0.349 0457 0.356
Iy EHESR - * z ] ]
RBERRESR  *RRpEREE Observations 109,903 71,941 37.962
Number of Products 1,815 1,544 271
wxx {f p<0.001: ++ if p<0.01: * if p=0.05 19
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Length 0.024
\\\\\4957m
P 0.672%**
Readabl l 1 ty | (_0615) -0.040***
(0.033)
Rational words || 0-846***
(0.216)
Review no 0.815%**
664%%%)
Avg rating -
eg64%)

Reviewer rating

-0.013
(o 043%*%)

Affective words
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(R%2=0.355)
(R?=0.423)

Sales

0.167***
(0.511%**)

Peripheral

Avg valence [ -0.104***
(0.013)
Avg arousal a. 0.043%**
(0.022)

Avg dominance

Black: Experience product
Red: Search product

*p<0.05**p<0.01,** p<0.001




Factors Affecting Robo-Advisor
Adoption
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Moderation of Robot Types

- Asset Management | Asset Management Consulting
() (L)

Pef Exp-> Bl 0.460 0.691 0.619
Ease Exp-> Bl 0.258 0.140 n/s
Soc Inf -> Bl n/s n/s 0.136
Faci Cond -> Bl n/s n/s 0.215
Hed Mot-> Bl n/s 0.131 n/s
Price -> BI n/s n/s n/s

Habit -> Bl n/s n/s n/s
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Key Issues for Discussion

What is the status of Al applications in Taiwan’s economy?

Where can Al technologies be developed and applied
properly to increase business competitiveness?

What Al technologies are valuable for the future of
Taiwan’s economy?

How can Taiwanese companies be ready for the new Al
age”?
What impact can Al created on Taiwan’s digital economy?

What are the main challenges for Taiwanese business to
transform to smart business?

What can the government do to transform Taiwanese
business to smart business?

What negative impact may Al brings to business?
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Discussion




