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PRSRAAR 715 o DL ST BERULE 45 0 25 SR A 2 e e rb g ol G S RS A8 1 o 2 T I T A
Btk , R = AR AT R Y L ST, AR ORISR X T A R ML A A g AR, R AT AR A R el B R
O 1 5 A TR T A i B ) B

S, ALRAMRZ I E TN TR AR T L0 A e R SOBCF R ) R, Rk AT LR ey 15
TN TR B ™ fh LA & AR RS A EPE A= 4R E%, BU O B 2% (Positive Psychology ) FBIF Y 2 B =245 A 1
KK, BURKER, 25, LR BRI . ATLSS & BB, W /8= iy i
PRV IRLE Ty RE AT LA AR OB ST MR I T BE 7 SR AR R, A, AT 2 LSS
BAFC B DS P UTR REE, 3R (iPhone) BIFS sh 5 /E R G MR T LR R U4 7 a2 A 4 il
BT RE (AN B E v ] | B EBRHIAE ), AT AR X S D BRI T A5 BB A SR MR B E M

B =, A 2w TN TR R ARG K R, —Jr i, S FEE S AR TAEH
5N TR REH AR S 4f st DR A2 AR B ST IE B3E 4 0 22 o AR N T2 Re 7 167 1k i 7 4
THR AR I RE Sy &t BB Z NS HA A R AF O | DS SR J RO A7 B8 B A SR AR R BT, Aok
AL ZE TAE 5 e sl AU B0 It 2, AR DR SR 55 90 520 23 P 0 O B P DR At i AL MR R JE
TP A [R5 T B ANALESIHLE o 55— D5 T, AR Qe il i v A ORI A8 TR ok . &
WFFEHRAE X N TR BEAL &R AERL , DALR IR TR 68 AR 5 A8 AR & ZEBUICHI B J7 18 19 28 7 Fr
U0 ARk LARFSAR AR 5 A H At B Sl B 1T LA s i A28 AR AL T 4 S

(D)AREM=, #—FHFRFRE | SRR LA T O AR - AL A

B, ANZFHEEE PRI, AR 0 B 42 AL IS (Psychological Empowerment Theo-
ry) , IR E S WO A T 25 7 A BRFA A ) L, A A by T ol = 08 BSHE 0 45 A 25 7 AR — b g
ZRIRAIE R ) TS, W DRI T A9 RFID bR | A 448 S0k 38 4550 45 S 5] ) 5L
P8R 7 A2 15 DL TE 2 KRR BE b 52 i A A B B 2 S, 0 I X B R 8 T8 L™ A 22 S A S e,
S, A RFT IR ZELF 10 W ) PR B B T s 3 O B BE B, O A O (R AR Y
AR B AL B 5 T 5 0 3 IS A S A A S it B AL B B A o i T IR OROR T LAERT R T 11U (5 4 B
F fl T 7 A B AR A S A 2 B R B R 7 AR AR HEAE

B, M AEEE PR BR A IR IR, A WTIE R Al AR B I KR R P B R DL SO 55 51 R
SRR IR SR B, IR IR T R AL DL R R . M AR B T AR 1 AT T T R A U T R 4

- 12 -



IARE ATZHINAGOKFTEHAR, BOERERRER

W R SRR, RIS B R AT R L R UL, Alk 35 S A BT 2R 4 B R I ) B
FABEER AT, AT LAMAR L 2 IR 242 JE A R I R, DA X TR AAFE IR ik Fn il 5t

5=, SCARAEBE T A BRRAE I8 [R]85 X T 5 i AR 0 8 AR 6 R R EE R K S Ak T
5, %Fﬂimlﬁjﬁgﬁ%\%hﬁﬂ%(ﬂ“ivacy Expectations)[so]o %?121%%, WITTEAR ST =T, ik
A (U8 G e 52 o B3 114 B oA S0 B8 0 17 52 ) PR RAE TR B, 33 D 5 SCAR R I R AN AL T Ry T R e 2 3
T BRRARF T R0 SCARAE B A IF I, i FLX T R [ PR E B i sk i B A KIS M E .

(EYHAREM=Z, #E—FTBTHFEASREATH 697 0 HLh

— R Z I EBRG INEHATH R, AR ZE TR B S AL, TERET.OM
SRR 2 T (AN Sy I | IR XU B e A J A ) ok R R T B S LU A IF 9 5 R DA S B
SEREMALE], RR 2 07 A B IR A T ORI S A5 SR AR v, e e T LR B
4 B 25 A S B R A SR SRR, SRS TN B SR S UE P R O AR . TR R R B IK B Y
W, JE A 2 Ry SRR St S AR R SRR R ST, U IR N AR B 2 A I R 2
BEal AL BE Ty, JTIC APL YR - 5 BE S (it 22 48 B (9 ) P L9288 (Can il P o 2 L Dk el
&), ABTER B EET A, AN, AR BARE AL A5 B AR S 2 A SE P 3R v
SRR IR SERE -, R RAR B S BE - BR RANIR A A, n R C R  E
7 R E R AE) SO0 T (IR vs. B ) Al A AT

(W)MREMY, t—FFAEWEE, LADSHAHRUFEHGRHAZTH X

— 7T, PR AR R R SRR R T A, A AR T U b B SR R, 7R &R S
SR A B HESE FR G0 U U RE B R O IR AR, MR HE1F 5 IR (Signaling Theory) , ah A FREA
ARADIE BN BT AE R, S XS A AT S, PRI OGS 1) 5 B 2 AL S X R AT N AR 25
RS TR, FF AR A R S (4 R 55 18 R BT bR, R T MG e | B
HRRFAFIL R H 1R R R GRS L R G bR e 7= A 22 Ak g . o —Jr i, JFRTERD)
BYEMGRUE R T, WABRT LI T X7 b A HERE 38 B AROCECE A ) Tt C 36 15 280 1 52 B
W, BB RO, RE ST B Al K I VE AR RS B O R B S B St PR A — B, T,
T 25 I W80 0 A S it ok PR A S S BURR AR, LA R g 2 40 50 48 9 s Y S T 8CR

()R EMA, FRAERTHFHRAET THLH R LS HEA

—Jrm, FRBFHAERTHZOUE M, MEABWYRETWESIC N “ZxH 3"
BeAp Sy “ZouHE”, AN S ES), 5 HAMBE | G EKEE L KA B,
A2 R B ) ) i R R R DA BB s H AN S A BT A B AR A B T A RN AN S B B
A1 ERCIERE B R DR R M. B0 B 8 BBl A 2 e 56 R A AR Ay Al 4o
X HA B By St S 2, O A Sy A B R BB R, DB AR TRk Sy B i A A
“ZILHH” PSR ST, PR EART R T ES LB, B
BHALIATHERAWNE, B ARE SR BRI o s0m UM SRR N2 iR AR 2 BOT
AT TR B Y s T T RO, R A G B S T TRk R R AR R B S s T PLER A T
I 25 Y AR SR PR A8 B [B] RO AN TR 4B G 2R, M B HOR T 5 T a0 B B E A, XM ik RE 6%
oA B b AR 5 TR R A G IR B o PR 3, T 4R R R AR R SRR M E ML B, ROk
TFFE I R A KR8 B S0k, T e B R B R T e I 55 552 B2k oK A v KT 5
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Digital Marketing Research Based on Interactive Perspective .

Integrated Framework and Future Direction
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Abstract: Disruptive information technologies such as artificial intelligence, blockchain, big data, cloud computing have
exerted unprecedented impacts on marketing, with digital marketing gradually becoming a cutting-edge focus of both academic
and practical circles. Interaction plays a crucial role in digital marketing. From a practical perspective, the interactive relation-
ships and methods among marketing participants are undergoing fundamental changes; from a theoretical standpoint, interac-
tion appears more and more frequently in high-level marketing research. However, existing studies rarely provide a systematic
review of the field of digital marketing from an interactional perspective, and while the number of literatures has grown rapidly,
the related research topics remain quite fragmented.

To address this, this study, based on the Web of Science database and CNKI database, systematically reviews and analy-
zes 563 high-quality English literatures and 130 high-quality Chinese literatures from an interactional perspective, developing

‘

an integrated digital marketing framework ( ADO framework) centered on “interaction antecedents - interaction process - inter-
action outcomes, ” and elucidates the research content of each part of the framework. Firstly, this paper identifies three cate-
gories of antecedents affecting digital marketing interaction: technological antecedents, corporate antecedents, and customer
antecedents. The results indicate that with the reconstruction of the underlying base of digital marketing technology, changes in
digital marketing strategies and customer psychological cognition will have a significant impact on digital marketing interac-
tions. Furthermore, this paper identifies three major interaction mechanisms in the field of digital marketing: enterprise-cus-
tomer interaction, customer-customer interaction, and enterprise-enterprise interaction, and compares and analyzes in detail the
differences among these three interaction mechanisms. It is found that enterprises mainly interact with customers through online
websites, online conversations, social media, or digital advertising, while inter-enterprise interactions are mostly completed
through supplier networks or digital platform ecosystems built on bilateral or multilateral digital platforms. Subsequently, this
paper summarizes the important boundary factors affecting digital marketing interaction, covering three major categories: enter-
prise characteristics, customer characteristics, and environmental characteristics. It is found that factors such as enterprise
type, business model, customer characteristics, cultural differences, and market environment play a key role in influencing the
mode and intensity of digital marketing interactions. Ultimately, this study elucidates the value outcomes generated after digital
marketing interactions, primarily encompassing aspects such as corporate benefits, customer effects, and societal benefits. On
this basis, this paper further identifies the main issues in existing related research in terms of the artificial intelligence para-
dox, personalization-privacy paradox, digital technology’s impact on customer behavior, digital marketing performance measure-
ment methods, digital marketing interaction theoretical models, and based on these five themes, it clarifies future key research
directions. Overall, this paper helps deepen the understanding of digital marketing interaction and has significant reference val-
ue for theoretical research and practical development within this field.

Key words: Digital Marketing; Interactive Perspective; Literature Review; ADO Framework
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