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Abstract 

With the rapid rise of Internet information technology, communication between enterprises and customers has gradually 

become a normal. The study found that interaction orientation helps drive innovation in companies. Interactive 

orientation plays a significant positive role in improving corporate performance. Corporate innovation helps improve 

corporate performance. The effect of interaction orientation on customer-based profitability is accomplished by relying 

on corporate innovation, and it plays a part of the intermediary role. 
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1. Description of the Problem 

Ramani and Kumar (2008) point out that companies adopting an interactive orientation must be able to communicate 

effectively with individual customers and use this interaction to continuously obtain information. There are multiple 

theories in the analysis that can provide references, such as market orientation, customer participation, and innovation 

theory. Such theories provide a theoretical basis for the development of interaction-oriented theories. The four 

dimensions of the interaction-oriented theory largely reflect and integrate the core ideas of the above four theories. In 

addition, the development and research ideas of market-oriented theory provide important inspiration for the continuous 

improvement of interactive-oriented theory.In order to fill the gaps in the existing research and dispel the concerns and 

doubts about interaction orientation from various circles, with the results of many related literatures as the basis, this 

paper, based on the guidance on the corporate interaction, analyzes its effects on innovation methods and performance 

of enterprise. It also analyzes the mechanism of its effect on corporate performance (mainly the customer-based profit 

performance). Based on such effect, the paper deeply analyzes the range of application of interaction orientation, which 

acts as a basis to determine the theoretical framework in which interaction orientation, innovation method (incremental 

innovation and radical innovation) and corporate performance (customer-based relationship performance and 

customer-based profit performance) and relevant hypotheses are related to each other. Based on some enterprises in 

Guangdong and Shandong provinces, an empirical test of the above hypotheses is carried out, and then the theory is 

expanded to make enterprises to operate based on evidence. 

In the current literature, research results on interaction orientation and company innovation are rare. There is still a lack 

of more in-depth analysis of the impact of corporate performance. The detailed scope of application requires subsequent 

continuous research and discussion. 

2. Literature Review and Theoretical Hypothesis 

2.1 The Impact of Interactive Orientation on Enterprise Innovation 

Interaction-oriented is a strategic concept that emphasizes the concept of customers. Interaction-oriented advocates that 

companies can interact with customers in a friendly and continuous manner during operations and development, to 

facilitate enterprises to accurately and comprehensively understand customer needs, and to adjust and optimize products 

based on customer needs. Therefore, interactive orientation can promote corporate innovation (Wei Haiying et al., 2012). 

Interactive orientation can not only promote the further improvement of corporate performance, but also accelerate the 

pace of corporate innovation to a certain extent (Chen Haowen, Li Yuan and Liu Heng, 2011). 

Based on the above literature, the corresponding research hypotheses are proposed: 

H1: Interactive orientation can have a significant positive impact on progressive corporate innovation. 

2.2 The Impact of Interaction Orientation on Corporate Performance 

This study proposes that interaction orientation can improve corporate performance. It is specifically explained as 

follows: First, good development and management of customers can enable the company to achieve more adequate 
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customer value under certain conditions, thereby improving its own profit margins. . Therefore, customer value 

management can guarantee the profit performance of the company's customers. Second, interactive orientation allows 

companies to better identify and maintain valuable customers. Based on the above analysis, the following hypothetical 

content is created here. 

H2: Interaction orientation has a positive effect on corporate performance, which means that the company's level of 

interaction orientation improves. At this time, corporate performance is more ideal. 

2.3 The Impact of Corporate Innovation on Corporate Performance 

Innovation is a reliable guarantee for enterprises to maintain their competitive advantages, improve performance levels, 

and achieve sustainable development. Among them. Enterprise innovation is in line with the actual requirements of 

current customers. Because enterprise innovation focuses on the optimization and improvement of current products and 

services, it can more ideally meet and maintain existing customers at the same time, and find and develop products or 

services that meet potential needs. Let the company get more high-quality new customers. At the same time, 

development and design activities based on new knowledge can improve the level of products or services, so it can 

largely avoid the impact of impact from competitors, so it can improve corporate performance. Based on the above 

analysis, the following hypothetical content is created here. 

H3: Corporate innovation has a positive effect on corporate performance, that is, the company's degree of innovation is 

deeper, and corporate performance is more ideal at this time.  

2.4 Intermediary Role of Corporate Innovation 

The effect of interaction orientation on company performance is accomplished through corporate innovation. Here are 

specific explanations and analyses: First, interaction orientation can accelerate corporate innovation. Secondly, 

interaction orientation can promote the improvement of corporate performance. Finally, the role of interaction-oriented 

to corporate performance is accomplished through corporate innovation, in other words, the latter acts as an 

intermediary bridge. In addition to interactive guidance, it can use the impact on the company's innovation to meet the 

explicit needs of customers, so as to obtain more ideal performance; at the same time, it can use the innovation that acts 

on the company to meet the hidden needs of customers, thereby forming more Desirable performance. Based on the 

above analysis, the hypothetical content created here is the following two points: 

H4: Interactive behaviors on corporate performance are accomplished through corporate innovation. 

3. Research Methods 

3.1 Scale Design 

In this study, scales designed by Ramani et al. were used to measure interaction orientation, innovative methods, and 

company performance. The measurement was performed using a Likert 7-point scale. 

3.2 Data Collection 

This study selected companies in Guangdong and Shandong provinces to conduct research. A convenient sampling 

method was adopted, and a total of 300 enterprises in Guangdong Province and Shandong Province were selected for 

research. The effective recovery rate was 74.6%. 

3.3 Data Analysis Method 

The data analysis of this study mainly includes three parts: descriptive statistical research, validity and reliability 

research, and verification of hypotheses. The descriptive statistical analysis focuses on the mean, standard deviation, 

and frequency distribution. In order to further determine the accuracy and stability of the measurement results, research 

on reliability and validity is carried out around the scale to ensure that the obtained research conclusions are positive 

and effective. The method of multiple regression analysis was used for empirical test. 
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4. Data Analysis and Model Testing 

4.1 Test on Reliability and Validity of the Scales 

Table 4.1 and 4.2 and 4.3 display, tshe scale has good reliability and validity. 

Table 4.1. Reliability analysis of the scales 

Variable Cronbach’s α 

Interaction orientation 0.820 

Incremental innovation 0.660 

Radical innovation 0.642 

Customer-based profit 

performance 

0.686 

Customer-based relationship 

performance 

0.614  

 

Table 4.2. The values of AVE and CR in each scale 

Scale AVE CR 

Interaction orientation 0.4985 0.9132 

Incremental innovation 0.5041 0.8080 

Radical innovation 0.4584 0.7603 

Customer-based profit 

performance 

0.4676 0.713 

Customer-based 

relationship performance 

0.4847 0.7372 

 

Table 4.3. Analysis of discriminant validity in each scale 

 Averag

e value 

Standard 

deviation 

Interaction 

orientation 

Incremental 

innovation 

Radical 

innovation 

Profit  

performance 

Relationship 

performance 

Interaction 

orientation 

4.76 0.94 0.7068     

Incremental 

innovation 

5.61 0.80 0.5631 0.7107     

Radical 

innovation 

4.21 1. 08 0.4207 0.4437 0.6767   

Profit  

performance 

4.35 1.00 0.4440 0.3555 0.4780 0.6835  

Relationship 

performance 

4.04 1.07  0.4502  0.3208 0. 3650 0.4416 0.6860 

4.2 Hypotheses Verification 

4.2.1 The Impact of Interactive Orientation on Enterprise Innovation 

Table 4.4. Regression Analysis of the Impact of Interactive Orientation on Enterprise Innovation 

Variables Model (I) Model (II) 

The value of β The value of T The value of β The value of T 

Control 

variables 

Enterprise 

scale 

0.036 1.206 0.042 1.724 

Independen

t variables 

Interaction 

orientation 

—— —— 0.542 10.150*** 

R2  0.006  0.323 

Adjusted R2  0.003  0.307 

ΔR2  ——  0.306 

Note: ***p<0.001，**p<0.01 *p<0.05 
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The data in the table is analyzed in Table 4.4, which shows that for model (I), the value of β1 is equal to 0.036, and it is 

not significant, that is, the size of the company does not significantly affect the innovation of the company. For model 

(II), the value of β2 is equal to 0.542, and its p-value is less than 0.001, indicating that if the size of the company is 

effectively controlled, progressive innovation will be significantly affected by interaction orientation. It can be seen that 

the positive impact of interactive orientation on corporate innovation is significant. In addition, in model (II), the value 

of R2 is equal to 0.323, which means that the specific explanatory power of progressive innovation being interactively 

oriented is equal to 32.3%. In other words, the latter is a factor that has an important influence on the former. So, H1 

holds. 

4.2.2 The Impact of Interaction Orientation on Corporate Performance 

Table 4.5. Regression Analysis of Interaction Orientation on Corporate Relationship Performance 

Variables Model(III) Model (IV) 

the value 

of β 

the value 

of T 

the value 

of β 

the value of 

T 

Control 

variables 

Enterprise 

scale 

-0.108 -1.620 -0.096 -1.624 

 

 

Independen

t variables 

Interaction 

orientation 

—— —— 0.447 7.744*** 

R2  0.011  0.212 

adjusted R2  0.006  0.205 

ΔR2  ——  0.200 

Note: ***p<0.001，**p<0.01 *p<0.05 

Based on the analysis of the data in the above table, it is found that in model (III), the value of β1 (the size of the 

standardized regression coefficient) is equal to -0.180, which is not significant (the p value is 0.105, and the t value Is 

-1.620). In the model (IV), the value of β1 is equal to -0.096, which is not significant (its p value is 0.105 and its t value 

is -1.624). From the above results, it can be seen that the relationship performance based on the customer is not 

significantly affected by the control variable (here, the size).  

For the model (IV), it can be seen that the value of β2 is equal to 0.447, which is significantly different from 0 (its p 

value is less than 0.00). It means that interaction-oriented variables have a significant positive impact on corporate 

performance. In this model, the obtained R2 value is 0.212, which means that the ability of the company to explain the 

interaction-oriented factors is equal to 21.2%. The above work confirms that interaction-oriented is the key influencing 

factor for customer-based relationship performance This one. So, H2 holds. 

4.2.3 The Impact of Corporate Innovation on Corporate Performance 

Table 4.6. Regression Analysis of Enterprise Innovation on Enterprise Performance 

Variables Model (V) Model (VI) 

 The 

value of β 

The 

value of T 

The 

value of β 

The value of T 

Control 

Variables 

Enterprise scale -0.082 -0.049 -0.010 -0.346 

 

Independe

ntVariable

s 

Business 

innovation 

—— —— 0.193 2.683** 

R2  0.000   0.256 

Adjusted R2  -0.003  0.244 

ΔR2  ——  0.255 

Note: ***p<0.001，**p<0.01 *p<0.05 

Analyzing the results of the data in Table 4.6 above, we can find that in the model (V), its β1 value is equal to -0.082 

and is not significant (its p-value is 0.960, and its t-value is -0.049). In the model (VI), its β1 value is equal to -0.010, 

and it is not significant (its p value is 0.730, and its t value is 0.346). It can be seen that based on the performance level 
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of the company, it is not subject to control variables (that is, the company Size). 

In addition, in the model (VI), it can be seen that the value of β2 is equal to 0.194, which is significantly not equal to 0 

(its p value is less than 0.01); and the value of β3 is 0.373, which is significantly not equal to 0 (its p value is less than 

0.01). It means that corporate innovation has a positive impact on corporate performance levels. In this model, the R2 

value is 0.256, which means that the size of the company's ability to be interpreted based on the enterprise's innovation 

level is equal to 25.6%. The above work confirms that for the enterprise's performance, the enterprise's innovation is a 

key influencing factor. 

Therefore, H3 is valid. 

4.2.4 Intermediary Role of Corporate Innovation 

Table 4.7. Intermediary role of enterprise innovation 

Variables Model (VII) Model (VIII) 

The value of β The value of β 

Dependent variables Customer-based profit 

performance 

Incremental innovation 

Control 

variables 

Enterprise 

scale 

0.007 0.036 

 

 

Independent 

variables 

Interaction 

orientation 

0.446*** 0.542*** 

Business 

innovation 

—— —— 

R2  0.200 0.323  

Adjusted R2 —— —— 

Note: ***p<0.001，**p<0.01 *p<0.05 

In the table above, the first column of data is mainly for the test of the first step. According to the relevant data, if the 

size of the company is controlled, the standardized regression coefficient of the interaction orientation is 0.446, which is 

significantly not equal to 0 (its p value is less than 0.001), which means that the interaction orientation will produce a 

profit performance level based on the customer. It has positive effects and is significant. From this we can see that the 

first step of this work is valid. 

In the table above, the second column of data is mainly for the test of the second step. According to relevant data, if the 

size of the enterprise is controlled, the standardized regression coefficient of the interaction orientation is 0.542, which 

is significantly not equal to 0 (its p value is less than 0.001), which means that the interaction orientation will have a 

positive impact on progressive innovation. , And is significant, it can be seen that the second step of this work is valid. 

According to the above research results, in the process of corporate performance affected by interactive orientation, 

corporate innovation played a certain mediating role, H4 was established. 

5. Research Conclusions and Implications 

In this study, companies from Guangdong and Shandong provinces were taken as the corresponding samples, and the 

above hypothesis content was demonstrated and analyzed concretely. According to the above analysis, we have found 

some conclusions that can prove the subject research. Here we summarize the conclusions of the research as follows: 

First, interaction orientation can speed up enterprise innovation. In addition, interactive orientation can improve 

business performance. Second, corporate innovation can improve corporate performance to a certain extent. Finally, 

interactive orientation can improve corporate performance through corporate innovation. According to the conclusions 

obtained above, the rationality and scientificity of the relationship marketing theory have been further demonstrated, 

that is, the use of creating a stable and long-term relationship with customers can enhance the company's profitability 

and achieve stable development in the long run. Obtain a reasonable positioning of itself in the competitive market. 
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