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Abstract

Under the wave of the digital economy, the transformation of state-owned enterprises into “service-
oriented enterprises” is confronted with systematic bottlenecks in the traditional service model.
Taking the tobacco retail industry as an example, the insufficiency of customer satisfaction and ser-
vice efficiency reflects the deep-seated contradiction between the service process and the matching
of supply and demand. To address this challenge, this study introduces the theory of Value Co-crea-
tion, transforming retail customers from passive service recipients to active value co-creation part-
ners. By systematically analyzing the bottlenecks in the three major stages of demand management,
service implementation and evaluation feedback of current customer service, a new tobacco cus-
tomer service model is proposed, and the “Smart Service Shantou Tobacco” digital management
platform is designed as its implementation carrier. This model is based on precise customer profil-
ing and builds a full-process digital management system through demand management that sup-
ports customer autonomous participation, task scheduling based on intelligent algorithms, and a
closed-loop feedback and incentive system strongly related to service effectiveness. The innovation
of this research lies in systematically applying the theory of value co-creation to the traditional to-
bacco marketing service field, aiming to provide theoretical models and practical solutions for the
digital transformation of traditional service industries by optimizing service processes and enhanc-
ing response efficiency.
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Figure 1. The overall process of ADR
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Figure 2. Framework diagram of research subjects, data sources and acquisition methods

B 2. ARMR . BIRKIRSRET EHESRE

W EERIE T 2 AN RIE, G457 s TR 5055 G IK. 115 B el 5 oA & & R SN |
O P R e WL A o TR, ASSCIEE I S VTR RS M AN TS e NE S e B, DL R
4P E Sk

RTINS b, ACGEIER TSGR RRE 52 Tis, JFa & Fa & ZUrRR 7
T ARSAR BEOREFGUR) £ NV R B R R DUSMEAR S TN A T B, U2
FEE 2 2 YR 55 BUIRHE -

3.3. HERSNENRITRE

KRBT e IR B PR IRSSTE RPN A R . = F e AR SR EE AR - TP
B - TN - e - e SRR K

1) P ER(SW- NYERE D). & S M B 50l 55 1 B B 3 s el A i a6 s B s A e &
FAPH (H/RIEE), g8 X5 048, SIS DUBORIEE; 5 DL 1R 6 /e A S A 56 B AR 2
X B, HRItERT. PR “SBUEEE + L EMERM " SIS D BOBYEREARROR, S mfa ik
HAETEI).

2) FRs5i e S S SOA S BEAT S IR AL, Dy RE— H I ¢ AT E S SEALE, SLA,
FRRETHAE LR SEn s ST S SIS AL LAORIE “ AT ATRAT o ISR R
“RME AR P RE IR T R AT L

DOI: 10.12677/mm.2025.1512321 170 AR B


https://doi.org/10.12677/mm.2025.1512321

3) PR R CGUR B/ A AR MRS S B AR S BT LI . LB ER AR O Fi bR (P 2 AL 2
Ko — U RFE . B R B ERIRESE), 2L 5IPH MR E G Em; NEDEPUVIEL, wE
I F B — B AR — A4, AN SR 2R R J DU G 1 429872

4. PHEOINA FROMEIREE AR SRR

FEUHMEILRIE RS, AR ARS8 7 R 5328 Fe AN S SL AU A ARk RE, s i i
B MBIk T B i ER S B S SRR MRS G, iz R AN AR 55 g

4.1. BARBEZESMEIL GRS

ARG &) - S FRE - N EAAR S R, TER “ MR - FR - R/ -
BREWBE - PUT - R - PRAAY - 3BAQ7 M PACLIE 3). A, — il 22 00 KI5
BB, MBS 510, %7 Nl 2 B H O ILaIAR e 55— om L 2/ SR T TE 55 8 RE A Z
TREEHAT RS — Bk, IRS558 BUA FELIFAN [ 21 RE AR 5 R, T B B 8h A R S AL
il HHEILBIRINSIE . HEN . EUEZEBLAS B B AT 1 R S IR ARAR AL “XIE” 5 N, BERE
ARSI ATRIESE “EM” . ATIEAR S TR RN KRB A A B T8 - L EIIIHER 2 R

FERDEDEIRIR

FERERERIRR BRS5ERBE A RRARIR

BREESHAREER BR55 % GIFAIRIR

Mssme
I
/ AR

REEH
=PRSS
EERR

ErEi SRR AR (255

SHHE E1T4) ZOIEH

HERE / - \
T BRIM  RSIER BLND
BRI RN KIRAE OIS
< #in | mEER

Figure 3. New tobacco customer service model
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Figure 4. Terminal customer evaluation and analysis model
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Figure 5. Service list classification
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Table 2. Classification of service policies
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Figure 6. The analysis model of customer service specialists
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Figure 7. Three-dimensional capability analysis model for customer service specialists
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Table 3. Three-dimensional competence analysis of customer service representatives
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Table 4. Basic information
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Table 6. Service list scoring
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Table 8. Value-added services
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Figure 8. Functional module diagram
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Figure 10. Role diagram of service specialist
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