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OHRSUMA T
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(LLRRAFZFEEEFR, M RN 430072;
2 RARNAFFEBTHEIRGRHARF O, KX 430072)

LRI R FE A M F R R AWE R &R A AR
FTRRBHATERESGIFLEHFESZF. MEFRE AR N ERE, F ™
AP HRLBEANNRERRER, XETRSIRA P QEET B A WA R F
KNTFEFTAAN AR T, B, A TREAFFARBEER  ETOEZSREN
ARERBERNFENTERFREBAHNEE, AFERETHR TR EHEENMX
TR, EREF N ARG RBL TS Ea b, RIAARARNFHR
RENBFRFBNCELE, ME  AXBEE FRSGEHEEFA P OHEELL" X —
B AMET RANARER, FREAPFCEZGW B HEEF—WNENH—u
FEM—ERBRN, RE, HTHAPHTHERFEHNCERMEIES)HTE LA A
RENEE AXETRA TR R EHEE P OMLAA PR ZSHATRE, UH S
ATERAEZRTBEHEETRNTRHRER R, MBANBEOFHE XA L2,

XKBR:ATHE FahFaEdH AP QEZLH Alws

BT F272.3 XEiREEB:A XEHS:1002—5766(2022)07—0193—16

=

NERE: N IFE F iz

—. 51 &

NTHERES & T 3 — 5 AR Ay 2 U 15 10 5k — B AR B T o 2 J W > 1 330 9k B A R A=
FARIE T o ) 30 50 BRI AR KA i J7 ( Castelo 25,2019 ) ™11 JH: 25 g 28 ) 7 g S R A FH 76
IR 45 1977 28 (Schmitt,2019) 27 F 1 fig 23 MAR 7 - o028 4ol 04 85 8 e 58 R FE P 4 IR [T 75 452
2020 s FEMR 45, 20215 Davenport 45,2020 ) | i ¥ ik — A 01 3 B 00 B B £ F0RT b B X
(Letheren % ,2020) ', X 45 4 B A BIF 55 R SC B 7 1 YR %0 9 5% Wi ( Syam Al Sharma 20187 5 2k 75 4y
X1 H ,2021"° ; Davenport Z£,2020°") ,

TS e 2B AR BB P B IA N BB AR I AN 2 e R B4 M 1E 7E R KR A [R] S8 i N T3
RERE AT 5 (AL = SR TCIE IR 45 ) 5 4535 31 2 7 (Moriuchi ,2019) ™ o 76350 fig b Be, Al
X T A T ) £ R o AR R A ) 1 45 L 2 TS i D 1 TR (R 9 4 ,2022) VO 5 T B
R R BR AR 1 1 DA G 5 B BE 7 ot P T B AR O A AR B ROR BRUR e R AR T

8 B #1:2022 - 02 - 17
* B TE [ RK F AR 0B BRI BE 107 55 15 B A 5 108 3 5 1 9 B SR i AP [R) BT v =07 (72132008 ) 5 [
FH SRR I 4 ORWT T TR H R0 A < B 9K Bl 04 1 28 T 3 14 4 5 7 2 A LS DRI (91746206)
PEE BN W, 55, TR AR SO, 20 2 W, W T R I 4 B AN B B L B T IR AE : huangminxue @ 126.
com; BARFE, B3 W P50 A BT AU B AR E B, L T IR : Ivlinxiang@ 126. com, @ IRAE# B fH%F:
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I SR AT S (Schmitt, 2019) 2755086 AT B2 s P 0 B 8] 14 A SA 0 A5 SR D T 7 A R
2800 B T R, G0 P 7 A AR AT A ( Mukherjee 25,2018 ) M L R A T ifl YD 3 7540 B 4% 3 ke S
(Gill 2020) "/ . PRI IH il S 0 T4 DA T 6 9 2 5 0T 60 P10 7 o 0 B0 5 12 3o
P (PR IE 75 45,2022 s Perez-Vega 45,2021 ; Puntoni 45,2021 ; Mariani %5 ,2022'"") |

R T IERE DA AR 3 ) 45 4k — i A, e R B A R G T A T T PR R A Y T LR BE R
S ) PO BB AR RS . O BREG BIH g S o — o 4 s [ A 5 A 4R 56 TR 7 A
{4y 0> PR 745 ( Brodie 25,2013 ; Huang 1 Choi,2019""7") o R , T a] 2 57 ) F2 o0 B 42 4 Wi W 25
FLRYPRNR, b 7E BT I B Sk H P & o T i = 0 RE M T RO K A BE 7 & (Longoni 4%,
2019) "L PR, 7R R S AET IO IR R, AT TE R A HLEE B AR A4 RO A 0 B
PG BIHESLR R K B B 5 1 ™ A AR RN B g FH P A Y DG e

BT LR R, AR SO 1 e TN TR BE A PR L R B RE T A R AR R & Bk %
AL TN R P S A B S R I D B R A A B AR CRE TR B B
() AH SCBIF 5T AU, 7 WACSE 040 BT SC R & J ik 4 I B EL A Ak 34 S5 At L, & R 6 45U 14 B 5
AU E R OGBS AR SO TR R A E B P PO B RA T X — B G
[ R £ T R GE I S8 HE 20, JF 4R 55 P 0 BB A 1 52 o I R —— N FE DL —— 3 R S —
GERAON” o HJE AR TR —— 2 N B —— AR SR = A PR R K, A5 A R e
B B AR PO B A T I AT 5 A R R T 5 S R B L O b B R R S
B AR B RS 5 S TR R P AR R T g b ot SR A AR T I A

T NTEREMY N TR R e B BRE ™ i R A AR

A B SR o L B R N TR B AR A T 1) 3 P I BB AS . TN T R R,
7 AR S U A BRI M OG B945 L (Rijsdijk 25,2009) 1" s $ 3 T HOR [F]
DRI I, A% SCH N T2 R PR R 8 L R 7 i B A SRR, L A R i DA R )2 TR A
BB 7 i AT BLATUISR 1 B 5 B

1. N T BEH A8 R i i

AT e B IR Z ) T2 3 S B A 7 e, — R &, A TR e ik LS LA
SEAE AT (4 AR AE A (Newell 25,1958 Taddeo I Floridi, 2018"'") . 457 A T4 B A £ 2 it

B 1) R BRI IE 76 AV ARG A8 . 4 0 R SR SR HLAR X T BOE B 77 A0 52 By, — i
B B L T ROF BRI G 0HT 71 , HE A Markov #8780 bh 28 ) 4% 8 4% 15 18016 34 12 45 ( Qian Al
Gong,1999) ™ ERAIVE it T BEAR B 2B AE R S0 RN LS 1 A BE 7, % —ad A R BTG T A R E
A RSB e T BB A L 1 HA 1042 T R 110 397 750 2 U 228 00 4% 45 A 40K IR 14 WL ) 328 11 552 B0
SR BPRSE T S R R MU £ S K B 5 2 ) 45 B (Tian %52,2017) 7 A0
B DU S o 0 2 T ML RS A TR B I B AE ) (Marrella 25,2018 ; Lieto 45 ,2018"%) |

2. BEEFE RIS XA

IR W SEBR b — 2 W B A TS (LA R T R T DR T LA S A 0
PR, F AR RS R 45 (Raff 45 ,2020) Y0 fE R TR BERAR T8 F 8687 5 BT B A 1
B AL AR R 22 . R S B A 5 LR RE B TE (agency) | [ FE 4% (autonomy ) A1 3 AL PE
(authority) . BEBIVER LR & e i BAT — T A 38 TR 7, BAT 5% 0 R B S R A BE D5 B
BB B SR T A T I B R 0T LI 7 1847, 9F B 5 Ht 82kt s 22 5 L SE I A C Y
AR 5 R AT B 28 B8 77 AT 2 KA 42 02 17 ] o 17 JEC b S A LA B i iz A an ff i 7 2 7
(1) 5€ 77 ( Hoffman FI Novak ,2018) ")
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TEW e R P X R SR S A 2 R H e IR E R LS T, R S A
SRR TR, PP 1 T4 SEL O o A ke EL A ] B A T Lk 72 & ( Prentice A1 Nguyen,2020) ) | 0% fig
1141 (Hoffman 1 Novak ,2018) " % Hyk eI R £ 5 F , & REF= M 0 RES M A B R pE45 &,
PO T2 5 W R VR ARSI, e Al P P {8 1 IR S A 2 4 R 45 LA N (Kim % ,2019) 0 Al
IR ALAE A (Luo %5,2019) ™ 4 (RIS R 15 F 8 687 5 0 8 M Re sk | AU #REE & i
JH P48 B0 1) T HR R N5 22 ] (9 8% 8% ( Goldenthal 45,2021) P He AR Bs il 5 4N 85 I
FFI S 4 14 %80 B VKA ( Verhoef 25 ,2017) 1% 5 Bl I P 16 A1 38 W S B OVF 72 5 140265 R JA0 4% L 28 A
(Hildebrand Fl Bergner,2021) " 45 | BARAR IR 7] 9 314 2 195 355 , P % ) — %85 A 7= 5 194 J8 R0 4 W g
SAFTEARIA 3 (B SR 3, P 6 T80 A 7 i B0 2 R 2 B ) 43 S = b TR P2 (Prentice il
Nguyen,2020) %" 2% A 24K (Kim 25,2019) 7" A5 A 2 18] 1945 3% ( Goldenthal 25 ,2021) " |

* 1
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ﬁ B+ ST + | B+ SRR 4
B | Hkx#H AR+ RUHE | HRB + H ok | BREER
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AT I8 I Tk 5
B L f % 4 141 RALEA
th P 5 32 #1141 % W RALE A % b b .
FRERMEE | RAKESR CEXER ERMEE AR N
~ B E Ok
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Mﬁfﬁ EE ® ATk AEAZ S | 5 g
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5 ¥ T Yk
ol %7 %9 A N RS A 8L & @
= o BE R A - s A
P olmewzEnn | PP TEEA gy | DO .
S s asat | 00 T e e | PR
N a \
& 4 T . o0 T A eI N}
R N PPN
P& A AL+
BREREHEEE PR A - | P+ P
5 HOA 4
%3 " J Pk 8 g I £
F o it 2 5

TERR R A
B AR SCRRL R N T8 R 10 R K ST o 2 il 7 i 7 A T 10 R IOk 4% ARk R AT L 2
(N 1 FoR) o TEFHE R RER B, Al AR 1 T 4 < T S 7 o K P B A 3 2 R A
5 W 41 185 B 7 i 14 D i (B AR BT S 1)) (Vlacic 8 ,2021) B 76 AU RE B B, 85 R 7 i 9l it
T T B B RE I, AT LR P A 2 o B R AT SR AR PR Ol S G TR AR
FH P 00 T 3 LA B B3 8 R 7 10 S0 g (B HE 38 1) (Klaus il Zaichkowsky,2020) 15 7290
SV B BE 5 B 10 Bk 5 B R o P T e R A A AR B ORI X T T Bl AR
SRR, U AP R AT O (Mukherjee 25,2018) ' B, O T 3 P BUB AL A 75, 25 0 3
L 0 A R b o A R K sk B R R (O R 4 1)) (Puntoni 25,2021
Mariani %5 ,2022""5) A% SOH T P A () 00 BRI 0 £97 BE 488 % 42 T8 20 S0 028 i (48 R 7= ) X
NCHTF) 72 A 5800 e B0 P B AR, DK TR D P 00 B2 5 T 000 5 5 84 7™ i 5 S 0 4
RIS T, BTG AR 32 4 e A WL I IR0 00 £ 0 395 780 S Ik 2
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= BTHE D BB SRR AE SE B

AT B R G HEAHE R TG 5 058 00 e BAR , R 5% AH DG AiF 9 40 3k 1 T Y
POARICIEERE T web of science #Z0 B PR T 4 & RIAH X STHR . 55—, i T4 B8 )™ 45 B AH G
SCHR P R R A P R G Al P R R SR ) A, AR SRS 32 R AE = 28 SR : “ smart product” 2y 32
Y SCHik 5 “ artificial intelligence” A1 product” “fy 2 85 fit) SCHk ;  artificial intelligence” F1“ marketing” >& 3=
R SCHR . 28 = BT 2 1, B BRAE 4 5 VA BEAYAH OC SR, ZE B business \management  business
finance \hospitality leisure sport tourism 3= 81 (1) SCHR , I AR 4 SCHR 27 HAR B W RIRIZR R . 56 = FEPr
A5 30 (%) SR rb AR A RS R B A O B B AT N T A, O A B B S AN A DG B D R AR A SOk
5L #RE 2021 4E 9 H 11 H A5 5 A RK R SCHR 649 G o

W S F ] D 2 35 e — ELARAIT 9 I O v R R R A i — A B R R A A 5
KRR L 0 F B AR AR o AS SO P AR AR 0 SCER AT T K SCE B s, W 1 R o Currim il
Schneider(1991) ™ #£ 5 GRF ) B UCHE AT LU T8 RE SR RIME 2 20 3 o0 1 7 1
i ) 3K e S RN $R R WS o 7E 1991—2021 4F ,7E Web of science #0084 FEh N T8 BB 5 7 il E £
PR SCHR B 649 B o 7 2013 4F Z |, i S A AR & R A SCIRECEE AR AE 10 G LA A 2013
AEZ A, JUHR 2020—2021 AFE N TR BE 7™ b 8 B TR SR 09 SCBR Y B A ARG K AR R SC R S R O
175 %5 o 340, %t & SO e UEAT 8 B A, Ih R 3 A 19 R® S 0. 7193, 5 3 B STk 4 550 i 45 )
E] A A8 A FEAR R AR B | 52 S48 B KOG 3 ax 3R WY, S A N TR RE 7™ i 8 B DL SR 1 AH O ) i 37 3] 2
ARG B R
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KRGy
B 1 EE R E RSOk R R (1991—2021 )
VERLR R 11
K ) S o BIF T BB R A v R R L R U E AT AR P EE N, T
D by Sz W R 7 it I S U G T 10 R R, AR SCRI ] Citespace #EAT T /E# L4 51 3 (I
2 Fr ) AOCHETR) L I A3 A (A 3 F 7R ) o fR T 50 O B R] o P [ 78 b 1) 17 100 R 8 TE AR AR B2
R W SR Y S 0 B AR AR SO T Time Zone” B X 25 400 1, %o 6 B 3] 3647 2\ ) (4 B )
G 43 HT , A2 G B T R 45 4% B TR] BE Y 1R A G S IR R BIE 9 G T I AE K. 7E 1991—2021 AR [A]
A ST T AT BRI S = A Y B R RE T B BT 18] VR BE T A DD RE AL 1) R BE T
OHRBRE S o BEAE A E B R REAL , DT 3 g o G, A b A B S e R A AT S e N T
REFE A s 7E R K i 77 160, FH P 7E T 2o A2 rp o B8 22 Wl 5 %80 e = i ™ A &2 L, IR A P FE AL L B
FR 0 BRI A U EE R AR O BRI G A 2 1B U PR R G R B ) R
LERREZME : S~ mBEAREH F M@ (1991—2005 £ )
FEIX — B B, 2% A1) 205 8 B8 R FH A R A N T BB B AR Gn o] 4 Bl B P OR R GE AL B o
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AR EZE e %75

HERIFHFSE, AR AR BT FIIT % G 1 o B 52 60 348 S A 2 B B P e BB R kA
TR R R T R E B R S, (AR RIS ¥ B % U7 T, Currim il Schneider
(1991) " ffi FHAE 2 >0 2R G0 0 0 2 O v A o 7 A1 0 5 4 AR B A S AR 5t ot 3K 22 /0 1)
FeAaf i WS . Mentzer il Gandhi(1993) 7 #5778 AN T8 e R I T, L R A G0 T % 5
iz B9 7 o Papatla 45 (2002) Ak, Fh 2 5065 70 1 25 00 246 60 780 28 4 T K F) TR 43 65 780 T A
306 19 A1 2k 7 7R 0 T v Bl S B TG JE T L X — 590 T A BRI P 6 R A L
FE L, Ariely 5 (2004) R A TR GBS RS, K BT U R i 08 AR HAE HE, A AR B A 2 ST
JER S (HAE PR B FA E I L T K 0 R B 4 . Montgomery 25 (1997 ) ) 75 5 B e 5 175 5531 52 Al
A3 07 BT LAAE R B8 0 3 4 o 35 S0 H R G i B, Jiang 25 (2000 ) U 35 T b2 19 4% 1 0L - 27 1)
[0 o R A O B A 45 OB B0 2T 4 SR R R TO A T 2 T T R O S
Pedf ., Kim 45 (2001) 75 s A Al HE 72 B AR AT, B 1T P T I IR A Al 0
SR 4 TR AR RS U1 20 R BSR4 0 L T LA B R 0 N 1 S R S
AR VERL

Kowalkowski C (2017)

#20 adding value u;’(’\ .des:gn '
. Mposts dnnovation
Ny framework . ercention
#2 smart h bject crotzaf U 2015 £xperience P P
2ma ome,o Hoc “’"“:.‘:‘f:l’t v [\ X2 A #1 service robot \ N jnternet future p ti
Sy-:nr!(zma) ‘D‘lv:nn.T(m(R \ ,':"“&“"'7: % .blg data J(nOWI% ge Jniormation
P ang M 20181 e N " acceptancesati 1
Wunderlich NV (2015)Porter ME (2014) % rtificial intelligen c’ep ﬂ?atISfaCtlon
Ostrom AL (2015) Do s a g\‘a/,' ﬁdo ggn
mon KN et e N ende'M/(2019) N\ .
wontama 10 ., LemonKN(2016 S e S Jec h no j:%ggum : ehaviop/Nformation technology
lyar " o ] é
P 2 ——— Strategy " 4HIP act
o -no [‘)L (2015)Ghose A (2013) Fong NM (2015) pe ormance
' smart. hroduct
#17 consumer behavior
Hartmann J (2019) hung M. (2020) Jnanagement
2 Araujo T(2018)
#3 financial performance #11 smart speaker System
Kumar V (2016) ’
B2 EEHESISH E3 HRErFraEHEARGEXB AL

2. I AR & MY ER - 5 B T S TH AR T4 S 1 (2006—2012 £ )

TE3X — W B, 2 3 TSN 56 T %8 AR AR 7 75 e S 4T 1 150 10 D, 0 25 s o 5 11 9
ERe AL, JUH TP TR B B R AL 0 T e R TR 0 B R BT L e AT RS R T, B0 G
AT R S S B RGBT B RET 4. BN, Goh A1 Law (2011) A N 7E iR U
T e B E ST P TN TR 20 4% AR B R I B 45 X R OT & il K STk Peine
(2009) " B TR AR BT, W0 T B BE R LT T B R TR . WA EH R T —
Fh A 1) 52 B 0 BB 20 A0 AR BT i, HORE IS T T A DR R O Sl B U 5 1 BRI A
( Martinez-Loépez Fil Casillas,2009 ) 1 Van Roy 1 Yan(2010) TSN R AR AL G P R i e R
A Mt T LS 3 ) P — ol AL 0 o 28 0 4% A B A P 0 T ST, U RS A P R
SEARIEANER G S R AR R SR RIS, BAN, I P ITA RR  f BE BF ST B G IR
B TR R R R R RS R . TR B AR DN A, R e
W A RN A A BT LARR R 1 B0 B 3 e R 7 1 R AR A R X I L e
P AT WLEEE A 2 R R XU 45 B T I A 45 i ( Rijsdijk A1 Hultink ,2009) "', Punj il Moore
(2007) 7 R TR i A A T A0 A6 5 0 A R B O R A R B S AR R, L35 W B E 45 . Chen A
Hsieh (2012) " 5 it FEH B R I L3 T, A X7 S5 B E B S0 T —Fh I sh 5 B
Parry 45 (2012) VR T P % T8 e T ML SR, S B 01 R 356 4 X0 60357 19 S8 R0 A P A e
Ty R 72 A 0
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L.FERRUMER  SaE RO ERZ S SE (2013—2021 4)

TE3% — B B, A T8 BB AR BT S ) 9 BF 5 R i/, (ELA 56 M P R £ 48 2% £ 75 i
il A P B SR B BE S S BRI SRR R B AR T R AR B T L BF O AR R A A
R R AR VR A A . N TR R TR R B Y SR I R P AT (LT —
SO BN, P A0 A T R A 10 TR A3, ik 2 BELRS L T8 R AR 1 SR R 42 8 5 R 50 7 % 1) o6
P T Bt FH Y7 A 4 T S, 7 % 5 5 R i DR R T A G F) B R A ( Davenport
4 ,2020) ", Robinson %5 (2020) "' 4 Hi AT % AEIE 6 MARAS I 70 98 R 55 1R 560, IR R B 56 46 T B4 1Y
G IFAENR S — LSBT B B A HL AE N % R R () 28 A0 58 R T 20 R 7 i B XU ] B L 2
5 A BN 3 L B s A 4 T 4 ) R4, Novak (2020) 71 g IS0 E 78 R 5 A B IR A ER I
5B B R A X — AR A 2 AR O R 78 BB A RO B BE, B AN 4 4 P ( Granulo %
2021) % P BEST MR 55 (Longoni %8 ,2019) "5 5L, 2 AT R BL T B b S 9 00 T AR R

M5 A TR REB & 0 A R F , DRI B S R A S 5Bl < M e < 5
BV 3327 “ B 057 W A N TR AR TT LUPRAT 6 8 2 LA A ) 155 O AT 55 33 4 g IR 55 A3t
A7 9 AL L4 77 2 ( Huang F1 Rust,2018) 7, 75 3 86 5 50 F J P12 58 A M T8 e A &
(Ramadan %£,2021) ™ 767 545 815 85, Luo 258 (2021) ™V A FHFSE A T BE 5858 A 5 A
LR A 1) 8, 300 5k PSP 56 o B0, 7 A T RE SR8 S5 B, S HE 44 5 05 IO B B N B4 7 A T
F9 155 S5 3 280 1) 7 465 20 4% 5 T B 1 B A B 2 b L T R A RO R T BT AT R BT
() 28 B AE 8 , Leone 45 (2021) O R 2R T 26 TR [l 26 0 A T8 i 9 A ke 7 22 0] 52 305 4 ol 52 B4 {1
U B T T A O O B (B A0 R L 7E R U T %% 7 5%, Buhalis il Foerste (2015) 77§
T AL RSN TR RE BRI R T (B MR B T B, O R A T — T G A
o TR SUR A B 0% H IR 55, O 5 R 3 25 MG R R 7 7 B ROIR 45 o E LT S
KM G S BE , Kull 25 (2021) 7 % B B35 1T LI SR 1 38 8 000 K ML 28 N 000 B 15 6L, LA
PP — R MR R I RAREHE S 5, B, Winz % (2018) 7 HF5E T 5 R 55 HL 3§ A ) H
PR A5 AT g, 76 SRR B4R T PR TR 5 LS B SR R

VO R DBRBZ A HL M B R HE ™ M S S 00 4 O HE SR St

MBEAR R L B A SOk R T, AR SCHESE TN T80 Rl 7 i 7 B BF 5 90 06 1 5 4 e )
(2 AR A 280 B 2y % 1) LA i P Sy v O A R R T S D B RS . T PR RS
(8% MRS 5%, O B4 it 45 J0 O T 3 (Ashley il Tuten,2015) ") Jil 4 61 3 (1) A0
Y J& (Hepola 45 ,2020) "', b i1 7 3 M1 % IE (Dessart %5,2016) ' 5 (2) 15 & 4E )& ( Hepola %,
2020) " He o A AE AR Mt ( Sheiner 45,2021) 5 (3) k4 4 B, e U0 4t 45 %2 B (Huang Al Choi,
2019) "7 Fngtk £ 3% $ ( Paruthi f1 Kaur,2017) 1%,

DL, A% S0 3 4 T80 B 77 it FH P 0 B S48 A BB 8 8 SRS T 4 £ S B 7 0 B 45 114 4%
W, PR R B B SRR A . AT L 7E R R PR U7 T, € A DTS R RE S Rk R Rl A
7 it DR 462 2 TR 7 5 PP R HE AT R o S I TE LR I R, N T RE S T L
3 2 5 M PP % FG B R [V, A4 T B2 T AR T k23R T S A 2R SR L Y
A, R A SR et PR B B2 T R T P P R T LA R e P P A L T A TR 2 T

1. B0 A PR &= A 7= R E = (S)

(1) R S DI REJZ T (SF) o SC UK B 7 i (438 FH D B 4% 4 (SFL) (4% 1 ok il 4k =
BETE 2 1B A VR RE ST, 23 5% W T P 6 A B 7 i A W S AR 4 (Rijsdijk A1 Hultink,2009) % B,
RT3, A PR i BB 15 R 2 P T8 4 00 LUk 2 B H bR B 07 208 AT B R BE 53 R
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AR B 00 F %75

T8 9 S 77 AR 5 G B 15 PR T I B B 7 5 B At R 7 X B 05 A A At R ) RE 5 22 T g
WerE g B 5 S 20 T R A5 A 1 R g WU R 2 R R A R 5 S M iR A A VR LA S B
J:[5] H #% (Rijsdijk A1 Hultink ,2009) "',

G A M DL 55 7 B Ak X FH S R (SF2 ) 4 X S i 7 7 2R B A4 7R R S
BE R 55 22 G0 /s H A B BR 50 M 56 15 B O RE 0 ) L3 B O i A 6 10 ToT Y2 4 5 BE R 55 22 4 P AR 1)
S5 EMRES) AT (G T E R B ST e E AT B RE J1) LB E (R T RIS RS 6
I P 0 B4 2 2] R S AiE 77 ) (Henkens %5 ,2021) 5 8 il IR 45 B4 o B M (I A B AG o
PE) ATEEVE B RE RGO TS AL AR ) 2 05 M (O I 4 (3 ek b I 55 A R 1) L IR R (B I
37 9 E 1) L2 5 0 P %0 T R S8 % 2 5 (Prentice 4 ,2020) 1

X T e 7 3 B 1% BT 7 L Prentice 45 (2020) R T H R 0 I 55 (SF3) 4 4F 30 22 4L 2% M 55
(L35 7 A 0 0 L' e 5 T 7 X i) 5 30 ek 02 AR D RE ) 7 B8 T (L 955 R 3 3 1) 96 )5 R 45 B3
TR AP L O AR R ) B O RS (LIS SR /OB TR S s P IR A
HET ) i 0 A 0 1 5 638 O T S R G U A 5 R O B BT R e R R e HR) L BB
3 Kb T 45 A P A T R A S5 A P P A D 4 R DT T 100 S5 5 R TRIT IR 45 ) 4 X P 3
JiE 5 R RE 7 A R

(2) F e A2 T (SC) o 76 A T8 5 P Rl 4 2 b, 9 BB ™ 5 10938 7 X (SCL) &
R CHERAE T o 24 S5 R I R WL AR P AT 1038 Oy FCAR B IIR 25 i), A LL T RE 0 ) I I8 7
BLAS A2 ib 1 I B B O 5 e, T 0 2 15 8 (Kl 45,2021) Y 0 53 4k, 8 Ak B9 58 1 XUAR
(SC2) 25 St 2 M 2 F P AW 1 o HL A0, W 48 (2017) 1 % LR RE 52 1 80 JXUKS 2 1 (I A 75
vs. T RRITHD ) £ 5 160 P X it R F) i 0 JG A0 DA e AR AR AR . 7E VA T, R 75 B R B B 1) (SC3)
2 B R BRI ROBE . Luo 45 (2019) W BESE & W, 1 1 B P 4R 40 AR 45 5, R S JF B8R B
F9 B R AL 2 AT A B W S D7 T -5 30 TN — A 205 EL 4 ) P A0 X 3 KRR R AR A AT
SRS TAL LR A T, AT e SR I & (B & vs. BAUH) (SC4) &3t
TR 7 A 50 (k4 ,2021)

(3) e HIE SR (SP) o B T 5 A T8 B I i IR 4h, 7= 5 BT 25 4 % 8 e 7
SRR I B RS, TS, AR AN UL (SPL) T 3E 1 5 9 B (Mukherjee 45
2018) """ it 2 (Perry, 20167 Ling 45,2021 ) 48l A4k (Kim %,2019) " fh i 5 7 (Wu
a5 2017 ) 1 AR Lk FH R0 BB PR AR SR L 245 B 7 A EL IR P A AR FR 25 (SP2)
SRS FH PR S B LU0 B S B R B L (Ling 25 ,2021) 7Y AR ARG B R 2 4
P (Payne %5 ,2018) 72 2x %6 il P B0 32 8 JE 43 7 AR AR OB 0 o S3 4h , R T 9 77 2 1 (SP3) e
FH P 58 B 7 BTl 4 72 AR B2 . Longoni Al Cian(2022) ™ & B, 7= 5k i Th b/ 5 AR JB Mk B s T
PNt N T8 REHE A2 IR 55 1) Dt 4 P 1 5 Castelo 45 (2019) ' & B, AH HCF % WAT 45, 16 58 i 5 WAT %5
B, P B i 4 3R AR R 55

(4) JH P8 RE 7 B 5 &2 W (SU) o JH P& AKLER & 1 oo F SR R MR BRI T P 0o 8 A
PSSR — A EEREWNZ . PO AR B2 (SUL) | F i AP A 5 R SR 0L 3 SCAH 1)
(Perry,2016) ™ %t F4 A 9 4 # 1E ( Mukherjee 25,2018) M X A T8 i () [8 45 25 & (Payne %,
2018) "7 I EE (Brill 45,2019) 7 4 Lo g i 5 R B A8 A AR R . S AN, R P
BB (SU2) i 7, Mukherjee %5 (2018) 1" % B, 11 3k 28 B BUR 9K 3 1 P 77 AR R A7 M i B2 PR 2%
FET PR AL L0 (SU3) (9 #f1 B2, Perry (2016 ) 7 31 52 T P 9 32 W0 ML 38 23 5% W G X 5 A6 7= i 19
AL
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2. EEEFEREMAROCEZENRENS(O0)

(1) THANHZT (OT) o 5% 58 = i AR L, 76 N T8 RE 5 R 10 335 T, %8 B 7 i 18 K 22 01
BUF 23 P R SR R SR i T PR, DT LR T, B A BF S R 2 R A R B T R
[G) By A A B AR T S R R R A I A ZE LR . AR B2 WA (OTL) T 7 , BA F 9 &
HUBCHI A BB 5 i (Parry 45,2012 Moriuchi, 2019"°") (&7 35 Ji FlSE 1A% ( Castelo %,
2019) 1" R i K CHRASORI T 7K 31 ,2022) 0 4 B i H P G RE 7S 4 A2 AR

M P36 7 9 £ (OT2) i, Ji B /BT ( Prentice %5 ,2020) " 1 BE 804iF ( Brill % ,2019) 7™ I/
F A8 G TE (Liang 45 ,2021) 7 814K (Henkens 25,2021 ) 1 25 2 i P 580 fig = i 1 3h o 72
T I TE R AR . S TR (OT3) A WSSt & B A B A ( Mukherjee %5,2018) ™' gt
A2 (Henkens 25 2021 ) ' b ] AR Ay FH P 65 6 72 e 2 0 FHLE I3 1) 1) 78 fR R

(2) A2 W (OH) o 76 3H 58 A/ BUNE BE AN B e R £ 9 F B RE™ i B4 T g3
W/ F1 2/ S ACHE (59 5745 15 (Hoffman 1 Novak ,2018) 271 5308 i 75 Fi 11 % T AT %0 g 9 8% 0 R
AR R T T B R, Ho T B R 2 A el & 4 2 BRI R T . 0 SR B B TR — BRI
B AATBNAE Sy, Had B A 56 B 300 IR A R

TEAMES, [ TR (OHL) J2 1, Jorling 25 (2019) 7 ESCH AR (9 1 E 4R AE T FH 1 % Bl 45 HL 2%
N S AT Ay 2 AT T — 45 52 00 L 69 W 5 o o ——— 1 T B vp A T I R LA A Rk 7 18
XTI 25 B R (Kull 28 ,2021) Yt et [ 3k (OH2) Sk it 1 P AT fE2x A7E 1 TR 19
F0 B AV BE 7 S, H I [ R S RE 7 3% B2 (Huang A Philp,2021) 7 RCAIIR 45 ML 2 A B0 R 1
FIRE 1 (Kim %5 ,2019) ™ R B N TZERLE . 5340, WAL 1 3k (OH3) By A B, 5 R 7= i 1 0k
S A BE 14l 25 AR B9 3 U 1 ( Leung 25,2018 ) 17 LR i1 45 SR A SR AT R ( Gill,2020) 2
TN P R SRR (g A ,2021) 1

() HEZEIZMW(0S) . whitss @AM (OS1) &, A WFI KB, 42 WL A1 0 i %5
I JH P2 7 A A e 0 N 2K B 05 R IR, 3 17 5 00 1) 97 T S 0 ( Meendee 45,2019) ™0 s i 4x
T (0S2) S Ut , A L TN B3 T, 75 — 6 3 2 175 85 b, 8 RE ML A% 5 L 19 B 55 4 I A 7 A X
Tk £ b A I P AN S 2 B P R B S B S PRI . LU0, Longoni 45 (2019) HE
SR BEST I B B, A E TN R A AR 4 4 8 T Gk 1) R A R EL B R A 8
T 7% A 4 AT 9 5 Granulo %8 (2021) ™2 & B, BR 45 HL A% A\ AE G AE 24 31 2% S Bl 0 - M 3 S22 1 )
FEPETR SR X 2 ik — 2 W P B O 4

.EeErR TRAMMEMEETTE (M)

(1) RETREA AL (MT) o B E 3K (MIL) T 5, 3 35 A% A0 R 8 4 3 4 2 R 3 35 Bl B 1
IR Xt F M 25 1 R A9 50 5 B (Moriuchi 2019) ) 53 4b, 728 fE AE 1 (M12) J7 1T , 4 AR
AR R T LR R [R) 5 R0 AR T 5 4% N B R B A 0 P A o R 5 I B T 23 55 ( Liang
4.,2021) 7 B REBE T (MI3) i, Mende %5 (2019) " & 8L, 16 F P75 IR 55 AL 2% A 1 51 55
T HLEE A HLIE AL 23 55 10 HE T P A2 245 9 1 B2 R i 72 5 Castelo 25 (2019) VA fE 3 3k
IR 45 v, A7 BN b B 58 0 25 55 4 P P 7 T LA 45 155 85 PP Xk T 0 1 PRI AT o

H)BREHEPZE DA (MIU), M ikt (MIUL) JZ 1, Schweitzer il Van den Hende
(2016) "' 45t , Fu i 1P 1 A0 S T R0 T P A A 2 IR B T 3 SR 1 e
B 7 i B4 5] ; Longoni I Cian (2022) 7 iF 52 A LI A e 36 22 55 16 75 52 1 0 15 88 F 0 P 0k T i
HEFEIOARHRIAT o o DR BE 55 ) P e 42 ( MTU2 ) 0400 Sf U8, 386 0785 T T D P 1) 56 0 55 4 355 Ak T
X BE ST B (R 4T 24 (Longoni 25 ,2019) 5 324 BT M e (14 HHE 42 2 55 Ak AE 92 FH b A B85 T R
X T BEHEAE B9 HE 1 4T 24 (Longoni Al Cian,2022) '™, 53 4h, 52 1 34 i ( MIU3) B9 #f1 &, Luo 4§
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(2019) ' tia s B, 7 VA3 F 9 3 R L o 00 2 AR AR O K ML A T S P 0 S R B S
ANV T8 IR 2 08 35 IR 25 DL A A 2K 550 56 T P 2 B A 5% 0 (L 48 ,2022) °

() AP AT (MU) o 758 8877 B B R B b, 1 P 2 AHLRE & (9 F2 04, A AR 5 [ 728
X T80 BE S 00 P (RS 47 S 7 A R, A BFSER B, P BA N R (MUL) | {0 35
FH P> A1 P ( Schweitzer F1 Van den Hende,2016)[82: 45 J% ( Longoni %,2019)“8] NI
I )& 8% ( Mende %5 ,2019) 1 ASEAL T 3R S AR B (Henkens 45,2021) " H] P AN A9 Bl
T (Brill 45,2019 71 48 2o xof Y/ 55280 Bl % i 9 . 20 3 B AR IR AN o P Y R 2 AL
B X T D B S R RIS T K 3 ,2022) T PR B AR ) e — A T 9
Ak, ML TSERE 3, % T Wi A8 6 % 10 5, UL TR BE R £ 5% W 1 P B0 DR IR (9 18 45
2021) 70 FRREE(2021) TR B, P TR E 20RO AR AL K 5 2 RGP N B4
WA . U3 AN, B P X R A 2 (MU2) S B, S8 T A R (Jorling 45 ,2019) 77 5 4 8 ( Brill
a4 2019) 7 P P B R R v A R TP A BN TR R X W
SV R R AL 1 TE 2 RO T R A R e R (R AR ,2021) 1

(4) JH P08 7= B SR J2 T (MP) o 76 7 i M (MPL) J2 [T, Mukherjee 45 (2018) ' %
B, ) R ik 2 AR AR R 7 X T P B R SR A B S e (L R O T P W 4 R 1
SN, AN P 7 B B (MIP2) T 55, 7% il 30 0 J2 G B 15 A8 fit . Liang 4 (2021) 17
BB, 2P P T Bl R PR NI, R o P e R 0 5 M R S0

4. Beerm Ryt T B AR B R (R)

(1) B (RP) o P SR8 b 19 B 8h 25 77 A 2 BB IO 52 . 76 J P 2508 (RPL) )7
T, 7% & PR RE R S 4R D 00 B (Prentice 4%, 2020) 7 AR AR (Wu 4
2017) "4 FE R P AT O (RP2) 2 T, P A5 8 RE 77 b B0 58 BT RE 43 4 T Al AT] B g 3K 3 R
(Mukherjee 25,2018 ; Ling 2, 20217 ) | H 3% B ( Moriuchi, 2019 ) "' 4% ##i #2 & ( Castelo %5,
2019) " | 11 % f£ 4% ( Huang Al Philp,2021) 7 | f Jit 45 of ¥ % ( Liang 45,2021) 7°" 4 b4t &
(RP3) LA 7 , Henkens %5 (2021) " E 52, F F* 2 580 6 7 5 75 00 88 2 2 77 2 o v vt 1 R AR
Ak, L35 2 1 T A AR R MR R 0

(2) WM (RN) , AT HBETRES SR — M EMARME R, X F R ELBN® N T
M R R HLRR S K 9 4 4 (Rahwan 25,2019) ™ fEH P 4818 (RN1) J2 1, BE 25 7= 5 8 fig
T A4 R, 8 G S JRUBS: T A 43 389 0 ( Rijsdijk A1 Hultink,2009) '™, M 71 452 (RN2)
Kl A R I AE S LT LS A T A B A P A W S JE R 938 I K (Luo 4
2019) 005 24 7 5 B [ AR A I, D P T i I K DGR JH 2 B ( Schweitzer il Van den Hende,
2016) ™5 JH Pt 22X T8 B AL AR AT O (Mukherjee 45,2018 5 Longoni 45,2019 ") 5 28 A#L %
NTTRESE D1 R 1 P 77 2 0 B B0 A 3 BRI N 28 B 0y R M JB, TG 52 25 FG M B2 0 28 47 4 ( Meende 45,
2019) ™ BeJE , kR (RN3) fiy BE T 35, A T8 BEAE 7™ i 25 4 v 1o e 1D VT A 2 S 380 1 B A 7
PRI, i F P 72 A S T 0 54 T8 30 BT 0405 3 ke 5% ( Gill,2020) 12

5 TR, PO BB P A T R A B S IE T HE SR N PR 4 TR

oo PO BRSLA DR R B U ot e 2L

TN TR R R 5l R, 2Rk B0 R 7 7 R B S B O i B, X B
H 7 PR A B B R S B R AL T B0 2 ML s s A WL ) B S R 2 )
W T GV RIS . B B R A T, B R R R A B OG TR A TSN 3T LA R
I RERE AR BT (S5 RABVHZ T ) 100 A T i P b IR A G R RR ) A, <
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F‘@Iﬂﬁ/*”ﬁija)\l*” B i T S AL B OB TR 2R o Dy 1 SN 2R 0T A TR R A R A
SR P PR IX — B A, AR SORE JE T 0 BRI RE 7 i AN [R] JZE UL A R A O TR) Rk
it B, LA ?’EZJJ*” RE ™ ity 70 7 ol T 2% 4 SR P 010 O E i B O R, A s N HIL B[] B R SO

iz
BT AR
WHER (M)
SO PR B SR TR (S)
BHaezzE MRk (MIU)
B RYREER (SF) Bt (MIUL) « I Fring -
St (7 - 8 || | [t AL B RYR LR
T EN, st o, 6| | [BE On2) - wied s RIPEHIE (0)
ERES ?;H‘JK;TIE REHP TEARER (0T)

R 454 5 (SF2) . i i 4 1 RET
ﬁmggmmﬁgjﬁﬁ%éwg W Vi (MIU3) . SERbGE ﬁ or ﬂg%éog)ﬁ#ﬂuﬁli B SX TR R
B%ﬁ ;i%a’;('fmﬂ) i jii%nz"g& RNV | R : Wk (R)

: W i
i BCrbh . s . fa|| | [ () TR (O [T RBOHE (RP).
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MI2) . CHRERR A G RP2) : W3] T
BREFSWARE (5C) ggiﬁ?ﬂw)wﬁsm } i, Z5E . DL, @
i (sC1) - 'm AN Mi3) . BLARAHIHL ekt s
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: bl o Jort 4 A
y SMERGRBA (OH1) : AITTH
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Ff}%m% B RIS E KRS IR FRITR:

i} s HTATE . B Py e s 7
AL, S B T AR D SR L ——
FERRAFIFIZ (SP2) « firfs. A4 AR (M) jricyrasd
AL, A AR R yR— HEXHERE (08)

BKF (SP3) . =B (e FPANREE (MU) o
TR i R (ML) . it HBRRIHE (0S) D)

B ) ﬁ{t .‘EWH;\‘EZ’*H A~ “k% a;?‘ﬁ%j@s” T
G T IR
= FARLOGTE . B Il
Mﬁﬁﬁﬁw mﬁlu‘ ,;,?'QH& N
FIPBARIEE (SU1) « AR PR SRR (MU2) -
SR SC, FARMAE . AT BRI, (SRR A
AL e TR R L
JAPHERR (SU2) « [FRALTEE
FFsBtatmm (SU3) : 0
B X = R MP )
A (MP1) : uu"ﬁwﬁJ_
BERS (MP2) : BN

B4 ARLEZSUATERS REHESHRER
R UR A
1L ARPTENATER REHEHARRE
(D HPEEIE R B RS, R B B B, R R0 Al 8 5 O R e ah sl & H
FHBR AR A AR OC (0], X s FEAR R AR EaR AWML Z B Rl & . 78 2 92 BN SUIE R N 8 g

W KB AL 5 Ak g A A 500 P IR 2 Ay, (Rt A T fE 31 & BRA 1R] B ( Davenport 45,2020
Puntoni %5 ,2021'") . PRI, 75 A BT P A~ A B0HE 45 1 85 i R 2 6 1) ARF o0 iy o6 5 4 ]
PR B A B HE D S — A~ T B 9T 3 A ( Huang Il Rust,2018) ™, 5 4h 7S Se % 455 7, I P %
BRSPS B DT AR, PR 7 AR A ( Mukherjee 45,2018) 1 T M, O HIF S T IR AR T
TE A [ T 2 ple S AR B8, P X 728 i 7% i 070 T A JEE T ) LA

(2) FHP S VA B BEGBIF I8 R BE o 30 % T 7, 15 46 7% il 1) 52 Bk 2 P 4 B 26 o 0 850 3
TN B AR, {ELES B 7 AL T A B, 33k — 738 f 2 X I P 76 A P 9 B A0 A0 72 A 5 R 194 B W) 7 K o
Wi — 4R . R, BE A T B AR B % R, P T LUAR X 5 5 M i sk o0 30 15 86 R 3 HUAR
5% 5 B, (Swaminathan 45 ,2020) " SR, FH P B sl Dk A 475 8 UL 7R A R 8 T A B 3
(Lurie, 2004 ; Swaminathan 45,2020 ) | 33 A B 43 1 [ 5 W 1 P 6 T80 B8 7% b 48 1 B BE 19347
KA FE T IR AAR I E A [ B9 S8 BT, 0 (o 2 7= ™ 24 £ B 2 A0 B LX), BT A 2
e AHLRE S

(3) Pl S 3 B BB S R BE . 0 RE 7™ i AR BEAL AR L [
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H—DRCFACLE TG M 21 A8 B B 2458 v AR T4 5, 3 — 47 5B T A5 455 0 7 4 T R
%R 28 35 2 (Wedel il Kannan, 2016 ; Verhoef 45 ,2017"2") . 4, & AE 7 i 4 {8 79 b PR 2R
AR b I T P o 00 O S B 5 R B AL T AT (R R IR R P B4 SR
R R B A5 4 T 1 ) B, 08 B 2 A ML ] A AR S R S B 2 TR LR L YA L RS A
T A A DI, ] A S B S Sh AL B A P R O B S S RORT A i
T R R T AT T

LAPEANATEE"REHARRE

TR B RS RS TE B IR S HLT R A BK SR 5 0 Ry g, RIS R A AR
B — Rl R A 1 1 TR BN L TR BLER 11 T4 19 BT 1 ( Leary ,2007) L 1 F S HL— i 75 AT
LA R 43 2 = Fh 2, B A 3R B8 F ( self-verification) L | [ B3 # ( self-enhancement) L | [ &
¥ Ji& ( self-expansion ) Z#L ( Leary,2007) "™ [ F 541 2 AL RIS [ 26 45 Fn 548 S5 A1 804 1
TEW 5 — B B 5 TR TR S LR A AR A R R A B AR A i i A )
DA 2 S ) T A R S AL R M I A S R 1 A R U A 03 BT 5 St B
T 0 R A 5 B IR, LA K 3 Sk 4 69 1 TR A D45 SR Y R A A S R R, AR ST A 1 R
BAE | TR IE SR 1 TR R =R U X T A B O TR R X T R R R ) F 5
JEiE,

() AR BRSO N BB ST R B . 8 RE 77 BT B4 1 D) RE T B 23 JRUAC T 7 % B 3 2%
HEAT T B Oy I 7R I E 7 (Leung %58 ,2018) 7' o RS 5 7T LA 1k — 45 WH At 85 6 72 i 1) WO 26 3y i 4%
X T Gy W R A AR R 7 Y A B RE T A AR P S AR BE AT RE 1] BT o
W ) FH P B A T 6, T S W T A L A A R B L 5 A LR
SRS T 3R A T AN ABRZE S T P 1 e il A7 7E MBS i 2 WS A BARSS & 5 1 P [ AR IT
B 28 1717 7= A 67 T R 2

(2) JH P AR [ F TR 0L T B IF S R . AR [ F A 5 % B AR 55 (Deci Al Ryan,
1985) ™ fERFE T WA BT, A T8 A8 T LU B P 52 B0 26 D 6, B A 24 o S B i 4
WHLIR AT L E 3 BR R 808 IE 0 (Ramaswamy Fil Ozcan,2018) . {H /& H Al % A 52 FH P 4
PHLA T s A TR BE TR BE 19 EAURAC R ARNTHEAT 58 5) (Verhoef 45 ,2017) %' iy 7 A T4
BE T LLIRAT 14 1 55 30 6] it 25 F 1] F 4 0 94, JE T L BBOCFR ) P $AUET 2 00 284 55, 30 R ) T
F i e B S U B . O T R M R R SR 0 PR R R SR BE AT LR A W
S S 31 2 05 PP O T R 0 R A 2 TR S P A Y A i R 2 P R 1 R e T A
PR et 4588 P 27 42 R A T8 Big i A T8 REIROA B JaR N, 3 T 7 TG S 1 249

(3) JH P AR (L e 3h R WL M R RO BF IS B8 B2 . 8 R b 55 P P AT O T K ML B HE AT 52 I
By, F5 By P AR A SR S A 5 R AL A A ke i DL (R F S & B P T R R I B A2 T R AL
PG R (Luo 45 ,2019) 0 R sfe 2 3 T 6 FE7E ZAEAL IO B i B8 b 1 P R JE B AN T Ak
S B O R MR R RS B E IR S e AN AN A S i e B W U Oy R
S B R B AR AR R R T 9K TR A HE S (Leary,2007) . fE BESEAE BT, B RE S A A
2 ARG B I, T RE T P SR SR H b, SR, 7 — LB B0 R, I P AT BE £ 4 A TR Rk I S A
i 8 N2 09 #1X ( Longoni %5 ,2019) 1 R SR BF 5 T 3k — A5 3 41 {0 386 3o 934 368 3 P 52 BRI 4 14 K g
S, AT 2 T P P SR 0285 77 i ) 1 S8 e SO A7 TR AT, L300 A A 25 b S B g 7 5 P 1Y
il 4 o
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The Literature Review of Smart Products Marketing from

the Perspective of Users’ Psychological Engagement

HUANG Min-xue'? ,LV Lin-xiang'"’
(1. Research Center for Marketing Engineering and Innovation of China, Wuhan University, Wuhan , Hubei 430072, China;
2. School of Economics and Management, Wuhan University, Wuhan, Hubei, 430072, China)
Abstract: Empowered by Artificial intelligence ( Al) , marketing modes and users’ behavior have been changed greatly,
which further creates new marketing opportunities, and has a profound impact on the literature and practical mode of
marketing management. Enterprises are actively integrating different types of Al into products marketing due to the
continuous Al development from computational intelligence to perceptual intelligence and then to cognitive intelligence.
However, smart products have become more and more involved in users’ consumption process, which may challenge their
inherent cognition and needs at the psychological level, resulting in negative effects that cannot be ignored. Therefore, we
focus on how to improve users’ sense of control in interacting with smart products and build a framework system of their
psychological engagement based on existing research to promote the reform of smart products and improve their well-being in
the era of Al

Firstly ,we clarify the conception and development of Al and the characteristics of smart products and find that users
usually have three kinds of perceptions of smart products: instrumental products, human-like entities, and links between
people. Based on different psychological perceptions of users, we reveal the internal mechanism of the impact of smart
products on users in the consumption field and try to use the user’s psychological engagement principle to guide the design
and management of smart products marketing.

To systematically and deeply reveal the existing research of smart products marketing and explore the cutting-edge
trend in this field, we select and analyze the relevant literature published in the core database of the web of science by
Citespace and find that users’ psychological engagement in the process of using smart products marketing has become a hot
and important research trend.

Then,we focus on the perspective of users’ psychological engagement, deeply review the existing literature on how to
realize users’ psychological engagement in smart products marketing, and then construct an integrated theoretical research
framework. Specifically,in terms of factors, the existing studies have discussed the impact from the aspects of Al function, Al
communication, products, and users’ features. As far as the internal mechanism is concerned, smart products can elicit
diversified impact effects by affecting users’ different perceptions of them,including tool level, human-like level, and social
level. In addition, the main effect of the smart product on consumers’ psychological perception will be moderated by some
factors at the level of Al,brand,user,and the interaction between Al and users.

Finally, in order to more systematically sort out the crucial future research question of how to realize users’
psychological engagement in smart products marketing, we discuss and put forward some future research questions from the
perspective of different levels of users’ psychological perception of smart products, to promote the continuous and rapid
development of smart products in the field of commercial consumption and build a new civilized society of human-machine
integration. Specifically, from the point of tool perception, future research mainly needs to explore the following issues:
(1) how to reduce or avoid users’ concerns while utilizing their personal data? (2) why do users form negative attitudes
towards smart products? (3) how to better realize the co-creation valuation between users and smart products and motive
their sharing behavior? From the perspective of human-like perception, future scholars can explore: (1) which functions of
smart products can influence users’ self-identity presentation? (2) which personal information labels do not match the user’s
self and have a negative impact? (3 ) In diversified consumption situations, are users willing to establish a closer
relationship with smart products? As for social perception, future research mostly needs to explore: (1) under different
consumption situations, which group identity labels are important to users’ identity and self? (2) are users willing to present
their behavior of using smart products as part of themselves to others in social communication? (3) smart products may
increase users’ sense of social isolation and loneliness and how to reduce this negative effect and improve the well-being of
smart products for users?

Key Words: artificial intelligence; smart products marketing; users’ perception; psychological engagement; human-
machine integration
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