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ABSTRACT

Taiwan Industry today face intense pressure of the global competition and
information technology change. The major pressure comes from the broad delivery of
information to everyone who impacts business processes - at a rapid time-to-market
with alow cost-of-ownership. To meet this challenge, Taiwan Industry need business
intelligence (BI), not for a select few, but for everyone - employees, managers,
partners, suppliers, customers, and constituents.

Collaborative commerce technologies are expected to change this paradigm,
adding information-rich interactive capabilities to the e-business environment.
Collaborative technologies also help complete the online commerce ecosystem,
driving transactions and inter-enterprise process execution to the Internet
automatically.

In this research, we try to build a collaborative commence service system for
machine tool industry which can provide a complete service to their customer stand at
the point of products’ life cycle. This collaborative commerce service system will



have different program of services to fit the different stages of customer’s needs from
the first step to the final end of a products’ life cycle. For external, we will integrate
the inner products instant service to provide to our customers. For internal, we will
integrate the outer customers’ opinions and information. In this system besides using
Internet being the tool for the basic selling, we also integrate the designing, producing,
and selling three steps to fit the needs of traditional manufacturing industry in Taiwan.
It will truly achieve the goal to provide the customers instant service by collaborative
commence.
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