Frontiers in Business, Economics and Management
ISSN: 2766-824X | Vol. 17, No. 2, 2024

Servitization of Selected Electronics Manufacturing
Enterprises in Guangdong, China: An Enhanced
Enterprise Competitive Advantage Model

Xi Yu

College of Business Administration, Adamson University, Manila, CO 1000, Philippines

Abstract: This paper provided an in-depth exploration of the current state of servitization in the electronics manufacturing
industry in Guangdong Province, China, with a particular focused on product-oriented and customer-oriented servitization. The
study aimed to assist electronic manufacturing enterprises in Guangdong Province in enhancing their enterprise performance
through servitization, thereby improving their competitive advantage. In this paper, quantitative research methods were used,
including analysis of variance (ANOVA), pearson correlation analysis, and structural equation modeling (SEM). The survey data
were collected from respondents in 121 enterprises, revealed significant differences in servitization, customer integration, and
enterprise performance among Guangdong’s electronics manufacturing enterprises, as well as the impact of servitization on
enterprise performance. Based on these findings, enterprises can formulate appropriate servitization strategies to improve their
performance. The conclusions drew from this study offered valuable insights for stakeholders and provided a reference for
promoting high-quality development in Guangdong’s manufacturing industry.
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1. Introduction

Global enterprises are moving away from a profit model
that is exclusively focused on production in order to better
serve the varied and individualized needs of customers as
globalization continues to develop. Servitization is a trend in
manufacturing that is becoming more and more obvious. An
increasing number of manufacturing organizations were
shifting their emphasis from producing physical products to
emphasizing the value contributed by post-sale services in
order to gain a competitive advantage. As a result, the "service
+ product" paradigm is becoming more and more common.

The Chinese Central Party's “14th Five-Year Plan” (2021-
2025) placed a strong emphasis on enticing manufacturing
enterprises to expand into the service sector, assisting in the
transformation and upgrading of manufacturing enterprises
into service-oriented manufacturing, and supporting the
creation of a new service value-addition development model.
Enterprises can move up the value chain through servitization,
giving them a competitive edge in the global market. Scholars
have currently conducted a large amount of study to examine
the effects of servitization on enterprise performance. The
results of these studies supported the idea that servitization
improves corporate success. According to Wang Yugqian's
report from 2022, which gathered information from 141
Chinese sample enterprises, a servitization strategy improves
enterprise performance. Based on sample data from
manufacturing enterprises listed in the Shanghai and
Shenzhen stock markets between 2013 and 2021, Pan
Rongrong (2024) investigated the relationship between
servitization and enterprise performance and discovered that
it could enhance its performance [1].

This study divided servitization into product-oriented
servitization and customer-oriented servitization, and
measured enterprise performance from three dimensions:
market performance, financial performance, and operational
performance. It analyzed the current level of agreement of
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servitization, customer integration, and enterprise
performance in the electronics manufacturing industry in
Guangdong Province. Additionally, the study analyzed
whether there was difference on the agreement of
servitization, customer integration, and enterprise
performance when grouped according to enterprise profile.
Finally, it studied the impact of servitization on enterprise
performance. This study provided guidance to Guangdong
Province's electronic manufacturing enterprises on how to
improve their performance through servitization and gain a
competitive edge. The study intended to offer insights for
promoting high-quality development in the region's
manufacturing industry. It was based on survey data from
publicly listed electronic manufacturing enterprises in
Guangdong Province, China.

2. Statement of the Problem and
Hypotheses

2.1. Statement of the Problem

This study aimed servitization among electronics
manufacturing enterprises in Guangdong, China basis for
enhanced enterprise competitive advantage model.
Specifically, this study sought answers to the following sub-
problems:

(1) What is the enterprise profile of the respondents in
terms of:

1.1 Year Founded;

1.2 Number of Employees; and

1.3 Nature of Company?

(2) What is the current level of agreement of servitization
of the electronics manufacturing enterprise in terms of:

2.1 Product-oriented servitization

a. Installation and Transportation Services;

b. Maintenance and Diagnostic Services; and

c. Update and Upgrade Services?

2.2 Customer-oriented servitization



a. Leasing Services;

b. Consulting Services;

c. Training Services; and

d. Integrated Solutions?

(3) Is there a significant difference on the agreement of
servitization among the electronics manufacturing enterprise
when grouped according to enterprise profile?

(4) What is the current level of agreement of customer
integration of the electronics manufacturing enterprise?

(5) Is there a significant difference on the agreement of
customer integration among the electronics manufacturing
enterprise when grouped according to enterprise profile?

(6) What is the current level of agreement of enterprise
performance of the electronics manufacturing enterprise in
terms of:

6.1 Market performance;

6.2 Financial performance; and

6.3 Operational Performance?

(7) Is there a significant difference on the agreement of
enterprise performance among the electronics manufacturing
enterprise when grouped according to enterprise profile?

(8) Based on the research results, what recommendation
may be proposed to enhance the enterprise competitive
advantage model among electronics manufacturing
enterprises in Guangdong, China?

2.2. Hypotheses

The following null hypotheses had been tested based on the
statement of the problems:

Hol: There is no significant difference on the agreement of
servitization of the electronics manufacturing enterprise when
grouped according to the enterprise profile.

Ho2: There is no significant difference on the agreement of
customer integration of the electronics manufacturing
enterprise when grouped according to the enterprise profile.

Ho3: There is no significant difference on the agreement of
enterprise performance of the electronics manufacturing
enterprise when grouped according to the enterprise profile.

3. Literature Review

3.1. Servitization

Most scholars treated servitization as a holistic concept and
utilized data from publicly listed enterprises for empirical
research. Dai Keqing (2021) posited that the servitization of
manufacturing essentially represented an extension and
expansion of the manufacturing industry's value chain. The
implementation of a servitization strategy could bring new
value creation capabilities to firms [2]. Ma Asong (2019)
believed that servitization was a process by which
manufacturing firms aimed to diversify their revenue and
profit streams and thereby providing and optimized services
to the market [3]. Gao Xuetong (2023) defined the
servitization of manufacturing firms as the shift from focusing
solely on products to focusing on both products and services,
thereby improving enterprise performance [4].

Some researchers divided servitization into two types:
product-oriented  servitization and customer-oriented
servitization. Liu Xiaoyan (2019) stated that servitization
strategies in manufacturing companies were essentially about
how these companies defined and planed their services and
their operational models. The service offerings included a
market combination of services, products, and knowledge. He
categorized servitization strategies into product support
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services and customer support services [5]. Li Yu (2024)
pointed out that product-oriented services were universal
services closely related to products. At this time,
manufacturing enterprises considered the common needs of
customers and are product suppliers that retained their
original business processes, offering conventional pre-sales,
during-sales, and after-sales services combined with products
[6]. Hao Z (2021) argued that customer-oriented services
combined advanced technology, extensive knowledge, and
abundant resources to provide highly customized and
intelligent services [7].

3.2. Customer Integration

Zeng Jinglian (2019) believed that customer integration
referred to the actions of close cooperation, information
sharing, and joint participation between enterprises and
customers, especially those who could anticipate market
demands in advance [8]. Liu Meixin (2023) pointed out that
the core of servicization was customer orientation, and
manufacturing enterprises needed to assist customers in
creating value [9]. Lu Yong (2022) stated that customer
integration was a process where companies actively worked
and interacted with customers to ensure products were
delivered on time and to improve customer satisfaction.
Raising the level of customer integration helped align
business processes between manufacturers and important
customers [10].

3.3. Enterprise Performance

Early scholars believed that enterprise performance refers
to the benefits achieved by a company within a specified
period, resulting from its production and operational activities.
This includes the outcomes of production operations and the
achievements of managerial personnel. Currently, most
scholars measured enterprise performance using financial
indicators. Huang Yangping (2020) viewed enterprise
performance as the operational benefits and managerial
achievements within a certain operating period, using the total
asset return rate as the core indicator to measure both
operational benefits and managerial performance [11]. Huang
Wei (2022) used the Return on Equity (ROE) as a measure to
show how well a company is performing [12]. Lin Liting
(2023) used financial indicators and the Economic Value
Added (EVA) method to study the financial performance of
Goldwind Technology [13].

Some scholars argued that relying solely on financial
indicators to measure enterprise performance is one-sided and
should be complemented with non-financial indicators. Lian
Ruiqing (2021) selected a combination of financial and non-
financial indicators to objectively and comprehensively
assessed company performance, thereby more accurately and
reasonably reflecting changes in enterprise performance [14].
Hu Qing (2020) used market share, revenue growth rate, and
profit margin as measures of enterprise performance through
a questionnaire survey [15]. Wang Yuqgian (2022) measured
the performance of companies from three different points of
view. These included financial performance, market
performance, and operational performance. Financial
performance represented the operating income earned during
the operational period, market performance represented the
external achievements of the enterprise in the market,
operational performance reflected the quality, delivery, and
cost aspects of the products produced by the enterprise [16].



3.4. Servitization and Enterprise Performance

Most research concluded that servitization has a positive
impact on enterprise performance. Tan et al. (2019) noted that
offering bundles that included both products and services
could better satisfy customer needs than offering only
products, thereby enhancing enterprise performance [17].
Park Kyung-soo (2020) conducted an exploratory case study
with the Shenyang Machine Tool Group as an example,
finded that the company's transformation towards
servitization positively affected its innovative resources and
capabilities [18]. Moreno et al. (2019) believed that there was
a strong positive link between the level of servitization in
manufacturing companies and their performance. The level of
economic development in a country could influence how
servitization affected the performance of manufacturing
companies [19].

Some researchers have also studied how servitization
affected company performance. They looked at it from the
viewpoints of products and customers. Lee et al. (2020)
utilized data from a 2014 survey on the current state of
integration between the service and manufacturing
enterprises in South Korea, and their empirical research found
that product-oriented servitization strategies contributed more
to operational performance than customer-oriented
servitization strategies [20]. Shah et al. (2020) empirically
discovered that manufacturing enterprises undergoing
servitization transformations needed to improve specific
dimensions of supply chain integration to implement certain
types of servitization strategies [21].

3.5. Synthesis

Most scholars like Dai Keqing (2021), Ma Asong (2019),
Zhang Ang (2019), Gao Xuetong (2023), considered
servitization as a holistic concept. some scholars divided
servitization into product-oriented and customer-oriented
dimensions (Xiaoyan, 2019; Li Yu, 2024; Hao Z, 2021).
Additionally, most scholars measured enterprise performance
using financial performance indicators (Huang Yangping,
2020; Huang Wei, 2022; Lin Liting, 2023). However, some
scholars argued that relying solely on financial metrics to
measure firm performance is inadequate and that non-
financial indicators should also be incorporated (Lian Ruiqing,
2021; Hu Qing, 2020; Wang Yugqian, 2022). Customer
integration referred to the actions of close cooperation,
information sharing, and joint participation between
enterprises and customers, especially those who could
anticipate market demands in advance, manufacturing
enterprises needed to assist customers in creating value and
improve customer satisfaction (Zeng Lian,2019; Liu Meixin,
2023; Lu Yong, 2022). Additionally, most scholars measured
enterprise  performance wusing financial performance
indicators (Huang Yangping, 2020; Huang Wei, 2022; Lin
Liting, 2023). However, some scholars argued that relying
solely on financial metrics to measure firm performance is
inadequate and that non-financial indicators should also be
incorporated (Lian Ruiqing, 2021; Hu Qing, 2020; Wang Yuxi,
2022). Finally, most of the scholars believed that there was a
relationship between servitising and firm performance (Tan et
al. ,2019; Park Kyung-soo, 2020; Moreno et al. ,2019) and
that servitising has a positive impact on firm performance
(Lee et al., 2020; Shah et al., 2020).

Although the relationship between servitization and
enterprise performance was prominent, the research gap still
exists. Firstly, no studies have yet explored servitization in the
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electronics manufacturing industry in Guangdong Province.
Furthermore, a smaller number of studies have taken into
account several performance metrics, with the majority
concentrating on business profitability indicators. Finally, no
scholars have conducted research on grouping based on
enterprise profiles to analyze whether there are significant
differences on the agreement of product-oriented servitization,
customer-oriented servitization, customer integration, and
enterprise performance in the electronics manufacturing
industry of Guangdong Province.

Therefore, this study aimed to address these gaps by
exploring the differences on the servitization, customer
integration, and enterprise performance when grouped
according to enterprise profile in Guangdong electronics
manufacturing enterprises, and measured servitization
through two types: product-oriented servitization and
customer-oriented servitization, enterprise performance
measured from three different points of view: financial
performance, market performance, and operational
performance. This study explored the effect of servitization
on enterprise performance, the purpose of this study was to
learn more about the servitization that occurs in Guangdong
Province's electronics manufacturing enterprise. Following
this study, a model would be developed to enhance
competitive advantages for entrepreneurs.

4. Methods

4.1. Research Designs

The quantitative data for this study has been collected
through a questionnaire survey, using a four-point Likert scale.
SPSS software has been utilized to conduct mean analysis,
variance analysis on the relevant variables, correlation
analysis and SEM analysis. This research methodology was
well-suitable for examining whether there was significant
difference on the agreement of servitization, customer
integration, and enterprise performance within Guangdong's
electronics manufacturing industry, as well as for exploring
the impact of servitization on enterprise performance.

This study aimed to assess the level of servitization in
electronic manufacturing enterprises in Guangdong Province,
examined the differences in servitization, customer
integration, and enterprise performance according to
enterprise profile. The questionnaires were collected using a
four-point Likert scale.

4.2. Data according to Source

The data used in this study came from primary sources,
gathered through distributing questionnaires. At the same
time, enterprises were screened as follows: manufacturing
enterprises that did not carry out service business were
excluded. Enterprises that have gone bankrupt or closed down
within the statistical time frame were excluded, and
enterprises that were not listed were excluded.

4.3. Sampling Design

According to the 2021 Shenwan Industry Classification
Standard in China, there were 28 primary industries and 142
secondary industries, with the electronics industry being one
of the primary industries. Specifically, the electronics
industry included semiconductors, components,
optoelectronics, other electronics, consumer electronics, and
electronic chemicals. This study focused on publicly listed
electronic manufacturing companies. According to the



Guotai'an database in China, there were 485 publicly listed
electronic manufacturing companies, with 175 of these
companies located in Guangdong Province. Using the
RAOSOFT sample size calculator with a 5% margin of error
and a 95% confidence level, the required effective sample size
was determined to be 121 companies.

5. Results
5.1. Profile of the Respondents

The distribution of the 121 respondent enterprises as shown
in table 1, table 2, and table 3. They were grouped according
to year founded, number of Employees and the nature of
company, respectively.

Table 1. Distribution of Respondents' Enterprises by Year Founded

Year founded Frequency Percent
<10 years 10 8.3
11-20 years 48 39.7
21-30 years 50 41.3
> 30 years 13 10.7

Total 121 100.0

Table 1 showed the distribution of the 121 respondent
enterprises based on their year founded, along with their
respective frequencies and percentages. The interpretation
was as follows: 10 enterprises have been established for less
than 10 years, accounting for 8.3% of the total. 48 enterprises
have been established for 11 to 20 years, representing 39.7%
of the total. 50 enterprises have been established for 21 to 30
years, constituting 41.3% of the total. Lastly, 13 enterprises
have been established for more than 30 years, making up 10.7%
of the total. Overall, companies established between 21 to 30
years ago were the most numerous, while those established
for less than 10 years were the least numerous.

Table 2. Distribution of Respondents' Enterprises by Number of

Employees
Number of Employees Frequency Percent
1-1000 45 37.2
1001-3000 34 28.1
3001-10000 27 22.3
> 10000 15 12.4
Total 121 100.0

Table 2 showed the distribution of the 121 respondent
enterprises based on their number of employees, along with
their respective frequencies and percentages. The
interpretation was as follows: 45 enterprises have fewer than
1,000 employees, accounting for 37.2% of the total. 34
enterprises have between 1,001 and 3,000 employees,
representing 28.1% of the total. 27 enterprises have between
3,001 and 10,000 employees, constituting 22.3% of the total.
Lastly, 15 enterprises have more than 10,000 employees,
making up 12.4% of the total. Overall, companies with fewer
than 1,000 employees were the most prevalent, while those
with more than 10,000 employees were the least common.
most businesses had between 1,000 and 10,000 people.
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Table 3. Distribution of Respondents' Enterprises by Nature of

Company
Nature of Company Frequency Percent
State-owned enterprise 17 14.0
Private enterprise 72 59.5
Foreign-funded enterprise 32 26.4
Total 121 100.0

Table 3 showed the distribution of the 121 respondent
enterprises based on nature of company, along with their
respective frequencies and percentages. The interpretation
was as follows: 17 state-owned enterprises, accounting for 14%
of the total. 72 private enterprises, accounting for 59.5% of
the total, and 32 foreign-funded enterprises, accounting for
26.4% of the total. Overall, private enterprises were the most
common, while state-owned enterprises were the least
common.

5.2. Current Level of Agreement of
Servitization of the Electronics
Manufacturing Enterprise
Table 4. Current level of Agreement of Servitization

Servitization Mean Std Dev | Interpretation
Product-oriented servitization
Installation and
Transportation Services 3.07 76 Agree
Maintenance and
Diagnostic Services 02 ol e
Update anq Upgrade 315 79 Agree
Services
Customer-oriented servitization
Leasing Services 3.11 71 Agree
Consulting Services 3.10 .76 Agree
Training Services 3.12 a7 Agree
Integrated Solutions 3.12 .69 Agree

Table 4 showed that electronic manufacturing enterprises
in Guangdong Province held a positive attitude towards the
agreement of installation and transportation services,
maintenance and diagnostic services, update and upgrade
services, leasing services, consulting services, training
services, and integrated solutions.

Installation and transportation services were key parts of
value-added services for businesses. These services helped
improve how well a company operated and increased
customer satisfaction [22]. Maintenance and diagnostic
services, as a value-added service, could reduce the time and
cost of product or process maintenance, thereby enhancing
customers’ perceived value [23]. Customers expected
companies to provide software updates and upgrades, and by
offering continuous update and upgrade services, enterprises
could keep their products technologically advanced while
reducing future maintenance and repair costs [24]. Leasing,
as an alternative to durable goods sales in the market, enabled
enterprises to flexibly adjust the usage cycle of equipment and
technology, allowing them to quickly respond to market
changes based on business needs and avoid the burden of
long-term asset occupancy [25]. Consulting services were a
key way to show the level of servitization by offering external
expertise and industry experience to businesses. These
services helped companies fill gaps in internal resources and
knowledge, especially in important areas like technology,
management, and strategic decision-making [26]. Training
not only improved customer usage abilities but also allowed



the company to demonstrate its professionalism and customer
service awareness in the market, thereby enhancing its
competitiveness [27]. Integrated solutions customize
products with embedded services that could be tailored to
specific customer needs, fostering synergy between
servitization and productization [28].

5.3. Significant Differences on the Agreement
of Servitization when Grouped According
to Enterprise Profile

This study conducted an Analysis of Variance (ANOVA)

using SPSS statistical software based on data collected from
respondents representing 121 enterprises. The analysis looked
at whether there was a significant difference in the level of
agreement on servitization among electronics manufacturing
enterprises. These enterprises were grouped based on their
year of founding, number of employees, and the nature of the
company.

Table 5. ANOVA Results on the Agreement of Servitization When Grouped According to Enterprise Profile

o
=

Dimensions Servitization

Installation and Transportation Services
Maintenance and Diagnostic Services
Update and Upgrade Services
Leasing Services
Consulting Services
Training Services
Integrated Solutions
Installation and Transportation Services
Maintenance and Diagnostic Services
Update and Upgrade Services
Leasing Services
Consulting Services
Training Services
Integrated Solutions

Year
Founded

Number of
Employees

Installation and Transportation Services

Maintenance and Diagnostic Services
Update and Upgrade Services
Leasing Services
Consulting Services

Nature of
Company

N DN DNDRN N WWwWwWwwwwwwwwwwowow

Training Services

N

Integrated Solutions

Table 5 presented the results of the ANOVA for the
agreement of servitization among electronics manufacturing
enterprises grouped by year founded, number of employees
and the nature of company. The ANOVA results indicated that
there was a significant difference on servitization grouped by
year founded and number of employees. With the exception
of installation and transportation services, as well as training
services, there were significant differences in other services
grouped by nature of company. However, the significance
levels for installation and transportation services (F (2)
=1.875, P >.05) and training services (F (2) =1.100, P >.05)
were above 0.05, indicating no significant differences in these
services across different types of enterprises.

Li Jianfei, Shui Huili, and Song Wen (2023) found that
younger companies with shorter founding histories were more
likely to produce technological innovations, leading to a
higher degree of servitization [29]. Zhang Ang (2019) posited
that the age of a company partially reflected its risk tolerance
level, and differences in risk tolerance influenced a company's
willingness to pursue servitization [30]. Li Wenkuan (2020)
pointed out that different company sizes result in varying
degrees of servitization. For larger companies, it was
appropriate to increase the level of servitization, while for

Mean

Null Hypothesis

Square F Sig. Interpretation Decision
3.192 6.260 .001
2.545 5.678 .001
1.413 2.844 .041
2.059 4.411 .006
2.804 5.428 .002
4.452 8.977 .000
2.310 5.336 .002 - Reject the Null
1963 3625 015  “gnificant Hypothesis
1.292 2.690 .050
1.772 3.636 .015
1.484 3.082 .030
1.528 2.782 .044
3.145 5.941 .001
1.816 4.074 .009
Not Accept the Null
e D A Significant Hy%othesis
1.992 4.190 .017
1.918 3.868 .024 Significant Reject the l\_IuII
2.954 6.351 .002 Hypothesis
3.291 6.238 .003
Not Accept the Null
653 1.100 336 Significant Hy%othesis
2949 6732 002  Significant R?jle“ e WL
ypothesis
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smaller companies, expanding the company size before
pursuing servitization could be a viable option [31].

5.4. Current Level of Agreement of Customer
Integration of the Electronics
Manufacturing Enterprise

This study collects questionnaire data from respondents
representing 121 surveyed enterprises, the agreement levels

of customer integration among the electronics manufacturing
enterprises in Guangdong Province were as follows.

Table 6. Current level of Agreement of Customer Integration
Std Dev

0.66

Mean

3.08

Customer Integration
Customer Integration
Weighted Mean

Interpretation

Agree

Table 6 showed that electronic manufacturing enterprises
in Guangdong Province held a positive attitude toward the
level of agreement of customer integration. Lu Yong (2022)
believed that customer integration involved proactive
collaboration and interaction with customers to ensure timely
product delivery, this helped to improve customer satisfaction



and enabled firms to form long-term connections with key
clients. As a result, they could reduce the cost of looking for
new potential customers [32].

5.5. Significant Differences on the Agreement
of Customer Integration when Grouped
According to Enterprise Profile

Table 7 presented the results of the ANOVA on the
agreement of customer integration among the electronics
manufacturing enterprise when grouped according to
enterprise profile.

According to table 7, the ANOVA results indicated that
there was a significant difference on customer integration
across founded year and the nature of company, but no
significant difference across the number of employees. The
electronics manufacturing industry typically relied on
standardized supply chains and production processes,
regardless of the company size, many firms adopted similar
customer integration strategies. Ma Ashuang (2019) posits
that the founding years of manufacturing enterprises may
result in substantial differences in resources and partnerships,
leading to varying degrees of customer integration [33].

Table 7. Significant Differences on the Agreement of Customer Integration when Grouped According to Enterprise Profile

Dimensions df Mean Square F
Year Founded & 1.188 2.850
Number of Employees 3 .720 1.679
Nature of Company 2 2.530 6.314

5.6. Current Level of Agreement of Enterprise

Performance
Table 8. Current Level of Agreement of Enterprise Performance
Enterprise Performance Mean | Std Dev Interpretation
Market Performance 3.17 .66 Agree
Financial Performance 3.38 .52 S/tArerlgely
Operational Performance 3.10 .66 Agree

Table 8 showed that electronic manufacturing enterprises
in Guangdong Province held a positive attitude toward the
level of agreement of market performance, operational
Performance, and held a strongly positive attitude toward the

Sig. Interpretation Null Hypothesis Decision

.040 Significant Reject the Null Hypothesis
175 Not Significant Accept the Null Hypothesis
.002 Significant Reject the Null Hypothesis

level of agreement of operational performance. Zhou, D., &
Yan (2021) considered there was a positive interactive effect
between basic services and advanced services on a company's
market performance. This finding suggested that basic
services held value for servitizing manufacturers in enhancing
the value creation potential of advanced services [34].

5.7. Significant Differences on the Agreement
of Enterprise Performance When Grouped
According to Enterprise Profile

Table 9 presents the results of the ANOVA on the
agreement of enterprise performance among the electronics
manufacturing enterprise when grouped according to
enterprise profile.

Table 9. ANOVA Results on the Agreement of Enterprise Performance When Grouped According to Enterprise Profile

Dimensions Enterprise Performance df Mean F Sig. Interpretation Null Hy_pptheSIS
Square Decision
Market Performance 3 4.615 14.199 .000
Year Founded Financial performance 3 1.894 8.182 .000
Operational Performance 3 3.406 9.618 .000
Market Performance 3 3.630 10.360 .000 .
number of Financial performance 3 2394 10948 000  Significant  Reect the Null
mployees . Hypothesis
Operational Performance 3 3.110 8.596 .000
Market Performance 2 2.788 7.104 .001
gg:#;;r?; Financial performance 2 1.851 7.516 .001
Operational Performance 2 2.613 6.641 .002
According to table 9, the significance levels for the analysis 0.05, indicating significant differences in corporate

of differences on market performance (F (3) =14.199, P <.05),
financial performance (F (3) =8.182, P <.05), and operational
performance (F (3) =9.618, P <.05) across founded year were
all below 0.05, indicating significant differences among
enterprise performance across different founding years. The
significance levels for the analysis of differences on market
performance (F (3) =10.360, P <.05), financial performance
(F (3) =10.948, P <.05), and operational performance (F (3)
=8.596, P <.05) across the number of employees were all
below 0.05, indicating significant differences among
corporate performance based on employee size. The
significance levels for the analysis of differences in market
performance (F (2) =7.104, P <.05), financial performance (F
(2) =7.516, P <.05), and operational performance (F (2)
=6.641, P <.05) across the nature of company were all below
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performance across the nature of company. Gao Xuetong
(2023) suggested that the length of time a company has been
operating is closely related to the accumulation of capital, and
company age reflected business sustainability and production
conditions, the longer a company has been established, the
better its performance tends to be [4]. Jian Zhaoqian (2021)
measured company size based on the number of employees
and found that company size affects corporate performance
[35]. Hu Pengfei (2022) argued that state-owned enterprises
have an advantage in terms of national resources and policies
compared to other ownership types, as national strategies and
policies tend to favor state-owned enterprises [36].



5.8. An Enhanced Enterprise Competitive
Advantage Model

To better develop a model for enhancing enterprise
competitive advantage, this study employed Structural
Equation Modeling (SEM) to further analyze the impact of
servitization on enterprise performance. This section aimed to
test how the different types of servitization affect enterprise
performance using SEM. The goal was to provide a
theoretical foundation to help companies create a competitive
advantage.

Before conducting Structural Equation Modeling (SEM),
this study first performs a correlation analysis. Correlation
analysis helps to understand whether there is a significant
linear relationship between independent and dependent
variables, providing initial insights for the subsequent SEM
analysis. If there is no significant correlation between

variables, it may affect the model fit and explanatory power
of the SEM. In the correlation analysis of different numerical
variables, a common statistical method used is the Pearson
correlation coefficient.

In the correlation analysis of different numerical variables,
a common statistical method used is the Pearson correlation
coefficient. This method helps to examine the strength and
direction of the linear relationship between pairs of variables.
When using Pearson correlation analysis, we usually use the
correlation coefficient r, to show the degree of linear
correlation between the variables. If the correlation
coefficient r is less than 0, it means there is a negative
correlation between the two variables. On the other hand, if r
is greater than 0, it means there is a positive correlation. If r
equals 0, it suggests that there is no correlation between the
two variables.

Table 10. Pearson Correlation Analysis

Null Hypothesis

Items Enterprise Performance df Mean Square F Sig. Interpretation Decision
POS Market Performance 3 4.615 14.199 .000
COS Financial performance 3 1.894 8.182 .000 .

MP Operational Performance 3 3.406 9.618 .000 Significant Ra;%;;ig:"
FP Market Performance 3 3.630 10.360 .000

OP Financial performance 3 2.394 10.948 .000

Notes: POS is Product-oriented Servitization,

COS is Customer-oriented Servitization.

MP is Market Performance, FP is Financial Performance, OP is Operational Performance.

As shown in Table 10, the five items including product
orientation, customer orientation, market performance,
financial performance, and operational performance
exhibited significant positive correlations with each other,
with correlation coefficients ranging from 0.260 to 0.652, all
correlation coefficients were greater than zero and P<0.05, the
correlation was significant.

Structural Equation Modeling (SEM) is a method used for
analyzing data that involves multiple variables. It helps to
study the relationships and influences between different
hidden or unobserved variables. SEM has two main parts:
measurement relationships and influence relationships. The
results of this study were shown in two parts:

Part, one shows the results for how reliable and valid the
measurement model is, while Part two includes the model's fit
and quality measures for the sub-models, followed by the
results of the structural model, which shows the relationships
between the different constructs.

Part One: Measurement Model

Reliability analysis checks how consistent the scale is
internally. This study used Cronbach's alpha coefficient to test
the scale's internal consistency. A Cronbach's alpha
coefficient higher than 0.70 was viewed as suitable, and a

scale with this value or more was seen as reliable.

Validity analysis is the process used to assess the validity
of a measurement instrument or questionnaire. Specifically, it
refers to the analysis of whether a measurement instrument or
questionnaire is able to accurately and reliably measure the
concept or attribute that it is intended to measure. Product-
oriented servitization, customer-oriented servitization, and
enterprise performance all exhibited high validity.

Part Two: Structural Equation Model

This section examines the model fit and structural
relationships between variables using AMOS software.

Table 11 presented the model fit indices, and Table 12
showed the path coefficients between the variables.

As shown in Table 11, CMIN/DF was 1.438, which was
less than 3, indicating that the model fit was excellent. The
TLI was 0.923, which was greater than 0.9, indicating that the
model fit was excellent. The CFI was 0.936, which was
greater than 0.9, indicating that the model fit was excellent.

The RMSEA was 0.06, which was less than 0.08, indicating
that the model fit was acceptable. Overall, all model
parameters meet acceptable standards, indicating that the
model's goodness of fit was satisfactory and the model was
deemed acceptable.

Table 11. Model fitting index

Parameter Acceptable Standard Excellent Standard
CMIN
CMIN/DF <5 <3
TLI >0.8 >0.9
CFI >0.8 >0.9
RMSEA <0.08 <0.05
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Model Value Parameter Assessment Meets Standard
184.050
1.438 Excellent Yes
0.923 Excellent Yes
0.936 Excellent Yes
0.060 Acceptable Yes



Table 12. Path Parameter

Path Unstandardized Parameter = Standard Error
POS — MP 0.45 0.149
POS — FP 0.41 0.103
POS — OP 0.53 0.163
COS — MP 0.67 0.166
COS — FP 0.62 0.125

Critical Ratio Sig. Standard Parameter (B) | Interpretation
3.004 0.003 0.35 Significant
3.912 0.000 0.45 Significant
3.241 0.001 0.43 Significant
4.056 0.000 0.49 Significant
4.972 0.000 0.64 Significant

Notes: POS is Product-oriented Servitization, COS is Customer-oriented Servitization.
MP is Market Performance, FP is Financial Performance, OP is Operational Performance.
***the correlation was significant at 0.01 level.

From Table 12, it could be observed that: product-oriented
servitization had a positive impact on market performance (p
<0.01), with a standard parameter of 0.35. This suggested that,
all else being equal, a higher product-oriented servitization
results in a greater impact on market performance.

Product-oriented servitization has a positive impact on
financial performance p <0.01), with a standard parameter of
0.45, indicating a positive influence. This implies that, all else
being equal, a higher product-oriented servitization leaded to
a greater impact on financial performance.

Product-oriented servitization had a positive impact on
operational performance p < 0.01), with a standard parameter
of 0.43, indicating a positive influence. This implied that, all
else being equal, a higher product-oriented servitization
leaded to a greater impact on operational performance.

Customer-oriented servitization had positive impact on
market performance (p < 0.01), with a standard parameter of
0.49, indicating a positive influence. This suggested that, all
else being equal, a higher customer-oriented servitization
resulted in a greater impact on market performance.

Customer-oriented servitization had a positive impact on
financial performance (p < 0.01), with a standard parameter
of 0.64, indicating a positive influence. This indicated that, all
else being equal, a higher customer-oriented servitization
resulted in a greater impact on financial performance.

Customer-oriented servitization had a positive impact on
operational performance (p < 0.01), with a standard parameter
0f 0.38, indicating a positive influence. This indicated that, all
else being equal, a higher customer-oriented servitization
resulted in a greater impact on operational performance.

Table 12 presented the path standard parameters for each
variable in the SEM model. All the standard parameters were
greater than zero, indicating a positive effect. The results
showed that product-oriented servitization positively
influences market performance, financial performance, and
operational performance. Likewise, customer-oriented
servitization also positively affected market performance,
financial performance, and operational performance.

In comparison with previous studies, most researchers
agreed that servitization improved firm performance. Li
Huashan (2019) conducted a study using a sample of 931
manufacturing companies from 22 countries and regions. The
study examined how two types of service strategies affect
enterprise performance. The findings showed that the impact
of servitization on company performance depends on the type
of servitization used. Market and operational success were
enhanced by product-oriented services, but financial
performance was not significantly impacted. Services focused
on the customer greatly enhanced business performance [37].
Lian Ruiqing (2021) scientifically and reasonably categorized
servitization strategies in manufacturing firms into two types:
product-centered and customer-centered  servitization
strategies. According to the empirical examination of the
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survey data, the two strategies had a considerable positive
impact on firm performance [38].

The positive impact was observed in the SEM model align
closely with actual situations in China. On the one hand,
regarding product-oriented  servitization, traditionally,
Chinese manufacturing companies prioritized production
volume and cost-efficiency. However, in recent years, driven
by policies such as “Made in China 2025,” many companies
had shifted toward product-oriented servitization. By
incorporating after-sales services, product customization, and
predictive maintenance, companies like Huawei and Haier
had not only enhanced their market performance but also
strengthened their financial outcomes. These companies
demonstrate that providing value-added services can
increased customer loyalty and expand revenue streams
beyond one-time product sales.

On the other hand, customer-oriented servitization aligns
well with China’s shift toward a consumer-driven economy.
In practice, many companies had adopted digital tools, for
example, Alibaba and Xiaomi leveraged customer data to
optimize customer service, offering research, development,
and design services to clients. This adjustment not only
improved operational efficiency but also enhanced customer
satisfaction, which had more bearing in the highly
competitive electronics market in Guangdong.

From the results of the study, the electronic manufacturing
enterprises in Guangdong Province hold a positive attitude
towards the agreement of servitization. When grouped by
enterprise profile, there are significant differences between
servitization, customer integration and enterprise
performance among electronic manufacturing enterprises in
Guangdong Province. Except when grouped by nature of
company, there is no significant difference in installation and
transportation services, as well as training services, and when
grouped by the number of employees, there are no significant
differences in customer integration. Furthermore, there is a
significant positive effect of servitization dimensions on
enterprise performance dimension.

An enhanced competitive advantage model has been
developed, as shown in Figure 1. To improve competitive
advantage, electronic manufacturing enterprises in
Guangdong Province must strengthen product-oriented
services, customer-oriented services, and customer
integration. By adopting a "product + service" approach, these
companies can enhance communication with customers and
better meet customer needs, thereby improve firm
performance, and ultimately enhance the competitive
advantage of enterprises.



An Enhanced Enterprise Competitive Adavantage Model

Provide Product-
oriented Services

Provide Customer- ‘

oriented Services

Enterprise
Performancel
Implement Customer

Integration

s

Enterprise Competitive
Advantage

Figure 1. An Enhanced Enterprise Competitive Advantage Model

6. Discussions

6.1. Conclusions

In order to assist electronics manufacturing enterprises in
Guangdong Province in improving their enterprise
performance through servitization and gaining competitive
advantages, this study systematically reviewed the value
chain theory, resource dependence theory, and competitive
advantage. It employed ANOVA analysis, Pearson correlation
analysis, and structural equation modeling. Based on the
results presented in Chapter three, the following conclusions
were drawn:

The enterprise profile from the 121 surveyed companies in
terms of year founded, the majority of companies had been
established for 11 to 20 years or 21 to 30 years, with fewer
companies having been established for less than 10 years or
over 30 years. In terms of number of employees, companies
with fewer than 1,000 employees were the most common,
while those with over 10,000 employees were the least
common. In terms of nature of company, private enterprises
were the most prevalent, whereas state-owned enterprises
were the least represented.

Based on the results of mean value analysis, the electronic
manufacturing enterprises in Guangdong Province held a
positive attitude towards the agreement of maintenance and
diagnostic services, installation and transportation services,
update and upgrade services, leasing services, consulting
services, training services, integrated solutions.

The ANOVA analysis showed a significant difference in the
agreement on servitization when grouped by the year the
company was founded and the number of employees. There
were clear differences between product-oriented servitization
and customer-oriented servitization among electronics
manufacturing companies in Guangdong Province. When
grouped by nature of company, there were significant
differences in maintenance and diagnostic services, update
and upgrade services, leasing services, consulting services,
and integrated solutions among electronic manufacturing
enterprises in Guangdong Province. However, there was no
significant difference in installation and transportation
services, as well as training services. When grouped by the
nature of company, there was no significant difference in
installation and transportation services.

As to the current level of agreement of customer integration,
the results of weighted mean value analysis show that the
electronic manufacturing enterprises in Guangdong Province
held a positive attitude towards the agreement of customer
integration. To ensure effective collection of customer needs,
customer service facilitated real-time interaction and

338

feedback between supply and demand information, making
implicit customer needs explicit, enhancing the accuracy of
service delivery, and reducing the cost of generating and
delivering integrated solutions.

The significant difference on the agreement of customer
integration from ANOVA analysis, when grouped by year
founded, and nature of company, there were significant
differences in customer integration among these enterprises.
However, when grouped by the number of employees, there
were no significant differences in customer integration within
the electronic manufacturing enterprises in Guangdong
Province.

As to the current level of agreement of enterprise
performance, the results from the analysis of mean showed
that electronic manufacturing enterprises in Guangdong
Province had a positive attitude towards market performance
and operational performance. These enterprises also had a
very positive attitude towards the level of agreement with
financial performance.

The significant difference on the agreement of enterprise
performance from ANOVA analysis, when grouped by year
founded, number of employees, and nature of cmpany, there
was a significant difference in enterprise performance among
electronics manufacturing enterprises in Guangdong Province.

For the proposed enhance enterprise competitive advantage
model, The SEM analysis showed that servitization
dimensions had a significant effect on enterprise performance
dimensions. Based on this research, a model had been
suggested to improve the competitive advantage of
electronics manufacturing enterprises in Guangdong, as
shown in Figure 1.

6.2. Recommendations

Given that the majority of respondent enterprises have been
established for 11 to 30 years, these companies likely have
mature business models and established market positions. To
effectively implement servitization, they should consider
gradually integrating service elements into their existing
products. For companies established for less than 10 years
(8.3%), low-cost servitization models such as remote
assistance, self-service platforms, and online knowledge
bases should be considered to provide additional value with
minimal resource investment.

Depending on the number of employees, since 37.2% of
enterprises have fewer than 1,000 employees, smaller
companies should focus on scalable and flexible service
offerings that do not require substantial initial investments.
Digital services, such as online customer support, remote
monitoring, and subscription-based service plans, are
especially beneficial because they can be scaled according to
demand without significant infrastructure costs. For larger
companies with over 10,000 employees (12.4%), successful
servitization hinges on workforce training and development
programs. These large enterprises should invest in training
employees with customer-oriented skills, digital literacy, and
service-related technical expertise.

Depending on the nature of company, private enterprises
(accounting for 59.5% of respondents) tend to have greater
flexibility in decision-making and resource allocation and
should capitalize on this advantage by rapidly adopting
innovative service models, such as customized solutions and
personalized  customer interactions.  Foreign-funded
enterprises (26.4%) should focus on cross-border services and
consider aligning their service offerings with global standards



to attract international customers.

Since the positive attitude of electronic manufacturing
enterprises in Guangdong Province towards servitization, it
would be prudent for these companies to consider advanced
logistics solution investments like real-time tracking and
automated scheduling systems to enhance the quality and
reliability of service. Companies should then focus on
preventive maintenance programs and deploy IoT
technologies that will support real-time product performance
monitoring. Besides, they should establish a systematic
upgrading program and carry out periodic software and
hardware upgrades regularly, keep enough spare parts to
ensure prompt substitutions. The company can promote
different leasing options: short-term, long-term, and
technology-upgrade lease, among others, to attract as many
customers as possible. Secondly, the conulting services
provided by the company have to be broadened by strategic
management, technology adoption, process optimization, and
others, they should also be industry-specific. The training
programs, ranging from simple product usage to technical
support and advanced troubleshooting, would be provided
both online and offline. Building the R&D facilities would
enable the companies to provide complete solutions, right
from product design to site selection and construction to their
clients. In this way, electronic manufacturing enterprises in
Guangdong Province can utilize their advantages in various
service fields to upgrade the quality of their services and
realize long-term development in servitization.

Due to significant differences on stallation, maintenance,
leasing, and training across year founded. The older
electronics manufacturing companies should consider
redeveloping their servitization models. These businesses
could concentrate on consulting and training, for example, as
customer-orientated services that offer a differentiation in the
market. In this way, they can profit from a strong market
position combined with the currently changing needs of the
customer.

Considering the significant differences on servitization
across companies of different employee sizes, large
companies should invest in special training programs for
employees. The training programs may include advanced
diagnostic skills, update services, and integrated solutions,
among others. Small companies, on their part can put more
emphasis on enhancing versatility among employees. They do
this by offering cross-functional training that avoids the use
of too many resources.

Due to significant differences in maintenance, diagnostic,
leasing, and consulting services across the nature of
companies, state-owned, private, and foreign enterprises
could each adopt different servitization strategies that suit
their needs. State-owned enterprises might focus on the
development of diagnostic and maintenance services by
meeting industry standards. Private companies could focus on
offering innovative leasing and consulting services to attract
more customers. Foreign enterprises could improve their
integrated solutions and consulting services based on global
experience and standards to meet customer demands.

As to further enhance customer integration, Guangdong
Province's electronic manufacturing enterprises should
consider the application of more advanced information-
sharing techniques. Companies can share information in real
time by investing in integrated software platforms. This will
enhance transparency with major customers. It will also aid
in coordinating sales forecasts, production schedules, and
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inventory. Consequently, there will be a reduction in delays
while customer satisfaction will improve. In addition,
Guangdong Province's electronic manufacturing enterprises
should encourage customers to participate in product design,
process optimization, quality improvement, and cost control
to facilitate innovation. They should promote the
development of skills through the provision of joint training
and knowledge-sharing activities with customers. All these
activities will enhance mutual understanding of each other's
processes and improve efficiency, so that cooperation can go
more smoothly.

Due to significant differences on customer integration in
terms of year founded, electronic manufacturing enterprises
in Guangdong Province that have been established for a
longer time can gain from updating their customer integration
practices. These companies could think about using advanced
digital tools to allow real-time collaboration with customers
and improve supply chain transparency. By updating their
customer integration methods, these well-established
companies can keep up with industry standards. This will also
help them build stronger relationships with their customers.

As to the significant differences in customer integration
practices across different types of companies, state-owned
enterprises can focus on making their customer integration
processes more standardized. This will help them follow
government rules while also improving how they work with
customers. Private enterprises can focus on being flexible and
creative with their customer integration methods. This will
allow them to quickly adjust to what customers need and to
changing market trends, which is especially important in a
competitive and fast-moving market. Foreign-invested
enterprises can use the best practices from around the world.
They can improve the exchange of data, make supply chain
processes more efficient, and improve their systems for
managing customer relationships. This will help them work
better with both local and international customers.

Since there are no significant differences in customer
integration practices across companies of different sizes,
enterprises of all sizes should continue to adopt industry-
standard customer integration practices. Small and medium-
sized enterprises can benefit from adopting scalable and cost-
effective solutions, such as cloud-based customer relationship
management systems and collaborative supply chain
management tools, to maintain high standards while
controlling costs.

Given the positive attitude of electronic manufacturing
enterprises in Guangdong Province toward market
performance, companies should put money into more focused
marketing strategies, like digital marketing and forming
strategic partnerships. This will help them reach more people
and grow their audience. Also, by improving ways to engage
with customers, like creating loyalty programs or collecting
customer feedback, they can keep customers happy and make
sure they stay loyal to the company.

Considering the strongly positive attitude of these
enterprises toward financial performance, a business should
continue reaping the benefits of their increase in sales, profit,
and pre-tax profit margins. Businesses can work on their
financial management strategies through cost-saving
measures, high return investments, and strategic financial
planning. This can be achieved by reinvestment of their
profits either to expand the capacity, expand the type of
products, or enhance technology.

Given the positive attitude of Guangdong's electronic



manufacturing enterprises toward operational performance,
companies should, therefore, concentrate on making their
production processes more efficient, enhancing quality
control, and shrinking delivery times. This they can do by
utilizing advanced technologies, including automation,
artificial intelligence for demand forecasting, and IoT-based
systems that can monitor the productions. These technologies
will enhance efficiency and reduce mistakes. Besides, regular
employee training programs with a focus on best practices in
ensuring quality and efficiency will also be necessary.

As to significant differences on enterprise performance in
terms of year founded, the enterprises established earlier
should utilize their market experience and established
customer base to a competitive advantage. This may be
achieved by investment in modern technologies and business
practices. Such companies need to innovate and upgrade
services by offering product customization and adding value
to the services offered. In this way, they will be able to
maintain the lead in the respective markets. They should also
consider the enhancement of their financial and operational
performance by adopting modern financial management tools
coupled with efficient operational processes. This would
contribute to better efficiency and sustainability of growth.

Due to significant differences on enterprise performance in
terms of number of employees, large enterprises need to
continue their investment in sophisticated automation and
process optimization to expand their operations.
Simultaneously, they have to enhance their relations with
suppliers and their customer network to generate better
performance in the market. Regarding SMEs, the need for
more flexible and low-cost practices will be relevant. SMEs
are supposed to utilize digital tools in CRM and market
intelligence. This would enable them to maximize their
limited resources and to stay competitive in the market.

Due to significant differences on enterprise performance in
terms of nature of company, state-owned enterprises should
focus on upholding industry norms and regulations with a
view of gaining stable and long-term performance in the
market. They should also ponder a diversification of services
in order to reduce too much reliance on a single stream of
revenue, which will correspondingly enhance their all-round
financial performance. On their part, private enterprises need
to be more flexible and creative in their strategies in keeping
up with changing market dynamics and fulfilling customer
needs. They can differentiate themselves through the
development and deployment of new technologies and
services, which would help them by improving their both
operational and financial performances. Foreign enterprises
should leverage their international experience to enhance
their operations and develop better relations with domestic
and international customers alike.

To achieve the proposed, enhance enterprise competitive
advantage model, firstly, first, electronic manufacturing
enterprises in Guangdong Province should strive to develop
their product-oriented services. This may be done by adding
value to the products through services like customization,
technical support, and after-sales services. This will help in
making the products stand out, thereby not only increasing
customer satisfaction and loyalty but also contributing to an
improvement in market performance. Besides, investing in
research and development to develop new products and stay
updated with the technological trends of the time will
definitely enable the companies to stay competitive. This will
also enable them to meet the shifting needs of the customers.
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Creating regular feedback systems with the customers for
improving and adjusting the products will further enhance the
overall value of the product services.

The Guangdong Province electronic manufacturing
enterprises should pay much attention to customer-oriented
servitization. Every company has to create a customer-centric
strategy wherein the offerings must be customized to suit each
individual customer's needs. In addition, companies can
establish loyalty programs, offer consulting services, and
enhance customer service experiences. Companies can invest
in CRM tools to foster strong customer relationships and
thereby derive valuable understanding of customer needs and
preferences. They should also collect real-time feedback to
improve services and ensure higher customer satisfaction.
Training employees who interact with customers will help
them develop better communication and problem-solving
skills, which will improve customer relationships, increase
customer retention, and ultimately boost market performance.

Lastly, electronic manufacturing enterprises in Guangdong
Province should promote deeper customer integration. With
enhanced customer integration, there is active involvement of
customers in product development, process improvement,
and service design. Companies can provide tailored solutions
to increase customer satisfaction. Collaboration in delivering
services brings customers closer through long-term
relationships. Customer feedback should also be integrated
into continuous improvement processes so that at any given
time, new products and services reflect changes in the needs
of customers. Besides, clear and ongoing communications
with customers through various digital platforms or customer
service will also help bring greater collaboration and
fulfillment of customer needs. In this way, the electronic
manufacturing enterprises in Guangdong Province will be
able to greatly enhance their market, financial, and
operational performance by reinforcing servitization
strategies and allowing for deeper customer integration, thus
improving the overall competitive advantage.

For future research, this study shows that both product-
oriented servitization and customer-oriented servitization
have a positive effect on enterprise performance. Future
research should focus on the long-term effects of servitization
on enterprise performance, especially how servitization
influences performance during different stages of the business
lifecycle, such as the startup, expansion, and maturity stages.

6.3. Implications of the Study

This study enriches the application and development of
theories on servitization, customer integration, and enterprise
performance by exploring the impact of product-oriented and
customer-oriented servitization on corporate performance.
The findings contribute to expanding the academic
perspective in related fields, particularly the mechanisms
through which servitization strategies enhance corporate
performance.

This study provides specific strategic recommendations for
electronic manufacturing enterprises in Guangdong Province,
helping them improve overall performance by strengthening
product-oriented and customer-oriented servitization and
deepening customer integration. The conclusions offer
scientific evidence for companies in an increasingly
competitive market environment, aiding them in achieving
product differentiation, improving customer satisfaction and
loyalty, and subsequently optimizing market, financial, and
operational performance.



The conclusions of this study also help governments and
industry regulators better understand the current situation and
challenges that electronic manufacturing enterprises face in
servitization and customer integration. This understanding
can help them create better policies and improve industry
standards. These actions will support the high-quality
development of the electronic industry.

This study not only provides new research perspectives for
academia but also offers strategic guidance for the practical
operations of the electronic manufacturing industry. By
combining theory and practice, it fosters deeper academic

research while also aiding

in the optimization and

implementation of enterprise servitization strategies.
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