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ABSTRACT
The complexities of business continue to expand.  First technology, then the
World Wide Web, ubiquitous commerce, mobile commerce, and who knows.
Business information systems need to be able to adjust to these increased
complexities, while not creating more problems.  Here, we put forth a conceptual
model for cooperative communicative intelligent agents that can extend itself
to the logical constructs needed by modern business operations today and
tomorrow.

INTRODUCTION
For more than ten years, the changes to the way business is being conduced has

been accelerating.  The acceleration is based on a range of developments in
information technology and the World Wide Web infrastructure.  The developments
in information technology and the infrastructure presented by the World Wide Web
(WWW) are well documented and discussed every day.  With these changes, a more
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complex business environment, in particular, a global electronic business environ-
ment, now exists and continues to expand.  Electronic business (e-business), with its
essential partner, electronic commerce (e-commerce), continues to increase in
number of users and data transactions.  Computerworld estimated that, by the end
of 2001, there were to be 450 million users of the Internet (Computerworld, 2001).
Forrester Research projected that world-wide B2B (business-to-business) e-com-
merce alone will be valued at $6.9 trillion U.S. dollars by 2004 (Computerworld,
2001).  Similar estimates in B2C (business-to-consumer) transactions (in both value
and number of transactions) show similar increases to those of B2B estimates
(Gartner, 2001; eMarketer, 2001).  In this changing and growing environment,
businesses continue to look for, and need, better and newer ways to deal with the
increasing transaction volumes and the management of the complex e-commerce
business environment.  Individuals, in and out of organizations, need better ways to
interact with the growing complexities that the internationalized business world is
bringing to them, in order to achieve their goals and tasks.

This chapter describes a research project into the development of a cooperative
communication intelligent agent conceptual model for e-commerce.  We begin with
the development of the model by illustrating a conceptual framework and architec-
ture.  The model, in its conceptual framework, applies to Internet commerce, mobile
commerce and related electronic business areas, as well as today’s wired e-
commerce.  The primary research emphasis is on business efficiencies, in particular
labor efficiencies, with lateral research into such areas as, but not limited to:
information dissemination, decision-making, and business intelligence.

Research Focus
Franklin and Graesser presented a taxonomy of software agents in 1996

(Franklin & Graesser, 1996).  Figure 1 shows their taxonomy.  Figure 2 illustrates the
extension to Franklin and Graesser’s taxonomy by Klusch (Klusch, 2000).

Our research flows along the lines of the cooperative agent branch of the
software agent categories, as proposed by Franklin and Graesser (Franklin &
Graesser, 1996) and extended by Klusch (Klusch, 2000).  However, our conceptual
model is directed toward the generic aspects of the e-business environment, including
the transaction models of business-to-business (B2B), business-to-consumer (B2C),
and business-to-employee (B2E) environments.

We are defining e-business in the broadest sense, which includes government,
for-profit and not-for-profit organizations.  We envision that our conceptual model
will be able to be applied to the various types of electronic business, including mobile
commerce and silent commerce, that go beyond the current transactions business
model encompassing the entire spectrum of ubiquitous commerce.  From the
conceptual model, a more precise logical model will be derived.  This perspective will
be directed at specific-Internet based e-business environments and their use of
intelligent agents.  A complex example of this is given later in this paper.



 

 

16 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/cooperative-communicative-intelligent-

agent-model/25785

Related Content

Improving M-Commerce Services Effectiveness with the Use of User-Centric

Content Delivery
Panagiotis Germanakos, Nikos Tsianos, Zacharias Lekkas, Constantinos Mourlasand

George Samaras (2008). Journal of Electronic Commerce in Organizations (pp. 1-

18).

www.irma-international.org/article/improving-commerce-services-effectiveness-use/3504

Strategies for Bricks to Beat Clicks - How Established Business Can

Incorporate the New Technologies
Martin Barnettand Janice M. Burn (2002). Managing Business with Electronic

Commerce: Issues and Trends  (pp. 214-234).

www.irma-international.org/chapter/strategies-bricks-beat-clicks-established/25713

A Study of Purchase Influence and Behavioral Intention on the Adoption of

Electronic Word of Mouth (eWOM) Systems
Tiong-Thye Goh, Bing Yang, Xin Daiand Dawei Jin (2017). Journal of Electronic

Commerce in Organizations (pp. 14-32).

www.irma-international.org/article/a-study-of-purchase-influence-and-behavioral-intention-on-

the-adoption-of-electronic-word-of-mouth-ewom-systems/185789

Virtual Enterprises' Accounting Difficulties
Panayiotis Tahinakis, John Muylonakis, Nicolaos kProtogerosand Dimitrios Ginoglou

(2008). Electronic Commerce: Concepts, Methodologies, Tools, and Applications

(pp. 1827-1835).

www.irma-international.org/chapter/virtual-enterprises-accounting-difficulties/9589

Employee Review Websites as Source of Recruitment Communication: The

Role of Source Credibility, Realistic Information, and Specific Information
Tavleen Kaurand Ritesh Kumar Dubey (2020). Journal of Electronic Commerce in

Organizations (pp. 74-94).

www.irma-international.org/article/employee-review-websites-as-source-of-recruitment-

communication/257196

http://www.igi-global.com/chapter/cooperative-communicative-intelligent-agent-model/25785
http://www.igi-global.com/chapter/cooperative-communicative-intelligent-agent-model/25785
http://www.igi-global.com/chapter/cooperative-communicative-intelligent-agent-model/25785
http://www.irma-international.org/article/improving-commerce-services-effectiveness-use/3504
http://www.irma-international.org/chapter/strategies-bricks-beat-clicks-established/25713
http://www.irma-international.org/article/a-study-of-purchase-influence-and-behavioral-intention-on-the-adoption-of-electronic-word-of-mouth-ewom-systems/185789
http://www.irma-international.org/article/a-study-of-purchase-influence-and-behavioral-intention-on-the-adoption-of-electronic-word-of-mouth-ewom-systems/185789
http://www.irma-international.org/chapter/virtual-enterprises-accounting-difficulties/9589
http://www.irma-international.org/article/employee-review-websites-as-source-of-recruitment-communication/257196
http://www.irma-international.org/article/employee-review-websites-as-source-of-recruitment-communication/257196

