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Consumer Channel Migration Behavior in the View of Service Design

WU Jian-feng, LI Wei, FU Xiao-yun
(Zhejiang University of Technology, Hangzhou 310023, China)

ABSTRACT: It aims to explore viable methods and strategies to deal with consumer channel migration behavior based in
multichannel environments. By literature retrieval and case study, it analyzes the current studies on consumer channel
migration behavior, and discusses the existing problems in the view of service design. Service design is considered to be
an effective method to deal with the consumer channel migration behavior. However, the existing multi-channel service

design approaches do not fully consider the factors that affect consumer channel migration behavior, and there are no via-

ble methods and strategies to guide the design, and also no cases of practice.
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Tab.1 The summary of factors that influence consumers channel migration behavior
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Tab.2 The summary of strategies for consumers channel migration behavior
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