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Service Characteristics Transformation Design Based on Representation of Behavior
Experience Semantics

WANG Xiao-yuan, HE Ren-ke
(Hunan University, Changsha 410082, China)

ABSTRACT: It aims to explore the method of service characteristics transformation design. It analyzes the behavior ex-
perience semantics categories, correlations and roles in service characteristics transformation design, on this basis put
forward design model of service characteristics transformation which is consist of 3 steps: behavior experience semantics
materials acquisition, representation and translation. The effectiveness of the design model is initially verified by the
transformation of the features of the wine brand around the brand. Using behavioral experience semantic reproduction
method can realize the transformation design of service characteristics. The experience of aesthetic service behavior can
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promote customers' further experience service and achieve service goals.

KEY WORDS: behavior experience; semantic reappearance; service design
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Fig.1 Behavior experience semantic cognitive process of
Everlane service form

2 TAHBRIEXERSFEENLIITHE
ER

“ Pl 55 R AR BT B PAS F bR . — 2R
oI, R (iR 55 47 D T e e i s — Bl iR 55
FTAIE, H s i 5 L T alA 94T RS,
e ORI T 75—k 5547 M RO TE b 5 — 2 TR
S5 A, O R B AR I 55 R B AT I U S — T
255 e K AN, JCIEAR A A R € R 55 AR L AG 1A
BT S, T M R A 5 — I 55 2% 1 o s A0 BE

R, ARENE RO 55O B SRANRIER 2y, IR e iieds
BIAAT NI 237 T AL AR 55 42 s o OOl REKS
R IRSS NI 2 50 TR RS 1) 55 — R IR 55 2 ), s 2
FRABLA Lo BTG SR, MR H A LA T S

11 R A ih S0 Wi 5 4 @ A it A B A
SLHPRAE TR . — R RAT IR AU, ARSI
I8 55— B R 55 A7 S A B s — R SRR S
Pl U, 7 SR S A O 0 5 R € A 55 A LAY
— AR 550 B SR A o RS 5 TR SO RE
EAR IR A A PR (R = b2k, B X AT
RS R RBMELL RIS BARZ T, A2 i gean L,
RIVRAE T SCRVERAZ T8 ), 7 250 1 BRI 1 SRk
AR SC, R 4 Rl SOM L DU LG 2R B HDIRZS
W SCE ORI X WatiE i, “Meds e G (b Bt nl
WAL AT A AR T SRR AL, IR 2,

T Hefisd

Rl s
T —RhiRSs

et e
B2 (7RI S S A R L 9

Fig.2 Relationship between behavior experience semantics
and service characteristics transformation
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Fig.3 Design model of service characteristics transformation
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Fig.5 Percentage statistics results and correlation analysis results
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Fig.7 Main pages of service characteristics transformation design proposal
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