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Practice Research Based on Service " Re-Design" Strategy

ZHU Yi-hao, XU Hai-hao, WU Jian-feng, L1 Wei
(Zhejiang University of Technology, Hangzhou 310023, China)

ABSTRACT: Nowadays, with the widespread consumer "Free-riding" problem, it explores a feasible service response
strategy and provides an overall service solution for the enterprise. By literature research. The related research on the in-
fluencing factors and coping strategies of the consumer hitchhiking behavior is analyzed, summed up and summarized.
Applying the principle and method of multi-channel service design, the two key factors of "perception conversion cost"
and "experience" in the behavior of hitchhiking are included in the design consideration. From 3 aspects of service con-
tact, service experience and service evaluation, the principle and method of "redesign" of multi-channel service are put
forward. Finally, the principles and methods applied to a wooden door in Zhejiang service re-design projects are verified.
Through the service redesign method, while ensuring the satisfaction degree of customer service experience, it prompts
consumers to transform the transformation cost of channel providers (enterprises), and then reduces consumers' free riding
behavior, so as to ensure the interests of enterprises.
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Fig.1 The multi-channel service blueprint of Mengtian(after design)
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Tab.1 Theinformation architecture of Mengtian
website-products center (after)
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Fig.3 The website of Mengtian products center-home page
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