%33 K% o6M Vol 33No 6
2011 %6 A

Jun. 2011

Foreign Economics & Management

( , 361005)

DHW H REE T A RBET FAER(HE) Rlw & &R(EK) RE#HSHTAE HF
KR SR KRR T RER B % HN, AR R FATHE &R LT AR LK S T RS
BER ALELHR A RETROBS %2 el K, A AL MRS HR% 59 A, RET A
% R AR, AR A A bR R TR e #AT T R R

R PIT R R IRIT A, B REITH, REB B EIT A

: F270 :A : 1001-4950( 2011) 06-0042-08
> , ) ( Chatham
,2009) ; ,
, (Brashear , 2009)
(consumer channel migration behavior) '
L ”( migration) ( Lee, 1966),
(Boyle ,1998),
, Steinfield “ 7 ,
12010412

DIRELAR(1983- ), B, BITASE ¥R LR,
BE(1967- ), %, BINMKF §2F L4, WL L 37

SNE B 5EEE(F 33 H5 6 H)




[2]

2 2

Thomas  Sullivan

( )
, Kauffman

2

(channel switching behavior)

ior) o=l (channel free-riding behavior) S
) (
Neslin ,2006) ,

)

, Chiu
1. Pookulangara
[11] .
, Chiu ,
ra ’
2
2
[2]
2
“search-shopping”, , ,

[91

[3]

B

45
3] (cross—channel behav-

(

) (Levy  Weitz, 2006;
( Coughla ,2001), ,
[1,6.8]

,  Pookulanga

B ?

Verhoef

[12]

HREREIETARE AN ERE




,Thomas Sullivan , s

1 Gupta
4. Kauffman R 3
, Coughla (2001) , , )
( ),
[13]
2 2 2 [9]
( Rolland Desmet, 2006) (Hutchinson  Eisenstein, 2008) (Kasser,
2003) B2
Y
FELRRE
’ (HEThRegl o)
B
’ 1
[11]
[2]
(Engel , 1986) , ,
, , 1 3 4 , 3
, 4
[2]
’ (14,151
, Balasubram anian(2005) Dholakia( 2005)
V erhoef(2007) Chatterjee( 2010) ,
( )
Knox  George(2006) ,
( ) )

. 20% . '

SNE B 5EEE(F 33 H5 6 H)




ing)
[9]
[15]
Sullivan
(
1
1

Venkatesan

19 Chiu

(M oschis

PPM ( push-pulkmoor
2
Gensler ,
2
[3] [11] [10]
Gupta ,
2
4
4 , Thomas
[1.3]
s ; Chu
2
[71
2 2
[10]
2 2
2
[17]
2 2
) .
2
[10. 15]
2
2 2

2

Churchill, 1978)

B

B

HREREIETARE AN ERE

45



1.
(2007)
Kum ar( 2005)
V erhoef
[12] ’
Chiu .
ol , Thomas  Sullivan
[1]
2.
Deleersny der (2002)
Montoya-W eiss (2003) Payne(2004)
,  Muller-Lankenau (2006)
()
[13]
A ncarani )
[ 18]
Kauffman
[3]
H otelling ,

SNE B 5EEE(F 33 H5 6 H)

?

Bendoly (2005) Laukkanen
M errileesh( 2007)
“search-shopping”
, Sotgiu
(2007) ,




B

1.

B

Sullivan

(9]

M oschis

B

PPM

Churchill( 1978)

Thomas

[1,7,9- 11]
’

HREREIETARE AN ERE

”»

a7



48

[ 1] Thomas, J S, and Sullivan, U Y. Managing marketing communications with multichannel customers[]J]. Journal of Marketing,
2005, 69(4) : 239- 251.

[ 2] Steinfield, C, Bouwman, H, and Adelaar, T. T he dynamics of click-and-mortar electronic comm erce: O pportunities and management
strategies[ J|.International Journal of Electronic Commerce, 2002, 7( 1) : 93— 119.

[ 3] Kauffman, R, Lee, D, Lee, J, and Yoo, B. A hybrid firm’ s pricing strategy in electronic commerce under channel migration[ J]. Irr
ternational Journal of Electronic Commerce, 2009, 14(1): 11- 54.

[ 4] Gupta, A, Su, B C, and Walter,Z. Risk profile and consumer shopping behavior in electronic and traditional channels[ J]. Decision
Support Systems, 2004, 38(3): 347- 367.

[ 5] Chen, Xinlei. Assessing the consequences of a channel switch[J]. Marketing Science, 2008, 27( 3) : 398— 416.

[ 6] Chatter jee, P. M ultiple-channel and cr oss-channel shopping behavior: Role of consumer shopping orientations| J]. Marketing Intel
ligence and Planning, 2010, 28( 1) : 9- 24.

[ 7] Chu, J, Chintagunta, P, and Cebollada, J. A com parison of withinr-household price sensitivity across online and offline channels J].
M ark eting Science, 2008, 27(2) : 283- 299.

[ 8] Van Baal, S, and Dach, C. Free riding and customer retention across retailers channels[J]. Journal of Interactive Marketing,
2005, 19(2): 75— 85.

[9] Chiu, H C, Hsieh, Y C, Roan, J, Tseng, K J, and Hsieh, J K. T he challenge for multichannel service: Cross-channel free-riding be
havior[ EB/OL]. doi: 10. 1016/ j. elerap. 2010. 07. 002, 2010.

[ 10] Ansari, A, Mela, C F, and Neslin, S A. Customer channel migration[ J]. Journal of Marketing Research, 2008, 45(1): 60— 76.

[ 11] Pookulangara, S. Examining consumers channelmigration intention utilizing theory of planned behavior: A mult+ group analysis

[J]. Electronic Commerce Studies, 2010, 1(2):97- 116.

SNE B 5EEE(F 33 H5 6 H)




[ 12] Verhoef, P C, Neslin, S A, and Vroomen, B. M ultichannel custom er management: U nderstanding the research-shopper phenome
non[ J]. International Journal of Research in Marketing, 2007, 24(2): 129- 148.

[13]Choi, S, and Mattile, A S. Perceived fairness of price differences across channels: T he moderating role of price frame and norm
perceptions| J]. Journal of Marketing Theory and Practice, 2009, 17( 1): 37— 47.

[ 14] Frambach, RT, Roest, H A, and Krishnan, T V. T he impact of consumer internet ex perience on channel preference and usage ir
tentions across the different stages of the buying process|[ J]. Journal of Interactive Marketing, 2007, 21( 2) : 26— 41.

[ 15] Gensler, S, Dekimpe, M G,and Skiera, B. Evaluating channel performance in multi-channel environments[ J]. Journal of Retailing
and Consumer Services, 2007, 14( 1): 17— 23.

[ 16] Venkatesan, R, Kumar, V, and Bohling, T. Optimal CRM using Bayesian decision theory: An application for customer selection
[J]. Journal of Marketing Research, 2007, 44(4): 579- 594.

[ 17]Huang, T, and Oppewal, H. Why consumers hesitate to shop online? []J]. International Journal of Retail and Distribution M arr
agem ent, 2006, 34(5) : 334- 353.

[ 18] Sotgiu, F, and Ancarani, F. Ex ploiting the opportunities of Internet and multi-channel pricing: An exploratory research[J]. Jour

nal of Product and Brand Management, 2004, 13(2): 125- 136.
(TR T)

(E#% 33 M)

[ 4] Levinthal, D A, and Posen, H E. Bringing context to the exploratiomexploitation trade-off: Considering the impact of selection and
turbulent environments[ R]. Working Paper, University of Michigan, 2009.

[ 5] Rothaermel, F T, and Alexandre, M T. Ambidexterity in technology sourcing: T he moderating role of absorptive capacity[ J]. Or
ganization S cience, 2009, 20(4) : 759— 780.

[ 6] Nohria, N, and Gulati, R. Is slack good or bad for innovation?[ J]. Academy of Management Journal, 1996, 39(5): 1 245- 1 264.

[ 7] Andriopoulos, C, and Lewis, M W. Ex ploitatior-exploration tensions and organizational am bidexterity: Man aging paradoxes of irr
novation[ J]. Organization Science, 2009, 20(4) : 69— 717.

[ 8] Rothaermel, F, and Deeds, D L. Exploration and exploitation alliances in biotechnology: A system of new product development][ J].
Strategic M anagement Journal, 2004, 25(3) : 201- 221.

[ 9] Rosenkopf, L, and Nerkar, A. Beyond local search: Boundary-spanning, ex ploration, and impact in the optical disk industry[ J].
Strategic M anagement Journal, 2001, 22(4) : 287- 306.

[ 10] Phene, A, Fladmoe-Lind quist, K,and Marsh, L. Break through innovations in the US biotechnology industry: T he effects of teclr
nological space and geographic origin[ J]. Strategic Management Journal, 2006, 27(4) : 369- 388.

[ 11]Katila, R. New product search over time: Past ideas in their prime? [ J]. Academy of Management Journal, 2002, 45(5): 995-
1 010.

[ 12] Nerkar, A. Old is gold? T he value of tem poral exploration in the creation of new knowledge[ J]. M anagement Science, 2003, 49
(2):211- 229.

[ 13]He, Zi-Lin, and Wong, Poh-Kam. Exploration vs. exploitation: An em pirical test of the ambidexterity hypothesis[ J]. Organization
Science, 2004, 15(4) : 481- 494.

[ 14] Lavie, D, Kang, J, and Rosenkopf, L. T he performance effects of balancing exploration and ex ploitation within and across alliance
domains[R]. Academy of Management Best Paper Proceedings, Chicago, 2009.

[ 15] Auh, S, and Menguc, B. Balancing ex ploration and ex ploitation: T he moderating role of competitive intensity[ J]. Journal of Busr
ness Research, 2005, 58( 12): 1 652—- 1 661.

[ 16]Sidhu, J S, Commandeur, H R, and Volberda, H W. T he multifaceted nature of ex ploration and exploitation: Value of supply, de
mand, and spatial search for innovation[ J]. Organization Science, 2007, 18( 1) : 20— 38.

[17]1 3 0e, 8 # 4=, 5% X AV87 AR X A7 5 430 ek A m 5009 %eh[ J]. d - F 32388, 2008, 11(5): 4- 12.

[ 18] Lin, Z J, Yang, H, and Dem irkan, I. The perform ance consequ ences of ambidex terity in strategic alliance formations: Em pirical irr
vestigation and com putational theorizing[ J]. Management Science, 2007, 53( 10): 1 645- 1 658.

[ 19] Venkatraman, N, Lee, C H, and Iy er, B. Strategic am bidexterity and sales growth: A longitudinal test in the software sector[ R].

Working Paper, Boston U niversity,2007.
[20]Schilling, Melissa A. 4 A 61#F 45 85 4 52] M]. 463 i 4 K 3 8 Mk, 2005. (TR 8 #9)

HREREIETARE AN ERE

49



