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Abstract

Keywords: service science, semantic social network, attraction theory

There is a growing market for services and increasing dominance of services in
economies worldwide. Nowadays there are many services delivered through Internet
which can decrease both service providers and customers’ time and money and
increase the service value during service consumption. Differing from physical goods,
the four characteristics of service (Intangible, heterogeneous, simultaneous production
and consumption and perishable) make the service providers face a competitive
environment. In the meanwhile, the concept of web2.0 focuses on interaction,
experience, and co-production between service providers and customers in the
Internet which can be seen as a platform. Consequently, this research would like to
propose a model to help service providers to innovate services. Based on a service
ontology and combination of semantic social network and perception science, the
model has three steps. First, through semantic social network, emerge the customer
segments based on the same need. Second, in order to sustain the service attraction to
the customers, for the specific customer segment, manipulate the service choice set by
the attraction effect way. Third, for service innovation and transformation, engage
new necessary components which refer to resources in this paper. So the social
network analysis may provide the guidance for the service providers to build up new
services. This study has two research objectives: (1)Find and manage customer needs
through semantic social network.(2)Keep the service attraction to the customers and

build new services based on perception science and social network analysis.



