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£ 1p Ry Weibull 5375 B9 LR S8 8, W IET ; B~ Bs
AR T X A R A, MEALE I 4R KR4,

AP ER I~ BRI RBCY R R, %
RBERNEZEERENAEE, H#REKTI, B
EE5albXRBEMNBMEVFERERAE IERE
Wa 2 A O B M. BEELA A R BN KU B
BORAT R PE RV G EE P T E 8,
EFRBKRTFLERHMESSWARBENBE T &
IRIECRGNA 0 1m R A SR g 3L 3R G BT A B
] 4 L BT A 1B

AR A A, AR A RN LT ERE
HARZEMRZW,B=1.613,p<0.010,H, 15 7| 5 i .
RXMEREREERNEHBMERNEZ T GIREHE,B
=2.324,p<0.010 H,75 3| 36 iE . 75 %% & W0 & K 9
EZVPEEEABERMFN,B=0.722,p<0.010,H, %
19 B 38 4iE ,

AHFRINRIAIBEEMRE, OF # & @WK
BESREMERENENLSE Y BENBRSHE
FUI A B A R W KT R R A 3K RE T,
it i ol £ 5 5 G S iR 4R 4 0 B S SRR, SR
M FEREMBEAR, EHE THEARL - FGE
HOREHEBREHEES SV FERERBNR
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R ARMRUTESR
Table 2 Results for Descriptive Statistics

13 LA %S 3 ¥ ez BUME BOKfE
Fre L% S A0 At - 5 S S BT A W S R 52 952 0.124 0. 360 0. 001 15
Cro B SR A LA F- 45 R TE R Y 38 XU 3 Akt 52 952 0. 863 0. 494 0. 067 11
Ami i R FLAh - & SRGE AT AT e (BUH B0 52952 5.166 0.478 0. 095 6.243
Tms KI5 8 A ViR AR B0 940933 11.085 0.180  10.681 11,408
Jds RARTESA VIR AL (BOTE0 940 933 10.248 0.293 7.287 10. 647
Dds EERAE=3: RPN (@655 19 940 933 8.359 0.249 7.779 8.819
Tmr KV 58 A NFREEHS /7 /b 940 933 0. 447 0. 087 0.318 0. 652
Jdr RARVEEGA BRI / it 940 933 0.374 0.051 0.011 0. 498
Ddr LM GaH AN REHE 7 /het 940 933 0.214 0. 053 0. 139 0. 368
Tmp  REGVEEH NI GO 940 933 24.984 4.002  18.382 33.532
Jdp FARFE8A AT W E 940 933 24.224 3.253 1. 764 33.277
Ddp 02475 8 H A U ) 5t 940 933 14. 4035 3. 602 8.726 20. 941
Dur [ RN EA Y G RIERFENK / K 52952 565.574  277.641 1 1018
Tmg  KIGTVEEHA A5 (BE) 940 933 3.517 0. 391 2. 855 4.658
Jdg RETEEA AKE RS H (B0 940 933 3.303 0.375 1.437 4.197
Ddg LG8 H AR5 (BT 8D 940 933 4.203 0. 404 3.326 5.198
Ado JBE 2 R R AD & JRE 940 933 0. 004 0. 062 0 1
Aid JEE R 2 X B 29 2RO 940 933 0. 705 0. 826 0. 031 17
Ine % 3 B 52952 4.342 2.901 1 18
Pro JER g 3K 7 e M 52952 4.623 3.344 0 22
Ors AL EREE / NRBT 52952 193.626  88.122 0. 100 513.300
Spe JBE T 2 S B AR T I 52952  594.012  447.814 0 2 877

RIFATFEREMEERDERFIHER
Table 3 Segmentation and Statistical Results for Samples of Different Platform Channel Customers

FRic R RERE EE - HEEREEE
B REEmE HEM—MFERENBE 49 337 911 718
ZYVRIEHEBE ERZ TP EREENIE 3615 29 215
RIBR I & AR 7 & RE % 45783 432 486
REEAZEERE WMRERXHE ERATFFEREENSFEEENE 1339 11 561
KEUMEZREBE WHREAXE JGRAY LT ERENEST & REBRE 484 3317
RARRIREME Rl AR R IRE N R 5 IRE A 2 482 14 987
SAXMEZRERE WHREREERJERAKM TG RENZT S RERE 892 6318
RARYLEREME VEEARR BERALNYTERENSTLEREME 101 550
EELE Sk R R Y 2R E R OF B IRE R 1 072 8 386
YUK EBREME WHEEHYS ERARETFEREENS TS REME 559 5010

HURARLRERE WHREAYY JERAFRTERENS TV GIRERE 240 2396
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]/4 Weibull ZERFELARNKERREOBPER
Table 4 Regression Results for Weibull Proportional
Hazard Model of Continuous-time

BB MR BUE3 B4
e HEREA ARIE MAFRIR RHAGIE
mEREE MERTE WEs KRR
F 1.613*°  1.647""" 1.665*" 0.494"*"
re
(0.075) (0.074) (0.073) (0.030)
C 2.324™° 2,030 2.062""  0.368"""
ro
(0.118) (0.058) (0.059) (0.016)
A 0.722***  0.618*** 0.614*** 1.960""*
(0.036) (0.026) (0.025) (0.112)
Chd,, 0.119 0.113 20. 343
(0. 006) (0. 006) (1.765)
Ch d,-.g 0.979 0. 838 1.278
(0.055) (0.049) (0.103)
1.414*""  0.620"""
Yrdzma
(0.062) (0.037)
; 1.615*** 0.516**"
}rdzms
(0.099) (0.042)
0.002** 0.023**" 0.017*"" 285.395"""
B (0.001) (0.005) (0.004) (84.742)
X
- 16 437.858 - 14 860. 812 - 14 801.445 - 14 801. 445
ISR {E

BEAft 52952 52 952

52 952

52 952

P TFAR AR E, T A<

0.010, FH .

SEREH BAMBEFEREHRS, BEITREESR
GWVEBELCREMNESERMS, MK FELETMHHAR
—FEEE, Ak, HHLE &N E Y % EHEAT
TRBRAES , ML RA SR HAF&IRE,

TEMR B R L b BRI A RIS I A B BT
WEAE R AR, SRR, WL LT
FHRAMEREFMOME TR DR m S HRAIL
— B AR B AR, B4 RS Y A A
KRR, 0T E EWERIE G0 KAD,

AR — RS &Ik % R E M AR
FEBERERPITANEM, LB R, 5
B AFKEFEMEAATERMGT, E—5F
ZLERERNBEEYE, 2SR ES RS PRAS~
BRI 5EERE AAMYYEMESSLXR
MM ERAEMFERENE M. BAGRE
B, X TR A M 2 & BE W%, LR,
I SR BRI e WU R BT R AR,
42 FARSINANEERAS TSR ENRAIH

A 5% R Fi Logistics 2 5 i (8] IR, j 486 5™ ) fit

EWMEI NS EEANBERNEL TG IRENY
WL, ZEER DR EEE AR T RAHMEEN
AR B, 4 B e () 3 25 AR Ak 8 R xR B U .
HREE N

h,
In(3=5 )= Yot 710psi o+ vaAps, + 73 Opri +
YApr, + ysAid; + yelgt;, (3)
Hoep, by, O R RN HAD T & B 3E 1§ B % 7R B 21

FPHFALF S RE B Ops;, Ni BUE A B 2 B
TEH W) 06 F & B 1 MUBE, Aps; O i R & e o B %) R

]S Weibull SR ELEARNKERBEOENER: BLEaREIH
Table 5 Regression Results for Weibull Proportional Hazard Model of Continuous-time :
Different Platforms Group Analysis

BV R 6 PR 7 A8 A9 R 10
T FH + R KA+ 442 TR + KA IR+ 4N A0+ KA EE RS
EZ STk ZIRHERE ZIRERE ZIREEE ZIREME EZ SNk
By 0.505""" 0.427""" 0.373""" 0.215""" 0.230""" 0.263"""
(0.032) (0.037) (0.056) (0.058) (0.050) (0.058)
o 0.285°"" 0.134"*" 0.435°*" 0.200""* 0.530°"" 0.408""*
(0.035) (0.017) (0.030) (0.044) (0.026) (0.047)
o 1.851°"" 2.778""" 1.532°" 2.517* 1.583°"" 2.012°""
(0.158) (0.549) (0.129) (0.947) (0.192) (0.396)
Yrdy,, 0.505""" 1.363 1. 084 3.217° 0.516""" 0.509"*"
(0.046) (0.266) (0.117) (1.575) (0.064) (0.095)
Yrd,,, 0.312°** 2.384** 0.820" 7.707** 0.294°* 0.197**
(0.038) (0.808) (0.106) (4.872) (0.051) (0.049)
S E -7 262.674 -3 047.935 -2724.777 -509.319 —1588.035 -823.335
L 47122 46 267 3374 2583 1631 1312

E:" A p<0.050," Ap<0.100, TR, HAEARREMELS N LS REMEREZF W RASHAEARMERIE

MEEZBFTHRSRAMEZS .
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Table 6 Regression Results for Logistics Discrete Time Hazard Model
BRI 11 Al 12 IR 13 R 14 AL 15 IR 16
R KIE+ 5k R+ 4 AR+ R HAE+4Y EE R E T
& I TH I & LREE ZIRBEE LIREE ZEEE ZIREEE
T - 1.569""" -0.234 0. 045 2,442
ms
(0.258) (0.451) (0.325) (0. 469)
Jds 3.025°"" -0.267 =1,337** 1.794 """
(0.227) (0.293) (0.457) (0.432)
Dds 0.743 """ 1.627""" -3.093*"" —2.453***
(0.275) (0. 459) (0.285) (0.269)
T ~2.996*"" -3.123** 2.261""" 4,143
mr
(0.465) (0. 844) (0.501) (0.661)
Jd 1.550*"" - 4,091 *** 1.755 0. 801
’ (0. 660) (0.813) (2.525) (1.754)
b 1.477 - 0. 828 —4,353*"" - 4,652
’ (0.991) (2.075) (0.994) (1.404)
Aid 0.263°"" 0.235""" 0.279°*" 0.478 """ 0.236""" 0.232*
L
(0.023) (0.036) (0.052) (0.107) (0.073) (0.106)
- -0.022 -0.099" 0.346""" 0.240" 0.158"" 0.167"
(0.035) (0.058) (0.051) (0. 144) (0.065) (0.096)
T -18.992 """ -9.408 " -9.714*** -6.053 -5.768 -1.486
(2.168) (3.994) (2.820) (4.545) (4.049) (4.177)
A 444 047 435 803 21 368 15 537 13 396 10 782

EHARUHAFHASRERE RE- AR P HORABELSSL S RARME " AE - AR F - HEMH
BEZA BB HATARARLRAFNES AR+ RFASREAREZIA, TH,

PE S IEE MM, Ops,, fdps,, BEE SR N
{Tms;,,Jds,, Dds, .} , 5+ R RAR KM EEMEYFE &
AR, BRI AR A [F] % 9] 1 & R E + R 457
BRE" HemeE, FHEMBETFEEE + RAF
BERE" RRHE + &R, W Ops, JAH K Tms, , ,Aps; ,
HAE A Jds, ;0pr,, R ZE TERVGETFEREHFE
B Apr,, AR RHHTFERIEMEE, Opr, MApr,,
WAHE A BN { Tmr,,  Jdr, ,,Ddr, |, 55 FA R R
AMELFERESS, REMLN5EEAEHER;
Aid, , Jy L% TE o B 20 HT A OF 23 2 B, A RLAE )
JB 7 (1 e JBHE 5 L, , oAy i 2 A ¢ B 200 BT £ 4 ok W SR
iy RS, BV AR A XS B 5378 5 o M BUBE T, y, ~
Y NEEEFRH. WTARAWEZ FEREBRE,
FHEEMMABEMEEHRELRKFTEN BT E
B IE J T R 44 & I AT A R U .

6 45 tH B T Logistics B #{ B 8] XU & B 2Y @4 [=] 15
BZR BMTFHENUETFEREMRYNHEMT S
RESAZER BEXHE+EZR . XE+ 5. 2R
+ R EFE Y Y+ R MY+ ER0H
“MRTFERE+ RATFTERE" WEREBEYA

Bo ROPEBTI-E A6 5 5 15 5 F & %51 1 19 3
B IRELSBE RN ERENLWE, A
it B ) 46 7 & 3R 08 A9 PR A3 4 A A0 Al B R GE
BB AER . DA O fif, JLRE AR K + 5K
ZREPE  BEEG R E Y P 6 REREME
b F & R RO 6 R T J7 3 8 2 bR B K 9
FERBHEW, AV 86F6RHE Tns,, # Tnr,, i
fili vt & BN T0, W B 46 F & B E 1 B 1R A
#RPF G R Jds,, M Jdr,, 8957 R EOCT0, WK
BHEAMFEREMBLAERM. BRI~ BAE16 LI
K

B RO64 R A A, F & MR M 6 /% X % =2
BRAHMEERARER W, KR T BEWN BT
& RE S| BB E R AR B IRE RS K
HAER . oHr 8RR U, AR 2R B &8P 8R
FEREMABEBITRECYDTOHREA R E, ¥ 80 F
GHEIEBERAEMF G, RANHEOEM, BEE
{5/ T B A 40 s R 0E ;4 A [ 2 2R 58 B & R A4 Y OF
AREMBEME T REKTOR, ZF & RE &I A
B, BEEESINRMR G H AL T & RE, H MH,
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BEE, M, FFEAE  ARZRERE
it th FERBEEA NN, TTRIMOEERE N
iE . Hy F1H 18 3 38 1F .

it — P HERERNREE, AMARMATLE
ABHEHNEEMEEASERZGHNR LGS
B OENSAITEB SN, SR LETNERS 5K
fil, 227 op 450 50 17~ 4 U 22 1 3% 8 op AR U 23~ B KU 28 G
BB TFEREMTEE3ERI DMEERNTEE
BEMFRE, RTMRSWSMERH RN, FEM
BRTEEFEEMN O MENERS oA B, &
RMERARREME,
43 ZESREMESNMEM E

& 2 THOMAS et al. "0 & B % 4 {8 89 15 4% , &< OF
RERBHARN LAWEFGHEAE . FHITHEH
FMBEREINREHEZ2FME, RALERZ T
T EA I £ & 8 A BOE & R E KA e
EEFEREZRY . FRBEHHEE, W EY
FABENHEHEAEEEZR. A& —-HEH
Tukey i, 35 . 3% 25 5 Ke 50 7 ¥ K0 56 79 4 iR & 4 (B A
KEBMERFTHMMAAD,

RIAHME LG RBEMPETE G EEBHRE NN
BRHM WE=GRE ATREEH N REWIETHR

REZLHTESTINBEESETE, HPFARES
HEMNMGETHERYEE SR -HXKNSFERE
HESBFEREBENBMENEGFEREESR,

RIOGHHKHELZFESR P ERENE M HEE
FHOTER. AE2IERTH 4N ERYEE
HIE, FU Al 2V RE B E R EE G EERY S
FHEVPEREBE, $35)~ H8 5% £ §iH % #
Ty BERRABEE + AL REBE SN, BA
EREMENITREGHARE RUBTVTERIES
BPEREMEFEITRGHAEE LR EER. &
T, BT A 2 5% 38 B % 1 3 9% UCB W 3K 7 & B0 A
BeWHBENE. FESHEKE, ZF & EEB
EWEMRAS TRYEREEEH1E-

AW FE KA T HAb /5 5 7 3, U0 Student-New-
man-Keuls J7 3% , 85 R &5 Tukey 8 55 . % 2 57 8 80 07 3
R —3,RETR, kR R RS R,

5 4ie
5.1 IRER

AR, BT OF 6 R E &R Db 4 ol B % 2L
MEALRFRETHIE, Sl i is L FERE
T BT BERE AR A AP E R A A

R ERAYBANTNENAENELEFENDEER
Table 7 Regression Results for Platform Reputation Measured by Average Page Views of Platform

A 17 A 18 A 19 iR 20 HRY 21 iR 22
iy K + &R T+ 4 B+ Kk AR+ HY EE R ] EEERES
LA ZIREME LZIREE ZIREWE ZIREME ZIREME
, ~2.061*" ~0.182 ~0.040 1. 678°"
ms
(0.234) (0. 438) (0.286) (0. 487)
s 2,768 ~0.947* —1.571% 1.411°*
(0.216) (0.259) (0. 429) (0.391)
- 0.801°* 1.563°* ~2.810"" ~2.346*
(0.291) (0. 488) (0.313) (0.306)
~0.016" ~0.064*** 0.113*** 0.124°*
Tmp
(0.009) (0.016) (0.011) (0.015)

- 0. 064 *** ~0.116** 0. 066* 0.082°**
P (0.009) (0.012) (0.037) (0.024)
57 0.034* 0. 040 ~0.034" ~0.057"
o (0.015) (0.034) (0.014) (0.023)
» 0,257 0.235** 0.246°** 0.473* 0.237°* 0.219%

L
(0.023) (0. 036) (0. 054) (0. 108) (0.073) (0. 108)
o ~0.012 ~0.081"* 0.354°" 0.255° 0.146°* 0.181°
(0.035) (0.057) (0.052) (0. 144) (0.065) (0.097)
i ~12.839°"  -10.475*" ~0.561 ~3.685 ~1.346 ~0.329
(2.253) (3.787) (2.879) (4.856) (3.827) (4.195)
Bk 444 047 435 803 21 368 15 537 13 39 10 782
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RS FEHRIYGANERRZTNEBLESELENOPER
Table 8 Regression Results for Platform Reputation Measured by

Average Gross Merchandise Volume of Platform

HERY 23 iRl 24 HLRY 25 HiEl 26 R 27 il 28
AR T + % R+ 4 SR+ K HHR+4Y EE RN E TN
LI TH R EA STk B2k ZIEEE EALS] Tk EA STk
Wi —1.883*** —1.154"" 2,540 1. 898 ***
(0.255) (0,488) (0.292) (0.471)
7ds 2.622°" -1, 719" -0.610 1.013**
(0.251) (0.279) (0.651) (0, 494)
Dds 0.574 1.088" -0.965"" - 1.469**"
(0. 406) (0.570) (0.393) (0.350)
-0.837"" -0.939"" 1.429°"" 1.893 """
Tmg
(0.126) (0.434) (0.215) (0.388)
i 1.313°*" 0. 200 0. 800 1.156"**
& (0.137) (0.295) (0.588) (0.321)
i 0.851** 1.384°" -0.609* -0.154
é (0.366) (0.534) (0.364) (0.337)
Aid 0.262°** 0.236°"" 0.233°"" 0.483**" 0.197°** 0.203°
i
(0.023) (0.036) (0.054) (0,107) (0.074) (0,107)
- 0.003 -0.090"" 0.278°** 0.265° 0.053 0.158"
£ (0.036) (0.059) (0.051) (0.145) (0.065) (0.096)
B -13.584""" 0.835 -20.121""" -5.384 -20.431""" -5.547
(1.831) (2.876) (2.147) (4.756) (2.771) (3.740)
REAE 444 047 435 803 21 368 15 537 13 396 10 782
RIPAFRSTHEINER
Table 9 Results for Single Factor MANOVA Analysis
Gt EZFEEES RIEERES EARZEES YMEEEY
- BOESIREMAEN L RIEEEEN R TE AT FUIRTE % X E
Wilks [ lambda 0.949 *** 0.956*** 0.834"" 0.887*"*
Pillai R g5 0.051*** 0.044 *** 0.170*** 0.116***
Hotelling ff§R 1= 0.053*** 0.045*** 0.195*** 0.124***
Roy By AR 0.053*** 0.043*** 0.168*** 0.009 ***

FPEREFEREHABE MNEZTFEREKR
AL BE A0 A O R AT SEER ST, BB A P BF R A

R

(BESREXRABERERLHMENFE
BRI R AAAT o, Wl 3K 9 A8 A0 A2 W 3K ML X B & R
MEVPEREABZEMEW, HREMAAEF

B 17 52 Wl o

(2) BUE ) 16 6 38 18 0 LB s s 5 4R
MERMZTFEREFRAEZMN, BAEIEM;

HiFEREMABELFERBUBERNL LS
REARZFEMER, BAHNEM.

(3) £k 2 F & IR 30 A 89 A E & T R F
GREME. BAERE, ZFEREBENNERT
ASBPEREBEAEEEZR ERRAHRS
BOHRKBEAMBWE T GRBBEERTEFER
iH B o
5.2 BigER

() AHEMEZBFEREBENBEMRATH
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10 Tukey L EEERRBER
Table 10 Results for Tukey's Honestly Significant Difference Test

ZEEERE  KEAELEE KHYNLRE FAXHESZEREE FAYYLRE YYRMLRE YYnKLEE
T SRYEEE SREAIRESE R IREE SRR pRE SR RHIRE CEEL 23t LY LgiRE
ENER i % 2 HEMER HEMNER FEMER FEMER EMER
. L672°  2.304% 2. 411 2,116 2. 142° 1,824 1.539""
" (0.054) (0.087) (0. 144) (0.123) (0.319) (0. 164) (0.225)
oo 3267 am 3.644°"" 1, 5577 4.516™" 1550 3. 440"
® (0.066) (0. 107) (0.176) (0. 150) (0.390) (0.201) (0.275)
o 122907 7.852° 9.330 ~5.959 10.279 ~7.541 1. 340
" (1.570) (2. 525) (4.162) (3.556) (9.247) (4.753) (6.505)
306.632°°  354.306°"  316.163°**  215.983°*"  388.100""°  182.866'""  320.165"*"
Pe (8.512) (13697) (22.574) (19.286) (50.147) (25.773) (37.155)

MBENIIENREREN . S FEREMENER
EWMTRVARENE. SCALTHERALK L
RER-FWNHRAR  AMREABELZ LS
RIEMRNZ A GRE TN, A6
RERFETVFERERHAER  RERETHNE
BHERNE, WL FEREHERRNEZ LS
TRGH B % R AL T IR AR,

Q) FEMAEFFZEBEFEREME K DHR
FRIE, BT E X RBE M AMEE, NBES
o oll % ZR 3R LA K P B X B A W51 W O, 4R
HMERBLZFERBEOEHILE BRTMER
BRATHER

G)EHAZREHET, @1 T 23 H 19 R,
HEEEAMEFEAMBEERE, FRSERAS T # A
WS SRBEZRFEEREZ. AMRAAAZTFEE
T A Ml B 5 S 0 9 3 AU L R S8 S B O 3k, AT
DIEER EE. SR mEEFERERATH, £
BT ZF 6 RE R LSRR, KK IES R
REFNEMEE,

53 WSLBHNBR

(D)W EFEEAIXEFERER, BXED
FERENBERBEATES, RAFRXSBRTLE
REBMEMESFERERE. —HTEALNERS
FEREBE, A—THURREHFEIIZRR
B ERAEANE AT 6 FE, DR 8y Sk
i & 1

(2) 16 350 2 IR E 5 5 S ug e, 4o oll 9 38 3 iy &
RELXREFEBENRREY R LZTRE, R
BalBERNLFGRENABE, 1530, &
7 R W K AR X KPR BEE N EE,
HERUFRES| AWM EZFGRET FRE.

G EHREES FHEXRNERNAFER
ERT, B BB EE T AN BE K RS R, T
MAFEREZ BB AFMENER. HBEN G
FEREMMERFERBH, RAHMFERE

BB AR, B AELRAHEERE. &l
AUFERERBES SR, HEZ5FVE, LA
1 B BT IR R .
5.4 RRERERRARAA

(D RZEREEHELERRE N ME, FHR
SRR RBTFREAERER L, IRERAA —
ERMARE,HREETLUY BRI HMBTL, 2% K
FEZTUZFERENHEABBEHTRIE, B R
A B FE AR SRS T7 14 o

(2) AW 53 3 225K A B B4 91 22 37 50 403 4
AR, BRREY AR R, B R 685 i H A
TR, WA 8 IS & RFRF, W RE BT
REREMEE .

C)AMREBESIHBERAC UL FHEE
AR E R YL, 5 ST W LR R E R4 & T
BRERATFEHTAIAR, 2T X—MRAH TH
— S REBEZFERENBENE.
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An Empirical Study of Multi-platform Channel
Adoption Mechanism and Customer Value

WANG Qian,RONG Zhe ,CHEN Hang
Business School, Sun Yat-sen University, Guangzhou 510275, China

Abstract : Expanding multiple e-commerce platform channels is an important sirategy for companies to cope with fierce online

competition. Existing research has not considered factors that affect customers’ adoption of multiple platform channels and cus-
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tomer value under multi-platform channels context. And few studies have empirically explored the mechanism of multi-platform
channel adoption and customer value due to the difficulty in obtaining the longitudinal consumption data of multi-platform channel
customers.

This study utilizes a longitudinal data of multi-platform channel costumers from a well-known enterprise in China. From the
perspective of dual attribution of multi-platform channel customers, relying on firm-customer relationship theory and utility theory
framework , a theoretical model of customers’ adoption of multi-platform channels is proposed, and survival analysis is used to
verify the research hypothesis. Furthermore, the single factor multivariate variance and Tukey’s HSD test are applied to analyze
whether there is a significant difference and also the magnitude of the difference between the single platform and multi-platform
channel customers’ value.

The results show that the strength of customer-firm interaction has a significant impact on customer’s multi-platform channel
adoption behavior. Specifically, purchase frequency and cross buying have a significant positive impact, while purchase amount
has a significant negative impact. In addition, the size and reputation of customers’ initial platform channel has a negative impact
on the adoption of multi-platform channels, showing a mooring effect, while that of the other platform channel has a significant
positive impact, showing a pulling effect. Finally, the spending amount and purchase incidence of multi-platform channel cus-
tomers are significantly higher than that of single platform channel customers, which reflects higher customer value.

This study reveals the channel adoption mechanism and customer value under multi-platform channels context. It extends the
theory of multi-channel management and channel adoption behavior, provides a decision-making basis for the firm’s multi-plat-
form channel expansion, and also has certain reference significance for future empirical research on platform channels. Given that
China’s e-commerce platform has become the world’s largest online shopping market and domestic companies are confronted with
urgent problems when developing multi-platform channels, the research is more enlightening to guide the practice of channel ex-
pansion.

Keywords ; e-commerce platform ; multi-channel ; multi-platform channel ; channel adoption ; customer value
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