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Distributing Services Through
Physical and Electronic Channels



Distribution in a Services Context







in the services, there is often nothing to move

expenences performances and solutlons
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in the services, there is often nothing to move

experiences, performances, and solutions
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information and negotiation flow product flow
promotion flow

both - core and supprementary
services are distributed
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Determining the Type of Contact:
Options for Service Delivery

Decisions on
where, when, and
how to deliver
service have
important effects
on the nature of
customers' service
experiences
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conducted remotely



channel preferences vary



different cost
different experience for the customer



Place and Time Decisions

plementary service --> d1fferent d15tr1but10n strategles
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Place and Time Decisions
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Delivering Services in Cyberspace
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not all customers like to use self-service equipment



Delivering Services in Cyberspace
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The Role of Intermediaries

supplementary services - often outsorced

. A franchisor recruits
frenChISIHg entrepreneurs who are willing to
invest their own time and equity
in managing a previously
developed service concept

licensing another supplier
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Distibuting Services
L.ocaly vs. Internationally

what to think about?

multiculturalism
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what to think about?
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» export the service concept or export
the service to a local service factory

o Import customes

o transport customers to new locations
or export information via ICT and
transform it localy






