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Abstract

Manufacturers are making use of multiple channels to sell their products. These include their own retail
stores, own online stores, independent retail stores and independent online stores. In such an environment,
manufacturers are able to control important channel characteristics such as experience and friction on some
channels while on others these are mostly in control of the intermediary. However, as channel characteristics
and product pricing influence the consumers’ channel decisions as well as the profitability of the channel,
the identification of suitable channel strategies requires understanding consumers’ channel choices as well as
the operational implications of the required fulfilment approach. Using a choice-based conjoint design, we
show that customers’ utility is affected by price and friction and, to a lesser extent, by experience. We find
evidence that with increasing price and friction, consumers tend to abandon channel ownership rather than
channel format.
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