
Filipe Coelho 1 & Chris Easingwood1 

126 Accesses 35 Citations Explore all metrics 

Abstract

The use of multiple channels is probably the most common distribution strategy

nowadays. Surprisingly, the determinants of this strategy remain largely

unexplored. This paper aims to address the problem by elaborating on the

configuration of a multiple channel strategy. A framework is proposed that

attempts to elaborate on the entire channel mix decision starting with the factors

that influence and constrain the choice of channels, and finishing with key

outcomes of a channel mix. It is proposed that a multiple channel structure should

be thought of along three dimensions or properties: number of channels; channel

integration; and extent of customer contact afforded by the channel mix. The

relationships between these properties of a mix of channels and the performance

of the channel, measured by sales and costs, control and flexibility is discussed. It
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is hoped the framework will be useful to channel managers and researchers alike.

Directions for future research are developed.

 This is a preview of subscription content, log in via an institution  to check access.

Access this article

Subscribe and save

Springer+ Basic €32.70 /Month

Buy Now

Price includes VAT (Poland) 

Instant access to the full article PDF.

Institutional subscriptions 

Similar content being viewed by others

Log in via an institution

Get 10 units per month

Download Article/Chapter or eBook

1 Unit = 1 Article or 1 Chapter

Cancel anytime

Subscribe now

Buy article PDF 39,95 €

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 96 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://wayf.springernature.com/?redirect_uri=https%3A%2F%2Flink.springer.com%2Farticle%2F10.1057%2Fpalgrave.fsm.4770104
https://www.springernature.com/gp/librarians/licensing/agc/journals
https://wayf.springernature.com/?redirect_uri=https%3A%2F%2Flink.springer.com%2Farticle%2F10.1057%2Fpalgrave.fsm.4770104
https://link.springer.com/product/springer-plus
https://link.springer.com/privacystatement


Author information

Authors and Affiliations
Faculdade de Economia, Universidade de Coimbra, Av. Diaz da Silva 165,

Coimbra, 300G-512, Portugal

Filipe Coelho & Chris Easingwood

Corresponding author
Correspondence to Filipe Coelho.

Rights and permissions

Reprints and permissions

About this article

Cite this article
Coelho, F., Easingwood, C. Multiple channel structures in financial services: A framework. J Financ Serv

Mark 8, 22–34 (2003). https://doi.org/10.1057/palgrave.fsm.4770104

Received

17 February 2003

Published

01 August 2003

Issue Date

01 August 2003

DOI

https://doi.org/10.1057/palgrave.fsm.4770104

Keywords

Chapter  © 2016

Factors of customers’ channel
choice in an omnichannel
environment: a systematic
literature review

Article  Open access Article  13 November 2020

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 96 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

mailto:fcoelho@sonata.fe.uc.pt
https://s100.copyright.com/AppDispatchServlet?title=Multiple%20channel%20structures%20in%20financial%20services%3A%20A%20framework&author=Filipe%20Coelho%20et%20al&contentID=10.1057%2Fpalgrave.fsm.4770104&copyright=Palgrave%20Macmillan&publication=1363-0539&publicationDate=2003-08-01&publisherName=SpringerNature&orderBeanReset=true
https://link.springer.com/10.1007/978-3-319-16934-7_86?fromPaywallRec=true
https://link.springer.com/10.1007/s11301-022-00281-w?fromPaywallRec=true
https://link.springer.com/10.1007/s11747-020-00751-1?fromPaywallRec=true
https://link.springer.com/privacystatement


banking customer relations e-business e-commerce financial brokers

financial engineering financial institutions financial marketing financial models

financial planning financial training insurance intermediation

knowledge management management marketing marketing strategy pensions

services quality virtual organisations multiple channel strategies financial services

channel design

Search

Search by keyword or author

Navigation

Find a journal

Publish with us

Track your research

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 96 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://link.springer.com/search?query=banking&facet-discipline=%22Finance%22
https://link.springer.com/search?query=customer%20relations&facet-discipline=%22Finance%22
https://link.springer.com/search?query=e-business&facet-discipline=%22Finance%22
https://link.springer.com/search?query=e-commerce&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20brokers&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20engineering&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20institutions&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20marketing&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20models&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20planning&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20training&facet-discipline=%22Finance%22
https://link.springer.com/search?query=insurance&facet-discipline=%22Finance%22
https://link.springer.com/search?query=intermediation&facet-discipline=%22Finance%22
https://link.springer.com/search?query=knowledge%20management&facet-discipline=%22Finance%22
https://link.springer.com/search?query=management&facet-discipline=%22Finance%22
https://link.springer.com/search?query=marketing&facet-discipline=%22Finance%22
https://link.springer.com/search?query=marketing%20strategy&facet-discipline=%22Finance%22
https://link.springer.com/search?query=pensions&facet-discipline=%22Finance%22
https://link.springer.com/search?query=services%20quality&facet-discipline=%22Finance%22
https://link.springer.com/search?query=virtual%20organisations&facet-discipline=%22Finance%22
https://link.springer.com/search?query=multiple%20channel%20strategies&facet-discipline=%22Finance%22
https://link.springer.com/search?query=financial%20services&facet-discipline=%22Finance%22
https://link.springer.com/search?query=channel%20design&facet-discipline=%22Finance%22
https://link.springer.com/journals/
https://www.springernature.com/gp/authors
https://link.springernature.com/home/
https://link.springer.com/privacystatement


Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 96 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://link.springer.com/privacystatement

