THYHFPNANR ML ERT FIRAR Y

Delivering Service through Intermediaries
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Direct Channel or Company Owned Channel
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Disadvantages of Direct Channel or Company Owned Channel
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Franchising
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Benefits of Franchiser
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] GR CTRR IR WP G0 WMe 7 @3 [fawe @ 7@ At | 2 dfemw, wesRer st
2ot ST R EHa T ARG S R AR @R G W F ACE | IS 2P
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Benefits of Franchisee
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WA oem ANdtaa el Aif® W61 @, @aehT A P 25-aF To JICeE Sind
WG e Gl 2RI e bRell SETm, A Fa [oetas «F 6 Seae @
IR |

©. JfF T (Reduction of Risk): TABIRER WEs T JPACER I SRS IO FCH | IR,
FPNEE e Ty omifTe @2 7w | ARPRAYE S@EHT, WFHRE Al JINNSTETD
AP RIF AR SIS AR STl S (3 |

RIS, WITHIRTERT ¥ qaR A FRTS A, A T JPN W PR I ST | [
TAFAT WAGIRT JTSEE AFe PTG (AP @ TN e I ACF, Al AT [P
TR R St 938 0a | A, FIbIRER Were I T4 W G efofe IR e =W
@1, (@A L JfF T G FFeTOR FTIRAT @ 2 |

WIHRIEE PR

Disadvantages of Franchisee

TWITHIEMeR P A @7 (FeT PTale WTbRiewd & Stad ALl @ (%, ©CF «F AL A
fafey oeffare AN =e =@, A CRA A giEcdd (e [eawend ey | wieRiew
et o Koty SeeneT s4ar 20

5. G SRYCR BIItT® (Challenge in the Market): FHIRER F93 KMy gbRfecws
SR Tl * AT (AR 0T AR NG BICETG (Al (A | (FH- (DI *1=(A GIEd Sere
Tofes =TT (AT et fofl = fAeme G Y11 &9 (9IS AT |

. W erep ¥R IS (Financial Expectation and Reality): TEb2feR FHER RS 25,
TG = @R Sy FASCE W S G AP deife I | SARITTHA, GHhio
fax (Gym) WORE “fEFe T0 IR WARGEE MRFS R0 F TN [ARCD
A Wee A |

©. 2AfSsEe F/FST (Operational Freedom): WNGREEAT FIE RNET 8 ANITAIZT
WITGRGME “ARBERES TS TS FE 7 | @- GG FF 17 FrevRfem owa, o1,
TofR fTaieq, g oo ooie Frete wipiRe e Wdfie =, O g@7 e
BIRRWICS =JaCela CFea Aaael 8 0 |

8. ©® 5™ W (High Operating Costs): TEHIEE SCaE AN TH AAGE 7 29 I
ACF, TN OCA JAFE T 5191 32 0 | TARETHA- G0 (@RI WIDIRG (0, T T
YR &S IR & LTAGT GAFIACE T, FAE (TO, G2 SIGIR FAC FPINCII FAS FCT
QTS A |

G2 BITAGSTE (NIRRT FACS GBI FMEB (e IR Abod ARTEA TS | GG 7]
WITGIRE TS (T, ISR AP, TFafod [RIpar, @R g 5w A ey [ el
SR |
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CRT RN FBIRRR @3 GRS e I WBIRER (TR SeAmaaT 2fedie) @ bR
(TR JPT TeRF) @7 My G0 piefofed 7= toft T | wsiefer, e e ar sy ffca
WITHIRGTT JHIE N, QeNF, 2, g [T G 7327 3@ 930 e e ner Aoy a1 e
TR A | 9 TCCCR NN, WIABIRGT [TIGLY Sl TN 2P 8 &R I, G et
(e, Gk WS Jifea ST cer ey Jfdr «r | ©ea, 98 FPIRE e g ek wite
@A FEHREWE T IR AR, ARG 8 WEGIREEE W [{EH, CRE g4 e Wi
SPIEPTTST, 3R (@Sl TR fREe ZRICAT o5l | WIFHIReR MO G2 SPIRUISTE d I &)
fafire ef¥re, Bgo QMM T, G TP AR (&R WS &IeE, A JRTRE oo
@ 2RfECS TRITO! FCH | WITHIRER IFAAF T Wibiaemr e = [ qofs afefoe e
TN, FIAMNE TCCA, A0y, IR G JIREE NHDE T FF | At Sienaes @b e Fieed J&ies
faceena T ARDIET SR A QM FC, I FHOSH AN ¢ (@Ol WY Ja F | 9T N
TWGIRRAT efeffe < Treet, e AvoTel, JF ZFT G2 FRGT TRROR Teo! [fSy Af[wr o |
G LT, ST T P T TS T & |

61, WIFsRfEee JRE At g e ¢ AT =W @ IS SRYER Gy, s
T @I IO M [, AGErEe FHToR Aol IR TH IHET U )1 192 37T
SPRAPTR VR TR & WIAbIRIEmes AAMe (TeT 4=l G Hood RSF T 27 | WIAbIZ6R
A T REAR G, G AP, Neared [TIvar, @ g bifemE A Ao =6
aefaE |
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Delivery of Services through Agents and Brokers

STRy

«Q 25 Iy -
" ORI LA AfofiEe ARG @3 WEFBPTRR [T SO ARCI;
v efefafaa armren S e ¢ @ afsfafim @ Keem Fre 1[Ew;
»  ofSfAfy @ AR AT G FAIACER FFLPTR TG FACO A3 R
»  aAfsfaf 8 AT MHGTT CRRAT AR BIICTEPTR FTT FACS ARCI |

afefte

Agent

Gl Areea effsffaa g e aar waged | dfeffd, o gves FrgreIRt, CRr SeAms!
(TSI T GBI FACT PRSI AT FC AP | OO RO JoT IS R T&F ATHA W04 Hies
ST, A GG TP (FTCd (ol Cofd e | elfsfwias (e (A BPmR R AIRgeteT e

S. WPFeR RS (Role of Intermediary): &feffy GRT e @R ARCF N TGFTOR CFC
FRI ST AR IR | SaReRFH, [ (IR, wded [ efefafy (@eres [ «ififr ey
g IR I @R (1R I §i& I =l 4 |

Q. WICRIMY 391 At (ST (Building Long-term Relationship): @&em gfsffy @er a1 e
AR AR 71 oA e AT ¢, AN AEFR 0eI ©ltnd gig Q@ 63 (oIt |
TURETR, e e G506 GiEs AR dif @ 91 [Reaw afecs aikemmr e
A A |

9. G THRES w@IT (Knowledge of Market): fSHfma Iem e R @ qR Sfows!
A, I OV YRCFA B CRT T TG TeS & | SuRemd, Jffs afsffy sF
(@it CT R Afeger Joifa w1 |

8. wifag ¥+ (Distribution of Responsibilities): @fsfafitna wyy Aifng 67 Sitns [reaeesT @R
AT T2 87 07 | @B Rreaees! Qe M6 G emit Sifr |

fef~femr ERT e @ FARRE PR AR 0, @A SF GRT TLAMTRIEA 8 (o ATH G0
GTP T O I R HiG M A=A AW FCF | OITHA AEH TP lw, AIKCTAM! T 08
O, @R Tl SItne U BINPICH S FC (oI |

efSRfiq a=iaceon

Types of Agents

G et oFea, ARl @ S@ay G SRR SN AR | OFT CRT TAMAPIRT IR (@S
WY IR GAR G R, A TS ATH G ICSAGNP oo (W50 FCH | IR (@5, FoTo 72
R0 Afofafag I e 22 Ry gfofafy qar @ gfefafy |

. @ ofSffe (Selling Agent): @ afsffy GRr emeaRE % F& FE @R ETRANTET
FTFeTolCd ol U NG S_miE F0Y | ST CRIF ede N, (&85 R i @eime w6
O Q@GR ORI eRNSIAR &R Iwcs AR 367 | Trrzgerwm, 9o [ @i e

ZTRG @ BI-Sbd
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effsffy [Rfeg e sfehr /e M R ™ (Foitma RER TG [ «1Fh7 [Reara 367 |
ST QTR BIfRAT @3 e St A3 A e ey 67 |
2. & &Y (Purchasing Agent): @ 2fsffd oo (@O 217 (AF F& @ AR (FOF Gl
TR R RIS I | ST (@O A AKCNM I 0T 90T AR CRI T, FeHA @GR
e afr /e 7T | SaRRem@el, e (ol T G0 PR 9% @ FA0e B,
T4 GFe T efefiy fifog e, wee, qar 1fq (&Er I it [Eifte o2 ems 3d
R G = WG T RO A |
92 42 (@ fSfafia e GRy e e wie e @< @ e 20w Boo | e afefafy e
RFIRAIT FPAME 7% TS S A0, Ipce @ fsiE (o e e o[y wmieeg Afdaer
oo w3 |

il

Broker

R RetTa @F SRR THAWE 2@ AR | W FTe GReE (RMIE SR [/ (@l @3
SR 7 TN A IR NS pied fofers @@ TGieael IR | WEER A4 IR =6
TOF FATFT W QT FIoiF T4 QR OITHd Bifewl 8 IR A wepyy [Wiee w41 | @2 afeifs
fifoq EIRw f[foy o9 v, @w=- s, e et faieiel s, o5 | e AEeR G Jo
(BTt N0y S 1 =T

i. FREM AR (Connecting Bridge): WETRT (ol 8 RtaroR W4y @G IR (Ted Bl
AT FCA, A TS #TFA Gy HLETHB I {0 (T I 2P AT 33 |
ii. =ifd® S &7 (Reduction of Financial Risk): FTFRT AN SfdE e a=zd F@, T O[T
AETHA TG (T A, IR ETHACACT NS IR I TS I |
iii. S &= T (Commission Based Earnings): AR S &L ST =0T S, Al
HIYATS T FTACAR [OfGre AWie 41 27 |
JRFACACHR G AR Bfeis! fgfeifie Srraeata Moy wKe ™2 =7 | {Ee 60 v (Real
Estate Brokers): T IPT I il (F1-(351F &fEATS (ol ¢ Rrrons wafae 1 7ifed 77, S_gH,
O I *SE [0 SN ARG FCF | [N A= (Insurance Brokers): TR R «fFf7 (ot @R
I eI &fSditT Soar fRew 3o e, «fFhm =sier, Riftmm, a3 Ferre e S ¢ |
@ REee (A @RI AR, AR PN 8y e AR @b M4 77, IR OFl Irea 7o
T, SR e, IR (IS SATT QWIS A TS ATHA &) e (T FIIAIR ICF AT |

A @ AT TGTT G IR0 FRYPAR

Advantages of Distributing Services through Agents and Brokers

CRl JetTR ovea Afeffy ¢ weEte 36 (Te IR Mol FG I, @ACT SRl CRI AR 8
SR TG TP G AT TGN, G A 7RIl w63 | 92 A, S feres [ees sfRarmz
dA FCH:

y. f@x 8 BT Y@ F (Reduction in Selling and Distribution Cost): 58 CRR (%@ %
(@FST AN A & | SRR, QAR G/l 8 RENG (RO Weol @Rl LR
THAICHT 8 P (@Sl TR TAE = | AfSfafy € AT MG @2 Eranetet et
I, ORI AT AfSHT TR R & (@ G [ FACS 2, S B B A
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R TS i Rfa (Jra g @

AF | @F- [ @I 72| oird [ 21l [Reee sy wiee b 3@, s@r s@erE
iR wet e 3R ef*Feead 5% (A e AT |

3. R vl @ @it ST (Specialized skill and knowledge): 5% ¢RI R@ Fea
i ey el a1 @ R «11e @R ATIew 2% | SWreRerd@al, SN QUaihete T
IR AP 8 T [ReeTee RN FIer I AT | SRl (@Ol [ROF BifgAr (B1Te AR
A QR TN ARPHA 71O T @ WSl AAIF FF | AN, HGq G ol fge afoffamr
T T AT, AFH AR IRFN0P AT F{0F TSI Sl A |

0. Rge aAfeffg (Wide Representation): St fefere wra S S AFT ¢ afsfiEr
fafeq Sl weeT GRr AWt IS ATICS Ty 2, T TR ([Fofefed IR e F
S SR PR SCAFIFE B 3 AT | @, G0 wepenizsy ey Ao [Kfeg meea
FREFMIARIRIC NG OIHR (@Rt AT Z@d F10R (HIRITs 21t |

8. YT JreTF W T (Knowledge of Local Market): 2ffSffy @ wietet g qreia s 1o
LRell A0, AT RSos ¢ oy A4l eI ERI &nit TS = | SRl (Folnd 2Te 8
AV JATS AT G GRS A (T2 ANGITS! Y FACO 1% = | Snidermmsl, [
0T CEHAT B AT BIfRWT, S AR G QTR ST I {Teiaes 203 A |

€. (EFSIF "W (Customer Choice): sl 8 T eifsffir ey afedicra e o2y e I @3
(FOA PR O (M FC, T (OIS & TG g I 8 Tl I A B |
THrEReRe, @I (@rel T4 o AT qmiR v, e oy afediew st geeEe
AR @i B, ACS (ol e Prars e =it |

92 AR (e @R AT @, G f[ieiesy ey ¢ ariie gl e a7 &P ¢ e Jaces
Fg T, IR A= TG 8 G N SFfores ergayd S A1 |

A 8 TR TGTT GTT TR SRR

Disadvantages or Challenges in Delivering Service through Agents and Brokers

G et afsffy @ AEeE =R S AR I e, (@ g PR 3T 2o =71 @2
SRIRITET fFSIE ERT &Wi @ Releta &e) (e ©f oy ReifToeg Sew=r 4 == :

S. U f¥%EeeR 571tT@ (The Challenge of Price Control): efefafd ¢ Wit el ¢rar Rpeieaa
GG G PRl = P MR T fere @Al | afofafy ¢ weEmerm oRiR eien s
O ST GRIF T Y FACS A0, T AR PR CRIBT AFE PT TS A | (T~
6 NG qre IM RO @Il [EME Aaees T Sfofie 7 @ I, SR (@O
I Sy g Y&CS AN |

R, GIIfEF GRT emieIaR efeffig (Representation of Multiple Service Providers): GRT fa=feita
RS HIeTe =N effefafy ¢ wEeRr Ry Rl avmeRE dfofiig @ | are F@, oRl
(P G0 ERITF SCATFIFO (@ @Pg MCS AT GR T ERIRTES SCAF FACS AN |
G2 SPTS| (FAIE JIT, W 8 FACTE &7 [ ASF (F0o AT | SHIRINTHA, IF& [
wiETe I f[ue @reifg ofFhre i ey ane S0 R =7 @A TN S ARt
T A, IR (@S] (T Iy 7 21+ (A0 e 20w AT |

©. e @R Bt (The Challenge of Quality Control): &fSffy ¢ weeRr s ERR
T e S 1 (ST, GRT AT @SN S A Fow 27 | 7 e afsfafy areea
ZROTT SRS ETT &M 1 0, SR Gt 7[Ta FICST TSR &9 [t e (@ e A |
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SRR, G0 (RICE (R ST I Ao Sz g1 O A w0 A SASIIHre 7 IS
IR, IR0 AT PTG (12 G ST T TS TH1CF |
8. CRF «Ilgoe! FFS 57w (Challenges Related to Integration of Services): @fsfdfy @
VRIS MG (AT eMF F907T ORI Grges! ey Al 3w =71 | ffeg afsfaf ar weter fog
o7 ©Itd O/ QW FACS AR, I JST LTI € (Fo] WG@oR (&bay Nrs A | 4t
oo o it wPged @RI (ol wives] gl wwrgsi [T |
¢. (&S &3 8 WW{[@W (Challenges of Customer Satisfaction and Loyalty): @fsffy @
WETETCAE G0 COAT e 419 9, (@l 83 @2 Wgorey [Foe w1 Ffow | @, a3
e sfrmArer W (@Foierd fNres Fted & Be AR (7, SIReT ©f (@Hife effe arRea
Y 8 NS] Fe] FACO A |
T BT SRR, G afevie witve efefSfy 8 wEmene A e 49 @ @92 s
RTe o AFCO TA, TS SR U2 HICEASIT IRPAONT GBI IO AT | G2 HICARSTER
ST G Gl [oieleey ey @ weteing Sl Sme i A G Gl TR0 Ve S
A |

@WW

R et efsfafarr wwrgsd ol =i wea | efSfear ERT e[l @ (ol N0 IR FIow
I | Afsffsicl TFSF BB AT ¢, WKCHAAT T/ (o I, G AR TOF @I AL R
RIfg IBCAR NG GRT 2MITT FRTST R | Ao Y3 &0 elfofafly aeare: e afsfafy azr @
effsfafy | e afsfafy G|l emeRT «ItF F5 67 3 [T o [ sqwie e, @ [
Al @ F0a1 | S, @ Af oY (@Foid 7% (A I @ GR (FOE ORIl TR AT
TRITS! I, AN PR 9% @1 2 afsfafi@r e[ [ee @enat vk e e tofkre
SR AT, TS T ACHA g8 e = |

CRT R =77 9F SRR AW 20 AR | AT oo GF6 (MR g R @mer
R TSI 0Ly AT AL I AT e Fofere @FTamme TG0 FE | AR A4 S
23T TOF ATER WO Q@A N I GR Otvd Bifzml @ @R A fE e | @2
NEIPTNAT TR Jro, i I 707, e S fofes Tt w0 A= | 7T [ ¢ 3%
T A, [eela wwel ¢ @i emie, g afsffayg, gz e TFe G TRER FE GR (@EFOnT
ReWE A B IR | ©0F, @R aferay g SRl I @S P e ticTe, 9 Gl
R Afeffayg, wave A FREeER e, CRR Rgos! THFS B, G (Fol &8 8
HPICSR SR | @] SPIREPTR 47 99 & Gl [Reaaiar afsmes @emre ¢ Sifers agfs
TS T3, TS ST U2 HIETGRTEA FEFISIE (R FACS A |

TG @R BI-55
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Electronic Channel

STRy

Q AT CNTT A
" ORI IRRANZ @AIoF e JRLPTR I FACS ARCI; GR
" ORI IRREICR (AP5TeS el SPIREPTR I FA0S /=0 |

SRR T Lo F el

Electronic Channel

TET fEfGE oo, SETRRINF A (Ao QAR TGN GIRT QW f[opeitaa @afo soifaard sees sifvers
AR | R AR WG, - RIS TERee @i a7 ACTER =R I I
TRAAR A =W, Al MYRAS Y2 20HT N o5F NG FTIR g = | - Sweriae i
(Online banking) , E-Tifk (E-Learning), fef&br Gz fFRfR (Digital media streaming) To5iw |

EETRE W 1 (AMffod e fifon ey «ae Sweaeet foyaet:

. IERRfGE fCoIRAT 9T (Use of Electronic Devices): STRREE Q9@ (MRS (I,
FCOR, GRG0 @R S ~N6 COR0| WK ERl eWF I | 9T O[T &=y
ORI 2TE =T | SHIRTAR, SyeE &8 (Amazon prime) 1 GiErcEa (Netflix)
g e 3 Hifser fEfe |

Q. R SSfER SRGESIT (Direct Interaction is Unnecessary): €2 2ERITS GRAT ARSAT G-
P N FAPT @NCCR ST ATS 7 | SHIRRCTR, Sel12+ (&7 (Online course)
T R SR BT AR QR R A0 TR A1 YA @RI a9 & 1 |

o, @S IR S T (Rapid and Widespread Expansion): TGS 2al @kl &ro ¢ fge
BIF SCAF AFA BICR CTAT (ARITHT T8 | (@, 3-FAP WOHCER ML gt o1ely [ |

o9 % e crRrTR [feq tamyfes SAFACR AR (FOVd 2WH T4 =1, [@LH CRMESET 8
STECPT T o5 ORI @ATIACAT TAE 2T 7 | RGP AN 2L NGRETA! =6 G,
TR, (Gfe=w, @ fReT a7 ITREE , T RN (GIRT QMR @ SoAIF TIRAT Cof FCACE |

BB 1 tmgfed A et

Benefits of Electronic Channels

I &(G-fSq oo, Cqmyfod o NLGTT CTRAT &AVCHR g AR | @Rl RKefeee tqwyfos e
AR [IY AT Afeeitee =0 o PR el ©iee e w4 =0 |

S, WP R ==y F9<EI (Uninterrupted Quality of Services): (QWjfes &eAR ST
R MR G0 4 4T 2@ @3 eor® ¢ aafvey ORI RRAR | @, 930 RSP O
SR FRRR G ML (@FOCnd A (@A dPR HieTs T =elR @T=emeas Jf[«r
ooz | SweTed frwieme Aroes Fredione eene afete frte aR e Frssors S
(A G W FRERT Q=ee AT (A7 | @R WG GRAT TR (@O :8/4 (AT AP WL @
P A @ (I TR (ol (R &= TS AR |
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R.

NI G FRIAR (Low-Cost Service Delivery): (Ao &q@d SITN ERI &0 SEFEH
TR (BT SCAS PN A6 S | SReTdmel, [l Mo ABRenet AdEers &% 1 Bfe
REETTR (BT SAF B AACH AP AP (@Foitwd A @A FACo A | - O[T,
@AM (FORT T IR FTFA FACO A, T T JICE ANSAR TG ATE F @R I 8
[T TR HET =T |

. & AR (Customer Benefits): (WIfoF 2@ (@FOIME @CRICAT T, (@ (AT I (ACF

R Q7o AR (77 | SWrRel I, SIS (Amazon) d WRICER (Daraz) Weo! 2-FRT
ACTH (FOMT TN (FAPIOT G IR ey (Tlereifd 4T (7% | SIS T WS oot
Z-ART ACHCT (TR (@ (HICH AN 21 TOF TS 210 @R SIeid fee IeTe siely cefereifa
(1T AT |

. fg® B (Wide Distribution): (IM{foF el LN CRT RIS IS (FOCra M

@A FACS AT | SwReRFA, @6FH (Netflix) I =fGHE (Spotify) ©itma fef&bE
AHTCH e gyl Reaveas GrT e 363 |

(@Sl AZM 8 FEBIRCE™T (Customer Choice and Customization): (Ve &F@IA AT
(@Ol OV AREH SR G P GR FPOARE Al (@Sl SARPN FACS  AH |
TWIRReTE, (@[T fTe@l e Hiices «qra™ @S« 3. I (Booking.com) I GIRREE
(Airbnb) (ATF SICAR IR 7 feaT FEBARS Fh0o AR | TSR (Foodpanda) NCST ST
(FSRT SR YRR “1eW W @R WEbw G R (I FETNEE I AT |

. T @l AfSfe (Quick Buyer Response): 3-3WRf AnGwdete wo (ol afsfa (ire

SERY I, A CRE TFe @ (ol T2 [ioe e | @, & sresisx (Trip advisor)
@7 ST (Google Reviews) U TCOT ANCTFIETE (FOMA (TRT FHPS ©CWR TS[S TP
AP TR A (T |

@2 FARAER T, NAF CRI AT (QqWfed Mg MY ERT IRFANE TRNES 20bR, I OHd
I & @ (@l BT T AT |

T QAT TGN ETAT IBCAR HIICTEPTIR

Challenges in Distributing Services through Electronic Channels

T fEEDE oot, AfSTete SMa CTAT FRRENET & (QWjfed APTIE TS a2 I8 | G2
A See AR ST, ©F [&fog oritims [Rvse acace | fey- tampfed e e (AT 60
T BIICIEeTed [uifie fqe conear =T |

S

2.

T fdimeon efSwifier g @Sl (Competition and Transparency in Pricing): fEf&br
EFIRTICS 7 AforiTer @G A4 bIITete | SR CIRF N @ YT Ol 72 208,
TS ARSBALTCT e T2 @ &S o LR 517 (T | @, Seerias Rl 2ot
SV (@R W 8 TR IS A MIC 14T T, ACS FRrwd Jree Sivd A+ @t
(AR s Al |

FPONICEHR BIIT® (Challenges of Customization): GT Retaa M (AF, FECIRCEHT
TO® GFR | OF (fed M NN «ft ey e 9% 1 Swreerw@el, Gt
FRIeECS 2fefs @R R ol aremee I FevTtee biew AfFgar tofi T «afo
DIICT® =S ATCA |

. (EFO[ ISl AR ANEHO! (Customer Engagement and Consistency): (ATeF M A<

G MM (@O Feel Jfa (Atete, |t CRIT M (RIKIRFSl R FNGET HIeeTe (o
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A | AN, PR F& (GRS GRISTIICS (O ASFHT R @Y (TSI AT AN T
GG I BIICE |

8. (SI& |G ARG (Changes in Consumer Behavior): (awfes &F@IF NLCT (AT &AW,
(ST&T IABAC AR AT | (@, T-FAM SERANLLRTEACS (@R Fe [ifee R @b
(5 I, TN ST G P& AS[ (0 | @2 TOF A6 TP FF AfSHTLENE SIevd
e (e Sferes 0o =X |

¢. fFamer 8 IS Bt (Concerns on Security and Privacy): fEf&ome «ficam st
fTRIofel G (ANITST GG T HICTE | @, e FR/ ERIGTEITS AP o1 f[em
I afe eFg e =, @ T @k FHER (Hacking & phishing) @R e e
s |

v, e [ g afsw@ifer (Geographical Spread and Competition): SBRECCGA NLIT,
Rl Mt (oleaifere ANRarel 73 20a0r, [ AT afsifrel tofi g | Sngeae,
SRS FEnfR (Freelancing) 25owserers feere Rermiar @3 aae o= afstaifre
A

Q. (&Sl AfETST (Buyer Proactivity): fefene Afaee (@orr Sifs Al | S| 7=ree ©2F e
R A B AT, A SR @ PRI 2o e |

. (Ve TR B fam@eem s©] (Lack of Control over Electrical Environment): &=t
AR Toi A @ qrer 307 1 GFFTE WU, AEF ©ICT (Server Down), A AIRIAR
(Cyber) T XCOT [AERAST GTAT AWIC 14T (B FACS A1 |

G2 BIETESTE (NBIRE FaE MG, AfSHNet= oend G|l e (@ e IEFal @ (@Fol-
TP P PO A |

/G7 ReRest

TSN fEfGor Jot, IEREAT I qUfed e Gl oot @ ooy &y W Rend §
GOTCE | 92 el Ny, N4 GrRnete SoRe iR fefEtE q@eifed A=y sSefa aeeed g
IR 2 | G 2T RET A & | SR e, 3R e e fafew
B Toit TR QMR Saron SWRRe | R Roetaa (qifod el S CAM*Brete et
(IRIZE (1, FCHE, FIRETCoa M G &M, TP e Seemiel, 4R 76 ¢ g
ZPTR | @2 QO AEFOCT CIRT AR CFCa AT LT A (A%, @ ORF fo=aib=e TREAE,
TR CRI TRRER, ARG 14T, KES I%, (ORI 7n GR FEOARLEH, IR BFS (ol Afsfer
2Afe | qre 0@, AT (ol TEBre SRV AT I T TR | (QUIFed el JILER CHG
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Problems in Using Intermediaries in Rendering Service
and Strategies for Effective Service Delivery
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Problems in Using Intermediaries in Rendering Service
G e THgOPRITE TR I oS vt 3 Al , A [{feq Te7T 8 Hricete e =T | @7 37
FRY AT, CRE IR 5@ | @ CF@ TP (@Ol 8 WEFIRE Ny G [Ny =7 A | @@

FRRANR NGEHIPTNACAT TJIRICT SRUPTNR Ve ST Bl =T

o

2R Stweey fSFeT A1 %= (Conflict over Objectives): GRT SV (@ TGFOIFRIMI T2
FACT ARR TTFY € PRGN AT (AR (A3 | SARAOTHA, G0 (RIC6T (53 IM PO Arwa I
SETHT WHCT PN PR G &0 FH, S0 @OER A GR I/ ARG FCHT 0L ST
YFCS I |

QIS 8 IRATST T (Inconsistency with Quality): ey wrgeat e ow™r e Faca
T SCHETG AF2 W 8 MATS I AR IOV | G2 TR SHRFS TN, WIRRE

. O I {FFECd GIHTATS (Tension of Empowerment versus Control): I<rgSPISICAa

FICE TN G LRSI AFSHNST S 7T FRTo! @ fFagees oy S (rdl I |
@, GG AL (PN ST TR (RTOASECE WS Nd (Tl QAW SIS A8,
sy et qrar o |

2EE S8l (Ambiguity of the Channel): TFSFRIMA OB 8 1 ==, @Ry 5
Bl AT 2 | @ GG AR ARG [EFage A W fwad ¢ I o e
Bl AFCS Al |

¥ ¢ 7% 9% 7= (Conflict over Costs and Rewards): GRI SeAM 8 TR I R
TSR Sref R THEe[l 8 24 efSPas My 77 8 =S AN | Tnrgerwmat, @b 2-
FRT BT e w41 afsft e Soiw it 29 e farersT 8 A5 weta St %% |

R T TTFSFIRAR FILE TCET TATT SRS TR oo e, I @G, RS,
G GG FAME PSR ARFFA Sl | G0 TP fSfGF AT Cofd IR ML M TS ATHF 047
ol , T G IR fofe 2ite, OreeT CRAT oot W2 BIItEaeta T=eer (I 31 T |
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Strategies for Effective Service Delivery through Intermediaries
e PRI Roreitad @b Sl s 2o P NGFHPIAR MG G AR | G SoAmesIar
AfsPmetd Ty «ft TR @ SR SIME TYEPIATE FIFST JIgAT 8 fwae w1, qATe I
CRIT SO TR T4 T8 T 4R A0 AL AR SRS ¢ Jwrers I A | ey Rmifroeica
fPg FICTR SCIHAT 41 JC AN NLFIFIANCAR AL PR (TR IR &y 8= [ (TS AN |
>. fqaEe @FPIR (Control Strategies): GTAT 7ot @ffFte, fREe @t o swgr
@A &fsls afsr™ oma ww ¢ GRE TN FdEd, A R FReTmeT o fofe s
THE ¢ e 97 920 T | @, G0 @O (B3 I Snd CRR A I AE &y
FCOR TAMS 2T I, SR S GTAR W 8 (@S] TefT IS0, I SR N Jfacs A=y
A | G T, TS * TR IR OIHd I 68N (T It SIfRs 41 Sow, I4
e I (RIT AT SII 2FE (50O AN | qrped f9eny Razpi fows:
F. AR (Measurement): €2 4&feq T SoM=IAT Af oo™ TP weon @
TP, TR FCHICAT (FS63 FIGCN &y (Gt =feEis 537 frs i |
. ST (Review): “RICABAR NGCT, FFHIRERA e Ao, TR, @oT Fae!
R IR FR@oR AT FE Fo 67 | 98 Awho TP GR SEFOR (PITR
I AP, A WIbIRCnS WMe [ THal SIS & SRS 3 | (@, dH0
CRIAT (b2 ST WIbIRIeTna SR [{era sTeysial fdie Sace A, 9 Tyl sfed
I IAGIREAT G T RIG I S SHHR QW A0 AR | GR RO NG EFl
fofeites T T Ay 41 78 |
. FAORW (FFPR (Empowerment Strategies): GRI Reetd FoRas @t Sifa=d
TAME N e 6, T THIHPAAI AT ALF AT 8 TAATOICT FRGN SIS AT
A | @2 P, RIS O FIoRER (@FE @R ©F e [ifey v M facy
NIGIPRIES|EIGIHH
F. (@O CRI AT TR TYHIANE TS W (Assisting intermediaries in
developing customer-centric service processes): SI{EFR* (H@ TTIHPAAT AT
(@S| I T AR ST P12 | OIthd RIS IO, (BEAT I I,
CRI N e, @3 I T Ime {EEes S A0S A |
<, TSR AL AwS &S (Introduction of necessary support mechanisms): SICaF SIC3r
Tve 57 I “It7e e @R ORI FRet [Fold 2 T\ SRRl G[T eWis I3 of
TRTS 2T 1 | @ G (PN N[ @ effwr Tafe T4 faRma =l 3 |
. PP CRT SRR TGEIPNAE Baw (Development of intermediaries in quality
service delivery): Gl ST TSl 8 Tl Sxfed & aférwel 8 Syey *afors [t
SARRIY | 99 G I P AFHIH, ¥, 3R SR AT Tore wwmgai e |
q. ﬂmﬁ'@w JIGAN FOTNT  ARIST (Change in collaborative management
structure): <5 TAMSIFTE GIGAF FIICAT AT FF NHIAPNINHAA NG WeTTe
T T AR (AOFOR (@Y TS FA IW, I OICAS TS F& TH@ 0 LR J&REAT
T 0O ARAF A |
G2 (P TFIHPNNVR (FOIIT &fS RS TV @ W B (ST, AN (<1 *1F8 ETr
ST N TS G (@Fol 788 oS a |
O, SAMAIGQE® @HFPRR  (Partnering Strategies): Sead efSwIf e reld, @RI
ARSHE e #CH TGP AL TS @ To2P] TAMIANG T O | GRT f24eley
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F. T AfKEF@ (Alignment of Goals): GRT 2fSBN @R TGIIPNNWR WL %]

ARasd GG SOT8 Fo] SRAVRGITe (P | &L *vews fRerd, 9Ffs s7ee
SAMIACGT & SO #THA THISTER N ANEPTS! FoiT Fa1 ewgd | 98 a3yrey
fifve 3@ @ 3] % 12 MF PR TR, A WKCRMT TETOR T iR |
TaeREe, @t [ @A @R @@ GEremE W dFme [ w0, q2 e
(TSR ST ©IC (T @WICAR #CF) P& FACO A | GF T, (@l H@E 0T R
ARSHITT ST 8 T B0 S A | 45 26 (IT) R amwiat afeda @ o
LT SRR AW T IS SCICHR FCHT (WeTooId I&r IR, O TSR & U%
ST SIS RS T G |

. *af 8 =S (Consultation and Cooperation): #R ¢ JeifTer «@vq @G

PR @AM TTIIPNIRAN CRI QLT ANE FIBPIOe TP Sz FCa | 7T
TRV AR R TR 47 167 7, @A Tox +2 fqafire @i 3k
Torme [T a1 @2 afw, By Te @R Tfed T (e ARSE @R
ST 2 = |

TATRITR, (AT @RI &fsfo FrapiEfem e fRfire /e 363, ACo ORI (o RN =
THFS @R Tod G TBRCEA TRS! FACO 2T | U2 2f G TOF ATHT & Je] SR @R
IS AT TG AT I | GG FIF 8 O [ TAMEEE N0 T @ST (@Foena
G GHPS G NG COfF FACS AL, A (W] FEfT e @R e SRAmIfg I FC |
GIIG G T (@, RAMRIGETS @ GRT A DGR & FOoT @ gaS | «F e
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