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INTRODUCTION

“The world is becoming characterized by services” (Ostrom et al. 2010, p. 4) during the last decade, services industries were
subject to considerable changes with regard to the way services are provided and delivered (Bitner, Brown, and Meuter
2000). Modern information technologies leverage service advances (Ostrom et al. 2010) and alter not only the nature of
services and their delivery process (Bitner, Brown, and Meuter 2000) but also the interaction at the interface between service
providers and customers (Colby and Parasuraman 2003). (Self)-Service technologies in B2C-settings have received
considerable research interest over the last years (Dabholkar 1996; Makarem, Mudambi, and Podoshen 2009). However these
concepts fall short in explaining complex service technologies in business-to-business settings.

This study focuses on an emerging type of service technology in a B2B context. Remote services are provided in an
interactive technology-mediated production process, exclusively allowing service providers to access and modify the service
object over long distances (Schumann et al. 2007). Particularly in high technology industries such as IT, medical healthcare
equipment and mechanical engineering, remote services are established instruments and are often used for remote repair and
remote diagnosis and maintenance (Biehl, Prater, and McIntyre 2004). More precisely we focus on proactive remote service
that are one-directional technology-mediated services enabling the service provider to preventatively monitor, diagnose and
repair physically separated service objects ideally without human to human interaction and customer’s collaboration.

Our study aims to develop a holistic understanding of how customers perceive remote service technology, which factors
influence their adoption and additionally we investigate how the transformation from close personal contact to technology-
mediated interaction will affect the relationship between service provider and customer.

Investigating remote service technology perception is important for a number of reasons. First, physical distance and remote
delivery complicates rich communication modes, such as face-to-face contact (Ostrom et al. 2010). Second, remotes services
are extremely intangible and they are delivered without personal interaction. Therefore the evidence of service is often not
observable to the customer and complicates the evaluation of the service performance and quality (Bitner 1993). Third, this
new form of technology-mediated interaction characterized by “boundaryless relationships and low-friction transactions,
exchanges and business operations” (Ostrom et al. 2010, p. 29) generates unexpected challenges both for the service
providers and the customers (Zeithaml, Parasuraman, and Malhotra 2002) and might change the relationship especially in a
B2B-setting (Selnes and Hansen 2001) because as said before interpersonal exchanges are important factors determining
services success and give customers an impression about service quality (Gremler and Gwinner 2000).

RESEARCH DESIGN

Remote services represent a relatively new field of services technology research therefore literature and concepts on remote
services are limited. Moreover “if we want to have a holistic perspective and want to obtain in-depth knowledge about
certain objects qualitative approach is the most appropriate (Sinkovics, Penz, and Ghauri 2005). An exploratory research
design that emphasizes discovery over confirmation seems to be appropriate for this study. We utilize in-depth interviews as
a method to capture underlying dimensions (Carson, Gilmore, and Gronhaug 2001) of how customers perceive remote
service technology. Particularly in industrial settings qualitative research plays an important role when it comes to capture
subconscious motives and perceptions of respondents (Wagner, Lukassen, and Mahlendorf 2010). In-depth interviews are
useful in business-to-business marketing research where it may be desirable to tailor questions to a company or to a specific
respondent’s knowledge and background (Craig and Douglas 2000). We conduct the interviews following the critical incident
technique (CIT)' because ,.the method is adapted to identify the sources of both satisfactory and dissatisfactory service
encounters from the customer’s point of view “ (Bitner, Brooms, and Tetreault 1990).

! (Flanagan 1954)
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We have chosen the healthcare industry as unit of analysis since the medical- and healthcare sector is very essential for
service technology research (Ostrom et al. 2010), remote services in this industry are developed and established to a certain
extent and interview partners can refer to their experience, incidents and know-how collected over the time. In accordance
with our research aims we selected medical engineers and technicians being directly affected by remote service technologies.
This study comprises a total of 25 extensive qualitative in-depth interviews with remote service customers and 10 interviews
with remote service representatives across 10 different hospitals in the USA, Germany and Sweden.

RESULTS

The interview material is contend analyzed. Following Miles and Hubermann’s components of data analysis (data collection,
data reduction, data display and conclusion) seven  emerging categories (technology, workflow, interaction,
individualization, economic value and value-added services) are identified (all results are shown in figure 1). These
categories are summarized to five dimensions that influence remote service perception. In addition several influencing factors
(e.g. age, role) emerged from the interviews and possible consequences of remote service adoption are investigated. At the
moment the analyzes is still work in progress and will be finished by the end of the year. The results will be summarized as
propositions and presented in a holistic remote service perception framework.
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Figure 1 summary of results from the qualitative interviews
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