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DEFINITION

ORGANIZATIONAL BUYING BEHAVIOR IS A 

PROCESS, NOT AN ISOLATED ACT OR EVENT. 

TRACING THE HISTORY OF A PROCUREMENT 

DECISION UNCOVERS CRITICAL DECISION POINTS 

AND EVOLVING INFORMATION REQUIREMENTS.



MAJOR STAGES OF THE ORGANIZATIONAL BUYING 
PROCESS

Problem 
recognition

General 
Description of 
need

Product 
Specifications

Supplier 
Search

Acquisition 
and analysis 
of proposals

Supplier 
Selection

Selection of 
order routine

Performance 
review

Managers at P&G need new high-speed packaging equipment to support a 

new product launch. 

Production managers work with a purchasing manager to determine the characteristics needed in 

the new packaging system. 

An experienced production manager assists a purchasing manager in developing a detailed and 

precise description of the needed equipment.

After conferring with production managers, a purchasing manager identies a set of alternative 

suppliers that could satisfy P&G’s requirements. 

Alternative proposals are evaluated by a purchasing manager 

and a number of members of the production department. 

Negotiations with the two nalists are conducted, and a supplier is chosen. 

A delivery date is established for the production equipment

After equipment is installed, purchasing and production managers evaluate the performance of 

the equipment and the service support provided by the supplier



THE SEARCH PROCESS

• THE ORGANIZATION INVESTS MORE TIME AND ENERGY IN THE SUPPLIER SEARCH WHEN THE 

PROPOSED PRODUCT HAS A STRONG BEARING ON ORGANIZATIONAL PERFORMANCE

• SUPPLIER SELECTION AND PERFORMANCE REVIEW 

• BUYING SITUATION:

1. NEW TASK

2. MODIFIED REBUY

3. STRAIGHT REBUY



MODIFIED REBUY

In the modi ed rebuy situation, organizational decision makers feel they can derive signii cant benei ts by 

reevaluating alternatives. 

• Strongly emphasize the firm’s strategic objectives

• Long term needs

Buying Decision 
Approaches

• In a modii ed rebuy, the direction of the marketing effort depends 
on whether the marketer is an “in” or an “out” supplierStrategy Guidelines

• Although past research provides some useful guidelines, marketers 
must exercise great care in forecasting the likely composition of the 
buying center for a particular purchasing situation.

Strategy implications



FORCES INFLUENCING ORGANIZATIONAL BUYING 
BEHAVIOR

The business marketer 

must therefore view the 

procurement problem or 

need from the buying 

organization’s 

perspective.



ENVIRONMENTAL FORCES

Economic 
Influences

Technological 
Influences

World Wide Web “has forever changed the 

way companies and customers (whether they be 

consumers or other businesses) buy and sell to 

each other, learn about each other, and 

communicate.”

The derived nature of industrial demand, the marketer 

must be sensitive to the strength of demand in the 

ultimate consumer market.



ORGANIZATIONAL FORCES

• BUYING ORGANIZATION IS BASED ON ITS STRATEGIC PRIORITIES, THE ROLE OF PURCHASING 

IN THE EXECUTIVE HIERARCHY, AND THE I RM’S COMPETITIVE CHALLENGES. 

• GROWING INFLUENCE OF PURCHASING, AS A RULE, THE INFLUENCE OF THE PROCUREMENT 

FUNCTION IS GROWING.



STRATEGIC PRIORITIES IN PURCHASING

Aligning 
Purchasing with 

strategy

Exploring New 
value Frontiers

Putting suppliers 
inside

Pursuing Low-Cost 
Sources

Shift from an administrative 

role to a value-creating 

function that serves internal 

stakeholders and provides a 

competitive edge in the 

market. 

Focus on the capabilities of 

suppliers business 

outcomes, total cost of 

ownership, and the 

potential for long-term 

value creation

Develop fewer and 

deeper relationships with  

suppliers and involve them 

in decision-making 

processes, ranging from 

new product development 

to cost-reduction initiatives.

Overcome hurdles imposed 

by geographical 

differences and seek out 

cost-effective suppliers 

around the globe



ORGANIZATIONAL POSITIONING OF PURCHASING

Centralization of 
Procurement

Centralization Vs 
Decentralization

Strategy Response

The organization of the marketer’s 

selling strategy should parallel the 

organization of the purchasing 

function of key accounts. To avoid 

disjointed selling activities and 

internal conl ict in the sales 

organization, and to serve the special 

needs of important customers

Centralized and decentralized 

procurement differ substantially

Centralization leads to specialization

centralization can better integrate 

purchasing strategy with corporate 

strategy, and e-procurement software 

tools now enable managers to 

monitor and analyze corporate 

spending data in minute detail



GROUP FORCES

The Buying 
Center

Predicting 
Composition

Buying 
Center 

Influence

the buying situation and 

determining whether the i rm is in 

the early or later stages of the 

procurement decision-making 

process are important i rst steps in 

dei ning the buying center

A marketer can also predict the 

composition of the buying 

center by projecting the effect 

of the industrial product on 

various functional areas in the 

organization.

Members of the buying center 

assume different roles throughout 

the procurement process

• Gatekeepers

• Influencers

• Deciders

• Buyer



CLUES FOR IDENTIFYING POWERFUL BUYING CENTER 
MEMBERS

Identify the 
Experts



INDIVIDUAL FORCES

Differing 
evaluative 
Criteria

Responsive 
Marketing 
Strategy

Information 
Processing

Selective 
Processes

Risk Reduction 
Strategies

• Selective exposure

• Selective attention

• Selective perception

• Selective retention

• uncertainty about the 
outcome of a decision

• the magnitude of 
consequences from 
making the wrong 
choice

Volumes of information flow 

into every organization through 

direct-mail advertising, the 

Internet, journal advertising, 

trade news, word of mouth, and 

personal sales presentations. 

A marketer who is 

sensitive to differences in 

the product perceptions 

and evaluative criteria of 

individual buying center 

members is well equipped 

to prepare a responsive 

marketing strategy. 

Evaluative criteria are 

specii cations that 

organizational buyers use 

to compare alternative 

industrial products and 

services



HOW DO ORGANIZATIONAL BUYERS BEHAVE? 

• THE BUYING CENTER BECOMES LARGER AND COMPRISES MEMBERS WITH HIGH LEVELS OF 

ORGANIZATIONAL STATUS AND AUTHORITY. 

• THE INFORMATION SEARCH IS ACTIVE AND A WIDE VARIETY OF INFORMATION SOURCES ARE 

CONSULTED. AS THE DECISION PROCESS UNFOLDS, PERSONAL INFORMATION SOURCES (FOR 

EXAMPLE, DISCUSSIONS WITH MANAGERS AT OTHER ORGANIZATIONS THAT HAVE MADE SIMILAR 

PURCHASES) BECOME MORE IMPORTANT. 

• BUYING CENTER PARTICIPANTS INVEST GREATER EFFORT AND DELIBERATE MORE CAREFULLY 

THROUGHOUT THE PURCHASE PROCESS.

• SELLERS WHO HAVE A PROVEN TRACK RECORD WITH THE I RM ARE FAVORED—THE CHOICE OF A 

FAMILIAR SUPPLIER HELPS REDUCE PERCEIVED RISK. 



MAJOR ELEMENTS OF 
ORGANIZATIONAL BUYING BEHAVIOR

SOURCE: Jean-Marie Choffray and Gary L. Lilien, “Assessing Response to Industrial Marketing Strategy,” Journal of 

Marketing 42 (April 1978): p. 22. Reprinted by permission of the American Marketing Association. 



THE ORGANIZATIONAL BUYING PROCESS : MAJOR 
ELEMENTS

• THE BEHAVIOR OF ORGANIZATIONAL BUYERS IS INFLUENCED BY ENVIRONMENTAL, 

ORGANIZATIONAL, GROUP, AND INDIVIDUAL FACTORS. 

• THIS FRAMEWORK FOCUSES ON THE RELATIONSHIP BETWEEN AN ORGANIZATION’S BUYING 

CENTER AND THE THREE MAJOR STAGES IN THE INDIVIDUAL PURCHASE DECISION PROCESS:

1. THE SCREENING OF ALTERNATIVES THAT DO NOT MEET ORGANIZATIONAL 

REQUIREMENTS; 

2. THE FORMATION OF DECISION PARTICIPANTS’ PREFERENCES; 

3. THE FORMATION OF ORGANIZATIONAL PREFERENCES
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