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Buyers

3
Group Activity

In many ways, recruiting process is very similar 
to the buying process. From the recruiters’ 
perspectives, 

1) identify the type of job your team would like 
to obtain after graduation. 
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2) describe each of the phases of the buying 
process (outlined in the chapter) in the 
context of recruiting for the desired position. 
(e.g., how the position became 
available, qualifications of candidates, etc). 

3Buying Decision Process
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3Video Exercise

• Comment on the assertiveness and 
responsiveness communication style in 
this interaction between Jim and Mark.

• Discuss the buying influences that are
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• Discuss the buying influences that are 
impacting Mark’s decision making in 
this sales situation.

3Categories of Buyers

Consumer Markets
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GovernmentsInstitutions

Firms
Business Markets
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ComputerComputer
ComponentComponent

SuppliersSuppliers

Distinguishing Characteristics 
of Business Markets

• Concentrated Demand

• Derived Demand

• Higher Levels of Demand Fluctuation

• Purchasing Professionals
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ConsumerConsumer
Computer MarketComputer Market

ComputersComputers
SuppliersSuppliers

Manufacturing Manufacturing 
EquipmentEquipment
SuppliersSuppliers

Office ConsumableOffice Consumable
SuppliersSuppliers

Labor, Financial, Other Labor, Financial, Other 
ResourcesResources

Peripheral Peripheral 
SuppliersSuppliers

Computer Computer 
ConsumableConsumable
SuppliersSuppliers

• Multiple Buying Influences

• Close Buyer‐Seller
Relationships
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3Buying Decision Process
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3Needs Gap – An Example from the
Life of a College Senior

Desired StateDesired State

I have a job.
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Actual StateActual State

Needs
Gap

I do not have
a job.

3The Needs Gap

Desired StateDesired State
Produce 1,250 Units Per Day
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Actual StateActual State
Produce 1,000 Units Per Day

Needs Needs GapGap
250 250 Units Units Per DayPer Day

Needs Needs GapGap
250 250 Units Units Per DayPer Day
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3Types of Buyer Needs

Situational Needs I need a new cell phone now because mine is 
broken and I am heading out‐of‐town.

I need a cell phone with a keyboard.Functional Needs
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I need a state‐of‐the‐art cell phone so I will be 
recognized as a technology‐savvy person.

I need a cell phone with an extended 
warranty.

I need comprehensive training on how to use 
a new cell phone.

Social Needs

Psychological Needs

Knowledge Needs

3Buyer Needs and 
Benefit‐Based Solutions
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3Organizational vs. Individual Needs
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3Request for Proposal

RFP:  
A form developed by firms 
and distributed to 
qualified potential
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qualified potential 
suppliers that help 
suppliers develop and 
submit solution proposals.

3Procedures for Evaluating
Suppliers and Products

Descriptive Rating
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3Procedures for Evaluating
Suppliers and Products

Multi‐Attribute Model

Descriptive Rating

©2013 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly accessible website, in whole or in part.



26/08/56

6

3Procedures for Evaluating
Suppliers and Products

Multi‐Attribute Model
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2
Price (x .5)

Durability (x1)

Strength (x2)

Weighting of the performance characteristics changed the outcome.

3Employing Buyer Evaluation Procedures 
to Enhance Selling Strategies

• Modify the Product Offering Being Proposed

• Alter the Buyer’s Beliefs about the 
Proposed Offering

• Alter the Buyer’s Beliefs about the Competitor’s
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Alter the Buyer s Beliefs about the Competitor s 
Offering

• Alter the Importance
Weights

• Call Attention to 
Neglected Attributes

3Postpurchase Evaluation and 
the Formation of Satisfaction
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3Buying Decision Types
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3Types of Purchasing Decisions
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Electronic Data Interchange (EDI):  
Transfer of data electronically between two computer systems.

3Communication Styles Matrix
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3Understanding Communication Styles
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3Communication Style Flexing

The process by which the salesperson adjusts 
his/her communication style to fit that of the 
customers in order to
facilitate effective
communication
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communication.

3Buying Teams
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Employees from one or more departments fill the roles in the buying 
center and work together to affect the outcome of the purchase 
decision.



26/08/56

9

3Current Developments in Purchasing

Supply Chain Management

Target Pricing

Increased Outsourcing
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Increasing Use of Information Technology

Relationship Emphasis on Cooperation and Collaboration

Supply Chain Management

Increased Importance of Knowledge and Creativity

Buyers’ Access to and Demand for Relevant Information


