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tku PEPET SLERINIE €0 provide a comprabensive consepeuslizatica
of the buyar-saller interaction process. The baslc postulste under
the conceptualizetion is that the qualily of fncersstion is « fuoctics
of the compatitility batwesn the buyar and Che nuﬁr. with Tespact to
boch the tt,rl.l and the contest of commnication. Aftey defioing the
dieeastonalicies vf styls snd coatent, = nusher of pervonal, orpanise-
ticeal snd productespecific factorm ere described as ‘decernicance of

eyl and content of commmication im baynt-sellar isieraction process,



1.
Imtroduccion

& Tevisw of the 1itersture I the area of buyer-selier intermcelon
;intusn,patut: ozt A0 leasz thres di;nullnni of the stace of the art
{3z Eygn-, 1962; Davie and 511k, 1972: Hulbeyr and Copon, 1972
O’Shlﬁshnelcx. 1372; and be:ttr; 196F for summaries and roviews of
the knoviedga in the ares),

First, che czcent of ewpirical reteseh »0 the buyer-seiler infers
ction procass ix relitivt!y Iparse suppesting consldevahly less inter-
ESt 1o this arves 4% Zeaar an0Rg the ecadecic vesearchers. Watle there
18 considerable talk about tbe mysteriss of the super-galesann and
somt gord ressarch io chy aras of lzlu:tinq acnl trainiu; of sxles
fepresentatives ia 1ndustri:1 carkering, cthe vital licksge of the
boyer-seller fnteraction process remalas yet to ba wystematically
ruseare hed,

- Becond, iha:cve: eopirical research one flnds in rhe aras ix
Righly sporsdic and ad hoc. Mon: of ¢ coasiats of Ariemmiy Lo txtend
SFrotfic hypothases borrousd From the behavioral sclences to describe
aod explain procons of buytr-seller irtsraction, Thes: conpisc ot
' meveral similarity bypacheses related eo the baei;:uunda and physi-

. =|j thrtactorisrics of the bayer and the sclisr and the trelianed oo
the Yaile School of ehoogzht oo persuasl cnuuﬁntcation including Lopmex
of lnu:t!,-utasuge and channe; factory ([Uoward smd Sheth, 196%; Capon,
Holbrock and ulbere, 1925y, Conmuquently, the ares of buyer=seller
interaction is replete with mumarcus hypotheses, ioteresting abservas
tions end conaldorable dchlt.bﬁ tontradictory or unvelated rescapch

Hindings,



.

'!h.i'rd, there s z conspicucws sbaence of Apy comprebansive coos
coptualization or thoory of huyer-seiler iocéraction, If mecis o
o bae w3 yat actcespted to go uyoﬁu'mieutu; the Llterature in
order fo aort oyt awisting evidence snd Lo Tetoneiie inconglztent ar
cnnr.raﬁl::uzy Eindinga by uEflrin.g a cooprghensive or holistic pers-
pective oo the problco area,

4 coprehensive perapective of cha b;a;rer.—selier itateraction pro-
cean sefug tiocly and can serve sovecsi usefyl Functions, It will
SDCOUFRES mork 3yscemptic and rowlistic research which takes iato
senpunt mazy Intltrdnpendent pheacming relevast to understanding tha
buyer-veller interacrion process; L will probably polnt out new
arway of rescarch by ptmrmln; imeights uh!.ch car coly come froe a
teoprobensive pavspective; finally 4t I likely ko discouTaze rasmprch
in vhat may prove to be irrelevant or lass esefu]l zubarsas. OFften,
‘rakearch iz & gyowing orea tands to logalize in x vmry nErTOW fEsus
lewing :lght of the asoy othep uﬂttpl#t'ad and morsa pecful sepeces with-
in dc, Witpess :‘nu Tocent sxparience 1o che Eres of atbitude atroc-
ture yud ppecifically the centzoversy about the judpeental suiss a

perene ukllixes In processing muitisceribuce inforsstion,

dtcotdingly, the putpose of Edis paper is oo mctrapl & Coqpre-
heasiva concoeptusiization of tha buyer-seller fpteraction procass,
It ix hoped thot zuch a cooceptuslization uillr goderats sdditionnl
fosighta Into the problem afes and EOCOUTARE uHYe felective and con-

caxeed rascarch,

Deerview

The conceptusl Framewerk sugkcated in this paper is comprehensive



3.
e abgtract soouph o include buyer-seilar interecticn is Both houpe-
hold and organtizational marketing. In other words, it is capable of
Wlunlnz L+ process of buyer-soll o inceraction which takes ac the
Tatall oyrlers for consomer goods a3 well os between salos TEpFesenta-
Tiven and ;u:chasing agents of formal orgenizaclons.

It 12 xiwo copprehersive encugh Po Lrelude all C¥pes c buytr~
daller fnteraccfbng. Thess cae ba toterpersonal [facw to faca},
written or e'w:n Celecarpunication in pacura, 1t 18 surprising to noce
bow writesn aad telecocmunicacion boyer<celliaz intaraciisnz have been
m‘mu_d in past resaprch activitiss,

The conceprual Eramswerk develaped in ghis papar has consciouely
#volded axtending #ay porcicylar will-koows theory of lutatpersonal
m-uninaﬁm from the behavioral selecces. Oftan, such bilind exten-
wlonm heve proved less useful in che pasz, ts::nn:h, 1974b) .  Instead,
atteopt {4 cade Lo conceptualize the srea frou 4 menzgerial perapec-
tiva and gelecrivaly choose #a tany Cheoriex and hypecheses from ba-
bavioral sciences as soem Televent co provide insizhes inco way sud
bhow acme buyer-zeller interactioms work [ tha sotizfack{on of both
the partiez and others don'c. .

The baxic puabul,.a:c underlying the eotceptual Frmmwwerk Sum.nrriz:d
in Figure 1 is chat whether » specific buyer-aeller isteraccion will
BT #ill ast work 13 & functlon of ewe distimcr dimenzione of inmrers

Mtlon. The fiTst dimensfon it the coatent of Eorrminkcation ropra-

sentipp the substantive aspects of the purpeses For wiich the twa
partict have got topother, It soratls MIpLRELing, ofieTirg, promoting
or atgetiating a sat of product-specific wtilfties and theil &xposce-

tians,
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5.

"hile the dinensions of produccespecdfic artidties will bc descriped
in det.-:.l-.-_ later Lo the paper, it {8 sulficient to mote here chat afEon
the expectaciona nffored by rhe seller and desized by the buyer for a
sptcific produc: or aervizo dn moc mare g resuliing in fai.oc: af the
Intevaction tranksction ts Be e:;nsumt,ad Zuccessiully and sacisfae-
torily,

& second dizensicn of buyer<feller fnteraction decerminasion £4 tha
atyle of pormunicaticn. 1t Tepraneats the foimat, ritwal or cannerism
which the buyer snd the seller adopt in their {nceraetion, The style
of 1q§;r;::tnn Teflaces the highly individusliseic praferences and
Boroabive sxpactetions of the buyer ond the selistr about che FTOCERX
of interaccion itsalf, Much of che tean:.:l'l Tor the sepersalssrar {a
often loenlized in idencifying the scyle of inceraccipe of kighly
sarcessful saiesman ic organlzarions] carkeriog.

" The buyer-seller interactlon process ftself ig trested a5 a2 trans-
actien which can hzve oultiple effecee or condequences, Cezparsole
to the fzpact of edverfislng (Sierh, 19742), the buytr-seller inter.
#ction 12 presymed ta perform Aoy of the fallawing fice Funesions:

[4) fncrease awzrancaz of ench achor's exgeciatious sbout thc sroduct
or servics; (b} remind cach othor's At sacisfacoory tramascsions and
thatr behaviorat outcomes; () reinforce each othee's tehovior re-
lated £o tha kole of the product or urvlu;.{d} precipitate schavioral
actions on each cther's pott by latensifyinn expofcatiaus; aad {c)
PeISUad® égch sther to thange their respective expactations,

Whetever che objective, astizfactery Intorzecion trantascion be-

twsea the buyer ood the seiler will eccur if and only if chey are



6.
cn.pa:tﬂlc wLlth respect tg both the content and atyle of comaunicm-
tien, In &ll other Siteations, the inferaccinn Lransaction {2 pre-
humed to be leis choa idesl, Io flgure 1, o tws by two clossiFfies-
tion of imteraction cransaction fg provided za a very sfupile frame-
work to underscsnd rhe izpact of imcompativilicy with rospeck To
#tyle and conront of exewnication, For trample, if the buyer zndg
tha seller 21e comparibile with vespoct o style ek not with rospect
ta content of cocmonicstion, It ha argued chat while a dlalogue will
continue between the tog #arcies, the ackcpl aate Wy oot ba coosurmet-
ad dut ta differance fa product expeceations, Bither the Lntecaction
Process will be coroinated or Legobistfans 451l take Flzce to change |
each other's prodce axpe-.:u:j.nrns. Uo the other hand, if the buyer
and the sejler acs cocpabible with zespoct to conton: bar oot the
style of comcunication, ik I arpued that aither the process will
ba terninabed or even L7 the sale ig #onsuarated rhere will be nega-
‘tive Feelidge sbout coch ocher's style or mparer of interaction re-
mltiog in s vnastigiaitery rransacrcien, Finglly, when both che sEyle
aad the coatent ave ircompatible becw 1n che buyar and the seiler,
2ot only will there 3o sa trapsactkion C‘ﬂlnlnltin;;. in 4 xale, but ebepe
e Ukely to be ncpative aide vffactz of copleints, bad word of
wmouth about ezch ather, aod Elstrusy of cpch ethor.

Both the styla ond content of buyex-eellar commnicationr are de-
termined by & nueber of Bpir=oonl, arganizatisoal god productrralated
factors, Por txaople, the pevgongl 1tfo atyles and backprownds wil}
uft:n_dc:crninc the styie of ceppuniéntion the buyer or the oellcr
tboozes to eogages . Siedlarly, srganizakfomal trainivg and aricnba-

tise wil) alao would che buyeT or the selter vith rcspncé ko the style



T.
of émnlﬂuuu he is ocxpecred to sogage En. Fioally, the
content of comaunicasion is likely tz be determioed by preduyse-
rolated veriablaa a;u:h as market aotivationt, buper and meller

plans and bechrolouy or competitive structarc of induscry,

Content of Cocenunicarian

While t {s obvious that aoy inconpatibilicy with regpect ko
what the Buyer wants zad vhat the seller offers i p product or
sotvice %u; be detrizental to consroaatiag a sale, 1t is more
in'qui:ettius and wseful to {dentify dimensioas aod cources af
coatect Incompoiibllicy. Based on o rocent medsl of Sedividusl
chaice behovior (Sheth, 1975), it is .prapossd ther underiying buytr;
ssller expeciatinns gbavt e product or service, there lien a Elve .
dineesional ueilizy space, The Five dinensfons ﬁprcsent aiffar-
sot types of product-relpced utiii:ic: whish the buyer degires end
the seiler offcrs to each other, Epeh typa ol wtility is brisfly
deacribed balow:

1. Puretiznal eility, Ik Teprosacila praduct”s veiticy which is

trictly limired to itz perforzance and whith defines the purpose
ol Its oxistence and classification 2z a type ol good or zervice,
For exdaple, the functional wtility assoclated with ap Lpstant
breakfnat can be deseribed ip tevms of taste, conveaience, sutrition
and calorics, $imilarly, the funccignai utility agsociated with x
pRsséngec car fire cen bt defiocd lo cercs of olleage, blow sut prn-
tection, traction, handling and ride. The Funeticaal utiticy is
often meacured En terms of o personts expaetetions on o number of

product-anchiored ateributes or evaluative eritertn, It is presumcd



T - e e wan

barofir). Certain Praductz ave, thersiove,

4.

B0 b4 x complaxr funckion of posltive anf nopeeqve @vpeC Ll iohs an

wultivariate prefiles, Ta thia PapaTs. wo LTast functiconal wtilfcy

8 one dicension of produet uE{lity and ignore for 2 coven: Tht

question of LE5 oum dimenaicaslicwy,

2. Socisi-Orzanizctionst Utiliecs, Somec,ges pToCucl O Rervice zc-

RQuires socinlvorganizarivnn) connocatiens

oF ioagevioz dndepondent of

its performance or Rackional wbilicy, Tric is due to {ts copsizzeat

Ldentification with g sCloccive LeC ot Sociodeaeomic, deoa~raphic

A srgamizecional types. Sech idenzification with a selecejve crogg-

kecCion of heousahsld or ersdaizaticnal buyers cepds to fmputs sertain

Wellities er disueilicias o the procuct or serviee r=oducing am

inagery or a itemglype, FPor exarple, cizarectes are uften consured

due Lo their epcinl imagery aven though taey may be furceionally

used [oF their prescige and

AL 20 much their rerformance. The existence of sxcial-zrgarizational

GRETItY In 3 prodect ar gervice ig alza provalens in orgoaizstional

buyer belavior #specially wich respece te

Eose products and servicas

which are directly assaciared withy the ~rganizacion wan, This I aor

Wrptising lo view of the facr chap there

UXiSEE v crganizacionml

arvarification of pcople working int ergan:-acions cooparable 1o sorjal

#iratifiesifon of houssholds Bazed og eTgenizariolt structera, bierazechy,

and power distcibuction,

. Bitoazianal Wrilicy, It fCpresencs a

prodact'a’ wellity wifch 1a

Berived frog exiatence of a 5ot of afeyaticns oY Lircumsitances, The

produce ox gervice hes oo ictricsdic or independent yrility and 4111

ot be offsred ov bought without ehe preaence of circomstznces which

cIeate {13 pepd, The Situntipen] wtilicy

ir oftea mivang acong thoze
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producty or services which are consimed on o g4 hoe Basls ratles
thao on g continuous baxia, For exonple, the writicarion of tpe FET-
vites of Ihe Frissc Ere marziagn eeremuny ot the lawyer Far diverze
Protecdings Lend to he vonrepurivive by and Larse, Sirilariy, o
ﬁuuaeuife R4Y duy n oproduck or secvice 4. 3 Bifl ikem due 1p g vETY
Specific situscion or ccegaion such 33 gradeacicn or marrisge, drgan-
lzstions often tend te grs che services of professispale on aa ad hoso
basix becayse of a specific projetr. Kemy of Lo capital expendituro
ftams and hiéhlr dpecislized profassioaal skills have greater degree
of wltuationsl uility in them. Ir ia extresely lsporiant o idearify
f
sitastions and sctivities which add to the uztliky of the product or

sezvice, '

6. Euoticnas) Weilicy. Sometires 5 pradult or seruica e¥okes atronp
) “"iVE_f?EEi¥S§,’?fh;‘{_fffP'ng,?na?Fs {nqr.llnva, hzte_gf Jeathatics
due to 1ts apsocistion with Soae other sbieets, avents, Lndividuala
or oYgeaizations, The skrons emofive feelings are rhevefars saapral-
ired to the produce or cervice esultiog in a differect type of urfliry
or dizucilicy, For example, sooe Jouish Suyers rerd eo refrals fros
buylag Cersan PTOSUCTS bécauss of strong =motianal- feclings thev arouse
!i reajndera af the Gevegn Nayd eowenent.  Simlietly, ooy Hindes
refvdin froz estiog beef dye T strong cmotive fesllngs anchoord
ip religicus vencts. Hﬁiln ens 2euld expoet less prevaiomee of
;mottve obiliry in organizational products or services Chan in hoyae
&qld products or services, thia 1 oot borog oyt by empiricxl vescarck.
ﬁ;ganixations alzo tend ¢o manifest emplive behavior 2 {4 ovidencadin

intemationnl trede and sTass-nacional nepotizrigng,



w.
5. Curiesfry Utility. The Eith type of anciliey often preseot in poth
Bouzehold and erganlzatlonal products or services is rolated T2 wovelty,
curiosity aod exploratory ocedd emeng ledividuals, Gased on the A BuGp-
tion that mam constanCly seeks cut aew, diffsrear thivgs due br alther
watisgtion with caizting behavior or due te bovedom {pheraot in highly
repriliive faska, certefn mow peoducta or services eequire addicienal
otilitfes whick ace not intrinsic Lo their secfoTmance, Ihcsc-pruduccl
or sorvicés are both offered sod songht largely due ta thelr ocvelty
and Eo satisfy & perse®s cyrisslty aTousal, They have 2 very shert
1ife nﬁéiﬁ cnd wften depcnecate zs Fadz or fsshions.

RBach product or service bas x wvector of the five Cypes of atillifes
descTibed abowe.. Purtlweroore, both the buyer acd the aeller will have
certain sxpectatlons sbout the product ot gervice on thesz five types
#Erutilitiea. It ia nut ot pll weceemon both in househsld aod organ-
izational ti;kltius to leare thot cthe speeific utility expecracions
of tha Surer and the 3¢ller do not wetch reswlting In aome forr of
incompatibllity vito respert to content 1f incers=gion.

ibe degrec of incompasibility can be mosrured ];y poevferatieg a dimen-
#longl acalysis of Ehe vecrira of buyer-seller cxpoctacions, For
Extwpla, wo con lecafs the wectors of buyor and seller cxpectations
in » [lve dimensicnol space, and measure the- degrec of Lncompatibilicy
o5 & fonction of the distence betwosn the buyer and the seller pojats
located in the space, The greatar cho distacce betwicn tha buyer and
the seller points in space, the grester the tocompabibility with texpect
tu the content of sarmunicatton, .rru;uuing the equivalence betweesn

Euclidian diatzoce and paychelapical incompatibility, the degree of
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Iocomparshility can be moasursd s followg:

5 T
(I}
. n&ﬂ F!_‘El {hi_. - hgj}

-

thera D's = Distance or ipcosrabibility boruven fuyer and Selier
1:3 ™ Buver's oupectatlon wich respect to Ith type of uerilicy

and b' = Seller's ewpectations with respect o rh eype of arility

1

The distgnee batween fhe buyar and the seller will Jetermiae to
what Extent they sre matched with respact to content of ¢ouunie ation,
Sioca t.b: buyer in a free eatecprise systea han the coonatiz buying
DOWRT, it 13 presuned thet the seller vi}l oiren adiept or change his
offarings in such a way as to minimize tie distarce, Howewdr, [t s
often aot trme 1o Tealicy bocmuse .r.he seller olap acteézpie e chenga
tha Io-tltim of bnyer sxpectations fn ehe fpace by persuasive tocempicas
tloo siretegies or sales taccies,

Who will n;ukn thz adjustmene {a clearly o function of Wiy has the
greator peamr fn the buyer-selpier relacionship, GRile the buyer has
tbe stonomic power, Lhe selley often h#. greazer techntcai UNpLTL] SO
ke olfast buyer's pouer, As 2 very broad goneralizacicn, it s likely
that in a buyer's oavher, the sclter is oore litely oo change tn tha
long sun. Io the seiler’y tlviai, it is sore Likely that tha buyer
#11} chanpe or adapt. Yo nll orher cuae;, tackice of persuasfionm,
né;nt:lnti.unu aad bargainins are 1ikely to ooarge as vonsdguences of

buyer-sellar interaction,

3tyle of Comrmicating

Tha vase litergturs oo group dynamics and luterpersonal relacions



: iz,
shipa In small geoups {Foss, 1260 Eeider, 1953 looows, LBy, pros
v{dus ;n wxcalblent seurce te discuss the comicps of mtvle =f intor-
action. As ofgticned -Sefore, it rEgU¥s to the forreab, botoal and
sannerike fovolved In bapre-seller intersscfiem,  <mife o wE1l
rely heavily an reseacch Lo aToup dynonics, 4t if lrpoTimiE To keep
ie ednd that the Jimepsiocsiities Jf stuls of lateractiss discussod
bere s1¢ common to nonpersosal intevactivnz suck aa vis tclecommnica-
titn or postal systzza, The, scvle of faterackicn is prosurcd to be
thras diﬂan;iqnnl. Tha specific dimemsisn: are doseribod helows

1. Yask-Orierced Styls, This styie of Inceractfon s highly poal

oriencad ad purposeful, The iodividucl i3 mos: irtereszed In the
afficiency with smich the tssk s hand ca- be perirrsed s % to

sinimfze cosr nffn:t and tize. Aay a'nivxtj dusieg the intcraction

e —— e Com e —— . A o

Proceps uhiuh is eicher not :ask-n:ieﬂ:ed or Lpefs 1:1;5; is less
talersbed by the individual who pretocs the task-orioared txyle, Tha
buyer gr Tthe seller who prefets this strle of interacticr often tends
to be mechaniscic (o biy approach to ofber pacplz,

2. InteTactian-fricoted Scwls, The buysr er Bhe #8lile- ho prefors

this seyle of tatevaction belinves io pergonalizing sed secialining

"k a0 esafnbisl part of the intezaction process, Ia Facr, preforencs
for this seyle of interactlen if eften ondfesied ot the lass ax
fgaoricg of the cask at hand, The buper e Ehe seller rativated by

the lcketaction-oriented style 14 often tonpulcive in firsk exrabiish-
ing & personal relationship with the athey prreea and thoo ocaly gettiag
irvelved in Eho specific content of interaction,

3, Bvlf-oriepted Style, This wiyle ceflocts a peraon's presceupstion




N 11,
with himself in on interaction sibuation, 0& {s more conciraed
aboyt I;,il own melfare and tands co have 1a83 eepathy for the other
pexeea. He Ix afton unzhle Co take che othér person's prripective
In& views all aspects of Inzeraveion Irom his r.mn #otElah polnt of
visw, The concepts of salf-presecvation, self-smusvival and golf-
smtlacion’ tend fo docdokte this style of interactiou.

It .I.l alst Aot weoowwoa o fiod aituacions 4o which the buyer
#nd. the seller are Inecopetible with regpact to style of fntevaction.
#iven # three-dimeosionsl vector of azyle of ipceractien, it is posgible
LS measurt tha exteat of lua::patibnit;;r with the Enliowdng Buclipn

dixtguce;

R E 2
o @
3 3
vhare nns- Distamee hetwocs Buyer sod Seller on style of Lotersction

GB = Buyer's oriancacionm with respacc fo jth type of style of
3 intersction

l‘:‘ = Saller's oricotatisn wirh cespect to ith type of style of
: inteyse: ion,
The graater the discanse between the buyer wud che seller podnts in
the ;I:yla space, the move inceopatiblo chey will be with respoce
to sexix of fccoraction,

Tollke content of dntcescbion, it is mpro di€ficult tu cilouge o7
wdapt with yespoot Lo olyie of interactionm. This is Largely becausre
the sryle ortenentions of iodividuals are ofcen dacp vooted in peT=
wonality vacfables, corly soclalizatice processes and porsonmel 1ife

styles. It 12, thercfore, difficult to discuss who shoold make

chemges in what situatica la the hlu)'\er-lelll:r interaction process,



14,
If the acyle of iorerccrion ias highly incorpetitle betwern the buper
’ “-* the saller. 1t is probably best te tavminate Intoractipr acd
Attespr to link the right types af sallers with cne buvers 1e the
toteraction presots,
Deterainsar Factors

Bath the style snd the content of bayer-seller Lnreracciun are
detetutved by x 5ot of exogensous Factors, Those are clasaified lace
theee categoriea: {a} personal Escrors anchored co bhe individials
fovolved in the intersstion; {L} orgenizetional faccors dnzhozrod f&
the raspecrive vryonizoticms the nuyer a-nd the scllsr belong To.
Even 1n houiahold mazheling, ve believe theru ave crganizacional
Emctors not uvoly associaced with the seller but dlmg with rhe buysr
1 sc Loy as & typlcal howstehold bay soce argeizational stxucture,
00 mATLer how faplicit LiE oay bej (o) produce-related ficcors anchored
to markwr sotivations, coopltive scructure and buover-ssiler placs,
Ha will befefiy dossribe sece of Ehe more sdliont variables in pach
catagory, Howover, it is beyord the scgpe o7 zhis FipeY Ly Ereac
them exliauscively o1 cven strempe ro tpeciiy thelr cousal influences
oo the sryle acd cootent of {nfersetioa,

k. Pe}sonal Fartore, T personsl Eoctor: ars Ttkely Lo determine the

#tyle of inrerscrion cach Individual profers, Among mamy perasnsl
factors, there scemg ts be Jome Comsrnaus asotg the rescarchers wich
regerd ko the followiop specifis warimbles, The Firsz one s the
domoprophic, secisstonsaic and evganizarional backgrouwad of the
iodividual, These tnclude phy:-itll charaeteristics such a3 sce, race,

height, welght, cre, s well 25 both geneTelized edocation and spaciaz



| .
#hille Iﬂlut';'ﬂl by the individuzl. A sreond specific varfable ir the
illdi'l:l:ltﬂll'! ife gbyle. Te ceiiactn com mouldivg of fhe Lledividual
ovErT Edmd ¥3 A functivn of sieislitotion aul pecsonality development,
The third specfifc varlable 3 2t Tale erfearnticrn of th Lovi -iduwal
with Tespect o tha Impczactica FrussEs. It Includes expocvrstions
and perlovmance of spaciiic toley oo the part of the galcsogn Suth
4% compultant, erder ceker, 1niar=m:'... persugder, wec,

Z. Ozpenizatiognl ¥acrtors, Orgenisational fucrors often detezalpe bath

Ehe III:F!_! ard the content of iaterzcrion, Toe sTpankzation aften
Tecruita, selezcy, Eroles ane prepares che buyer or the seller with
mpitt te batk the content sad atyls of commricacion, Ths
organizatisnal facfors wnlich aeeoase for variabilicy BYONE GrRonizg-
tlona fn their degrec of controlliog *he content ond atyle of {nper-
ackion are srasnization waleciives, organizacien s57le and crgmiza-
tion atructure, 'J.‘hc-em:tnnt “ill be hemvily influenced by or-
Eacization obicctives ced to soce extent by organization structurn,
Sintlaxly, eaci ni-gm::.:tion hag sxplizic or implicit style of manage-
mont oftan ditated by the tep Zao fn the organizatios, The argamiza-
Yiem atyle fx lifoly to influcwce the pertonal siyls of soomunicacicn
of the seller or the YT,

3, Producy-Spocifie Foctors, Tlhe product-spocific factoms ave mar

UHkely to deternine the contecr Tather than the style of inreraceion,
While there are oony specific :fa:tu:a oo ean Include in the lise, we
wi1l Isclate three spociffc factnra which seom oote relovant wod inter-
;._:r.i.ug. The first Factor, of foored, TGlALCA fo markot ootivaciops,
;t refers to che gooeralized seeds | vants and desiron fustoncrd have

for which the spacific pradust 13 oote or lesa eelovast, The aceond

factor telates to buyer and asller plosts,  The buyer hos certatn plams



in kis #ind about tha spacific vse ke iz likely to eaka Jee of the
ptiduct. imilaziy, the aclier has fertain pisnd w1lh Tospect o
parkel diffoventistion amd cuttumer sep=merzaliom, Tiwe producg
expectarions of the buyet ood ch? awlloe ace Iikely o be heawvily
deterolned by chedr respective plans. The chicd Jacter (i gnohered
to the supply side of che product. It refers to tha techoeiogical
and competicive leadership the zeller hos in thot proZuct category.
The product expectatices sod ufilitieds sspecielly to rugsrd ra fooc-
tional, sttoatioaal and corlogity ucilitdes are mase likely to be
detsrminod by techoolopy and covpetition prevalaat fo tha indusCry,
The thrae types of doreroicants of style and conceat of interaction
Are £xiremoily relevant fe 1£a1ate individpal dificrencas aman; bojezs
_#nd sellces, product. differences for the sace Buyer or stller, and
srgmizational diffevences for the same product. They essencivlly
strve the fenction of reducing 213 che Buycr-geller interactions to
B COmmon b:;e.by pactiailing cut che offects of porsonal, oeggnicatlounal

and produst Gifferoadax,

Ceaclucion
Tkis paper has actemcted & comprehessive conteprualizetion of
the buycr-seiler intersctlon proces: buscd np the prosumpcion thee
whtther or not thore will be 2 sacistactory iptoractioe will dopand
o0 whebher the buyer®s aud the seller's atyls 55 well ax cantenk of
interaction natchs Yo tha extent thoy do aot zateh, the lnteracriom

in lkely to be efther ternioated or will entail negative stde offecre,



.

7.
Enowledze of misngtch betecen the boyer and the deller artiex
with respoect Eo style or witk Thapect oo gonrant will require mana-
gerial coreecoive uciiaﬂs. Those actisns ucy tape the form of
wedifyicoy szlcs appeals, Tetrainine sa.espeaple, reagsignment wf

salesmen a3 well o3 chanmges In recvulting apd Selectico ol porseabel.
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