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RECELNE GEVELOPMENTS IN ORGANIZATIONAL BUYING EEHAVIOR

Thi. artecle revious (he existing ressarches i lb::m-ufﬂrsn‘niraﬁum! bacying belaviour and thereby
sablehey wntlarife bevween argatizations] At hoow hold beying behavior epeeislly fegandiog buyer's
et tiem, pofoeripns and wuslues of Rifonal YerAe emficngl virice criteria.

Toc poaidle areas of rocanch e soppested, The ireid in the pormoit of mw knawhedge in cpan-
sasionak bk usar ard he possibic Bnpact of (¢ e understandlog on the grrictiog function arc fiwecxd,

INTRODUCTION

€ -alrary 1o the popuiar Belief, there is . vast amoum: of msearch 2nd knowledge
shwl e vrgenicativnabisdusinal buyer Bchavior (Hillier 1972; Robinson and Faris,
inT; ¥torh 1973 Webser and Wind 1972). For example, in reviswizg the Titerature, I
a4t able 1o lovale moee than thousand references in the form of beoks, articles, comments
and trade publications. In face, there are more journals speialinog in indusirial buyiag
| tehusior than thow it consumier behavior.

i Then why the popuiar belief that consumer Behavior is 2 better  researched arca?
r' Thees are wueral reasens, First, most research in orgpanizationa?! buyiog behavior has
teen practicc-oricnted and, less academic-orisniad.  Second, more good resarch seems
14 have ®ern conducted in Europe than in the Ul 8. and, therelore, we are not ag aware of
ity esiddg e, Euctlwrmore, research in ormnizationad buying is also scattersd seross severnl
i pEey such 3 politicnl science, organizational psychology, and several sub-apsas of
busings including produstion, Maancs, and personte] management.  Third, it scone cxdar
1o relate 10 gonsumer behovier bassd on researcher’s gwa intraspective analyss of pasonal
expuzicmes bul requires aelditional effoct o experience and learn the reality in organizational
buyer behavior peivt 10 conducting ressarch.  As such, borrgwing and applying many of
e theories tmd victhowds from the behavioral sciences seems mort strdight fovwand o con-
; surmer hehavior than in organizations! buyiog bebavicr.  Thiz hat probably lad to  goeater
i seleive erpowure and rmention of research on consumer behavior. Fimally, it is tnae thar
popwumer Markeiers have 1caded 10 be more meeptive and less hard-posed sbout applying
new gnd different techniqust and theories  of behavigml Jeplsk N Sheth b 1B A
[furd =S pruh:_tbl} '_be:a.us: of 'I‘l‘t= presumption that come a
surer  hehaviot s, by delinition, mom complex and ¥
emotipnal  than  organizatiomal buyiag behavior. gy st Trbao Chrepiles
Therefore,  consumer behavior and consnpuer markefing  TRRANA. [LIINOE.
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have distinguished themselves 25 the tending edge af the merketing discipline.  Hence, (be
popelar bellel' that tesearth i arpanizatisnal buying Ichavior is sceer, acnschelarly, and
mote trade-ariented.  However, a earefu] look jato the xisting kaowtedge docs not fully
bear put thiz popular bebief,

I ibis chaprer, we will firsr review the most salicnt rescapch already existing in the
erganiratioasl buyios behavior arcy. Then we w3l cusmipare and contrast research in organd-
zational and consumer birping behavigr, Thied, 2 cheeklist of research topics will be
provided on which there is an immgiate neod for further rasearch,  Finally, some future
trends in the theary a0d tescarch 7n copimizationz] buying bebavior will be esumerared.

REVEEW OF RESEARCH .
Given Ihe vast amount of diverss jnformation and koowledge sbout organirmtion]
buying bebaviet scattcred across nuny countrics and sources, [t seems necessary to utilize
a framework with which te review the existing tesearch, Such a Framewark E Pfﬁﬁdﬁﬂ
i Figure 1. Ttis o familiar S<O-R paradigm consisting of inputs, owtputs, mediating black
B, a6d £ 561 of exogencous factors which impinge on ihe structure of the black box.  Most
of the research a axpanizationa) buying coe be classificd io one or moee of the followicg
Arddt summarized m ﬁm 1.
I Type of Buying Diecisions
2 Evaliation of the Buying Task
3. Decidion-Making Process Hnderhying Buying Decivions
4. Marketing Communicationy and their influente o the decision mzking process
3 Tmpact of individusl decision makers vharactorstics an the Desision Making
Frocess

6. Tmpact of orgasizational characicristics on the Decision Making Process

T Impect of specific porchase situarion charaeteristics on the Decision Mzking
Process.

As would be expacted, there are many sub-arcaz and diverse view-poials expressed
by scholars and practivioners wilthin each of the above seven areas. Duc to space
Emitacions, we ®il ooty highlight the type of rescrch mast commonly underiaken in sech
atem.

Type of Boying Dectsiom -

Therc are two distingt cateparies of research on the (ype of orpniztippz| buying
decisions. The first category has focused on the ultimate choiez or cuizome of 2 decision
whereas the second catsgory has focused on the sequentizl proctss or sieps involved o
Buying products or services cither within 3 given decision ar dynamic changes in the Process
which often acttir in repetitive Buying behavier,

A. EBebariocsd Acts or Utimates Chotces

Research in organizational buying behavior has Focused on four different ypes of
ultidate choices : product choices which includes things like size, type, design, and
specifications of produets; (Howard and Moore, 1963; Lehman and O Shanguessy, 1974;
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FParket 1971; Webster 1965; Wind and Gardorne, 1974), supplier choices which facludes
chogsing betwes=n 3 middleman gr g supply howse and the maauiacturer as well as choice
among manufactursrs fn direct buying (Adams 1958: Dicksen 1965; Edgan 1968; Kelloy
1949, buying from asole sourse (Diflon 1968}, 20d the related questior of reciprocit
refafionships (Ammer 1962, Bird and Sheppard 1973; Dauoer 1967, Moyer 1990 am
finally, and more fundamentally, the decision to buy o7 ledte (Baumes and Thompon 1958
Charrin 19693 as well as the decigon (o interoatly make the product o 1o huy it fron
outside sources (Gross 1966; Williams 1965).

The bulk of the ressarch has concenizated on the supplize choice and reciprocity
relaticaships comparable to the emphasis oo brand choise, brand loyalyy and store patonags
in consumosr bebavier. Hesiprecity relatonships bave received a special auenton in th
L3, due 1o the fagal problems associated with Le<a avmnecmenis amang businesses beimy
declared as anti-competitive prooedures,  The genersl concluston reached from Lhy resesonc]
Ts that reciprocity i widely practiced ameong orcanimtrpnal buyers.

B, Priwcess Decisioey

The emphasic here iz oot so much oo the ultimaie choices amd differences in t
buying task they create as oo the fundamental clagsification of the Lypes of decision processe
and their impact oa information scarch, supplier evaluption and supplier selection. Th
pitneering work ir this area is by Fars (1967), Robinson and Faris (1967) 2od Wind am
Robinsos, (1963) who heve identified fuedamecotal decision prosess dilferencss betwes
new task modified ebuy tosk and straizhi rebuy task.  This classification virtually paral
kis Howard's {(1983) paradigm of Exsensive, Limited, aod Routinized buying behavior
A second and more reent process Tramework fs provided by Hillier (1972).  Utilizing th
hisrarchy of affzcos framework in the areas of advertising, personal selling and inoevatic:
adoption decisions, Hilkier identifies a four stage process decision tzsk consisting of precip
tating decisions, product decisions, supplier Jecistons, znd commitment-procurement deg
sions.

Mast of the research on type of organimficnal buying decisions has tzaded to b
highly descopuive, behawiorally onented, and cmpideal.  Very liftle quentitstive nuod
building or normative thinking has been applisd so fex.  [o a vy, this i somewRat sum
prising becauss in pareilel arsas of conzumer behavior, there bas been 2 great deal of quant:
tative medel building effort 2s evidenced by the abopdanse of stochastic models of bran
amd store choier behavior (Massy, Morrison and Mosigomery, 1300,

Fraioation of the Baying Task

A surprising amount of research pe evilnating the buying 1ask and the purchasin
fupction seems to Bave takern a quantitative bent (Medelsen 1959, Perhaps this is due L
the dlesatisfaction of existing quakirarive and even subjective personnel methods ef evahus
ting the purchating =genrs and the tack they perform in the organiztion. The best-know
guariitative technique applied & the vatue snalysis (Bellen 1963, Milss 1961; Reuter 1963
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Tallon 1966). It refers to accounting and finance decision theory which related procedome
of quentifying the seanomic value of 2 purchase to (be qmummmﬂequmnith:pnm
to be paid for this monomic value. As would be erpected, vaine analysisisa potmative
voo] which atiempts mmmﬁymmmmmwmwa
st of decision rubes o improve the efficiency of the buying task. Twg other techniqes
with basically (he same ohjective are costreduction (Ammet 19%9; Busard 196&; Mclran
1966; Mewgarden 1958; Paoler 1966; Semllow M) and ecodomic-tider quagiity amalbysis
(Alexandar 1964; Collings 1966; Groot and Groat, 1963,

O the other hand, systems amalyss bas baen identified &4 2 very usefnd normative
techoiques for evaluating the buying msk. This hes included PERT-CPM procadutcs
(Rage 196%), EDP Systems (Corsiglia 19707 Lewis 1966; Plaot 1943; Wilding 1964, and
even Building Hosar programming models (Hirsch 1960; Zemansky 1958}

Despite the quantitative and somewhat normative approach To evaluating the baying
tmsk or the purchasing function, thete it giill zelyiively low sophistimtion and staadardi-
rhion in measaring the economic and Ropetopomic performance of rganizational buying
detisians.

Decsion Making Processes i Orpanizztions? Buyicg

Perhaps the singlc most roscarched 3rea in organizationak huyer behavier is how and
why the orzanizations decide about warious choices enailed in the purchasing Runcdea.
Doth theazies and empicical reseach bound in an effprt 40 gnravel the mysieries of the
purchasicg function in the orgapization (Sheth 1973). The vast gmount of literanurs seems
t0 have concentrated of some common questions 1 (4) Isthe organizational buyer ctional
or crotiomal in bis decision protess? (b))  Is the purchinse function solely fecided by one
individual or by a committee? (&) Ts the decision making process dilferent for innovation
adoptions 15 opposed Lo existing altermatives? (d) Wha is the ¢xient of conflist in organi-
zatianal huying and how it is tesolved T and (c) What factars influence the organizatonal
decision making process?

In order to synthesizs fhis Enowledge we have chassificd the decision making procsses
inte shree catesories: sconomic. arganiztional snd behavinral approaches o the purchass
derision process.

&, FEcooomie slewpoints of Decision Y Eaking

Sevetir] diverse approdches have been suzseseed within the sognomic ¥iewpaint oF the
organizatiane] Buying decision procgss. The Fiest is o amtanpt 1o explors the frsibiline
of appiying decision theery and jpame theery principiss [Hirseh 1960), The decision
theary 35 usnal sakes 3 profubilisiic view of dJegision muking prodess and quantiffes whe
ecanamis com.aquences of sach suppiier chaice with the wee of 1Be expested payell ruls The
Eame Cheniotic appros i 10 sotmes ot mate comples and intsresting.  Taking the view
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of 2 210 and pesitive sum cuemes between the boying and the sellitg organizations,
severdl attempes are made to apply the Iypical mi

nimax and regret stratepies to mak
choices of sapplicrs and products. e ne

Another, and eotirely different, approach has been the eximtination of the fTnansal
ratios of the supplier organizziin as indicators of reliability, reputation, and even quality of
servicn that a selling company fs Ukely 1 provide 1o the buying arganizmtions (Dickspn 1965;
Hiller 1972; Page 1959; Slcanss 1963), While fieancial ratios of supplier organizaions
may be 2 goodl":rstmatmnuwingdwntbelismfsupp

liers 10 & smatfer evoked sef of
alternatives, & is not Tkely to cuabe the purchasiog agent 10 make choicss nith respect ta
quantity, delivery Utss, and mixturs of products o buay jrom 2 given supplier,

A third approach is the recent infersst in mierp-ses nomics abo
of organizations (Canova 1965; cordan 1964; Smith 1965). The bagic Pusiulate states
that the organimtions becoms mere efficiant with repetitive SLOTIOMEE Activity and 1here-
fore, there are economies which can be atwibeted nor simply to the seal factors bt alsg
e Jearning factors for 2 given scale of operation. Some elfo
econodnic leareing theoriss to understanding the orgAniztion’s purchasing funerion. Un
forrunately, 00t coough research  has been dooe ia terms of ihe cconomic learping urve
hyporheses 10 warrant asy cvaluadive judpment as t itg usafolness,

1 the kearning curves

rt }ias been madz ta gpply the

A fourth ssosomic approach closely relzicd o pome theory is the analysis anc
modeling of the competitive bidding process (Edeiman 19%65; Misz 195817, Whik
modeling bas been from the viewpoint of tidding supphers for 2 given buyirg shenation, §
has proved belplul o the purchasing Organizations ip berms of setiing etopom!s Tules fin
bidding. A {Ifth exospmic approach to argsnimtonal puying decision process kas beer
the applications of inpat-suiput analysis (Hirsch 1960; Watzon and Smith L#08} In whict
the purchasing function is modated as provider of inputs such as raw materiats, CRintenant
aed capital goods for the desred organization outpnt.  OF “ouTse, the real ¢Zal"angs some
in the calcefation of ihe inpOt-output transition matgi o each stage of the proc s ssive proces
and the roke the puzchasing function plays ar sach stage. The Wst economic saprosch §
more marketing oricoted. o this approach, the product Life oycle of the Teving organi
zation Becomes the focal point for developing purchasing strawgic pians {Barzocon |96T
s the product grows in the nsual S-shaped curve, it is argued that the or iras:2%s require
ments i ey of volume, variety acd type of raw maxterialy zod maiotenaace jrems als
change. However, it it possible to plen now the future requirerments of 15 s tpanizaria
bevause the product life cycle is relasivaly invariznt in its charactenistc growss momern fror
ons indugtry be anciber, '

Despite the diversity of viswpeiots amd techniques, all of the above 1-o=nzzhas hav
onc thing io common : they afl rend to 15 ¢o the i #5pect of e purchasin
Tunction and neglect the behavioral and the organizarfional aspects inherent iz &% pyrchasin
decisions,
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B. DOrganizational viewpoints of Decision-2laking

At least four different organizational viespoints have besn applied to voderstand
and explaiz how the purchasing agenis decide oD products and soppliers. Twoare Taibier
chstical viewpoints of the organization man (Hillser 1972). These inchude medeling the
purchasing agents as mational sponpmic men primarily modvated by well-defined aod econo=
mic obicclives of The crganization and behaving in 2 mapner which wonld typify cauional
Jacision making process (Fisher 1969} A second classical yiew utilizes the time and motish
study approach to define the nozk How of the purchasing fuscion and even a=mpts o
twild highly mechanistic medels of the argaizstion man (Carman and Tasso 1974 Digrling
1952; Eillier 19721,  As one nould expect, both of thess classical organizmtional viewpolots
of the purchasing fupction are highty pormative and idealistie. As such, one seldom fods
them prevalent in rezlity.  Furticrmore, afy aitempls te implement them in the purchasing
omanizations have met with comsiderable Tesisiance or have bern bypassed by inventng
loopkeks or backdoor tactcs.

Tie other tog Organizational viswpohils are OE Contempotady. The lirst ooe is
an attempl bo model the purchasing furcticn in terms of organizational decision makdng
process which includes 1he usmal szages of identifying and operzdonaliving organiratdon’s
grals and objrives, secrcbing for and cajeulating the payolis of feasible alierpatives such
23 supgpliers and products, 2od urlizing some ratiopat decison ke which will optimally
match the oreasization’s objectives aud e wost 2ppropsiats alternative (Farley, Howard
and Hulbert 1971; Farouk, LaLoade, Riley and Grabner 1971; Feldman and Cardozo 1969;
Hiller 1975 Sheth 1973; Webster 1965; Wind and Webster 1972). The organizational
decision mmtydjffmﬁnmtbcdasﬁmltaﬁumlorgaﬁndnnmnhmmqlkgiﬂmmuf
goals. Whatever the crganiziion’s objectives, wihcther they are Ttinal or wat, econoptis of
ponecongmic, [he organizational decison making sproach does mot question jts Legid-
macy but arcmpts to schieve s satisfaction by means of an efficient docsion making pro-
cags. A sacond contsmporzty viewpoint is he chassification of purchasing decslons into
thrre categories : those which Tequire consensus of all individuals in ibe arganization, thowe
which are hierarchinl wheee @ superior in the hisrarchy has the power o oegale OF mdily
the Torer level decisions, and thoss which catail & bargainiag process of give-and-dake among
decigion makers (Darling 1962; Harding 1966; Hillier 1872; Wind 1978). In a simuzdon,
where the dodsion making is solely in the hands of one individual in the orgamzation, i
Iess Lkely that this priswpoint will be as useful as the desizion making viewpoint. However
it is argued that most decisions jg organiztions are seidom autouoEoDs sxccpt perhaps at
the top level in the organization.

The organizetional viewpoints, in peneral, have tended 10 be mom deseripiive and
realistic than the economic viswpoints, As such, ihey have 3 grester asneconomic and
behavioral emphass in their thinking. However, the focal peint in the organizatign vicw-
poims is the organiztion task fsell as opposed o the individual performing those tasks
in the creanimtion. To that extent, the anzlysis & more macto, ahsmact, apd for the sk
rathes than 1he individual performing thet taks,
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C. Bebavioral ¥ienpoits of Decisian Alaking

A major zhift in the behavioral viewpoiat a5 contrasted with the coonomic a1
weganizadomal viewpoints 15 the fedus on the individuals and small zroups working in o
mtions. Doz again, there are saveral different approaches ane [inds in the lteratere ref,
difereat behavioral schools of hought applied to understanding and explaini
plrchasing behavior of organizatignal buyers, '

Probably the single most ialluential behavioral approach applisd to underst
how and why organizational buyiog takes plaoe is the behavioral theary of the finm pre
by Cyert and March (1963). It consises of four related aspects of orgeniratipnal
making: conllict amoug decislon makers and Bs partial resplution by satisficimg and |
eod gpalylt avoidance of uncerttinty by exizbliching dacition rules which mi
tncemaing; pooblemistic sarch which s higily selective and namow: ergania
Icarning di v ppetitive expericnces.  The best aplication of the behavierml fheory
firm to aoderstapding the organizational buying behavior has been madeby Wind
20d 10 2 Jeseer extext by Robinson and Faris (1967), and by Webster and Wind (197

A closely relaved and highly complimentary bBehavioral approach to uadsrse
organizativnz] buying is the Zroup dypamics approach (Anyon 1963; Gorman 1971; !
and Spmers 1966, 1967; Metexas 1%63; Pettigrew 1975; Sheth 1973; Stragss 1962,V
1965; Weigand 1968; Wind 1971).  Yhe emphasis beae is on the understanding of 1h
acting process among a small goup of individisls all working together i the same
zalign but probably baving very different =n of buying objectives and expectadon:
the alternatives or the suppliers. A mejor focus in ¢he group dynamics approach is
process of confTiet reslution i the srganization amang various decigon makers and
ment of the specific tactics {prrsuasion, bargaining, £1c.), with which the conflict is e

A (hid behaviorel approach it the jumovation-adopton peradigm. Bo
fiom the mural sodelogy area (Rogers and Shesmaiker, 1971}, an attempt i= made ta
the adepiion decition making process For new products and services falo awazet
tersst, evaluation, izl and adophon stages, and cxammining the sources of informmat
inMuener at cach staze of the decition process (O'Meal and Thorctli 1973 ; Ozanne an
chill 1971 Peters snd Venmkesan 1973; Webster 1966, 1968). The innovatien a
paradipm has become exiremely useful 2s 2 specilic wey of understanding how new |
especially tequiring large capital expenditures et adopted or rejected by organt
Buyert. A highly related fourth behevioral apyeoach common o both sxisting =
products is the hierarchy of effects paradigm borrowed from the magt commu
rescareh (Webster 1968). While the paradipm was primarily devcloped from the
viewpoint fu terme of understanding how personal sefling and mass media Empac
buyer, it is.at beast one approach 1o understanding the psvchology of buyer's dedsion
process. The most contronly Hantified hizrachy of affects paradigm is the 5o calke
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medd] tomsisting of atteobion—intirest—desire—action steges of the mentai procsss of
buying decisions.

A fifth behaviora! approach Is more practical and relies bess uppn any specific
behariaral scicoce theory. Tt consists of developing raing seales on 2 number of salient
criteria with which to assess and evaleats supplices (Dillgg 1966 ; Dowst 1964 Forouk, cr.al.
1971; Mendelsen 1965; Stewart 1968; Wind, Green and Robincgn 1968), These criteria
can be both economic and noncconomic. Also, they are often derived by a subjective con-
seaisws of the buying orgamizavien staff, although past performanee, secondarly spugces of
information and commercial information provided by the supplicrs is volized a5 iInputs by
those subjective ratings. The ratings are more Lmited to the supplics  tather than to &
specific product eategacy or 2 specific buying situation, The vendor ratings are then used
by the buyios mamaper T bis decision 1o inclode or exclude a specitie rupplier for a party-
culer pepchase situation

A sixth end mest recene behavioral approach te modeling the deasion-making pro-
tess of the organizational buyer is the weilization of infotmation-procsssing and cognitive
consisiency theoties from social psychology (Coombs and Sougg 1999: Cyert, March &
Moore 1962; Howard & Moore 1963; Howard & Morgenroth 1968; Laffiman 1574; Stiles
1973; Webster and Wied 1972).  The basic emphask is to saderstand ar hypothesize how a
buyer confronted with some descriptive or cvaluative profile of information about vagjous
products or supplicrs decides on sekecting or rajecting them.  Whit are bis deciion rples?
Does he unlize some compensatory of tradeoff principhe between two or mors criteriz sa
that a sopplicr wenk oo one is balanced by his strengthe with pespect to other critegia?
Alernatively, does he use 2 disuncive Geaceilence in one atiribure such as delivery, price,
or spealicaions) or & confunctve (zbove minimwm levels on all =l ariterda) decidon
rule? Thiz rescarch & frscinadng and highly nseful for policy purposss. However, very
Ttk is as yet knawn [frst about the varicty of the homan cafenhys involved in procesting
of iafarmation, and sccondly about the spesific rals organizational buyers ead to uwse.

It i somewhat ampsing Lo wobe the price We seem to pay For sposalization i disdp-
Ines and schobarship.  There is no doube (hat sach ooe of the Sixiean o seventesn differsnt
spproaches scattered across the contrnic, organizadorzl zed behaviorl viewpoims ke
same relevance to explaining and modeling the ocganizutional buying deciion making pro-
cass. Tt should however, be also noted that cach one bag ooty some rlevance and cannot
by itself explain the totakity of organizational buying behavior, What seame to be urgently
pesded fsan integration of variops viewpsinls into a singls hobistic framewerk, or 3 compre-
hensive theory of organizationsl buying behavipr. Fecsntly sorme arsmps have been marde
in thas direction (Cardozo and Cagsly 1971; Hillisr 1972, 1975; Howard snd Moare, 1963
Robinson and Faris 1967 Sheth 1973; Webster and Wind 1972; Wind and Cardoze 1974).

Tnilnence of Maurkrlicp Commmoicatioa

While there are several ad boc studies which purport to measure the impact of 2
specific marketing commanication effont such as direct mail, trade exhibitions, press releasss
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or direct sades effort, thers is very little scicniific basis 10 come 1o any gemeral conclosh
abori the relalionship betwesn marketing commupication and Lhe argamizaticsal buye
decision mzking process. (Christian 19681; Farouk, et al. 1971; Khera zod Bensog, 19
Kiser, Rac apd Rao, 13M4; Leavin, 1966, Lilian eral. 1976, MeAllen 1974; Morrell 15
Sawyer 195% Thompson 1965; Walgh (961: Wikon [966). This is somewhzt unfortur
aud highly Frustrating to marketing mahagers brcause, io cssence, Lhe single most impork
reasen for studying the organizational buyer behavior is to provide spoe insights into ©
direciion and megpitede of impact of merketing communication effons sither as sin
variables ar a3 marketiog mix vartables.

Thers are however, two arcas of merketicg comantnication whers some cumula
body of knowhdge i (nally substantive coongh to discuss in mors detail . The Ffirst is
buyer-ssiler ioteraction process both at the individual kevel and 2t the organization le
Several researchers reccttly have amemmpied w synthesize this aspect of arganizational m
keting a5 well a5 ailemM Lo Measure the process of intecaction (Capon, Holbreok and H
bert, 1975 ; McMillzn 1973; Tosi 1906, Westing and Fine 1961; Wilding 1968). Forcxamj
Sheah (1975) has suggested 1hat the ideal buyer-cller interzcion which mey result in bu
loyalty toward the seller and vice versa is bkcly to arise only if’ both the conteat and &
of communicaion arc compatible or matching betwsen the two pactiss. A refaied =
more thicroscopic research is the process of negotabions and bargaining between the b
and the seller (DeRose 1963, Kennedy 1967, MNewman 1966).

A secomd areg of markeling commumicivon whick has been msearched in more de
is the influence of word of mouth communication (Marttar 1971 ; SchilTman and Gracei
1974, Thata, Johnston and Leighton 1959; Webster 1963, 19700, Somewhat sorprising
it has been found thae word-of-mouth communication is extremely powerful and quite ¢
valent among crganizational buyers also a5 it has been found among household consumg
Furtharmore, the industial marketer more often exploite this ¢haane! of communicat
in the sucesssful diffusiont of sew products 1han the consutier goods markessr,

If there is 2oy one aspect of greanizabonal buying behavior which needs more £
rigotesis retezech, it {5 the measurement of impagt of marketicg communication on
buyer's dorision maling proess.

Topact of Idihvidual Charscterislicy oa Decsion daking Prooess

Carsiderable amonat of research exists oo the iodividwal differcness among orga
mtiom:] buyers. The bagic presompion underlving this tesearch aren is that cart
characteristics of the individual decision makers can explain differences In both 1
content and the style of decision making precess in organizational buying-

The rescarch on Individual characteristios io orgnnizational buving can be brok
down into 4% Qutepories.  The first category consists of Jemographic comelares such
age. edwcation, length of service and position in the organization (Khera and Benson 19
Wind and Lotshaw 1973; Wind and Caedoze 1574). A partculary interesting empha
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is the matching of the demosraphic profiles of the buyer and the salesman {Evans 1963:
Churchill 19768} based on Homans® (1961} proposition: that e More similar the tackpround
Between the two individuals, the greater is the Jiklibood of continued inmracton, alffiation,
oohesiveness bepween them. A secood and somewhat velated category is the persgnality
aed life style profiles of the oreanizadonal buyers.  Apparsoily, partly dus to the discatis-
faction of strength of relationships betwests dernographics and organimatipna) bruving bebavior;
and pattly due 1o the sovelty of Lhe area, several rescarchers Bave autempted to utilips indus-
trizl psyehographics and scgment the boyers on that basis in the Bopes of deriving batter
correlates of Tndustris] buying behevior. (Bloiz 1970; Hahn and Vana 1973; Helmanssan
amd Woolz 1975 La 19607 Peters and Yeokatesan 1973; Ozanpe and Churchil] 191;
Robertson 1959, 1960; Swesney, Mathews and Wilson 1573; Wikan and Liclke 1571; Wilson
1971} The reschs are 2t best mixed and really no better than what the demogeaphics have
produced.  Perhaps it ssems more rezlistic 1o treat demopraphics and  psychographics
as complimentary cormelates Tather than ¢ substitute correlaies, each adding to rhe expl-
natory power of the other. In 2 sense, demagraphics probably disaggrepsic the organi-
zatignal buyers inlo brozd segments a0d prychographics provide the Mne tuning within sach
troad demographic category.

The third and the fourth category of individes! characteristics relate g percaphual
differsnces among the Buyers with respest to relevance and aliency of a set of choke i
teria.  The uswal paradigm of selective expocare, attention and retention arc copsidened
significant differences to explam why organizationzl bevers look upon the ams sitwation
differently and differeat sitwations s if they were the same {Advenising Aze 1959: Berenson
1951; Brown 1971; Cardore 1965; Etze! and Alten 1972; Kelley and Heuse] 1973; Gronhang
1975; Pasket 1972; Robertson 1961). A relatod aspect of perorphual differcanes which has
received coasiderable atteation and some controversy is to find out whather industrial tuyers
primarity yeilize rational or emotiveal oritenia in selacing supplises (Banville and Dorneff
197%; Boone and Stevens 1970; Duncan 1349, 1966; Kennedy L9790, Leze 1960; Lewis 195%;
Sawyer 1939; Shoel 1958; Wilsor, Mathews and Sweepey 1971 The controversy becomes
More TAEESting when cne compares rhe empiricel rescarch on fadustrial buyers and the
housowives,  Not very surprisiogly, but conuary to popular belief, organtmpioaal bttyers
abo tend 1o otilize 3 mbstantial wumber of monrations] critena in ssleciing products or
servicas.  Thersfors, ons Ninds @ strking similarity betwesn the crganizational buyers and
the Bonsewrves o their respective choics situabions.

The: last two ctegories of individml cheractarisnics have received considerable 2tten-
tion primafily amang the academic researchers. The first is the application of percaived
Tisk theoly 10 organizatiopal boying behavior. The basic postulate of the peraved mvk
theory is that boyers teod ot to maximize the expocted payoff as posruaited by normatine
decisionsci:umbuxﬂlh:rﬂuymdtonﬁninﬂzztheﬂskﬂmpucﬁveagivmhuin;sim-
ation eaath. In other words, satisfying 25 opposed 1o oimizing &= the buying objective.
Risk itsclf is deiinad as the combination of perceived magnitude of averssive consequences
indthedeg:::ufumaimyfmh}'mebuwmmwnlﬂ];{hrdmandﬁagkylﬂﬂ;




14 Fo U, MANAGEMENT REVIEW

Haksansson and Weotz 1975 Lawis 1955; McMitlan 1972; Perers and Venkatesan 15973;
Rooumas 1966, Sweensy, Mathews and Wilson 1973).  The risk aversion hypothesis seems
10 bz oven DORE dramatically trus 2mong crganizationz] duyers than housewives. especially
if the buying task it fo the hands of & professional #ho has oo owirshir,  The research
has focused on the specilic metics the prganizationsl buyers tend to adept in order to mini-
mize the risk. Three include rehying on supplicr reputation, developing strong seuece loyaliy,
searching for information, relying upon credible sources such as perspnal fricods and experts,
and greater dediberation and thicking and plagniog in high risk situalions.

The perceived isk theory is sepplemental by the applications of paychological learning
\heariss by which the organizations] buying process over 2 peried of time aod with repetitive
purchase decitions betomis routinized activity, As such, the buver's unc:rtainty is sipni-
ficantly lowersd amd, therefore, perception of risk is minimizd. Depending upox the stage
of learning, it is possible w fapiate differonees among boysrs in their dedsion making proces
2% due 1o dilfercnoss in learming swas. Howard [1963) and Howard and  Moore (1963},
for cxample, chassify arganizatianal buyers into three calegorics: extcEsive problam solvers,
limited probiem solvers, and rottieed decision makers Based oa the degrew of learning
cxparicaced in 2 specific buyiog sivation. The development of supplisr loyaly is akeo
rescavched by others (Hubb and Van Rest 1973; Farouk et. al. 1971; Wind 1570,

Tmpact of Oriamirations] Characteristics oo the Docision 3zking Proces

Disspite vast amount of research on organizational characteristics and structure ia
e manAgsment area, thete #s 2 very Timiled number of studies which deal with he impact
of organizatipnal characteristics on the desizion making precessss of the buyers in the organi
zalfon. The sxitung research has comconirated on the rale of purchasing depariments
(Guckner 1967; Duncan 19633 Eearon E968: Flass, March and Krach 1960; Hendersen 198§;
Hill 1972 Lister 1967; Planeg 1955; Thain, Johoston and Leighton 1959; Wind 1971}, on
the extear of lueral v, vertical iavolveroenr in the purchasing decision process, {Bearden
1967, Duncan 1966; James 1967; Kerman and Sommers 1367; Pettigrew 1975; Sivavss 1962
van de Water 1961; Weigand 1956), on some demographics of the organization such a5 skm,
type and bfe cyole of the otganization (Grohang 1975; Peters and Yenkauesan 1971; Stack
ing and Aasiler 1557 - Wind and Lotshaw 1973, Wind and Cardoze i974), and on crganizaio-
aal siyke which inclides things like structure, degrec of ceniralirtion-Jeczrtralizaticn,
profit rasponsibifites, and manaserial philosophy (Carman and Lasso 1973; Crershondebd
1966: Rock 1952; Parket 1971; Pegran! and Themspsea 1556; vam dc Water 1963 Wind
and Tardogo 1974). Sheth (1973) bhas postulated, based om some empirical findiags
that the orgamigational charscrerisics tend to be mor significantly releted to the
descrmipation of autenomous ¥s. joint  decition making powsrs in ke organizaticn
manuithmpnﬂWththaumﬁnaprmiudI.Furnmph.pw
the size, more is the degrac of fermaliztion which ia torn Lmds 19 make decisions
less autcmomous end more by a commiwes, Similatly, in organizztions which are
primarily engineering-oriented, there i5, in geperal, lots qutonomy among the purchaging
agenm.  Ofien, the purchasing agents in (hote nrganirations are oo more than order LkErs.
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Impact of Porchase Sitoafinus va the Docision MVaking Frocess

Some interesting reseaech has been done to isolate sitsational influences oo orEani-
zational buying behavior. There are four distingt types of purchase situations which ssem
\¢ impeet upon the decision making process of the organizational buyers. The {irat and mast
obvious is the Lype of purchase involved. In particular, therc are substanria]l differences
in the decision making process between the purchass of capital expendiure goods such =g
rrachines, buildings, ste., aw materigls and maintenance products {Hillier 1972; Metaxas
1962; Sheth 197%; Yaukelovich 1964; Wimd aod Lotshaw 1973} A second stuational
influznes is related to busness climate and especially the businms gyefe.  The decidon to
by or make, ac well 28 decision w0 raplacs of repair are ofven influcnced by ihe coononde
outheak and its impact oo the lquidity of e buying crganisation (Mathews 1962; Qe
1972; Stocking and Mucllr 1957). A {hird category of purchase situation is more subthe
amd relawes to the personal favors and relationships betwern specific jndividuals involved
o0 the buyieg and the sclfiog sides.  Olten, the purchase decision typically in the haods of

- the purchasing department is supplanted by top maeagement in favor of a particular supp-

lier duc lo personal friendship and other similar critieria (Dichter 1959; Lewis F958; Wind
and Webster 1972, Under this calegory, we art als0 including the phenomenon of bribecy,
paonags, and tepedist which is widespread as revealed by the vecent investigations of
U 3. multinerional corporations.

The last caicgory is Tegal-polivical considerations impinging upen specific purchase
simations (AMA 1962; Mathsws 1962; Litvalc and Bondg 196%). These are often more
crucial im the choiee of supylicrs than in the cheice of products. It is because of Lhe complex
web of antfirust fegislation and the faar of minitizing competition in the buying or the
scling industry. Of course, 2 number of politcal copsiderations come into play when
dealivg with foreige suppliers such as the East Fwopean countrics. The roke of Tegal
palitical constoaims ie interparional irads 2nd investment & a ratber well-koown pheoomenca
{Sethi and Sheth 1%73)

SOME CONCLUSIONS ABOUT THE EXISTING EMNOWLEDGE

The above shott review of the lizrae op the organimlional buyer behavior kads
some chviom conclusigns,.  They are sommidrdzsd below.,

I One is somawhar surprissd apd cven awed by the richness of both empiricat zod
theorstical ressarch already cxisting in the area of organizational buying behaviet. The
surprise element comes not 5o much from the extsot of research as From poor pricr cxpec-
tafions about what ope is Bkaly to find in the area.  In some respects, it stems we know mom
abemt crgamztional buying bebavior than we do about consumer behavier. This is
especially wne with repard to svaluating che purchass task, and ponbebavioral modeliag of
the puschasing function. Alo, ¢ seam 19 kpow mene zhout several anicoedent decizions
prior 1o choasing the product or the supplisr in the greprizational baying bebavior than o
vopsumet behavigr.  For example. wery Ltk is known in comsunier bahavier about make,
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by or lease decisions foar comsetiep products such 2x beking the bread, and buying versus
lezsing an autemobile or other durable applicances.

2. There is a remarksbls degres of rarallet research, thinking and Roding berwesn
organizationz] and houtehald baying behavior (Kally 1959; Sales Management 1963; Alexan-
dex 1964; Advertising ape 195%; Duncin 1966: Walgh 1961: Bloie 1970). Contrary Lo the
popular bETce, tie researth clearly indicates thet orpanizational beycrs 4r¢ 00 more rational
then the howsewives in their purchase decifions, The ofly ares where there scem 1o be
some differences is the greater formalization of the buying prodess such as requisition slips,
WIIEL agreements, formal nagotiations with the help of begal departmenis, end the Tke jo
in prganizationz] buying as compurd to bousehold buyer behavior, What is more remerk-
ablc is the tendency of the scholare and cesearchers to extend te mme economic and
Behavioral 1heories of choice making to both the bonschold znd afpaarmtional Yuying
behavicur.

3. There is a cloar precccupation among the rescarchers to unilize deseripive deditions
making processes as ways to cxpMin the systematic <hoioes the armanizational bizyers
make with respect o seppliers and moduces, It weuld appear therafore, that thers is
2 fundamental beliefl that organizational buying behavior can be cxplained fully or ar lexst
to a great extent by niliring wmany variations of the decition making process approach.
Maay other mechanisms of systematic chofes as enuamerared by Sheth =nd Raju (1975
are agt syshemetcelly explored jo the orgamizational buying behavior, Thess inclmds
batatuzl, povelty-curiosity and sitationally desermived processes. The empirical ovi-
detce, om the other hand, seems to indicate fhat the systematic decfzion-makiog process
is ofter less pravalent in the determination of supplier and product chodess.

4. Somewhat surprisingly, thers is a conspickous lack of research based oo market
scgmentation theory. To be sure, thire are a few isolated studics and theorstical papers
on e topie {Cardezo [968; Wilon, Mathews and Sweensy 1971 Wind and Cardozo
1974, Yankelovich 19%65) bur market segmentarion theory is not apphied amywhere near
the Tevel it has been applied in consumer bBehavior. To fact, sven the simple heavy half
analysig (Twedt 1964) which srms swen move relevant i iodusisal buying, has Been only
talked about in practice by the famous 20.80 e (20 percent of the custamer peneratiog
80 percent of volume sales {or an Industry.  Oa the other hand, it scems sbyions that the
meads and vequitements of arganizetions] customers are Lkely to be mors vanant From
OTEaRiZatioh to organization smply due 1o different cires, types, and locstion configurations
than in the conseroer markets. Prrhaps the explanation mey Jie in greater product or
selling orfentation ameong industrial marketrs and bess customer-oricniation whish probably
deammphzsizes large scale customer Tesearch or 2ny primary spurce of infarmation about
the mmket,

5. Probebly the same lack of customst-oricuted macketing phifescphy may be zlgp -
ponsibile for scarcity of fiekd experiments especially with respect to measuring the impact
of marksting communisation eifens.  UnSke in consumer behavior, thers are only a hand-
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ful of shedies in which cither real or simulated experiownts fave been conducted 1o measure
the cffect of marketing miz. Most of the empidcal stodiss art narmative, descriptive or
ease siudies. Whatever exoerimentztion is dome seems to be properictary or confidential
and single compary oriented. As such, it is oot available fo the published lteratere.

& Fmally, there & a clear pancity of rescarch In three  arcas of orgenizational barper
bebavigr.  Fiest, the impact of simational correlates which bring out unexpected changrs
in tbe plans and intentions of the buying  organizavions. Thez inchede Factocs (bath
intra-organfrationsl and exmral environmental} suck as changz in p mantgoment
kaderchip, and sudden economic changes like the energy crists.  These situakiona) factary
are prevalent gnd they do impact on the decision making process.  But systomatic research
on ihe direction and magnitude of thelr impact on decid WAk ng process & lacking ax
present. Second, very Ltk rosearch is conducted by organizbon behavipr scholoms to
mecasure the impact of organizational stucture o0 the purchasing funcfon. Tt sccms as if
the purckasing lonction has sot as yet acquired the promminsnce within the greanization
as other preaniztion] fupcticas such =5 production, markefing and 13 ¢t 1o arract
the attention of schobes working in rhe aree of organizations] behavior (Baractt 1953:
Duncan 1966; Hodge: 1961; King 1967; Swallow 1970; Vance 19600, A notable mcsplion
is fhe Srrangs (1962} study on b tactics of Yateral relationship hetween purchasng APeOls
and ather people in the crganizaden all invelved io @ buying sitwation. Thind, ibe fmpacr
of marketing communication on the decision making process, ouiside of the highly des.
criptive buyer-sslier interaction process and sowe anrmative model building of the parsanal
selling activity, is similarly pepligible. :

FOSSIBLE AREAS OF IMMEDFATE RESEARCH

As 3 consequence of ievicwing the existing Gterature and summarizing the tescanch
I"ilbd.inp,itispa&si'blemsp:cuixuabnutlbefuunamarchn:rdsandu'tnd;inthcam
of organizational buyer behavipur, These furure research nseds and trends can be broken
dnwnin:utwul:augwi&s:thﬂs:whi:hmshﬂﬂtn‘maud,twmlike]ytowu
mﬁmqandthmwﬁnhmimumwhﬂs:happmingsismumtainandwbos:&m
horizon i Sairly elastie, Inthhmhu.uuﬁllfmmtb:shnnwmhoﬁmmdm-
Estc about possible areas of research which is immediatsty relevant and wsefi in the develop-
mmﬁommmmhhaﬁmmawmﬁfmmrmﬁwmm.
The possible mﬁmﬁmﬂmmmmmmmmm
rmmemwmammmmm

1. Indirjdual Correlates of Qrzaniztional Decision Making Proces

Theuma:hstrbuemwmmdimmimmchpmlydﬂ:rmimdw
past fescarch reoord and parly By some  recent environmantal changes refated to ithe
individoal gecision makers characteririor ig organizzions] buying behaviosr.

ﬁefmbﬂnenmdmimrcsﬁgﬂes::mdmudﬁfmtmifsny,mgmgmﬁ—
rational buysrs, thlbsmmHEWrulesabmnafmmauv:amimmmasubMﬂ

k
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number of organizationalindusirinl Tryes are likely e Be the legally deslared minorit
groups stch as the Blacks and the women. (iven that thers are significant dilfersnces §
both ctyle and content of decision making betweon men and wotnen, and among differer
subculiures and ethme groups, it is obvions that these differences are tlso likely to spi
aver in the arta of organizational buying decisions. 5o far very little research exists whic
CER antwer one way or the other whether male purchasing agents differ fiom femaks peo
chasitie ageots in thelr buying decivion muking process.

A second arex where immediate pend for research exists & to 2o beyond the simplist
sategorization of rational versus cmotional chofes  crileria which organizational buye
utilize in deciting product and supplisr choices and examine mere Bully the utility vertm
E underfying purchase decisions. A prelimirary lpok suggests that we need bo empirical
i mcatury the extent to which organizations] buyer bebavice bs determined by functiona
soctal, emotional, sitzational and curiosity criterin (Sheth, 1975-

The third 2rex of receareh i to shift cmphasis away From koowing what the organ
zational buyer's expactations o <hoice criteria are to knowing what are their dissatisfacion
with the existing marketing practice, Tt sems that the technolopical innavations has
enabled the induestrial marketers to provide lot of benefits to the organizational cuszoma
But the problom may be o the packaging aed wurketing of that techoology. By focusic
o0 their dissadsfactions, the industrial matketer B fikely to be more elficient in bringiz
about changss in the marketing mix including product and promotion chenges, Ofte
what needs 10 satixfy the customers may be 2 simple adjustment in the existing marketio
wix rather than inventive a whole now techoobogy.

2. Organipgatioral Correlates of Decision Making

In view of the fact that the purchasing Foaction has been generally paglectsd as
finctional area by the orf=nizatsn behavior researchers, it seems thal there i5 a clear pes
for developing fostruments and messyring inrzorpanizarion stpsification comparahble t
social stratifteation of hauscholds. Tt is obvious that there exists & clags system within eac
organization which is not indicated by the orzamization sdmicture. Thie is sspecfally tru
acrgss functions apd  departmeni which are at 2 Tateral kevel oo the organizetion cha
But i reality they are bicrarchially suratified  The Strauss (1962} stndy of the porchasin
agents clearly indimted such social srarificnion among lateral proups in the arganiratios

A second and more Frscinatng aren of regearch is the mexsurement of organizaton:
Iife styles as indicent of their valye systems. While we know a Iot about the style an
phifozophies of Japapess, Europesn fpd Ametican mansgement, there soems w0 be o
cnough rescarch oo the variahilicy of ceganimtionat life styles ameag the 1.5, corporation:
Thers & 00 quesiion thal both (he style and contsat of the porchasing Function will var
between orgniziom with distioctly different life styles or vahwe sysiems.

3. Simationsd Correfates of Degisiph ¥aking Frovess
A mentioned before, there is not snough research conducred as yet on the impac
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of nonrécwrng ceonamiz ind nencconmmic sitluational factere on the desision makmg
process.  n particular, we need G0 know more about the postpoming of @ decision as a
consequence of @ apecitic Shuational event such as ensegy crisis or management change in
The organirzhon.

4. Decision Makiog Proces

Thers is alteady too much theotizing of the Jecfsion making procsss imofed in
arganizational buying behavior. What we necd mow are twe things. First, somcone
should attempt to bring about copsisteocy AMONG various economie, otganirational and
hehavioral theosies by faregrating them foto a comprehensive  (heory of orpamizational
furyer behavior, Second, the micgrative theory should be tested and valdgted or revised
Based on adequate smpirical restarch. Tn this regard, organizational buying bebavior
can learn from cotsumer behavior where, for example, several atempts bave been mads
0 test the Howard-Sheth theoty of huyer behavior (Farley, Howsrd and Ring, 19M).

5. Markefivg: Coumumicatios

Considerable wark remaing o be done in meaturing the direction and magnituds of
impact of marketing communications on the orzanizations] heying behavior sioee so itle is
know g0 Far. There are two specific arcas of immediate research. The firet i the modeling
and resting of marketing mix varizhles ppropaae for orgamizational merketiag, We know
very litle about the mzin oifecs and {meraction s of personal seefling, direct mail,
trade exhibitions end advertising in the area of fndostrial markering. The secoud and
yeaktad ares is the seanch for alternative ways of communication bo personal safling. As
the costs are rising in personal selling on both the saller'y and the buyer's sides, it is inevitable
that now ways will be nvemed as cconemic substimutes for persenal sdling.  Thest mey
include cable TV, picnmephone or other audiovider devices which maintain the fundamental
charactaristic of twg-way communication {n personnl seling and yei climinate or minimize
the presence of a salesman.

6 Type of Decisioem

While this is rlatively well rscarched arsa, fher are two depects which peed irnme-
diate rescarch. The Grst is meearch on supplicr and buyer lovalty whith transcomds a single
purchase decigipn. Tt soold appear that the buying and the slling organiztions do end
e [ummbcyaudashglctmm:ﬁnuwhkhymﬂ&ahya&ytumrdemhnthm There
is very Tittle seanch on the loyalty tonard the buying organizasion 3 supplier develops md
puly Wind's rescarch (15970) has touched opon the question of loyalty toward suppliers.
The secomd and related ar is the measurerment of past-drcision consequences including the
degree of satisfaction or dissatisfaction felt by the tuying CTEADIZRION.

7, Eualeadog the Boyisg Task
While substantial amount of research axists g the coonomis noTrmative approaches
to evaluating the buyieg task, whak we need it 2 hehavioral nosmative approach comparable
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1o the development of theory Y in (he personnc] area.

The above discussion was Hmited to fhe shortderm emereing aress of ressarch i
arcanizational buying bedavior, Looking deeper inte the crystal ball we can speculal
on some of the long term irends snd owtcomes, It should be kept in mind that {he farthe
ooc gazes iote ke borizon asd the beyond, the smaller the calibrations in (he judgmeny
ane is BEely to encoumter. Therefore, the Munmistic loog term speculations in the are
of orgunizational buying bebavior shoudd be booked opon as tentadive 20d a5 food fo
thougirt.

Futwlsife Diaellons in Orjunizations] Buying Behavior

There are foor distiact trends onc can forcsee in the arc of orgaoiargtions] boyin
bebavior. Theyarc : (13 emergeoce of consumer—oriented macketing approach in industaia
markeing: (2) emergence of the selidentity of the purchesing fundtion and its dvor
lrom wanufactuzing comparable 1o the imminent divores of corsumar behavior from mark:
ting; {3} greater pubBe ploicy #nd regulation ewforcement of the industrial mavketin
practices by regulatory agencist such ay the FTC and FDOA; and {4} emecgence of cross
cuitural comparisons of the purchasing behavier. We will enutmerate e2ck of the fon
trands in some detail.

1. Consemer-Orenied Marketing Prictices

Since 1t it Learned that grganizational Buyers are as human, if oot meors t*an th
housewife, It & very likely that many of the practices of mass adversisiog and promotio:
$0 COMMOA in consumer behavier will ke tmntferred 1o indusmial buying behavipr. 1)
fict, lo some extent this hes alrady happened 2o indicated by the recsmt efforts &
atiract the gttendon of the organizational buyers in (hen homes through ehkevision edver
nising of industrial preducts as well a5 by insertions of “eents off ™ coupons for raw material
in trade jourmalt. We haven't sesn amything yet ! More and mone typical promotion
efforts In consumer goods including armfiial packaging differsnces, grealsr s appezk
and promotional bells zod whisths ars likelyto become commonplacs practices in indusict
miarkenng, .

L Greater Regolation of Miorkeflog Practices

With (e rezltration that organizatisnal byers e 06 mom sophisticated then th
housshald consumers and with the advent of meort consumer-oricoted marketing practioss
it is inevitable thar many of the regulatory agencies such a5 (be Federal Trade Commissiol
will look inte the marketing practices of the industrizl marketers.  These will inchude no
only the questions of deceptive advenidng bt as far reaching a5 repuation of centab
industrics comparable to the present regulation of utilites. [t is also very lkely that then
will stterpe conmmer advocates for orgmoizations] buyers espectally if e rade assooistion
of the buying ecpamizations mmzin inective and fail to act as the watchdogs of supplier
marketing practices.

et

@l
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3. Fmergence of Self-ldentliy of Purchasiog Function

Since porchasing s 2 significant cconomic activily undertaken by the orpaniztion,
it Bas always received 4 separate identity and respect in these organizations where thers iy
very Tirtle transformation of e prodoct bought. Thess includs all the whalesale and cetail
irade instilubons as well as indusirial sopply housss. However, pimchesing Bax yat to recelve
4 scparate identity among many manrfacyring ofsanizations. It seems that with the conti-
twed inflatory treeds apd mw marnzl shortages, the purchasing function is Tkely to
emeTe A8 At Important activity io the organizations to deserve A scparate identity. This,
combined with grester onsumer-oriented marketing practices by the indusital suppliers
is likely to enhance the schf-identity and slfimage of the purchasing apents aerose mARY
manufacuring indusrics. 1t is then inevitable that porchasing as a separam apd distinet
Fupction will be mort and more separated from the manufacturing fupcion resuliing in the
¢nd i a divoror betveenthe ewo.  This trend ks [Tecly to parelle] what scems to be happening
in marketing with respect to consvmer bohavior (Shath 1974). At the end, it would appear
that ¢ach orpanimiion is ikely 1o beve a scparate purchasing functicn zlongside with the
marieting, mannfacturing, distribution and finapre functions,

4. Crose=Cullaral Resewsch in Orgagizatiomal Boyinpg Bebavior

With the smergenoe of mufitational corporations znd glokel marketing sctivities,
it is very Lkely that thers will be systemanc tesearch undertzken to upderstand cross-
culwrusl diffepsocet among the orpanizational buyers scattered ecposz different socio-
economic and politeal structiures, while wany muitinational corporetions provide aiviag
Lo their sales represeotatives io Tecognizing and adapting o cross-cultural vadations Ansgag
the induystrial Buyers, jt will be recognized as not sulfeeent. I view of ths fact that cross-
tulural differences in consumer behavier are diready being catearched at pregent, many
of the techniques and theories developed in consumer behavior will be sxtemded to ander-
standipg srose-sultoral compagsisons of the ormaeimations] heyers.

IN COMNCLUSION

Organizational boying behavior has a rick iradition of empdricel and practiceorisnted
tescarch.  Reoendy, strong cffosts beve boen made to theorize and modsd the organizmrional
huying behavior paralleling a comparable effort in consumer behavior. Deespite the popular
belicf, thers are strong simitarfties berween organizatiom) and household kuying behavier
epecially in regard $e bayers expectations, peroeptions and mirtore of rational vorms
emoticozal choice criterfa.  Similar paralléls axist between the determinants of joint desisions
and the resolution of confBet in joior dodsions.

Chiven this paralle] betwetn oiganizations] buyiig aod covsumer bebevior, it scoms
likely ihat industrial marketing will nesemble cogsmer marksting in terms of smphasizing
eotfunctional wiljties ia deir marketing mis. This i Bkely to produce the consequence
of greatsr regulation and public policy coasiderations in the marksting poactices of fndustrial
goods.  Fipally, as induswial mackering becomes more consumeristc, the tole of the
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purchasing deprtment in the buying organization is fikely to be enhanced.  fo the ead,
purchasing will heeoms 3 separats top management funclion comparable to other businesy
functions such at marketiog, production, personnel and finance.  This will treate a divores
between purchasing and production comparable to the impeuding divorse of coasumer beha-
ijocr from marketing.
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