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LEARNING OUTCOMES 

After completing this module, you should be able to:

1. Classify the main categories of purchasers.

2. Delve into the unique features of commercial markets.

3. Enumerate the various stages in the B2B purchasing journey.



LEARNING OUTCOMES 

After completing this module, you should be able to:

4. Examine the diverse categories of buyer requirements.

5. Illustrate the process of supplier and sales offering assessment through 

the multiattribute model.

6. Clarify the two-factor model utilized by buyers to assess sales offerings 

and cultivate contentment.



UNDERSTANDING YOUR BUYERS IS THE
KEY TO SALES SUCCESS

The case at AFFINA
• 2004
• Wireless business
• Discussion of different buyer

Source: Personal interview with Cole Proper, July 19, 2006.



TYPES OF BUYERS

• from heavy industry

• manufacturing operations

• consumers making a purchase for their 

own use



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 63 



Cont.………

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 63 



Distinguishing Characteristics of Business Markets

a. Concentrated Demand

✓ high levels of concentration

✓ larger in size but fewer in numbers



Distinguishing Characteristics of Business Markets

b. Derived Demand

✓ demand for consumer goods

✓ Working closely with their key customers



Distinguishing Characteristics of Business Markets

c. Higher Levels of Demand Fluctuation

✓ acceleration principle

✓ source of valuable information 



Distinguishing Characteristics of Business Markets

d. Purchasing Professionals

✓ purchasing agents

✓ rational approach to purchasing



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 65 



Distinguishing Characteristics of Business Markets

e. Multiple Buying Influences

✓ increased complexity

✓ different areas of expertise



Distinguishing Characteristics of Business Markets

f. Multiple Buying Influences

✓ increased complexity

✓ different areas of expertise



Distinguishing Characteristics of Business Markets

g. Close Buyer–Seller Relationships

✓ supply chain management

✓ continuing multiple exchanges



THE BUYING PROCESS

g. Close Buyer–Seller Relationships

✓ supply chain management

✓ continuing multiple exchanges



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 66 



source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 66 



Phase One—Recognition of the Problem or 
Need: The Needs Gap

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 68 



Types of Buyer Needs

➢Situational needs

➢Functional needs

➢Social needs



Cont……. Types of Buyer Needs

➢Psychological needs

➢Knowledge needs



Phase Two—Determination of the Characteristics 
of the Item and the Quantity Needed

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 70 



Cont……Phase Two—Determination of the 
Characteristics of the Item and the Quantity Needed

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 70 



Cont……Phase Two—Determination of the 
Characteristics of the Item and the Quantity Needed

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 70 



Phase Three—Description of the Characteristics
of the Item and the Quantity Needed

➢detailed specifications guide

➢provide the buyer specifications



Phase Four—Search for and Qualification
of Potential Sources

➢Preferred solution

➢provide the buyer specifications



Phase Five—Acquisition and Analysis
of Proposals

a. Procedures for Evaluating Suppliers and Products

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 72 



Cont……Phase Five—Acquisition and Analysis
of Proposals

b. Assessment of Product or Supplier Performance

➢ objectively rate

➢ no single product is consistently outstanding



Cont……Phase Five—Acquisition and Analysis
of Proposals

c. Accounting for Relative Importance of Each Characteristic

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 72 



Cont……Phase Five—Acquisition and Analysis
of Proposals

c. Accounting for Relative Importance of Each Characteristic

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 73 



Employing 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 Offering

• Alter the Importance Weights.

• Call Attention to Neglected Attributes

Cont……Phase Five—Acquisition and Analysis
of Proposals



➢ buyer’s evaluation of the various proposals

➢buyer’s commitment to the purchase decision

Phase Six—Evaluation of Proposals and Selection
of Suppliers



➢ buyer’s evaluation of the various proposals

➢buyer’s commitment to the purchase decision

Phase Seven—Selection of an Order Routine



➢Understanding Post purchase Evaluation and the 

Formation of Satisfaction

➢The Growing Importance of Salespeople in 

Buyer’s Post purchase Evaluation

Phase Eight—Performance Feedback and Evaluation



Cont….. Phase Eight—Performance Feedback and 
Evaluation

source: Ingram, et.al. (2008)  Professional Selling A trust-based Approach 4th edition. pp 76 



SUMMARY

• Categorize primary types of buyers

• Distinguishing characteristics of business markets.

• The different steps in the business-to-business buying 

process



SUMMARY

• Different types of buyer needs.

• Buyers evaluate suppliers and alternative sales offerings by using 

the multiattribute model of evaluation.

• the two-factor model that buyers use to evaluate the performance 

of sales offerings and develop satisfaction.
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The End 


