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Organizational Buyer Behavior
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fargr ety STrere AFST G- AR LT P T [T CIAR oA (@I IR [T
FACC T | 9T TP RIS (FOIAT [V (F AT I AN F AT T | A eoASfae e
(OIS AGIT TCAT EE TRGF G2 WGF AN ol [Fy 207 AeF 1 Ay A, o
Rz mAa AT G2 TR AT (a2 Ao e AT | Teadfae AeIeas e ey
37 2@ 9 AT (Ol < & T Prale aze FCF, 92 T AfEIT P T8 B A,
oI A7 @2 76T (oI T QeI [REIT T AF | G2 ICBT [y NF @F e faaw
fCT TSN P ZCACR | AN (FOIT AT IR GG s arzer afeEw, W MW G
AT SIPIF ©ICT SN [T FCF, FIAAZPIANAT 615, FeTIT 6 A= B, e
(@OIT G S50 GibeT AP QG PIFC ISITETOPIHCT ATPHA A>T T & &R
AT AN P AP TGS TS 2 | TG SIS ©IF ST ST (TF LT T A,
©IZ SIF (@OIT o [eEe ACRGTOFIT Q0 ¢TI 1
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@ A e (Organizational Market)
IS

@2 Ay T SAfA-

B TS AR AT I TS AR |

AN AeITER AFBFTIR fBfEe e iR |

fSq eI RS A T Tl S FACS AT |
ARNSTE (O B RTITT FATS A |

RSP (ST BTGB N Lo FAC® A |

S | RS T (Organizational Market)

ffeg s efSfme sy @ a1 Rer S A0F | (@I NG A9l SAMCTT & 207 T FC
QI (I NG YA TS (WG o6l @7 6 | Fel, e, RRvgiers sier gtz
ey AR (@FIF T (@ S T (@A 56 [T 30 | AT &g =iteha SeAmwsiaar
FRAGTT P (AT TR AT o107 T T AT | Y3 Teoimirar iy Testota 6 (2w
T I AT | AR AR TIRTET SAMC [T (AT #0l7 M@ I o703 YoAl SRS
26 o7 R I AT | LA FRARET ARIIRR [0 (AT 07 TF I (@m0
ooy e 0a | fAfey TTeotota MO (o I oy (slftg AF | TodlR a3 T AT
@O I @ AT St Ao Area e | f[Afey e s enfere wifgwr s v
T ST AR T | AT (FOIMT G o I ©iwa Al wTer T | (S
AT T ARNSNF & el [y SoAmitas aar geifie =70 | e qeee ey We
O3 Sy fafeg M ST S 21 |

3 | ARASFF e BT (Characteristics of Organizational Market)

AN AR Ty 5y @iy a1 @3 WRERTIR MRS AR (STET S (AT
oRE FECR | IS AR IET G (SIS A 0 e [0 et 7z | Ao
T (AHBFETR [O- T ST G A 0 @ efpf© TAcH (T F0R LT ANSTA AT G
I T (OIS ISR M AW N B FE B0 | AN IASET @FERTIR e
IO <Pl R |

I) e @St (Fewer buyers) 8 MR (FORT (ST (TSI T 4 TF FATF |
RIS AR (ol TRYE FAET (T €3 QA (@O AR ST, ve T
90fb (AR VIR aARTes e fifere) | g (oret (FerRr TR Mo 2w it
IR (FIF AT (ST T AP S (OIS (@Ol 0© AT |

II) [T & (Larger buying) 3 MRS (@SR (SIGT (FOIMA TeIT I 0TS AT T
T A ACF | AP0 2R R T doobs e &F FACe 21 AT do
ST TS FIC T FACS AT | [F€ GFG (Fo! T 27© 9/8 s Foe AT 8/¢ 7S
FINT T I AT | ASDITE TS Gia T AT i =207 A |
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I1) FRRARFN G @i 766 79F (Close suplier customer relation) 3 T&S et
T G W TR G2 ARANIE (Foia A2 6 7oE Ry <A | Meaiofee
(@SN YeTo8 FIIARFIANTAA FIFG (AT o1l T FCA FCT SR AL ARASTE (@Foroa
435 G T T B | fF8 (OIS AER (FOIR A TRRARSIATE (FIF GHCTH
TE A A |

IV) oo age (Geographically concentrated) § €3 IR (SiCHferFe
@GS T A | 4Ty 93 AR @9 [H2 9T @ I NG T | AN
TR AT (FOImA PIRESIOR SRET J2GT BT, HOATT QI (AR | AT gy Ga1iet 7
ETAIT STRASE IS (I SRATST (7T A 7 |

V) iftwR Q@81 (Derived demand) ¢ MRS Areica Sifzwr A Ty | W eF© coraly
TR BIfRAT (ATFE U2 BIRRAE Y8 & | eI JeT A (S ST SifRal Z9T Iaa A
e gy =ity SifRv T I 20 A | e I FIoTe Sifkvl ST AR O FAG (R
S CHAMITTICRA bifRATe ST AR | O g = ASSISSI[A I AAa &y
TR (ST Ina NG AbIa SR BITRT ATS witw =ity gy bifzwr e |

ST ST (Inelastic demand) 3 A ARASE IS SN GIfRAT Ky | =1 Tz
T HAfiRes qEl R AR SifEme (one R[S = | @ AT Wi FACETS 55 8 T
AESTE BT WO 216 T FACI 71 | WA 26T T I o786 T 7% I
| ARS8 AT QATASAR SoRFAE T I T G #/Teli Sifwmia (o Afkes
A

SN A (Flactuating demand) 3 TSRS qreica ifEwr gemereei SfgfeeT
R ACE | (S =T SifRar gy Jfacs g sActia vifwe @i #Affaey xee A1 | Fe
(ST 2T BIRAT S0% S Jfaw (AT g “Atelsat BifAl Soo% O WA ©F (bre @ Jiw
(71T AT |

VI) M7 @ (Professional Purchasing) § (SI&IF T T ARASTE GCAT (FCA
Tioerel @M (AT AT | G FEE (R GFIEF O Tew AF | GF6 FRETS
SRifEeR M @1 elfr ARmifers &1 ¢1R IR TR AfSvies 3T FE @R
AT W QUEFBAT THTCT 21407 T T Z0T ACF | ARASTF T CFiq O3 efevie fafeg
MR STSIGE TZCEF AT [N AF | (@I @I F9T @ I T (@ QISeod
A I AT IFPTOR T R & (12 OTSCsd IR LTS 27 A1 | O
FNRASE G CFC@ (XS TR AT (AT 0T |

VII) RfSg erw @17 (Several buying influences) § e s @ afeam ffegy wwom fmw
2o g 3 AT | T Praiesa Ty afediem T e ger [em Fa0e < |
QI @ dfear =1 wioe | [ifeg e T @ e geite 20| @ @@ @@
MYFTTS FLFF BIFT 21T TC© AMF YR TR & T Bl TG S @ |
O T ALZroT AFT ! (ATF FIGIET MR FACS NP AN A = | 6T
T AfEice e 9 o 8 @ A |

VIII) 5@fd @ (Direct Purchasing) 8 9 077 @@ CFd TN FF 31 T | SGBIH
CFE (AT T A (oI THBFAm A SeAmsa 6 wi2ar [Rerg S (At
AN G (A | AW [ (ACF AT T T (@ ARNTE (ORI AQEA Aoy

6 = Bl bd
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TS FAA TR IR #7 TF I ACF | 92 @R el 7 g, [ foq faw a=r
AeI® ¢ TiveT YFrog A YR (o TP T I A | 70 &7, wre @, if
(R @ TSR (FCG ARASTF (FOIaT T TAMCE (55 (ATF & I AT |

IX) =% I (Reciprocity in trade) 3 FRAST (@Foimma R @3y =z @
Aifas e @ Fifere At | @3t B I AT TENT R @er dig
(ATF T T FACO | O (T THFFRT AT SRAMCHT (6 (ATF 21T T I (@A
ST SATTS #PTR [Rer T (58 Wl SIene Aoy [aseaa @i e A |
ENTACH BT, FIAEH I IR FIATET IR A3 GFET [N I AF | O WeF
O3 O T T4 AFSTANSI AACE F& I A0 A2 @ IAZT TS FCE |

X) oot & (Leasing) 3 M6NT @R (A SISl (AT A5 ST AHS | AP AT Ay
T AT AT g© @ T @ ARNTE (ST (@I I ARDIEE S el 4
If*e, T@elfs, SfeT Tonm IR I ACE | (T AFE (@S- A7 G < Aeaifs qee
T AT RO FCA TP I TS TF, AR T O O (Tl 7o IR T4 K |
SrRerS T [ e wifes AR ohemw Someey it a1 20 A |

© | ARABT qEET A @i (Types of Organizational Market) § A (@FOITA
T @ e AfFe oitE s AEa @ T | RS [N «=red ARAS N ST (R T |
@ g e, AR e 8 AR e | N [ wata e A e
(ST XS

I) % AwF (Industrial Market) 3 5 &< FRCEE T @2 IZLIA ARASTE A | A7
I CRT TRAMCNR FICE TR AT T I O (e (T A =ife e g e e |
[ENS (S A AT L 93 ASER (@I @ 912 | [y Seoam=aar afesi
S @3 aEe Affe z AT | g e guie @B e 9qt oy SeAmeR e
GG | SMfee (@ e S AT AfSHIT 1ol A @1 ©rwt foex At =T 5 fofers sy
AR T OIS i AR oW | e 1w fof e fear Bfewr forgy qresr oife
AT T G gy [0 (@ A eieE A% g Ao q@n = | ey wwea iy A

) sFReaFRT AT (Reseller Market) § ST4Res 390 FE@ ARGERR &5 @
s i @ efedis feifers e sima fw @ e e e 9F3 e aerm
T | QIC 217 TAMT SRR [E® (S0 ey Aoy @ [T = A | QLI [P
ATATSTCT 27 T T[T T | OBT 2TRGEER & 20O #IF 23T reens e a5 ARGER
TS TS A | G ALRTS @ ATSEB QP! AT FCE QACH | 707 AT (SIS eaa
TS (MR ATe Q0d AT | TeAIfoS Ael7 (@I T (@I ST JRETsAma 2o T
(SR QTS TR | ARIS “13FIE, LCAPKAN, ToaPE 2o @ ISIET TS |
T A9 ©YT eI WA fFeafere @ ey et Gane 9@ S TS |

) 3SR ASF (Government market) 8 SRI @R TAFCSHN AfSPpTIR AT
TSN 8 (AT LW STory AT SR ATASATS GRS (AT B Sy
oy @ O T I ANE T12 I35 2AfSHINE AP A 0 | (@ FIRIN ZIAASHT,
TSI e, ARl efamem ¢ R[fey “Rfes efsoremz | FRE oF afsprrmR
ARG & [foy @R o4 @ A0 T | AT T RS S @ =0 A |
TR O AfSHITT AT el e QA AN G A | FIPIN AATSIETZ Ay

o0 & 9[@“[— 5o
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T35 (A0F QT I APRGAG A, et A, Sofca= A Tesifa ofely MR & I
AT | AP TR ey T@ehers, e a3z 2a26es g Fiew Al Twe 13
{0 IS 910G BT |

8 | ARNSFT (FOIT AGAAT 6 T8 (A Model of Organizational Buyer Behaviour)s
(SIS A T AT IS OCTF (RB | 92 ISNA (@O T Afwwes sws @f*
R EEICR ARNE TE @ | MRS (e vt 2 @is e gzt e, T
MO MEAIN O A T G S W, e ¢ FEoa 6 A0 | ARASE @rore
T e Bom oo Rerar SAmMTIR ToNfn 47 Srend wre 77 | Reiwss el
AFRCTCFIACE FTOLTAT PO AT T TS A |

o T (ol fF qqt @ e a7 T

o SRIARIIANSE [FOIT 15¥ FA?

o 3PS F3?

o RN T Frae afemfs 2

ARASE T P e REESRr Someete F2 e Moo @ree v @fs Tree

A T | @2 Teeee (@ R at Fh 2R S ZEN, ASEORA A AW Sl
RO R AGSF OIS T A (ATF W2 (et Ao 42 = |

AR SO @] -
TreFel Tl ooy AT AT T
il = FRRERPIE AT

S A g ST AR
LG o 8 AT (FET *[S
qe | ARFOS STy XS
efstaifast e Setes der
e AT el

o 8 AR (o @ b= AT

Source: Philip Kotler. & G. Armstrong, Principles of Marketing, 9™ Edition, Printic Hall of India, P-217.
ARNIE TR (R AW [{Ewag 9w =@ AR | 92 @ Swieie AR e @
goife I | ATC AREOFAT TwAPS (SIG] GFEE VoI, TEPEE TEH  CFE@R
ARSI T F ASASTOFAT (WHH BRI SAMIT @IA-2[7, T3, FF IR LTI e
fSe | ST TRTeTE Tr- wfAfew, Ffaafy, Aenafes, MeFfer qr dfstaifrerEs |
ASRASTETAT TrtolF G SIFF TIAFITIR NS T I G2 (GO MG IS 27 |
A ML (@FO O A, G 21T FC; TP AW I, TGIaq A et 5,
(TSR @R Ty ARG 1S A9 T AT | 9T TaoTE [FeNa Moo el w0 of
AR JATe XT | [T SAieamsy Feroe et effefamaa 2 Face «Aiea we=r
Fifaafsr e safeg TR A Aeafer 77, T2 (W a2 TriAPSTe RIasr S0 e
ARG e A |

6 = PBT- 55
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TN TEEA T IS Gio WF AT | qANYs T (@G- A T raes e AfEHR
Tfems e 1 | & (@Y T @ afeee geie Far | arer [y efewe @
Frarg efmr Koy 77 T At | @F TN g JR TRASTH @7 Prare afFa egfe
foqea 2@ OItF | RIT ARTE Srered A, fTery AeFfs Tenfn ez @ efFas
ASIRS B | 43 AT SAMIT 7T AR (Fol Abaet [Feia eeifs 2oz o e I
MFToe R (12 OITa AreTiReToae FIH@ ARG 390 204 |

G-I

o MRE T 2 U3 s azet ef T M @B TG BT Aoy @2 G TER
LTS e T R g T R TRIARIRIOR bfF®, THRT qIR 29 I |

o i AT, ofFs RFaadia Ao e IR qrea FEe e e e |

o SIRAF I ACAGTSHRA O FRATF AT JIAFICI TS (FTAT I |

o IMRASHT ArEICH HIfRWT ANCF g BT | @ AR #ITN IfRAT (O Aol Bifew e 2
7 |

o @ WP e I AfSHIT [fera Srarey o= 2197 A TR TRAMTTT FICS IRIER T 2197 T
TR & 0 SIS e g e aifde |

o AT T ATRET WA Siwt it [Afite @ e S A Af S o1y T I SR
e osReed s aifde |

o TRII AFSHTUET SIWA YT FIAGNLT ARG &7 (@ A7 A G T FE S0

o TS AT ACHF fHF AR AN (o @ SAfmeer ooy g5 @ 6, T e
TN @ 7T |

o RF AT CF@ O Teoifre Ay SESice SedAve efer T ze X0 U ©f et
FICR @ 541 = |

o g MRPFT ASET SIRAT TAANT AEF | FF TNER T ARKST @ gy sieetr wifzwr
(S SifSfe T |

o TOIG! G (EFOIAT QeI ARASTE (oI e (@ & @ Praicss T 20
7 |

o IRATT (ORI AR (BB I TSRS TN B (@FOIma FIR (ATF Al T FAC© |

o IRANF (FORT TS TN ST W GISTENS ©IST (RS Q¥ Seanfaia e A |

TG = AVT- 5
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AIIGT TR
e e
AfdT Terw et B (V) oz -
S1 TRIASES AT AT F© 40 T OIS |
F) 42 43I q) DI &I
%) o e 9) o &I
| ARSI TWoF (IO
) wdtAfes e ) TSI
) B ) Ffefa «fe
O O FICE FAG O 7% 4T AT |
) ¢ ) of
o) X6 9) >
81 T RN e @I AR TGS
F) T S <) BT A
1) “RaofE AT ) THIBIZ 77 |
€1 MEASHE A (TR AR T
) Taf ) FRYT
o) q) TPHIGIE T |
v g e 5 g st e
) T2IA ) GFA
o) fat q) oA T |
TG = ADT- 50



IS
A A1S 0T AL
B R eFeId b et [T Feare ofieeEe |
B g oaid (ol [ & @0 Prais aze I3 ©f RS ARG |
B g St @ s afey seiazesiaionr ofes sare ok |

B Xy A (eI GO o RRFal A9 SAMNSTAR W &AW FACe
AR |

TR (@Sl (@S B (Business Buyer/ Industrial Buyer Behavior)
T et AfSHI REFRa Srmeey ST 2FEBRAMA STATHT 21407 T IR SIS AN (o
ST PR (T T T | 93 (FOId FnAe [{eewer FAea Glifers 5IRfS evw T 7w @2
ST AT Te AT (i @3 P SR GRS (@FeIth SR (N 209 | @2 BRI (i
HIEGH

o /M (@R F & Trar~saze 7 |

o T3 A IR W3 Al ¥ FCA?

¢ THON BT O BTl SomITefe 2

o 3 (Toll FOIT @Y Fralw azd w32

Torare SR erd TeEd WU e/ REY (Feita SIbRe e T AR | 93 e
AT T SANSTR Ty [ SIHa (TS SATENSAT FT =013

> 1 9) PR ot & & @ Frai® @29 3@ (What buying decision do industrilal
buyers make?)3 fgeitia (ot Koy @i @ e g 3@ A0E | Sid &7 Prars
IS g e AT eplon o | (2T AfoBr o efoBiess @ Frates stcay s o
T | T AAffEfeT @ S frated WA W @ 7 | e e @eiom feg gwe
T FTaie 4@ b ST =CeTle

i) SR 4TS (Straight rebuy)s et W3 & afew TeT e @ e | e T
(@l @ Fg ARTST 1 07 TR TS TF TR GRS TR e OIS | AHers
o3 @ AW (@FolcF AR ofe ear A1ee | o7 o7 T e wAfies 71 7eag +idq Prares
PR IR | 92 @I T O A0 ARTET a3 FIARFEI AT Far 27 1 JE0ET2 50eT |
TR e weR enifer ST Aoy 8 R Wi ST IRCS (63 I | [osatifes
TEF (G IRAR TG WA AT (AF (@RI NS SN2 MARANS @ G- T
S[FEET TG (VAT T | AT 2 4R GO IR TGS AF S AT ST AN oo A
W2 T ISR (relationship) B & | WA ¢F@ UT WST FER (@ GTF S T
TSN T AT | (@S] TEF AT TG AT A @ I T AW KRS S
SROTATST e FACS AT O WAM[® o AT TR T I A |

6 = Bl- 58
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ii) Ieeefee 5@ (Modified rebuying)s TR JT@ER CHF@ (@ (@I A7 Ao
A2 (SN NS TG ER CFE (@S o FER [(Afey e [y waee sfiaey
Ace B | Ry WeeHlfee JMm@Ed (FE (@Rl N TRE G 999 S Wi I |
TS AT S, 6T, Gl *1S, TR afemm Topfm ovea fFgor Af@sy e =i =7 |
o T #AI0 TER (F@ 9-5AT AT R[S [-6aT A6 JS[ MTs A | TP ST
AT | AF T AN WBF Toi Ry #® reaifere e oAt | 9 @ER CRGE  SfAres
TRRAZFIRNAT TG AOF (ACT AT QAR TS TIF 4T AN & AGF (62 FC | AV
@ TR @3 WSl qFoT JRM M [REwar I A | AEE AT TG
AFSHITTIZ AN AT G N AT T A0S B |

iii) TgT & (New task)s U2 T SO ST MCHNIS TG0 AN ATHANTS 7efHB 77 |
G2 CFE 2fSDIT LTI TS GFf5 Aol7 I CRIF GAF & 4B A2 FF | T ISy IeCS
(I AT T9T TR IBAICE I | 92 TEH & & FTale ad el e e 27 | (@Rg
AATINER & GFf5 2fSHT @ I ¥zt IR T QA (@FoR I wAfer @ 24 |
@ T T I G (@O [T O AR 8 ©AT FHR FACS T | QI LTI TS
S[TATR (A1, e, ¥, (TN, S T fEed T A/ T | U2 TR (G SV T
T[IZFR (top management) PT&=S TT® AF | ToT FEF (FG AIARPIAT FRI67 @6
ageef [T | TSR T Bo 2 @R wFere I 99 30 | g9 @ @ afediT
Sered fafey e q=r geifts 2w A coxfy afstitn aREe uifis g arre gelfte
(O AN |

YT ST o7 @ T AR TS A | &= FoT Wi o6y T F9 77, fesive g
TS T A T T R GR TOR® AN g A @ a1 77 | g fora fo gqoa
@ AIfRIENS AT 7T g

SR AR TS s TN TS
foge | ofer | Tow AR | o=l SR | e oRe
sify | I | g A | om | teRafgar | org,

I Y 0 S A 0 T
- '
T v v v v v v '

@ISt ope | Wgfes | Ff=EER | g @
Bres | RS | I@ | BRfWE | 3@l | et e
ST FCER
fo@ ¢ feig =itea @ for g7t ~fafyfe
Source: B.M. Enis, Marketing Principles; 3rd Edition, Scott. Foresman & W.1980.

<) 448 @7 @S (Specific buying decisions)s FET (@eR TR JF@FET CF@ I
forae fac A1t | Ramefes Mt (@Foil <o/ =0T ATT | QAT @ PI&itss &y S TN 37
FACS T | THCE RFT AT (@O T T ieerd ~AffE o7 ey @ e e A |
QI IFd [T ol B[R ¢ &ive AtE | (12 el [ [ava I 997 & Prars aget
Tofifn TR REav Face =7 | Meeifee TEw oFas Fras 39 1@ ot | O3 92 CFd
TR T ToF S AT |

6 = - 5¢
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%) @i @ R@eam 9T (Role of system buying and selling)? <& (@FsT JCACRT IRT
o foq @R o @B NS (@RI MU T PP NG F9ce 5 | o[ [ifeg
RN (BT AFG AIRARFIAT AL AT 2197 (TS @H g™ I | 93 409 &F
THfers Q@I @ e 3@ =@ | R e efoRiTmR Sive eresy T S CR@E
T FER WG T I AF | @A [ oFeas [Rersar 3 267 e e
@fes o iew 3t Twiam smafe e ffes 2 |

2) i) it Ta-faie AR Siedee [t (Who participates in the industrial buying
process)s P 2T @F [y 3o wive afew | 9T @9 9 &fge A (ouf a3l
e 13 dfFre Tiee AT | TR TN (@ TG Fras (7 Ot & @9 0T | &F
@y Aoy @ @ [aifers A | WaiR @ e af@wice SRz 3@ A0 | & (&g
@ AT AT GiG® AP S @ efeaice f-fifes ofist A 3 A |

) AT (Initiators)s T Af AT TRT 2T ORI 217 T THH LB A | 97 2l
AR ST FRASET T (FZ TS 2N | FGAIPIAN A5 Il ATASTATST FHACH LAATT
TS (feel) I |

q) JRRFFEAT (Users)s T1 2105 At @I 0219 0 | @ S AT T QB AT e
@R AT e, By Tesifn fReaace R efimer e |

%) e R=uzRt (Influencers)s U2 FWTAT A7 @7 Fraited T79 qoR (KR 7 | 9@
oy O TRCH [T Tl AP R FRE [ 93T wfow =0T A | Reiw sifaeifa weiw
T e o RTaT 20 AP | 9T 2o e ¢ e Koy ofim e |

) Fdai® (Deciders)s @31 [fSg 197 @ 3R witww 5 Gifee aegw T e wfes
AT | I o107 T I TR, @R (AF TF 40 TE, IO A0 G I I, @I T
4 T Toyifn fac Prale awie e AT |

8) SMEFIA (Approvers)s FEEIFRT @ T e Praw W @i, Smeeidere
@12 e AR SPIfEe Sedr SIS el A0 | TS e
@ T BT (oM FCAF TLAMIRINT (T2 2B #IT! FC 2T ST I v ! A |

B) @St (Buyers)s IR 97 TEF WA SPIEE AT AT FIRIAT T FET AR
FOIB T MG SR ACIT | G pOIT Oft7 TAIARIET [TEI0T IE@ QR T *S
e ST e ST | Tfne TR 5 I3 G Q4 e oA porE
@R Y @3 [y e ger @ 3@ A | o @Ed CFE @dr @R @ e
S *[S PR I AT |

®) TR (Gatekeepers)s IR @& Ry af e Saia 760 w27 @@z e 33 siie
CIRBFFAR | WEF T QTS A TRARRIANT @Fe AR, s s
SIS A @R (F0@ AE T O | -1 @3 Q@I efear e s@
ST (H2OPAIT T T | SWIRAS el JeT T, TepqIFI_T (receptionists), BT
ARG, G [fee ADTT eFe IR, Frae enmeRi;s A Rerstioa
@TW"TQT*IT’[@WQ“WI

TT- R® TG W (Y (T AT AT SRR B O e [raEer F A 20w |
AYRTS (e LSBT @R e o7 @Ew @ T APnma SRS A | @ T

6 = AB1- BY
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Praesidl R (@or ofiet 398 eqpd | fog wfbe st wifeifs waw @ e wenma
THATRRS (T AT | QIE (FEBFAR #IE8 [T S A0 | & (@Fewa ARG féig oy we
7@ STPYf | ATAACFRAICE ST TS I (@I #/7 ef vt &y wggef, avm@
T[RRI T2 IR =3 oz i afbs? TR For~g @ TmT Facd? 2ofin e
RCI59 I (12 O SIHF A @A T FACe A | (T SR O AT <9 G
CF@ ANEAIDS AT T Ao AFCS AT, I FAT W [0 TqF 8 93 T
PAItEa ToF %1% QR AOTFONE dORF [RBIF FACO AT | T R TN T Praies a2 75e
et [Afegena gor f~ug @ AT |

iii) fREr *ITe (eIt T el R eyl Seimimete &2

(What are the major influences on industrial buyers)3

T e gzl Ty R @R [RSgei eeiiie zre 1w | 3 ge [euasiar
TAmMAsfR My AR ARTTS TAWME, AT TomiE, NesfEs TAamE a3 AfETe
TAMIE | SCCre iAo RlbrE TR @ o M O | IR SAee WO I
AR REwrmE Row @ gor [Rer I 4F | S-E Ry eew ora afe
T egeed Ol AT ¢ | (T FA Trafe TAMTTR fRigeitara @rore [Kfeger
AoIFe FACS A | T AN Ao w2t efscaifrergss «fifgfe f[fey o gor fem
FACS A | 70 Forg ¥ Tmiaete a3t T [aae oraar g

vifeat 77 wdefes vl MEiniiic] TP AR WM | I, W, fergir
T, ASRAOF G2 WET O PO o ey I,

“ffafzfe, efewfrenee AeFhS

Afafsfe, sTmifas wrmifre

fou ¢ gy @ SIvaCe efol R~wRIaT &4 SAMITTNR

Score: P. Kotler, Marketing Management, The Mellennium Edition, Prentice Hall, P-197.
¥) AR AWM (Environmental factors)s RSy e <ifica=ors oiwiw a=r fg
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(Industrial Buyers Buying Decision)
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