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PART V: ORGANIZATIONS AS CONSUMERS



Overall Model of Organizational Buyer Behavior
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Organizational Buyer Behavior



Ø Decision-Making Unit

Ø Purchase Situation

Ø Steps in the Organizational Decision Process

Ø The Internet’s Role in the Organizational Decision 
Process
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Organizational Purchase Process



Decision-Making Unit

Decision-making units 
(DMUs) are the individuals 
in an organization who 
participate in making a 
purchase decision.

They function as buying 
centers when they consist 
of individuals from various 
areas (e.g., engineering, 
accounting, marketing).

19-5

Organizational Purchase Process
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Decision-Making Unit
Can Vary Over the Product Life Cycle:  Microprocessor 

Purchasing by OEM
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Organizational Purchase Process



Purchase Situation

ØStraight Rebuy

ØModified Rebuy

ØNew Task
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Organizational Purchase Process



Steps in the Organizational Decision Process
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Organizational Purchase Process

ØProblem Recognition

ØInformation Search

ØEvaluation and Selection

ØPurchase and Decision Implementation

ØUsage and Postpurchase Evaluation
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Information Search
Information search can be both formal and informal

The formal information 
search process can include
- site visits to evaluate a 
potential vendor
- lab tests of a new product 
or prototype, and
- investigation of possible 
product specification

The informal information 
search process can include
- discuss with sales 
representatives

- attend trade shows  

- read industry-specific 
journals
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Organizational Purchase Process
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Organizational Purchase Process



Organizational culture is much like lifestyle - organizations 
vary dramatically in how they make decisions and how they 
approach problems involving risk, innovation, and change.

Also known as corporate 
culture.

It reflects and shapes a 
firm’s needs and desires, 
which influences how they 
make decisions.
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Organizational Culture
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Ø Firmographics

• Involve both organization characteristics and 
characteristics of the composition of the organization

Ø Culture/Government

Ø Reference Groups
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External Factors Influencing 
Organizational Culture



Firmographics

ØSize
ØActivities and Objectives
ØLocation
ØIndustry Category
ØOrganizational Composition
ØMacrosegmentation
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Firmographics
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External Factors Influencing 
Organizational Culture



Culture/Government

Variations in values and behaviors across cultures affect 
organizations as well as individuals.  Examples:

ØIn many parts of the world, businesses and 
governments work more closely together than is the 
case in U.S.

ØIn America, Japan, and most of Europe, bribery and 
similar approaches for making sales are not 
acceptable.

19-17

External Factors Influencing 
Organizational Culture



Reference Groups

Reference groups influence organizational behavior and 
purchasing decisions.

ØLead users are innovative organizations that derive 
a great deal of their success from leading change. 

ØReference group infrastructure refers to the flow 
of purchase influence within an industry.
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Reference Groups
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External Factors Influencing 
Organizational Culture



Ø Organizational Values

Ø Perception

Ø Learning

Ø Motives and Emotions
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Internal Factors Influencing 
Organizational Culture



Ø Buyers can be segmented by their approach to the 
seller and the decision

Ø Transactional exchanges
Ø Short term and few relational investments

Ø Lack of loyalty

Ø Relational exchanges
Ø Long term and high relational investments

Ø Strong loyalty

Ø Sellers must adapt strategies for these different 
buyer types

19-21

Organizational Buyer Segments and 
Marketing Strategy


