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Chapter 1
· Business marketing vs consumer marketing
· Shorter channels of distribution
· More direct
· More emphasis on personal selling + negotiation
· Integration of web
· Complex buying process = unique promo strategies
· Understanding customer & customer’s customer
·  Types of Business Customers
· Original Equipment Manufacturers (OEM)
· GM buying gauges for its cars
· Users
· Are they using it or including it
· Government Agencies
· Single largest purchaser (US) 
· Large purchasing power
· Institutions
· Schools, hospitals, churches 
· Industrial Distributors
· Use high quantity of specific products
· Types of Products
· Raw Materials – Gold & Silver
· Manufactured Materials – Sheet of Steel
· Component Parts (OEM) – GM purchasing preassembled elements
· Accessory Equipment – facilitating products, hand tools or laptops
· Capital Equipment – cranes, furnaces (much more $$ than accessory)
· Maintenance/Repair/Operations Products (MRO) – used IN operations
· Aka facilitating supplies/services
· Size and Location
· Far fewer business customers (larger purchasing power)
· Tend to be geographically concentrated [ yet GLOBALLY ORIENTED]
· Purchasing Standards & Processes
· Strict Standards  performance held to stricter levels
· Purchasing Processes  More evaluation criteria used
· Nature of Demand
· Derived Demand  comes from the end consumer
· Farther away from the end, increased volatility 
· Elatisicity can vary from business to end consumer

· Marketing Mix Creates Value
· Value is the ‘profit’ for the buyer; how much they benefitted beyond what they paid
· Three Parts:
· Value received from the product
· Value received from the services the seller offered
· Value received from the relationship with the seller
Chapter 2
· Market Coordinate
· Buyers Gauge Value  Companies vs Individual
· Sellers Opt In or Out  consider costs, prices 
· Beyond Market Coordination
· Spot markets  transactional exchange
· Metal fasteners – bidding war
· Supply Chain Management
· Profit impact from purchasing logistical efficiencies > market penetration 
· Efficiency Gains  investing in supply chain management can significantly reduce COGS
· Effectiveness Pays Off  Use suppliers to make market share gains 
· Relationship Management
· Motives to Relate  stakes of both buyer and seller (their motivation to relate) 
· Spotting Transactional Exchange  money traded for easily measured commodities, simple and clear
· Unequal Interest in Relating  Customer Relationship Management (CRM)
· Joint Interest in Relationship  strategic partnership 
· Key Managerial Implications of Relationships
·  just in time (JIT) relationship used in OEM buyers
· Developing Relationships 
· High Performance Criteria 
· Seller Pref  substantial and reliable purchase volumes at adequate volumes
· Buyer Pref   Want suppliers who will work with them to eliminate waste 
· Internal Assessments  periodic supplier evaluations
· External Measures  comparative evaluations, consulting firms or trade data
· Non $$ Standards  loyalty, fairness, integrity, flexibility
· Model of Relationship Development 
· Awareness  Buyer and Seller independently consider each other as a partner 
· Could be indefinite
· Exploration  testing each other, sales calls/ seminar, initial purchases, fragile relationship!
· Attraction  degree to which interaction between B + S yields net payoffs
· Communication & Bargaining  distribute obligations, rewards, costs – requires reciprocation

· Power & Justice
· Power = ability of one party to get the other to do something it normally wouldn’t
· Justice = results from the fair and respectful use of power
· Norms Development  standards of behaviour
· Expectations  trust, belief that a party’s word is reliable
· Expansion enlarging rewards and scope of exchange, increased dependence on each other
· Concrete behavioural pledges to the relationship + verbal agreement
· Commitment  desire to maintain or preserve the relationship 
· Dissolution  termination of an advanced relationship 
· Safeguarding Relationships
· House Calls – supplier verification, sending agents to visit prospective suppliers 
· Trading Places – exchange of personnel
· Managing Dependence – dependence balancing (two or more suppliers), can smooth out supply but may cause problems in work flow (different delivery, stretching management thin)
· Supplier Pledges – demonstrate good will and trust
· Contracts – hard to anticipate every circumstance, relationship contracts (general outline for how planning will continue) 
· Ownership – Vertical integration (buyer owns the supplier) 
· Relationships in Large Networks
· Social relationship  based on social bonds and habit (interpersonal attraction, friendship)
· Safeguarded Relationship   “hostage” pledge for performance
· Corporate Relationship  vertical integration  
