CHAPTER 3 
Why should marketing managers take an interest in consumers, or current or potential costumers? 

Business markets 

Definition: they are the set of organizations that buy goods and services that they use to create their own goods of services, which they then offer to consumers or other organizations. 
Differences between consumers markets and business markets p.61:

-The market and demand structure
-Products and services
-Buyer behaviour
-Relations between sellers and buyers
-Distribution channels, communication (promotion) and price

Derived demand: it refers to the fact that fluctuations in consumer demand for a company’s products can have repercussions on demand for the company’s supplier’s products.  
Types of organizational customers: 

Organizational buyers are categorized by their main motivation: for profit companies, governments and non-profit organizations. 
For profit companies
Their profit is to generate a profit for shareholders.  They fall into four categories, based on the type of market they represent: industrial distributors, value-added resellers, original equipment manufacturers and end-users. 
Industrial distributors
They are also called wholesalers, are intermediaries that create product lines coming from different manufacturers and then give a complete solution. 
Value added resellers
They buy a manufacturer’s products and, after adding characteristics or services, resell them to their customers at higher price. 

Original equipment manufacturers (often called OEMs) 
They are organizations that buy products from other companies, which they then incorporate into their own products. 
End-users 
It’s companies that buy various products for their personal use. 

Governments 
Governments’ processes and motivations generally differ from those of other industrial actors, particular those in commercial sector. 
Non-profit organizations 
EX: Hospital, churches, schools and long-term care centres 
 Hospitals in qc must keep a balanced budget while maximizing access to care, which requires corporate vendors that target this market to offer an excellent price / performance ratio. 
Types of purchasing situations 
Straight rebuy 
When organized customers may find themselves in a situation where the purchase is a simple rebuy, identical to a purchase made before, which may even be a routine. 
EX: an office manager may consistently order the same paper for use in the organization’s photocopiers. 

Modified rebuy 
Companies’ needs may evolve and spark a change. 
EX: a company wants to adopt ecological positionning, it may modify its photocopy paper purchases and switch to buying paper made partly or entirely from recycled fibre. 

 New task
When the company face a new problem, it must make a new purchase. 

Organizational buying process 

Four-step process
1st step
Is defining the need.--> the company clarifies the problem and its generic solution/ defines the specifications of the product or service. 
2nd step
The company moves to selection step. Here, managers must seek out suppliers that can offer this products or services. 
3nd step 
The product or service must be delivered, which may require the supplier to adapt to the company’s need, or provide installation, test and user training services. 
EX: CGI offers its customers information technology management services. 
4th step
The buying process is post-purchase evaluation. After using a product or service, the corporate customer can evaluate how well it meets its initial objectives. 

Roles in the buying process
1. Initiators: the first to recognize the existence of a need to be filled. In example of buying plane tickets for a trade show, the initiator may be the marketing coordinator responsible for the show. 
2. Influencers: people that have an influence on the choice of one or more situations, because of their expertise or their experience. 
3. Deciders: people that hold the power over buying decisions. They project budget managers. For instance, the marketing director in the case of the trade show. 
4. Buyers: make the purchase. They negotiate the best prices and quantities with various suppliers. In the example of the trade show, the employee may make the purchases themselves.
5. Users: they are the end-users of products and services purchased. 
6. Final role: it’s the gatekeeper (member of organization who screens the information)

Cultural influence factors in business markets

Individualism 
Certain cultures have a relativity individualistic orientation, putting their own interests first, whereas people of other cultures tend to keep the well being of the group in mind. 
Social hierarchy
In United States for example business contacts are called by their first names, even nicknames, as early as the first meeting. / in contrast, in Japon and France, interaction between sellers and buyers is much more formal. (vous) (Mister, doctor, professor) 
Uncertainty avoidance 
It is an important difference to be considered in international B2B marketing. For example, Canadian and Americans are more tolerant of uncertainly than Europeans, and are therefore more likely to accept higher business risks. 
Masculinity 
Some cultures has values destined to males, the need of dominance, assertiveness, machismo and other societies embrace values more feminine: social equality, respect of the environment. 

Long-term orientation 
Business decisions in some cultures are strongly guided by long-term consequences. 
Consumers behaviour 

Factors that influence consumer behaviour
Internal influence motivations and needs (maslow’s theory of needs) 
Physiological needs: food, oxygen, sleep, and clothing….
Safety: stability, protection and comfort
Love/belonging: affection, love, friendship
Self-esteem: having a positive self-image, prestige and an appreciation of others. 
Self-actualization: accomplishing what one thinks one can do and achieve. 

Perception 
The process whereby a person chooses organizes and interprets information from the outside world. 
1. Selective attention: target groups are exposed to a barrage of messages each day, but not necessarily pay attention to them. 
2. Selective distortion: people often unconsciously distort the stimuli they receive to adapt them to their own vision of reality. 
3. Selective retention:  people filter information, which they store in their memory depending on how important it is for them. 
Learning
During life, people learn that their behaviour changes following certain experiences. 
The behaviourist approach to learning
Conditioning occurs when individuals learn to associate a certain stimulus with a given response.  
The cognitive approach to learning 
It considers that human beings learn by processing information perceived by the senses, that they solve problems and do not simply react to associations formed between stimuli.  
Attitude 
It is person’s positive or negative feelings toward an idea or object. 

Utilitarian function 
Lets consumers protect themselves, live in their environment, and chose their products or services that yield positive results. 

Ego-defensive function
Sometimes we adopt certain attitudes to protect our self image. 


External influences 

Culture

Subcultures

Social classes 
They are a way of classifying the population within a society. 
Reference groups 
It’s a set of people who influence an individual’s attitudes and behaviour. 

Family 
It’s the reference group with the greatest power over a person. 
Lifecycle of the family 

Situational influence factors 

Environment 
Time
Economy 

Buying decision process 

Involvement 
The degree of involvement with a product or service is an important component of 
consumers’ buying decision process. 

Experience 
The more extensive the person’s experience, the simpler and shorter the process becomes.

Problem recognition 
It’s the beginning of decision-marketing process.
When we have a challenge and we need to face it. 

Information search 
This is when the problem is identified, consumers begin the information search to solve it; the scale of the search will depend on the nature of the planned purchase. 

Buying decision 
The consumer tries to take to better decision (they do the purchase) 
Post-purchase evaluation 
The consumer evaluate the product, the quality of their decision. 
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Business-to-business (or B2B) marketing is different from consumer marketing. The products and services can be sold more than once. There are four steps in the organizational buying process: definition of the problem (the need) and the solution; selection/ procurement; delivery and post purchase. Business market also understand the way consumers make purchasing decisions if they want to effectively adapt their market strategies and encourage consumers to buy their products. 




