Marketing Chapter 6: Business-to-Business Marketing 
B2B Marketing: the process of buying and selling goods or services to be used in the production of other goods and services, for consumption by the buying organization, or for resale by wholesalers and retailers.
B2B Markets: focus their efforts on serving specific types of customer markets to create 
Manufacturers or Producers: 
· Some of the biggest B2B buyers are manufacturers and producers
Resellers: 
· Marketing intermediaries that resell manufactured products without significantly altering their form 
Institutions: 
· Such as hospitals, educational organizations, prisons, religious organizations, and other non-profit organizations, also purchase all kinds of goods and services for the people they serve
Government: 
· In most countries, the central government tends to be one of the largest purchasers of goods and services. 
Key Challenges of Reaching B2B Clients: 
· For marketers to be effective and successful at B2B marketing, they must master three key challenges for each business customer they want to serve:
· Identify the right persons or decisions makers within the organizations who can authorize or influence purchases
· Understand the buying process of each of its potential clients
· Identify the factors that influence the buying process of potential clients 
Differences Between B2B and B2C Markets:
Market Characteristics:
· Consumers buy goods to satisfy their own individual or household needs and are heavily influenced by price, personal tastes, brand reputation, or personal recommendations of friends and family. 
· In B2B markets, demand for goods and services is derived from B2C sales in the same supply chain. 
· Derived Demand: is the linkage between consumers’ demand for a company’s output and its purchased of necessary inputs to manufacture or assemble that particular output. 
· In addition, demand in many business markets is inelastic – that is, the total demand for goods is not affected much by price changes in the short run. 
Product Characteristics: 
· In B2B markets, the products ordered are primarily raw materials and semi-finished goods that are processed or assembled into finished goods for the ultimate consumers. 
· In certain B2B markets the products are very technical and sophisticated in nature and must conform to technical standards specified by the buyer. 
Buying Process Characteristics: 
· Generally, for routine purchases or small-dollar-value purchases, only one or a few individuals within a department or the company may be responsible for the buying decision. 
· However, for purchases of highly technical or complex products involving thousands or millions of dollars, the buying effort is much more structured, formalized, and professional 
· Many people are involved in complex buying decisions. They are usually technically trained and qualified professionals, and they represent different interests within the organization. 
· The group of people involved in the buying decision is often referred to as the buying center
Difference between B2B and B2C buying lies in the nature of the relationship between the firm and its suppliers. Generally, the buying decision is based on negotiations. The negotiated contract normally covers a range of concerns, including price, delivery, warranty, technical specifications, and claim policies. 
Marketing Mix Characteristics: 
Difference between the B2B and B2C transaction is the role of a salesperson 
B2B Classification System and Segmentation:
North American Industry Classification System (NAICS) codes: a classification scheme that categorizes all firms into a hierarchical set of six-digit codes. 
The B2B Buying Process:
B2B buying process is very similar to B2C process, though it differs in many ways. Both start with need recognition, but the information search and alternative evaluation stages are more formal and structured in the B2B process. B2B buyers specify their needs in writing and ask potential suppliers to submit formal proposals , whereas B2C buying decisions are usually made by individuals or families and sometimes are unplanned or impulsive. 
Step 1: Need Recognition
Step 2: Product Specifications
Step 3: RFP Process
Request for proposals: a process through which buying organizations invite alternative suppliers to bid on supplying their required components. 
Step 4: Proposal Analysis and Supplier Selection
Stage 5: Order Specification (purchase)
Stage 6: Vendor Performance Assessment Using Metrics

Factors Affecting the B2B Buying Process
The Buying Center: the group of people typically responsible for the buying decisions in large organizations
Initiator: the buying center participant who first suggests buying the particular product or service
Influencer: the buying center participant whose views influence other members of the buying center in making the final decision. 
Decider: the buying center participant who ultimately determines any part of or the entire buying decisions – whether to buy, what to buy, how to buy, or where to buy
Buyer: the buying center participant who handles the paperwork of the actual purchase
User: the person who consumes or uses the product or service purchased by the buying center
Gatekeeper: the buying center participant who controls information or access to decision makers and influencers 
Organizational Culture
Reflects the set of values, traditions, and customs that guides a firm’s employees’ behaviour
Autocratic buying center: a buying center in which one person makes the decision alone, though there may be multiple participants
Democratic buying center: a buying center in which the majority rules in making decisions
Consultative buying center: a buying center in which one person makes the decision, but he or she solicits input from others before doing so 
Consensus buying center: a buying center in which all members of the team must reach a collective agreement that they can support a particular purchase. 
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Buying Situations:
New buy: in a B2B setting, a purchase of a good or service for the first time; the buying decision is likely to be quite involved because the buyer or the buying organization does not have any experience with the item
Modified rebuy: refers to when the buyer has purchased a similar product in the past but has decided to change some specifications, such as the desired price, quality level, customer service level, and options
Straight rebuy: when the buyer or buying organization simply buys additional units of products that had previously been purchased. 

Role of Internet in Business to Business Marketing: 
Internet has become the communication mode of choice for B2B. 
Private exchange: occurs when a specific firm (either buyer or seller) invites others to participate in online information exchanges and transactions; can help streamline procurement or distribution processes. 
English auction: goods and services are simply sold to the highest bidder
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