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MARKETING

‘One can distinguish a number of
ganisational markets. First, there
-fﬁx’é producer market where
ganisations are buying products
at enable them to produce other
cts. Secondly, there is the
market that includes firms
mporters, wholesalers and
. Essentially those sell what
ey buy with little or no product
nsformation. For these
:_ae-: diaries the role of marketing
ot simply to sell products to
ividual consumers but also to
nage relationships with
ncipals. Thirdly, given the size of
nment expenditure in an
onomy, this is also an important
1 t. Finally we can talk of an
tional market, such as the
versity, the church and other
ncies, where the aim of such
ations is not usually profit.
like in the case of individuals,
ing process in a firm starts
someone becomes conscious
a problem or need. When a
pany decides to launch a new
Juct that in turn requires the
hase of new machinery the
internal. When a need is
ed as a result of a visit to a
de fair the stimuli is external.
vever, unlike individuals,
yanies are characterised by a
mal buying process. This often
ans that purchasing requires
cifications and a tendering
m. In these circumstances the
of the seller’s marketing is to
p the buyer define the
pany’s needs and to ensure that
‘name of his firm is on the
er’s list of potential suppliers. It
ten only by being on the list of
ntial suppliers that a seller can
thope to be asked to tender.
‘submitting an offer the seller
ild, whenever possible and
ible, seek to prepare a
€ ling presentation that seeks to
fy not just the technical
difications but addresses
omer needs. A critical part of
buying process is the selection
ess. If a seller is to be effective
mecessary to understand the
ia on which the buyer decides.
on the basis of price, credit,
delivery, supplier
n or some other variables
mbination? A clear
erstanding here will determine
té the emphasis of a quotation
resentation needs to be.

se classification

i important to understand the
BOE - purchase being
“ nplated as this will have an
ortant effect on whether all the
s that have been considered in
“decision process described
ve will be followed or not. A
ful first stage is therefore to
ify the type of purchase being
templated by the buyer. This
prove to be a useful basis for

“ i

The focus in marketing is often on firms selling to
individual consumers. However a much larger
market is undoubtedly that of companies selling to
other organisations. Effective marketing to these
organisational markets rests on an understanding
of the process that buying firms go through and the
variables that affect this process, says Albert

Caruana.

segmentation. There are various
classifications that are possible.

One possibility is to classify the
purchase by the type of product,
such as: raw materials, components,
capital goods, and services. This is
essentially a product classification.

At least two types of customer
oriented classifications can be used.
The ‘problem created’ type of
classification considers the type of
problem the purchase will create for
the buyer, while the ‘purchase
novelty’ classification considers the
degree of novelty involved for the
buyer in the particular purchase.
Such classifications help determine
the degree to which the buying
process outlined above will be
followed or not. Thus when a firm
buys a significant new piece of
equipment that involves a high
novelty level, it is likely that the
entire buying process will be
followed. On the other hand, when
buying paper, something that has
been done many times before, the
multi-stage buying process may be
short-circuited.

Reducing risk

Much of the decision making in
organisations that are of any size
tends to be team based. One of the
key reasons for this is that it helps
reduce the risk involved in
purchasing. This is particularly so
when the purchase of large items is
being contemplated. Effective
selling to organisations requires an
understanding of the decision
making team, in terms of sizes,
composition, reles and structure.
Generally the higher the novelty of
the purchases, the higher the risk,
and the higher will be the number
of people in the group.

Similarly, the more departments
that the purchase item involves the
wider will the composition of the
team be in terms of representations
from different departments. In the
same way, the roles the different
people play within the buying
group also needs to be understood.
The salesperson needs to sell
different things to these different
people. A key element to successful
sales to companies lies in the
salesperson’s ability to minimise
risks for the decision making team.
This can be done through the firm'’s
reputation, by offering guarantees,
training, as well as in other ways.

The various changes in the
external environment that a firm
operates in also play a part in

s

influencing the purchase process.
These external variables can be
various and include social,
technological, political and
economic factors.

Thus an expected increase in the
cost of money may defer the buying
decision process while a gloomy

economic outlook may lead to
curtailment or postponement of the
buying decision.

When selling to organisations it is
not sufficient to look at buyers. We
must also consider sellers. Buyers
and sellers adapt to each other.
These adaptations result from short
term episodes such as product
exchange and financial ex-
change.

Selling a product may require the
need to establish a credit policy
which is one form of financial
adaptation.

This adaptation is enhanced
through social exchange. It is this
social exchange that cements the
relationship between buyer and

Companies selling to companies

seller and acts as a barrier to entry
by competitors. Here, it is no longer
the elements of the marketing mix
as we know them in consumer
marketing that are important. Rather
it is the management of this
relationship that is the key to
industrial marketing.

The key strategic decisions
revolves around: first, which firms
to target; and secondly, with whom
and at what level should top
management nurture relationships
with.

Dr Albert Caruana holds s Ph.D.
Jfrom Henley Management College
and is a lecturer in marketing at the
University of Malta.

The Rhapsody telephone
system is probably the most
advanced digital system
available to small and
medium businesses anywhere
in Europe.

A wide range of
configurations are available
starting with the 308 which
offers 3 outside lines and 8

internal extensions
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and which can grow to a
maximum of 16 outside lines
and 48 internal extensions.
Rhapsody's digital
telephones eliminate the
need of multicore thick
cable - only three wires from
one extension to another.
And to give each extension
full features and benefits,
each Rhapsody telephone
has its own built-in

microprocessor.

11/11, Vincenti Buildings, Strait Street, Valletta
Tel: 236550, 239205, 220418. Fax: 237907

This advanced digital
technology gives Rhapsody
excellent serviceability and
quality engineering which
add up to the virtual
elimination of faults and

maintenance.

And we are so confident of
Rhapsody's Digital Circuitry
that we now offer a
36 months warranty
on all electronic components.




