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 The nature of industrial products, their value and the heterogeneity of industrial 
clients have significant effects on the organisational purchasing process. 
Therefore, marketers need to understand why businesses make purchases, 
without which they will not be able to respond adequately and in due time to 
customers’ needs. The purpose of the study was to identify and examine 
internal and external factors that influenced organisational buying behaviour. 
Specifically, the study explored the role of the decision making unit and its 
composition as well as the effects of product brand on industrial purchase 
decision. The method employed entailed a detailed review of the organisational 
purchasing behaviour literature over time and space in both developing and 
developed countries, highlighting key variables that determine industrial buying 
decisions. The results revealed that individual characteristics, composition and 
membership of the buying centre, the structure of the firm as well as the 
environment within which the company operates have significant effects on 
business to business buying decisions. Furthermore, the brands of products 
offered by marketers were found to provide significant benefits to buying 
organisations in terms of value, functionality, performance and overall 
competitive advantage. Owing to the multitudinous factors that impinge on the 
organisational buying process, it is recommended that industrial buyers should 
manage effectively the internal variables within their companies to reduce the 
risks and uncertainties associated with the ever changing business environment 
in order to maintain competitive advantage. 
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Introduction 

Organisational buying is a business transaction relationship that exists between a 

manufacturer and a manufacturer, manufacturer and wholesaler, or wholesaler and 

retailer. It refers to business conducted between companies in different industrial 

sectors of the economy (Wind and Thomas, 2010). The business market is the set of 

all individuals and organizations that acquire goods and services that enter into the 

production of other products or services that are sold, rented, or supplied to others. It 

is characterized by large transactions between a firm and its suppliers related to goods 

used by the firm in the production of its own products and services (Campbell, 

Papania, Parent and Cyr, 2010). The major industries making up the industrial market 

(business market) are agriculture, forestry, fisheries; mining; manufacturing; 

construction and transportation; communication and public utilities; and oil and gas 

sector. Organizational buying was originally defined as a “decision-making process 

carried out by individuals, in interaction with other people, in the context of a formal 

organization” but in recent times organizational buying has been defined as four on-

going processes of implementation, evaluation, reassessment, and confirmation 

(Grewal et al. 2015). Business buying is an increasingly important market because 

many companies buy a growing proportion of their product from third parties, and 

this increased volume of purchases among companies has engendered beneficial long-

term, co-operative relationships between industrial buyers and sellers (Lilien, 2016). 

Moreover, business-to-business marketing is an essential tool for identifying market’s 

needs, obtaining new customers, obtaining growth and achieving set objectives 

(Davis, Golicic and Marquardt, 2008). 

Industrial purchasing also includes retailing and wholesaling firms that acquire 

goods for the purpose of reselling or renting them to others at a profit (Kotler, Wong, 

Saunders and Armstrong (2005). In order to succeed in business-to-business 

marketing, marketers must understand their business customers’ buying behaviours, 

and especially they need to analyse factors that influence organizational buying 

decisions either directly or indirectly. It is a complex communication and decision-

making process involving the consideration of inputs from several departments of the 

organisation to be able to make the final purchase decision. The complexity of the 

purchasing process reflects several factors such as the influence of formal 

organisation, large number of personnel involved in the collective purchasing 

decision, the complex technical and economic factors that must be considered, 

multiple purchasing influence, the environment and large sum of money involved in 

the transaction (Okorie, Iyadi, Okoh and Ajiri, 2015).  
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Organizational buying behaviour is therefore defined as a decision making 

process where organizations establish the need for purchasing products or services, 

search for potential providers, evaluate and select among alternative proposals and 

suppliers, and finally manage the order and performance (Webster and Wind, 1996). 

It is a theoretical framework defining the decision-making process used in formal 

organizations to establish the need for purchased products and services and identify, 

evaluate, and choose among alternative brands and suppliers (Webster and Wind, 

1996; Lilien, 2016). 

According to Ellis (2010) Organizational buying behaviour is predisposed to various 

factors coming from both the internal and external environment of the organization. A 

systematic grouping and analysis of these factors may help marketers to understand and 

anticipate their client’s buying behaviours and to establish marketing strategies 

(Miocevic, 2011). A great deal of existing research on organizational buying behaviour 

and buying centres is based on models developed by Webster and Wind (1972) and Sheth 

(1973). These foundational models of organizational buying behaviour in marketing, 

although developed separately, both contain a lot of similar constructs due to the fact that 

each model builds on similar literature from the first organizational buying behaviour 

model developed by Robinson, Faris, and Wind (1967), cited by Haußmann (2016). In 

order to examine the influence of different variables on organisational buying behaviour, 

the following research questions were addressed in this study: what are the effects of 

environmental (physical, economic, technological, political and legal) factors on 

organizational buying behaviour?; what are the effects of organizational structure, size, 

policies and strategies on industrial purchasing behaviour?; what is the influence of the 

buying centre on the organizational buying process?; and what influence do products 

brands exert on industrial buying behaviour? 

The main objective of the study is to review and examine the influence of 

internal and external factors on industrial purchase behaviour. Specifically, the paper 

examined the effects of physical, economic, technological, political and legal factors 

on organizational buying behaviour; ascertained the effects of company structure, 

size, policies and strategies on industrial purchase behaviour; investigated the 

influence of the roles of buying centre members on the industrial buying process; and 

examined the role of the products brand on organizational buying decision.  

1. Theoretical Framework and Literature Review 

Robinson, Faris and Wind (1967): Buygrid Framework 

The buygrid framework was developed by Robinson, Faris and Wind (1967) as a 

generic conceptual model for organisational buying processes. They saw industrial 
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buying not as single events, but as organisational decision-making processes where 

multiple individuals decide on a purchase. Their framework consists of a matrix of 

buyclasses and buyphases. The buygrid framework compares the three buyclasses 

with eight buyphases which are an expression of the progression of thoughts and 

activities that a buyer goes through in the sequence of activities leading to a purchase 

(Table 1). 

Table 1 

The Buygrid Analytical Framework for Organisational Buying Situations 

  Buy Classes 

 Buy Phases New tasks 
Modified 

rebuy 

Straight 

rebuy 

1 
Anticipation or recognition of a problem (need) 

and a general solution  
   

2 
Determination of the characteristics and quantity 

of needed item 
   

3 
Description of characteristics and quantity of 

needed item 
   

4 Search for and qualification of potential sources     

5 Acquisition and analysis of proposals    

6 
Evaluation of proposals and selection of supp-

lier(s) 
   

7 Selection of an order routine     

8 Performance feedback and evaluation     

Source: Robinson, P. J., Faris, C. W., and Wind, Y. (1967).  

 

The phases of the buying process are strongly interrelated. Thus, the start of a 

buying process does not guarantee that all steps will be followed from the recognition 

of the problem until the final phase. 

2. Webster and Wind (1972): Theory of Organisational Buying Behaviour 

The fundamental models of organizational buying behaviour were propounded 

by Robinson, Faris and Wind (1967), Webster and Wind (1972), and Sheth (1973). 

The main concept of the three models is that organizational buying behaviour is a 

process involving several phases in the buying process. The fundamental assertion of 

the Webster and Wind (1972) model, cited in Webster and Wind (1996) is that 

industrial buying is a decision-making process carried out by individuals, in 
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interaction with other people, within the context of a formal organization (Figure 1). 

And that the buying decision in the organisation is influenced by four major classes of 

variables including individual, social, organizational, and environmental. Organi-

zational buying behaviour is a complex process that involves many persons, multiple 

goals, and potentially conflicting decision criteria. Furthermore, it includes all 

activities of organizational members as they define a buying situation and identify, 

evaluate, and choose among alternative brands and suppliers. The four major forces 

that determine organisational purchase behaviour by this model are the environment, 

which comprised of the physical, technological, economic, political, legal and socio-

cultural environments; the organisation which includes the organisational structure, 

technology, goals and tasks as well as actions of members of the organisation; the 

buying centre which is composed of different persons that interact and they have 

influence on the procurement process, how formalized, centralized, specialized is the 

organisation affect the buying procedure; and individual factors such as motivation, 

cognitive structure, personality, learning process and perceived roles, are the myriads 

of drivers of purchase behaviour in industries. 

3. Sheth (1973) Theory of Industrial Buyer Behaviour 

Sheth (1973) model of industrial buyer behaviour shows the complex 

interrelationships among a large number of variables that impinge on the industrial 

buying decisions (Figure 2). According to the model, organisational buying behaviour 

is comprised of three distinct phases; first is the psychological world of the 

individuals involved in organizational buying decisions; the second relates to the 

situations that lead to joint decisions among the individual participants; and third is 

the process of group decision making, the associated conflicts among members and 

how these are resolved to the benefit of the organization. The model explains 

industrial buying behaviour with the help of three components and situational factors 

that determine the choice of a supplier or brand in the buying decision-making 

process in an organization. The first component is influenced by variables such as the 

background of individuals, information sources, active search, perceptual distortion 

and satisfaction with past purchases. The background of individuals depends on their 

educational status, their role in the organisation and their life style, while perceptual 

distortion relates to the extent to which individual participants in the organisation 

buying process modifies information in consonance with his existing beliefs and 

previous experiences. 
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Source: Webster and Wind (1996). 

Fig. 1. A Model for Understanding Organisational Buying Behaviour 

I. The environment (environmental determinants of buying behaviour) 

Physical env.   Economic env.   Legal env. 

Technological env.   Political env.   Cultural env. 
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Source: Sheth (1973). 

Fig. 2. An Integrative Model of Industrial Buyer Behaviour 

 

The second component highlights the effects of company-specific factors and 

product-specific factors on the industrial buying process which is also affected by 

intervening variables such as company size, company orientation and degree of 

centralisation, time pressure, perceived risk, and type of purchase. Therefore, the 

larger the size of an organization is, the higher the degree of decentralisation and the 

greater the likelihood of joint decision-making process. The third component in the 

model shows the conflict resolution mechanisms adopted in the joint decision-making 

process. Problem solving and persuasion methods are employed when there are 

disagreements about the organisational goals while politicking is adopted to resolve 

conflicts bordering on decision-making style.  

4. Factors Affecting Organisational Buying Behaviour 

Organizational buying behaviour is influenced by a number of factors which are 

either external or internal to the organization’s operating environment (Figure 3). 
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Source: Kotler and Armstrong (2012). 

Fig. 3. Major Influences on Business Buyer Behaviour 

5. External Determinants of Organizational Purchase Behaviour 

The major external influencer of organizational buying behaviour is the larger 

environment within which the organization operates. The environmental variables 

comprise of physical, technological, economic, political, legal, and cultural ones 

(Gherasim, 2014).  

Physical environment: includes factors such as climate and organization’s 

geographical location that can affect buying decisions as well as constraints that 

determine organizational purchase options. Availability of natural and human 

resources also determines the types of goods produced as well as their quality and 

sustainability of industrial production processes.  

Level of technology development: is another variable that determines the types 

of goods available to the buyer organization as well as influencing the quality of the 

buying process through the adoption of improved technologies for purchasing. The 

technological environment also provides the buyer with advanced technical 

equipment that enhances the development of more complex buying processes. 

Economic environment: The macro-economic environment in the country such 

as interest rates, inflation, level of employment, economic growth, credit availability, 

the level of aggregate demand and the balance of payments situation in the country 

affect organizational buyers and their purchasing behaviour.  

Political environment: The political environment refers to government regula-

tions on general business practices within a state or nation. Also government policies 

on procurement procedures and environmental protection affect production practices 

and business purchase behaviour. 
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The legal system: exerts a lot of influence on the general procurement and 

purchasing activities of formal organisations. In fact it closely monitors the activities 

of corporate organisations through fair, just and transparent corporate governance 

policies. Government agencies ensure that goods are made to specifications by 

routine monitoring of standards. 

Cultural environment: a number of corporations have developed their own 

cultural values and norms that their employees are abreast with and these determine 

their overall buying behaviour. Owing to the influence of culture and customs on 

buyers’ reactions to marketers behaviour and strategies, industrial sellers must take 

cognizance of these and try to turn such challenges into opportunities (Kotler and 

Armstrong, 2012). 

6. Internal Influences on Business Buying Behaviour 

A number of factors that affect business buyers purchase decisions are internal 

to the organisations and are subject to their control. These include organisational, 

inter-personal and individual variables. 

Organisational Factors 

Each buying organization has its own policies, objectives, strategies, structure, 

systems, and procedures, and the business marketer must understand these factors to 

be able to sell their products in the competitive business world. (Kotler and 

Armstrong, 2012). Organisational factors that influence business buying behaviour 

include size, the structure of the organization, organizational goals and tasks, and 

technological constraints to the procurement process. 

The structure of the business has to do with the extent of formalisation and cent-

ralisation in the buying process and how these impact the final purchase. Formalizati-

on refers to the degree to which policies and procedures are strictly followed, while 

centralization refers to how concentrated purchasing authority is in the hands of a 

relatively small number of people, who are placed in high leadership positions within 

the organization. And as organizations increase in size, the level of formalization and 

centralization of the buying process is likely to increase.  

The size of the company and the type of business they undertake also determine 

the buying procedure. A separate department for purchasing is more likely to be 

found in big companies than small-sized firms. Companies that depend on great vo-

lumes of raw materials are more likely to adopt centralised buying procedures invol-

ving top level managers in the firm than product-independent business organisations.  
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Technology influences not only the products but also the nature of the organiza-

tional buying process itself. Firms that are innovative are more aggressive in ma-

nagement, have a high rate of product development and higher capability to evaluate 

new products than their counterparts (Webster and Wind, 1996).  

Individual Factors 

Individual characteristics such as motivation to participate, education, 

personality, attitudes towards risk and position within the organization are key 

variables that influence industrial purchase behaviour. Individuals occupying high 

level position in the firm such as manager and managing director are perceived to 

have a higher level of influence within the group. Individual goals achievement also 

affects participation in the organisation buying process. A purchasing manager, who 

is compensated on cost savings and product performance, is likely to compare these 

in order to choose a supplier based on quality or price (Brown, Zablah, Bellenger and 

Donthu, 2012). Attitude to risk is also known to influence individual buying 

decisions, as employees with low risk preference often choose suppliers with which 

they have higher familiarity, regardless of whether the supplier offers the best choice 

(Dawes, Don and Midgley, 2007).  

Interpersonal Factors  

Interpersonal variables come into play in the procurement process due to the 

number of people involved in making buying decisions in many industries. The 

relationship and interactions among people have a significant influence on 

organizational purchasing decisions because personnel involved may provide 

information to one another as they try to influence the outcome of purchase in the 

buying centre. The buying centre refers to representatives of different independent 

functional units of the organization such as production, engineering, human resources, 

finance and purchasing, upon whom the procurement task rests (Anderson and 

Wynstra, 2010; Vitale, Giglierano, Pfoertsch, 2010). 

Roles in Buying Centre: Members of the buying centre share particular roles 

that describe their responsibilities and extent of influence. While one person can hold 

one or several roles during the purchasing process, any role can equally be executed 

by several individuals. The buying centre includes six roles; initiator, influencer, user, 

decider, buyer, gatekeeper (Leek and Christodoulides, 2012). 

Initiators: it is the person who initiates the purchase in the unit of concern or 

buying centre member who first realizes the need for something and makes the 

suggestion to buy a particular product.  
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Influencers: may be an actual user or users of the product to be purchased. The 

opinion of consultants also strongly affects the purchase decision. Other influencers 

could be engineers, researchers, product managers or designers within the 

organization. They influence buying decisions by providing information for the 

evaluation of alternatives by defining specifications, design, quality and mode of 

delivery (Woodside and Ferris-Costa, 2006). 

Users: are members of the firm who actually use purchased goods and services. 

In many cases they can initiate the purchase process and can assist in developing 

product specifications based on product performance and usage experience. 

Deciders: This is a person or people who have the authority to choose among 

alternative buying actions. They consider the choice of supplier, supply terms, risk 

and value assessment, as well as the technological and financial aspects of their 

decision. 

Buyers: are persons who have the formal responsibility and authority to procure 

on behalf of the organization. This is usually a representative of the purchasing 

department or the purchasing manager. It is the duty of the buyer to prepare all 

documentation and how the order is delivered.  

Gatekeepers: can significantly influence the purchasing decision of the 

organization because they control the flow of information to members of the buying 

centre. They may be administrators, secretary or purchasing manager who knows the 

product, problems, functions and potential suppliers. 

7. Stages in the Business Buying Process 

The model of the industrial buying process is an eight-stage process generally 

known as buyphases (Figure 4). Buyers who face a new task buying situation usually 

go through all stages of the buying process, but those making modified or straight re-

buys may skip some of the stages (Kotler and Armstrong, 

2012). The stages of the industrial buying process include; 

Need recognition: This is the initial step in the buying process, and it occurs 

when someone in the firm identifies a problem or a need that needs to be met by 

purchasing a good or service. 
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Source: Adapted from Kotler and Armstrong (2012).  

Fig. 4. Stages of the Business Buying Process 

 

General need description: Having recognised the problem and identified the 

need, the next stage is to describe in detail the specific characteristics of the product 

and quantity of the item required. This will require working with users, engineers and 

purchasing agents in the organisation. 

Product specification: At this stage a more detailed specification of the product 

is undertaken with input from the production and design departments. Other alternati-

ves are considered also as a possible cost reduction approach. 

Supplier search: Here, the purchasing firm searches for appropriate suppliers 

that can offer them the needed good or service via the internet, trade directories or 

seek information from other companies. The search for potential suppliers is likely to 

be longer if it is a new product that is more complex and more expensive. 

Proposal solicitation: At this stage the buyer invites qualified suppliers to 

submit proposals that are analysed, and depending on how expensive and complex the 

desired product is the potential suppliers may be required to make formal 

presentations of alternative solutions in an attempt to market their products.  

Supplier selection: The proposals received from potential vendors are evaluated 

and a choice of supplier is made based on the capacity to deliver, quality and 

competitive price. Other attributes of the supplier such as timely delivery, compliance 

with ethical behaviour, honest communication, after sales service and technical 

guidance are also very important. 

Order-routine specification: after selecting a supplier, the buying firm prepares 

and evaluates the order before it is sent to the supplier detailing the technical 

specifications, the quantity needed, warranty and after sales services. Performance 

review: At this final stage, a post-purchase evaluation of the supplier performance 

whether the product met claimed requirements are carried out. This can be done by 

user departments in the organisation rating their satisfaction with the purchase. 
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8. Types of Buying Situations 

Three main types of buying situations (buy-classes) are distinguishable in order 

to have a better understanding of the organisational purchase process. These are new 

task, straight re-buy and modified re-buy. 

New task: This is the prevailing situation where a company is buying a product 

for the first time. Because the buyer has limited knowledge and lacks user experience, 

there is the need to seek for more information from various sources about product 

quality, suppliers, price, warranty and after sales services. Most new buy situations 

involved greater costs and risks, thereby requiring the participation of many people in 

the buying decision process.  

Straight Rebuy: this condition occurs when the buying firm re-orders products 

that they have routinely purchased in the past, and the buyer criteria are already well 

known to the accredited supplier. In this case, already established contract terms 

regarding product quality, price, delivery period and payment still hold, as it is a 

routine decision with low risk and less information needs. 

Modified Re-buy: this occurs where the organisation intends to modify product 

terms of supply due to dissatisfaction with the performance of existing suppliers or 

the need for cost reduction and quality improvement to enhance overall 

competitiveness (Hutt and Speh, 2013).  

9. Effects of Brands in Organisational Purchase Decision 

A brand is “a name, term, sign, symbol, or design, or a combination of them, in-

tended to identify the goods or services of one seller or group of sellers and to diffe-

rentiate them from those of competitors” (American Marketing Association, cited by 

Kotler and Keller (2012)). Firms involved in industrial marketing have to differentiate 

themselves from the competitors in order to register a positive perception in the minds 

of buying firms by developing regular communication and friendly relationship with 

the customers. Thus a brand not only identifies a product from among the commodi-

ties but also conveys the image, goodwill and excellence of the organization (Raiz-

ada, 2011). This is why organizations make every effort to successfully position and 

promote their brands so as to achieve growth and profitability while also guaranteeing 

the satisfaction of their numerous customers. In business to business marketing, 

branding plays a pivotal role in the marketing strategy by differentiating products 

from those of rivals and in developing long term positive and sometimes emotional 

relationships with customers by communicating in very clear terms nurtured image or 

reputation (Akbari, 2018). Because a brand is a bundle of associated values, it can 
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increase the buyer's confidence in their choice and the level of satisfaction obtained 

with regard to a purchase. Although organisational purchasing involves some level of 

perceived risk and uncertainty in buying situations, strong global brands are useful for 

mitigating the level of such risks. According to Leek and Christodoulides (2012), 

brands can benefit the business customer by increasing purchase confidence especial-

ly in high-risk buying situations involving significant expenditures and possible tech-

nical problems such as new industrial plants (Table 2). Another benefit of brands is 

the legitimacy buying firms’ products can gain by incorporating a branded product, 

and being associated with a reputable company (Ohnemus, 2009). Brands can also 

increase the confidence in decision-making and make industrial buyers feel more 

satisfied with their purchase, as buying a familiar brand can contribute to overall bu-

siness stability (Mudambi, 2002).  

Table 2 

Benefits of Business-to-Business Brands for Suppliers and Buyers 

 

Benefits for Buyers  Benefits for Suppliers 

higher confidence  Quality 

risk/uncertainty reduction  Differentiation 

increased satisfaction  higher demand 

greater comfort  premium price 

identification with a strong brand  brand extensions 

  distribution power 

  barrier to entry 

  Goodwill 

  loyal customers 

  customer satisfaction 

  Referrals 

Source: Leek and Christodoulides (2011). 

 

10. Empirical Review 

In a study of organisational buyer behaviour models and theories, Essien and 

Udo-Imeh (2013), asserted that though several models have been developed, and 

theories propounded to explain the behaviour of industrial buyers and the nature of 

the relationship between them and sellers, the complexity of the industrial purchasing 

process has made it difficult to pinpoint a particular model that addressed all 

Strong 

B2B 

Brand 
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challenges. Their paper was an attempt to review the major models and theories in 

extant literature with a view to classifying the core drivers as well as their impact in 

business to business buying situations. The paper highlighted the similarities and 

differences amongst different models of organizational buyer behaviour, many of 

which were found to have built on existing models. The study concluded by 

recommending a synthesized model which incorporated both the unique and the 

similar features of other research postulations.  

 Turka and Sasan (2015), in another study about the nature and complexity of 

organisational purchase behaviour in India, posited that the long procedure 

occasioned by the several variables influencing the purchase decision clearly 

differentiates consumer behaviour from organizational purchasing. According to 

them, an in-depth understanding of the myriad of variables determining the purchase 

decision has overriding effects on the operation and performance of buyer companies 

with serious impact on industrial buyer-seller relationship. Because organizational 

purchasing is a high involvement process which affects the survival of the business, 

industrial buyers are more concerned about quality of the product, the service 

provided by the vendor and price. Therefore, effective industrial marketing strategy 

must begin with an understanding of industrial buying behaviour. 

Laios and Moschuris (2001) in a study of ‘The Influence of Enterprise Type on 

the Purchasing Decision Process’ in Greek manufacturing firms, a sample of 32 

enterprises of different size categories and sizes was drawn to study the influence of 

enterprise type on four parameters of the purchasing decision process, across two 

different product types and four phases of the purchasing process. The results 

suggested that all the parameter except one, varied considerably among the different 

types of enterprises, and that companies should adopt an appropriate structural 

configuration that fits the mission of enterprises. They suggested that future research 

that attempts to replicate such investigation should use a more representative sample 

of enterprises that will verify relationships between enterprise type and purchasing 

decision process, by examining different types of operations, products, and buyer-

seller dependencies. 

Lawson, et al., (2009) in a study entitled ‘Strategic Purchasing, Supply 

Management Practices and Buyer Performance Improvement: An empirical study of 

UK manufacturing organisations’ examined the effect of strategic purchasing on the 

supply management practices of socialization, supplier integration and supplier 

responsiveness, together with relationship performance. Using empirical data 

collected from 111 United Kingdom purchasing executives, a structural equation 

model was used to test the theoretical framework. The results provided support for 
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four of the six hypotheses developed as strategic purchasing exerted an indirect but 

significant effect on improving buyer performance as well as on the use of 

socialization mechanisms. The results further indicated that close, long-term supplier 

relationships can lead to the creation of relational rents in business to business 

markets.  

Grewal et al. (2015) in a study entitled ‘Business-to-Business Buying: 

Challenges and Opportunities’, highlighted the challenges and research opportunities 

associated with business-to-business (B2B) buying. These challenges and 

opportunities reflect four core aspects of concern in the organisational buying 

literature and they included the changing landscape of B2B buying; the increasing 

sophistication of sellers in industrial markets; the impact of technological changes; 

and the increasing importance and growth of emerging markets. In spite of the 

challenges facing industrial buyers, the emergence of new technological innovations 

that tend to facilitate the stages of the buying process and help buyers to make quick 

decisions have provided useful solutions to many firms. The authors concluded that 

the ever changing technological environment will continue to pose new challenges to 

firms thereby making supplier selection difficult. But building trust and fostering long 

lasting relationship will help to surmount new hurdles in buyer-seller relationship in 

the contemporary business world. 

Valk, Wynstra, and Axelsson (2008) presented the results of a theory-building 

study into processes of interaction between buyers and sellers of different types of 

business services based on a recently developed usage-based classification of 

business services that identified four service types. Though earlier studies showed 

that interaction for different types of services is associated with different key 

objectives, and differing functional involvement and organizational capabilities, the 

interactive processes that take place between buyers and sellers were not included in 

many studies. Their study therefore, extended the conceptualization of interaction by 

including process dimensions for each of the four types of services. The results 

revealed that different types of services are associated with differing processes of 

interaction. Furthermore, the findings showed that the level of perceived risk 

associated with a service influences the extent to which interfaces and interaction 

processes are formally defined and designed. 

Powerful brands create meaningful images in the minds of consumers with brand 

images serving as a means of differentiation from the competition and thus positively 

influencing customer’s purchasing behaviour. Haußmann (2016) undertook an in-

depth analysis of theories on rationality versus emotionality in this study and found 

that brands are an important influencer of organizational purchasing behaviour and 
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that the distinction between Business-to-Consumer and B2B settings are less clear 

than traditional notions suggest. 

In order to explore the sources of manufacturer brand benefits for resellers, 

Glynn, Motion and Brodie (2007) studied the ‘Sources of brand benefits in 

manufacturer-reseller B2B relationships’ using a cross-section of data obtained from 

80 reseller key informants in the New Zealand packaged goods retail sector. The 

results show that manufacturers’ brands provide customers financial and managerial 

benefits for resellers which have an impact on reseller relationship outcomes such as 

satisfaction, dependence, cooperation, commitment and trust. The authors concluded 

that manufacturers of both major and minor brands can use the model developed to 

understand and manage brand benefits in order to enhance relationship outcomes with 

resellers. 

The dominant perspective on organizational buying behaviour suggests that 

buyers tend to rely on objective criteria when making product choice decisions and 

that the potential influence of subjective cues, such as brands, on buyer decision-

making decreases with increasing risk. But an alternative perspective by Brown, et 

al., (2011) confirmed in a study of in-depth interviews with various managers that 

brands serve as a risk-reduction mechanism whereby the influence of brands on 

decision making increases as a function of risk. Their research builds on these 

complementary perspectives to propose that risk and brand sensitivity relate in a U-

shaped manner, where brand sensitivity is highest in relatively low- or high-risk 

situations. The results of scenario- and survey-based field studies involving 206 and 

180 members of buying centres, respectively, suggest that both perspectives have 

merit and support the proposed nonlinear relationship. Moreover, the findings reveal 

that the risk-brand sensitivity relationship is moderated by competitive intensity, such 

that the linear (negative) and quadratic (positive) effects are stronger when 

competitive intensity is low. 

Summary and Conclusion  

Summary  

The organizational market often called industrial or business to business market 

consists of all individuals, companies or organizations purchasing some goods in 

order to produce other goods and services for sale to final consumers. However, in 

spite of the significant roles business organisations play in the growth and 

development of the national economy, a detailed classification of factors that drive 

industrial purchase behaviour are still scanty.  
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Therefore the study was undertaken to review and examine the influence of 

internal and external factors on organizational buying behaviour in business to 

business markets. Specifically the study identified internal and external factors and 

also ascertained their effects on industrial purchase decision; investigated the 

influence of the decision making units on the industrial buying process as well as 

examined the role of brands on organizational buying decision.  

The results of the literature survey identified three categories of individual, 

interpersonal, and organizational factors as the major internal determinants of 

business to business purchase behaviour. The individual is at the centre of the buying 

process as only the individual acting as an individual or as a member of a decision 

making unit can define and analyse buying situations, decide, and act in accordance 

with the objectives of the firm. Therefore, his personality, education, perceived role 

set, and motivation are basic psychological factors that influence his response to the 

purchase situation. 

The composition and membership of the buying centre as well as the extent of 

interaction among them have a significant influence on organizational purchasing 

decisions. Thus, their authority and status in the company and their ability to 

influence others were found as major drivers of interpersonal influence in the 

business to business buying process. Among the six roles players in the buying 

centre; initiators, influencers, users, deciders, buyers and gatekeepers the study found 

that users and deciders are the major interpersonal determinants of organisational 

buying decisions. 

Organisational characteristics such as size of firm, structure, organizational goals 

and tasks, and technological constraints were also found to have an impact on 

industrial purchase behaviour. Small-sized firms are more likely to use a less rational 

procedure in their decision-making due to lack of resources, but larger firms that have 

the means to evaluate multiple alternatives go through a more detailed and longer 

time period in order to reach a purchase decision.  

Furthermore, the extent of formalisation and centralisation in the buying process 

has an impact on the final purchase. As organizations increase in size, the level of 

formalization and centralization of the buying process is likely to increase due to 

reduction in cost by purchasing larger quantities, though decentralization may enable 

some buyers to localize their purchases, with added benefits in product modification. 

The level of technology adoption and innovation also exerts a positive impact on 

organizational buying process. Firms that are innovative are more aggressive in ma-

nagement, have high rate of product development and higher capability to evaluate 

new products than their counterparts, thereby enhancing the purchase process. 
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The study also revealed the positive impact of products brand on the industrial 

purchase decision. Brands add value to their offers by reducing transaction and 

information costs to the purchasing firm in seeking information required for a 

purchase. Also, strong brands signal high-product quality thereby giving industrial 

buyers the confidence that the purchase of a well-known brand will not only result in 

competitive advantage, but reduced functional risk for the organization. 

Environmental factors such as geographical location and climate, availability 

and level of technological adoption, general economic outlook, interest rates and price 

level, political uncertainty, the legal system and the culture of the society and its 

influence on the people are critical environmental variables that determine 

organisational buying behaviour, with mixed effects.  

Conclusion 

The main focus of this review was to examine the effects of internal (individual, 

interpersonal, organizational), environmental factors (physical, economic, 

technological, political and legal) as well as products brand on business to business 

purchase behaviour. The results indicated that individual characteristics, composition 

and membership of the buying centre, the structure of the firm as well as the 

environment where the firm operates have significant impact on the purchase process. 

The brand of products offered by marketers also has significant benefits to buying 

organisations in terms of value, functionality, performance and overall competitive 

advantage. 

The results of this study are very useful for marketers and suppliers to develop 

and implement marketing strategies that will enable them to foster long-lasting 

relationships with their customers, to build trust and loyalty in their customers’ 

purchasing behaviour. 
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