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Stages in t

6
Servicing the

account

Presenting the

sales message

3
Qualifying the

prospect

2
Opening the

relationship

1
[Prospectin

customers




Participants in the or tionat buying process

1. Initiators
2. Users
3. Influencers
4 Gatekeepers
- buyer
- decider

- controller
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1. Selling center
2. Team selling

3. Matrix organization




buying decision sta

1. Anticipation o rcotioof a problem or need

2. Determination and description of the traits and
quality of the needed item(s)

3. Search for and qualification of potential suppliers

4. Acquisition and analysis of proposals of bids

5. Evaluation of proposals and selection of suppliers

6. selection of an order routine

7. performance evaluation and feedback




Consu

Aspect of the purchase

Consumer buyer

Personal, family, or
household

ohavior

Organizational
buyer

Production, operations,

or resale

Buyer motivation

Personal

Organizational and

personal

Buyer knowledge of product

or service

Higher

Dollar amount of purchases




Aspect of the purchase Consumer buyer Organizational

buyer

Quantity of purchase or order Smaller

size

Number of cyclical purchase




