Industrial Buying Behaviour and B2B Marketing

Course content:

Introduction to Industrial / Organizational Buying Behavior and B2B
marketing

To understand the industrial products, characteristics, applications and
classification, economics of industrial demand

Understanding Industrial Marketing, Organizational Customers,
Governmental agencies, Institutions and Characteristics of organizational
procurement

Industrial Marketing Environment, Strategies for Managing the Industrial
Marketing Environment

Differences between Industrial Marketing and Consumer Marketing with
specific reference to the Marketing mix

Organizational Buying and Buyer Behaviour: Concepts and Models of
Organizational Buying Behaviour

Organization buying process: Roles of buying centers/ Decision making
units

Segmenting the Industrial Markets and positioning the products

Vendor selection process, value analysis and value engineering
Importance of costing, pricing and bidding; Factors influencing industrial
product pricing

Industrial buying behaviour; the importance of decision making process in
Industrial Marketing

Use of various promotional tools, viz., advertising, catalogues, brochures,

participation in exhibitions — the effectiveness of each of these tools in




Industrial Marketing

e Role of Personal Selling in Industrial / B2B Marketing; Importance of

consultants and expectations from the consultants in marketing

Resources:

Robert Reeder, Edward G. Briety and Betty Reeder, Industrial Marketing —
Books

Analysis, Planning and Control — Prentice Hall of India

Michael D. Hutt [Arizona State University],

Krishna K. Havaldar, Industrial Marketing — Tata McGraw Hill
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