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Thi tudy inve tigated the relative influence of vari u 

macro-envir nmental influenc on the purch e deci ions 

elected manufa turing firms within air bi. 

organizational and 

differ nt categorie of 

Purchasing anager f variou firm or tho e re p nsi le for the purch ing t k in 

variou rganizati ns were ked to rank/rate th factor in terms of how much 

influence they perceiv d each to have n the organizational purcb e deci ions. 

Data w collected and mean core th n c mputed for each of the factor in term of 

the amount of influence each bad in the final purcb e decisi n. An analy i of variance 

( OY w then used to determine whether the mean cor of the factor were 

ta · tically different r not. The finding f the an ly i · led the re earcher to draw 

ertain c nclu io which are: 

• Within any organization different factor bav a different level of influence. 

• expected Purchasing department i the department m t involved in each 

pu rch e . However as purchase bee me mor c mplex, the ard of Director 

and the ccounting epartrnent ecome m re inv Jved in the purchase 

deci i n. 

• Amon t the macr -environmental variable the factor which have mo t 

influence in the purcbas deci i n are the upplier qualitie . 

ince different factor ha e different levels of influence within organizations, for any 

marketing pr gramme to ucceed in an indu trial et up the marketer must direct 

his/ ber effo at the mo t influential factor . 

Vl 
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Chapter One 

INTRODUCTION 

rganizati nal uyer behavi ur h certain imilaritie t c nsumer uying 

behaviour but the need dec· ion pr ce e and the behaviour of organizational 

buye are quite sufficiently different from c nsumer buying.1 

The imilaritie between the organizational buyer ebaviour and the individual 

buyer behavi ur lie in the fact that th aim at ati fying certain o jective and 

in trying t ati fy the e bjecti e they face vari u e ternal and int rnal 

influence . The e influence are unique in Lhe f oth the organizati nal 

buyer and individual uyer . 

H wever the organizati nal buyer ebavi ur i different from consumer 

behaviour in everal way . irstly organizational buyer behaviour i u ually a 

gr up deci ion pr ce . That i everal pe pie playing different r le may be 

inv lved2
• Th e include the purch ing agent engineer, pro uction manager, 

tb marketer and the ace untant depending on the firm. Such individual f rm 

the buying centre of the rganisation. n the other band it has been e tab!. bed 

that in general the individual c nsumer is the ultimate decider f all purch e 

pr le 

KinyanJUt ., • nn Emprical lnveshgatton tniO the relat~~~e influence of buying centre members m !be airobi 
manuf unng firm· (An unpubliShed DA Project: nM:rsity or • u'Obi, June 1990), Pll. 

2 
Ibid Pll 

3 
W hers , Consumer behaviour: Theory and Practice (H~ lllln.ois: Richard Irwin lnc., Jrd Edition 1978), P14. 

1 
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in c urn r b baviour the individual i th unit of analy i while in 

r nizational buying ehaviour the gr up · m t frequently the unit of 

analy i. 

ec ndly organizati nal lndu trial buying i more technically c mplex than the 

hou eh ld individual) purch ing. 

Thirdly the bjective f the individual buyer · to purchase for c nsumpti n 

ati faction) where the o jective of the indu trial buyer i pre umably to 

further the g al of the rgani ation for which he i purchasing. Thu the term 

organizational buyer i u ed t include th e who buy on behalf f c mmercial, 

profe i nal and in titutional rgartizations. 

ourtbly there i a greater interdependence etween the buyer and the eller in 

organizational buying. Buyer · are fewer and therefore have a 1 t f influence 

(power) ver upplier . are ult supplier are frequently expected t customize 

their offering t individual cu tomer needs.5 

ifthly ecau e f greater need for interaction between the buyer and the eller 

pers nat elling ecom m re important in rganizational buying. 

tly the p t purch e pr ce i likely t be more imp rtant in rganizational 

buying than in c n umer uying becau e once in tallati ns are made ub equent 

ervice cal have to foil w. 

Th e difference nece itate the application of different indu trial marketing 

trategie from th e applied by mark ter of co umer product . ael b 

b erved "Rec gnition of the e difference and the con equent difference in 

Kotler P., Mar ·ehng Managemenr: Analysis, Planning Jmplemenrarion nd control (New Je~y: PreoticeHaU international 

Ed1 , 3rd tllOn), P7S 

2 



1.2 
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mar eting trat gie bav r 

m ling particularl 

It d in th d el pment fa b dy of literature in 

7 , d v ted t th tudy f organizati nal buy r 

p cially du t the indu trial purcb ing being 

a r up proce and th f ct that the gr up rna influenced y vari u 

e t mal and internal factor led the curr nt re earcher to c nduct thi tudy 

with a view t determining the relativ imp rtan f vari u macr -

environmental and organizational factor m influencing organizati nal buying 

dec· io . 

Th cope of the tudy nly co ers vari us macro-envir omental factor 

(ec nomic, geographical techno! gical p litical and 1 gal factor and upplier ) 

and organizational fact r the departmen /function 1 areas in an organizati n 

wbkb are repre ented in the buying centre : B ard of Direct r per nne! 

purchasing manufacturing accounting financ marketing ale and engineering) 

and how the e factor influence indu trial purcb e d ci ions. 

Indu trial markete fac a ig challenge when marketing their pr duct . Thi 

i due t the fa t that the buying deci ion pr ce in organizati i a group 

pro e which inv lve repre entative of vari u functional areas department ) 

within the rgani ati n' uying centre and n t an individual pr ce . An ther 

reas n i that the buying deci ion pr ce influenced by a range f 

macr -environmental fa tor ec n rnic techn 1 gical cultural legal and the 

pby ical environmental f ct r uppliers , and c n umer . 

It i thu of paramount imp rtan e for the indu trial marketer, apart from ju t 

identifying the e influence to know the degree to which the e factor may 

influenc the final dec· i n to purch e. eedle to ay a manipulation of the 

el I I. umer Behaviour and rketmg Acuon. Kent Publish•ng Co. Bo5ton assachussets 1981 P54 as quoted 

by Kin nJui . ~ ·An Empancal In~upllon IntO the relauve uUiuence of buym centre members m aarobi's manufacturing 
firms• (An unpubl hed ~BA ProJect. mversity ol robi June, 1990), Pll. 

3 



1.3 

1.4 

m j r fa to in th mar ·et r' fa ur c uld mean th 

mar eting pr gramm . 

uc of hi /her 

1. t determine the relative importance of the vari u macro-envir omental 

and organizati nal factor in influencing organizational buying deci ion 

and 

2. t detemtine whether different type of organization are influenced 

differently by the fact r . 

Thi tudy will be of alu t different gr up including: 

a) Marketers 

T devel p an ffective indu trial mark ting pr gramme marketer 

h uld have a g d n wledge f the fact r which influenc the deci ion 

t purcbas b au the e factor may either reduce nbance r ven 

binder the effectivene of a marketing pr gramme. 

b Organizational buyers 

ldentificati n by rganizational buyer of certain fact r which may 

influence effectivefeconornical purcba ing may enhance the effectivene 

in purchasing. Thi may lead to aving a lot f unnece ary c and aJ 

enban th qu lity f the final pr duct. 

(c) Scholars 

The tudy it i b ped will als pr vide a better under tanding of the 

influence on the purcb ing deci ion (purcb ing behaviour) for cbolar , 

particuJarly tho e in the field of indu trial marketing, and lead them to 

tudy other fact r not included herein. 

4 
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Chapter Two 

LITERAl RE REVIEW 

rganizational purchasing behavi uris u ually very complex. Thi i becau e the 

rganizati nal purcb e dec· ion i u ually a gr up proce inv lving variou 

people departmental repre entative wh play different rol are driven by 

different bjecti e <re fac d by different buying ituati ns and may b 

influ need by vari u oth internal and external to the rganization. The 

organizati nal purcb e deci ion al inv lve everal di tinct tage which mu t 

be followed. 

Thi chapter i a review f rganizational uying ehaviour and include a 

di cu ion of the rganizati nal uying centre (the people involved in making the 

organizati nal purcba e deci ion and their r le ) objective /m tive of 

organizati nal buyer vari u uying ituation and the influence n 

organizati nal buying behavi ur. 

THEB NTRE 

The buying center refer t mem er an rganizati n who interact during the 

buying deci ion proce 1 The number of pe pie in the bu ing center de end 

on: 

We teT • Jr. and Wind Y., Omniz 11on I Buying Behaviour (Ne Jersey: Prenuce Hall Inc., 19n), PTI. 

Reeder Reeder 
1987), Pl08. 



1 chara t ri ti of the firm rganizati n n ntation and lZ 

2 e typ f urcb ing ituati n 

( ) perc ived imp rtance of the product, and 

4 Th availabJ re urc ~ r handling the purch e. 

Th am unt of interacti n b tween th e inv Jv d · dependent up n9: 

( 1) Vertical involvement 

hi i th num er of organizational level within the hierarchy exerting 

influence and communicating with the buying center. 

2 Lateral in olvement 

Th · · the number of departmen divi ions r functi nal areas in the 

rganization that are involved in the purcha e deci ion. 

(3) Extensivity 

Thi i th total num er f individual involved in th communication 

n twork f tb buying center. 

( 4) Connectedness 

The degree to which the buying center member directly communicate 

with one nother regarding the purcba e. 

Buying center role can divided imo primary r le and e ndary role 10. 

( 1) Primary Roles 

(a) Decider . The e are the organizational mem er wh have formal 

r informal authority and wh actually make the buying deci ion. 

(b) lnfluenc r . The e are the individual insid or ou ide tl'te 

9 
Ibid. P.l09 

rganization wb influence the deci ion to purch e directly or 

indjrectly b providing information on criteria for e aluating 

buying altemativ or by e tabli hing pr duct pecificatio . 

10 
Webster .e. Jr. and Wind ew Jersey: Prentice Halllnc., 1.972), P.8 

6 



( ) r th e individual r gr up membe wh 

c ntrol t.h fl w r in ormati n into the buying center. at 

k epe e en their influence primarily t the tage f identifying 

uying alternative 

f th fe "ble 

ca e th y actively influence the definiti n 

t of buying alternative and ignificantly 

utc m of the purch e deci ion 11
. 

2 Secondary Roles 

( ) 

(e) 

h e are r anizational member who e pr duct and 

ervice . 

Bu er . The e are rganizationaJ member wh have f rmal 

authority in the election of upplier and in the implementati n 

of the pr cedore involved in purch ing. 

2.2 BJ R IZATI AL B 

Jl 

u 

bjective /motive f org nizational buyer can be di ided int rational motive 

(T k oriented bjective and emotional m tive n - ta k bjective )12 

2.2.1 Rational otive Ta k d ented bj tive ) 

Pr fit making organizati n u ually a1m at purcha ing at the l we t 

p ible price while maintaining technical ervice pr duct quality and 

certainty f deliv ry. on- pr fit rganizations are u ually faced with a 

limited budgeL operate within this budget, it become nece ary for 

them t purchase at the lowe t po ible price. Rational m tive center on 

ec nomic c n iderations uch a price qualit , ervice c ntinuity of upply 

and redpr city. Th e considerations are briefly discu ed below. 

Kinyanjui ~ "An EmpirlcaJ lnvesligation into tbe relative influence or buying centre members in airobi Manufacturing 
llmS" (An npubl.lshed MBA Project: Umvers ty of airobi, June 1990), P. 0 

Hutt M.D. and ryden Press, 1981), P 58 

7 



p; 

e pr uy r luate qu t d pric fr m m ny p r cti e . 

ked h r includ wh t will e th c t f pr c 

material r what will e the am unt f crap re ulting fr m the u age of 

the material. Th main aim here h uld be l minimiz . A return 

nine tment R y the buy r in c mparing 

the offering f c rnp ting firm /vend r . 

Qug/ity 

An indu trial uyer I o f r a level of quality that i c i tent with 

defined peciftcation and intended u e. Unif rrnity and con istency of 

pr duct quality i very imp rtant becau e ucb con i tency can guarantee 

uniformity in the end pr duct f the buying organizati n reduce the need 

for careful and c tly i p cti o f each inc ming raw material upply 

and ensure the purch ed material wilJ p rno thly through the 

producti n pr ce . 

Industrial buyer require variou ervice tn rder t achieve 

rganizati nal g al . The e includ technical pare par 

a ailabiliry repair cap bility and training inf rmation. upplier ffering 

a trong ervic package are u ually preferred t tho e offering weak r 

package . 

Continuity of Supply 

An interruption f the flow of material may bring the producti n proce 

to a halt. Thu t guarantee again t uch happening Like unanticipated 

trike in the upplier plant, purcha ing agent are u ually reluctant to 

rely on a ingl ource upply. Instead they may ch e to pread their 

bu ine among tw or more upplier whenever p ible as to ensure 

continuity of upply. 

8 
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2.2.2 

R . 

and h e c1 nd nduring relation hip in the 

indu trial mar et. 1pr 1 trad p ibilitie thu emerg . Recipr ity 

cur wh n tw r mor firm buy fr m and ell to each other. 

ecipr city legal if it i n t enforc d through c ercive p wer or if a 

recipr aJ agr em nt do not ub tantially reduce mpetition. 

People join rg nization to ace mpli b per nal objective uch 

greater tat us, pr m tion alary incre e nd incre ed job ecurity and 

cial interaction13• Maj r fact r that have been f und to influenc the 

purch ing deci i n are cial consideration uch friend hip 

reputati n and mutually beneficial interacti ns. 

However, rg ni ti n w rk be t when p pie c mpli h per nal and 

rganizational o jective imultane u Jy. However cauti n mu t be taken 

to av id ver-em h izing the buyer' p r nal g al at the expe e of the 

rganization' objective . 

Thr e typ f buying ituati may be di tingui bed. The e include· 

23.1 

be e are usually routine purch e that is items purch ed ef re from 

the arne vend r I upplier uch as upplie like Jight bulb , oil gre e and 

paper clip . 

Reeder Reeder B. and Bric:ny 
Inc., 1987), P.95 

9 



2.4 

15 

-.3. 

2.3.3 

purch it m purch be~ re but thi tim fr m 

diff r nt lternati vendor ) un ern term uch 

upplie li e light bul il gre e and paper clip . 

Thi invol the purch e f items n t purchased efore. It inv lve m re 

c mplex deci ion than r urine and modified rebuy jtuations. They 

tb refore will inv lve all t ge of the buying d ci i n pr me items 

which may be purch ed in uch ituation include capital item uch as 

equipment pr du Lion machinery, computer r ther g d that have a 

u eful life of m re than one year and d not become part f the firm' 

final product. 

Thu it can e id that th compl xity of the deci i n t purch e 

increa e fr m traight r buy t m dified rebuy to the new t k 

ituati n. 

The co umer purcb ing deci ion pr ce i u ually de cribed a en f 

mental tage that include pr blem rec gniti n informati n earch, inform ti n 

evaJuati n purcha e deci i n making and po t purcha e behavi ur14
• The 

indu trial purch ing deci i n pr ce n the tber band ha phy ical erva le 

ph oppo ed t mental tage becau e everal people are u ually involved 

in vari u way in each ph e15
• The e ph e are depicted in figure 1. 

ks d~ 2nd Edit" n, 1976) P.76 

ler P , Pringples of ~atlceting (• ' Jersey: Prentice llall Inc., 61h Edauon, 1988, P .2S2 

10 



e re gniti n r blem r p tenti pportunity trigger off 

th purch e deci i n. he rec gniti n may riginate fr m within the 

firm when pr ducts bee me outm ded equipment br d wn or 

exi ting m terial are un ati factory in quality) or from out ide the firm 

(when a market r notice a new p tential for improvement in the 

market). ew ide frequ ntly emerge fr m c nsumer I cu tomer . 

(b Description of the characteristics and quality gf the needed item 

In thi ph e, buying influence change from departmental bead to 

engineer and manufacturing per nne!. During this phase, the uying 

influencer al o b gin to look outside the fum for upplier and product 

information and for a i tance in developing pr duct pecificati ns. 

(c) Search for and qualification of ootential sources 

(d) 

Here the buying rganization egin t earch £ r alternative ource of 

upplier . Qualificati n ought will vary with the type of buying 

organizati n the pecific uying ituation and the buying influence 

involved. At the end of thi ph e the deci ion maker will have 

determined which upplier will be con idered potential vendor · 

ralr 

In the traight re uy thi pha and the earch for and qualificati n f 

p tential urce may take place imultaneou Iy: H wever in more 

complex ituati n the exchange f propo al and counter - prop aJ 

take a longer time. In tbi tage after qualified upplier have been 

identified reque t for pecific propo al are made. Here in£ rmation 

availability i very important and time 1 pent comparing product 

ervice , and c t . 

11 



Anticipation or recognition of a need/problem 

I 
Oeser iption of the characteristics and quality of the 

needed item 

I 
Search for and qua~ification of potential sources 

I 
Acquisition and analysis of proposals 

I 
Evaluation of proposals and selection of suppliers 

I 
Selection of an order routine 

I 
Performance evaluation 

Figure 1. The buying/Purchasing Decision process 

(e) Evaluation o 

ariou pr po al f c mpeting upplier are weighed and analyzed. In 

case , wb re a firm face a make r buy deci ion, pr po al are 

compared t the c t of producing the needed item within the buying firm. 

If the firm decide it can pr duce the needed item more economically the 

buying pr ce: terminates. If the firm i not facing a make or buy 

deci ion ne or more offer from comp ting upplier are accepted. 

Further negotiations may continue with elected upplier on term , 

pnc deliverie or ther aspec of the upplier' propo al. 

12 



2. 

f) 

In thi ph ord ar rwarded to the vend nd tatu 

the 1 el invent ry that will e 

n ed d over vari peri d . While thi ph e gin with the 

placement f an rd r th purcha e pro n t c mpJeted until the 

ordered it m i delivered and accepted for u e. upplier effectivene i 

tbu very imp rtant in thi ph e. 

(g) Performance Feedback and Evaluation 

Thi i the final ph e f the buying pr ce . Here a f rmal or inf rmal 

review and feedback regarding pr duct performance well vend r 

performance take place. Here the u er department d termine whether 

the purcb ed item olved i original problem. If it did not upplier 

who were creened earlier may e given further con ideration. Feedback 

is thu critical. 

The c mplexity of organizati naJ buying b ba ·our i nbanced by the fact that 

the deci i n t purch e may e influenced by variou fact r both internal and 

external t the organizati n. Tbi ection revi w the vari u fact r which may 

influence the organizati nal deci ion to purch e namely environmental 

influence group influence and individual b haviour. 

2.5.1 

The e are external to the firm. The firm u ually ha little c ntr 1 if any 

over the e fact r . The environment i a ource f informati n which tb 

rganizationaJ buyer take into account in hi dec· ion making 

bebavi ur. 16 The e influence may have a direct or indirect influence on 

organizational operati n and tbu the buying ta k. Seven kind of 

16 Web$1er . Jr. and ind 

13 



environmental intluenc r fact r which can b identifi d include 

ph ical factor technological fa tor e nomic fact r p litical/legaJ 

fa tor upplier characteri ti • c nsum r characteri ti and ultural 

fa to . diagrarnmati repre entati n f the e and ther factor which 

influence rganizational buying behavi ur re hown in igure 2. 

(a) Physical Environment 

t the mo t basic level, the pby ical environment affec the behaviour of 

organizati nal mem er and define the con traints within which the 

buying task mu t b accompr hed and the ption avaHable to the buying 

organiza ti n 17
• 

Factor which may affect the buying dec· ion include the geographical 

location of the firm, the geographical location of the firm' upplier , 

plant and equipm nt f the firm, and the climatic envir nm nt. 

(b) The Technological EnvironmenJ 

17 
lbld P. 2 

Technological development and change in the indu trial market may 

greatly ffect tb buyer and elJer . A firm' techn logy u ually dictate 

i ' pur h e of inpu . Competitor ' technology may aJ o dictate a firm' 

purch e . Where a firm find it elf lagging behind c mpetit r in 

technological term , thi may t rce the fum to purcha e new plant and 

machinery to e able to effectively compete with it competitor or to 

bu even fmer inpu (raw material ) again t ena le it t c mpete 

effectively in the market. tly impr ved purchasing techn logy like 

computer purcha ing may completely change a firm' purcba e decision 

pr ces . 

14 



Figure 2: FACTORS INFLUENCING ORGANlZATION AL BUYING BCHAVIOUR 
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( c Eco mic Envin nm n1 

eneral c nomic nditi n greatly influeoc the rganization' ability 

and willingne to bu and 11. Th merging change in the ec n mic 

environment mu t b c1 ely m nit red1 
• I m n f thi envir nment 

includ the firm' profitability c n umer demand c n umer income 

credit facilitje available and intere t rat pr iling. 

(d) The Political/Legal Environment 

G vernm nt have a more direct influence on the organizational 

purch e deci ion through the creati n of a legal envir nment within 

which buying activitie mu t take place.19 Government u ually et 

regulali n ncerning product quality product ety employment afety 

tandard and tariffs/taxe t be paid y firm . All the may have a 

direct influence n a firm' purch ing de · i n. >I : 

Political influence , b th internal and external to the firm may al o 

dictate the firm' purcha e deci i n e pedalJy as concel!!. particular 

endor / upplier t purcha e from and the am unt t be purch ed. 

(e) Suppliu Characteristics 

upplier cbaracteri ti are a major influence on the buying decision. 

upplie often compete for indu trial cu tomer by offering their 

cu tomer technical j tance in irnpr ving their manufacturing 

pr ce e 2n charging c mpetitive price £ r their pr duct impr ving the 

quality of their pr due r even e uring continuity f upply. he ab ve 

upplier characteri ti may influence the organizati nal purchase deci ion 

t vari u degree . 

Reeder B., ~eder R. and Brierty 'ew JeiSey: Prentice Hall Inc., 

1987), p .57 

15 



f) CultwaJ nvironmenJ 

lture u all re te alue within a ci ty and generally determine 

h the peopl in i ty eha e. in turn influence tb value f 

rganizational member and th th organizati nal uying ehavi ur. 

ulture determine b w the mem r f the rganizational uying 

c mmi tte react ard each tber and other envir nmen .21 

anagement aJue and e pectati rganizational value consumer 

value empl yee value and the value of the people in the community 

within which an organi ation operate may thu greatly influence the 

purchasing deci i ns of an organi ation. 

(g Customer characteristics 

2.5.2 

Cu tomer u ually require produc f a certain quality. Organizations 

may thu e forced to purch e a certain quality of inpu or even in e t 

in new plant and equipment in order to ati fy cu tamer need and 

preferenc . Male cust mers may f r in tance demand certain type of 

pr duct which may have a direct effect n the purcb e deci ions of an 

organi ati n. Cu t mer of a certain age may al o demand pr duct of a 

certain quality which again may dictate the item to be purcba ed by the 

organi ati o. 

rganizati nal buying ebaviour · usually influenced by the bjectiv of 

th rgani ti n and c n trained y rganizational financial 

techn logical and human re ource . rganizati n can thu e aid to be 

te c mp ed f f ur ts f interacting variable 22 which are: 

(i uncti performed t accompli h organizational 

objective . 

21 Webiter • Jr. and W10d Y Omnl7.31tonal R100ng Beh: VJOUT 'ew Jersey: Prentice Hall lnc., 1972) P.41 

22 
lbiCI P.53 
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ii) Srmctwe. f c mmunication, auth rity tatu , reward and 

w rk flow. 

w Technology. ro I em l · ng invention u d y th firm including 

plant and equipment. 

(iv) PeQPie. be facilitator of th y tern who c ordinate the 

other ari ble t en ure organizational productivity. 

Organizations aim t accompli h objecti e through per£ rmance of certain t ks 

one f which i organizati naJ buying. The kind f uying tasks reflect the 

nature and purp e of the rgani ati n. o· tinctio that can h lp define buying 

tasks include23
: 

(a) Whether the buying de i ion i routine or require managerial attenti n 

at all tage . 

(b) Whether demand £ r the pr duct i generated within the organization or 

by force outside the rganiz tion, and 

(c Whether the re po ibility f r purcb ing centralized or 

decentraJized24 • 

Thu it i imp rtant to note that ince the uying task are defined by 

organlzati naJ jecti e and ecau e the buying center i u ually comp ed f 

differ nt individual re p n ible for different ub ets of objective conilict may 

ari e e pecially in the definitio f buying t k within the buying center. The 

final re luti n of buying t k thu certain interper onal fact r within the 

contr J of the f rmal organisation.25 

23 
lbid P.S.S 

24 Huu M. nd 

2S Op. ciL P.S.S 
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Five y terns within the buying tru ture m y influen e the nature f the buying 

pr ce . e e are c mmunication tatu r ward and work f1 w. 

(a Communication 

C mmunicati n p ti within the rgani ation26• 

(ii 

(iii) 

(iv 

The pr · ion of information t rganizati nal member facilitates 

the performance f their dutie . The marketer mu t thu make 

ure tb t adequate information i available t all member f the 

buying center. 

uperi r u u lly instruct ubordinate to the p rformance of 

their dutie . Thi function define the amount of 

autbority/influen e carried by individual in the buying deci i n 

which the marketer mu t clearly identify. 

Organizati n I m m er u ually p me age t other member 

to try an get them to behave in a certain manner. Marketer 

mu t attempt to identify the m t per u ive memb r of 

organizati nal buying center and direct per ua i e information to 

them. 

me me age aim at trengthening the organizati nor facilitating 

m oth functi ning of the organization. They attempt t facilitate 

Th ycr Lee, mmunic:at•on and Commun•callons y. tem (Homewood, lllin · : Richard IJwin Inc., 1968), PP187-150. As 

quoted by Webster P. Jr. and W~nd Y., Omnizat I Buying Behaviour, (1' Jersey: Preotiee Hall I 1m), P.56 

1 



me ningful inter ti n b rw n m m e f th buying cent r. 

u h me age are tbu e entiat for en uring the m oth and 

co rdinated p rati n of the uying mer. The c rdination 

functi n · u ually the resp nsibility of the purcb ing manager 

th ugh e uring that uying center member perate with 

co istent inf rmati n, goals and xpectations i als the k of 

the vend r' marketer. 

(b Authority 

Thi i the p wer to influence the behavi ur of other within the 

organizati n. The degree to which authority pread within an 

organizati n indicate the level f centralizati n or decentralizati n 

exi ting within an organizati n' decisi n to purchase. 

(c) ~ 

taru can b d fined a po iti n in a hierarchy with re pect to other 

individuals. ach tatu within an rganization i u uatly a ciated with 

certain dutie the performance of which i known a a role. A per n 

occupying a certain tatu thu performs certain role . 

In the buying dec· ion tatu in the organization indicate the tage in the 

buying pr ce at which an individual become involved. tatus al o 

define the num er of tage that will come within th auth rity f an 

individual. People who are higher up in the hierarchy fan organization 

are u uaUy involved in more tages of the buying proce and thus have a 

wider range of di cretion. 

(d Rewards 

Individual J m rganization in anticipati n of gaining certain reward 

both financial and n n-financial. ually the awarding f the e reward 

b ed upon top management' evaluation of the individual' 

contribution to the achievement of an rganizati n' objective . 

19 



individual' p rf rman reflec hi p r pti n f the ther elemeo 

f tb th y in flu n e Lh d t rmin ti n f h · r ar 

marketing tr tegy n analy · d ne n the 

reward tructure f an rganizati n a it affect the indi idual. Tb' 

analy · can e u ed t predict the re p nse of each individual member 

of the buying center to a marketing effort. arket can thu de el p 

trategie for influencing an individual b ed n the ability of hi 

organization to ffer reward . 

(e) Work Flow 

B 

The work flow in an rganization determine the nature f interper onal 

interactions within an organization which may influence the attitude of 

individuals within the organization toward each ther. 

0 

The buying techn logy empl yed by an organizati n al o influence the nature 

of the organizati nal deci ion making pr ce . One technologi aJ d elopment 

in organizational purchasing i the application of electronic data pr ce ing 

(EDP) to the pr curement functl' n. Thi application improve the managerial 

purch ing deci i n by impr ving the proce ing f inf rmation27
• 

omput r pr vide manag ment with the ability to handle routine purcha e 

faster and thu pro ide time for a more thor ugh evaluati n f po i le endor 

in more c mplex buying iruati n or allow the purcha ing agent to devote more 

time t direct negotiation with p tential upplier 28• 

28 
Huu • DI)'deo Press, 1981), P.?9 
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Th indu trial marketer thu mu t devel p trategie to e wh n de lin with 

c mputer i ted buyer lik att mptin t build a l ng t rrn c ntractual 

r lati n hip with uyer 29• 

R PL 

The e are the people involved in the buying pr marketer rnu t attempt 

to identify tho e people in an organization wh have authority andre p nsi ility 

to make the buying decision. emu t at attempt t r uade the e as part of 

hi elling ta k. I lating uying influencer and id ntifying Lient uying criteria 

may enable the market r t devel pan effective target marketing trategy. 

However the major pro lem for the marketer u ually b come determining the 

relative p wer of the membe of the buying center e pecially tb e who have 

the ultimate buying re p ibilitrc>. 

Having id ntified the key decider influencer mu t al be identified. Though 

fmal deci ion making i u ually d ne by top management, their direct 

inv lvement i u ually minimal a they r ly on the advice of qualified 

organizati nat member wh in turn are influenced by the judgement of member 

of their taff. are ult key influenc r may be quite 1 win the organizational 

hierarchy . The marketer mu t thu attempt to get im rmation to identify the 

comp iti n of the uying center and the impact that each mem er h n the 

pur h ing d ci ion. 

2.5.3 

Th organizational uying pr ce inv lve a t of deci i ns made r 

influenced by everal individual . The individual involved interact with 

29 
lbtd, P79 

30 ebiter _ Jr. and Wind Y., Omntl tion I BuYing Behaviour ( 'e Jersey: Prentkc Hall Inc., 1972), P.79 
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B 

ne another c ntinuo I . The e individua c 

and ba e di tinct r le di cu ed her a 

ry f r net 

influence in the uying pr 

titute th buying enter 

e. An under tanding f 

natur f interper nal 

However it · imp rtant 10 note that the uyer (the purchasing agent) i 

the final deci ion maker uch that when ther member of the buying 

center attempt to rt their influence their effort are directed toward 

him with the intention f influencing the choice made available. 

Purcb ing agen are re pon ible for tx rganizati nal functions31• These ., 
include the negotiation of price and other term of ale with vendor 

generating alternative olution to the buying pr ble pr tecting the 

organizational c t tructure e pecially as it i influenc d by the price paid £ r 

the purcba ed go d and ervice en uring long term ource of supply nece sary 

for organizati nal functi n maintenance f g d relationship with uppUer 

and the management f the pr curing proce (e tabli bing re- rd r p in and 

placing order with upplier . 

In rder t perform th e functions effectively buyer attempt to get deeply 

mv lved in the purch e dec· i n pro e . H wever thi desire for increas d 

tatu y purcha ing agent may up et hi relation hip with other member f the 

buying enter. 

An under tanding f the nature f interper nal relation hip in the buying 

organization i important£ r the development of a marketing trategy for a firm 

operating in indu trial market . marketer mu t under tand the op rating 

31 
Ibid. P 82 
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32 

33 

force within the buying rganizati , identify ke deci ion marker and 

influenc r and de elop trat gie to attract the influencer t the comp ny• 

pr due . 

2 . .4 Individual 

c 

Th organizational buyer' per onality, p rc ived role et, m tivati n, 

cognition and learning are all p ycb logical pr ce e tbat affect hi 

re ponse to marketing eff r pr vided by different marketer . An 

understanding of the e proce e i thu very e entia1 £ r a marketer to 

develop a ucce ful marketing ·trategy. 

IFI TI F I D TRIAL G 0 

Indu trial go d may be cl ified into thre categorie 32
• Th e are entering 

g d foundation g od and facilitating go d . 

(a) EnJering Goods: 

Al o call d material and part 33 the e bee me part of the fini bed 

pr duct. Tbi categ ry may be further u divided int raw material and 

manufactured material and component part . 

R w aterial 

Tb e include agricultural product and other natural pr duct which 

enter the pr duction pr ce of a firm with little r no alteration. 

anuf ctured Material and c mp nent part 

anufactured material include aU raw material that are ubjected to 

further proce ing bef re entering a 1rm' manufacturing procer like 

23 



t tile which h 

manufacturer. 

mp nent par 

pr duct with littl 

to be pr ce ed ~ re r aching th cl thing 

uch witche ar u ually in t lied directly int 

r n additi nal change . 

(b Foundation Goods: 

oundation go d are also called capital items . They are u ed in the 

pr ducrion pr ce and wear out ver time. · c teg ry include 

installatio and acce ry equipment. 

In tallations ar major m tment ite like building and fixed 

equipment like gen rator and mputer . cce rie (acce ry 

equipment are generally le e pen ive and lighter equipment and to ls. 

(c) Facililating goods: 

34 
Ibid P.33 

lS Ibid P.33 

acilitating go are al called upplie and ervice . Th y are 

g d that upp rt the pr ducti n pr ce ut do not bee me part of the 

fini hed pr duct. 

upplie which inclu e items like ap, cleaning c mpound paper clip 

typing pap r and bul and ervice lik repair and maint nance and 

janit rial ervice are u ed by rganizati t maintain their day to day 

perati n . 

24 



Chapter Three 

RE EARCH DE IGN 

3.1 .I 

Th · chapter c nsi of de cripti n of the p pulati n f tudy the ampUng 

method and ample ize the re earch instrument and tb re p ndent . 

32 THE POP TI 

The p pulation f tudy c mpri ed all large manufacturing firms in airobi. 

everal yar tic_ may be u ed t categ rize firms as either large or mall. 

um er of employee 1 ne f the commone t me ur u ed to categorize firms. 

By Kenyan tandard firms employing more than fifty employee are u ually 

con idered large. The G vernm nt f Kenya/Internati nal Lab ur rgani ation 

and the aited ation evelopment programme define a mall enterpri e as an 

enterpri e con i ting f zer to fifty (0-50) empl yee . Tbi implie that firms 

empl ying m re than fifty mpl yee can be considered t be large firm . 

An ther criterion which i u ed to define a firm' ize · the turnover f a firm. 

In the nited State of merica a firm with a turn er of under ten million 

d liar 1 c nsidered t e malL An ther way of defining the ize of the 

bu ine may be the way deci i ns are made. 

Liedb 1m and Mead aJ define mall cale enterpri e u ect r a tho e firm 

having b tween ten and fifty worker . 

25 



. 3 

· r th purp thi the de miti n a large ale nterpri 

given b th f tati ti will pted. cc rdin to the 

ntral Bureau of tali tic firms having m re than employee are co idered 

larg . 

L p IZ 

S rec rd manufacturing firm are cia ified into five 

cat g rie . The categ r1e are: 

(a) irms manufacturing~ od pr ducts (SI 3121 con i ting f 5 firm ) 

(b) inns manufacturing fabricated metal produc (SI 3 19 cons· ting of 4 

firms 

(c) irms manufacturing electrical machinery and apparatus ( I 3 

c nsisting f 43 firms) 

( d irms involved in printing, publishing and allied industrie (SI 3420 

con i ting of 40 firm ) 

(e Firms inv lved in the manufacturing f chemical product (SI 3528 

con isting f 5 firm 

The e categorie are me f th e given y the lndu trial ification ( IC) 

Code. rom the li ting of the manufacturing firms belonging t the above 

categori which were obtained from th Central Bureau of Statisti twenty firms 

from each category were elected using tematic ampling pr cedure with a 

arnpling interval of 1. 

The re p nden were the purchasing manager of the re pective organizations. 

In tb ab ence f the purchasing manager the enior m t per on in the 

purchasing department of the organization was required to fiU the que tionnaire. 

26 
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Howe er in certain rganizati n wher 

manager did n t exi t, th p r n in charge 

qu ti nnaire. 

REE H T 

the tabli hm nt f purch in 

f purch ing w e ected t fill th 

The r quired informati n w obtained u ing a tructured que ti nnair 

con i ting f cale which were u ed t measure the influence of e ch of the 

macro-en ironmental and rganizational fact n the fmal purch e deci ion. 

Part 1 of the que tionnaire con i ted f que tion ncemed with certain 

demographic pects of the rganizati n, like the indu try the firm belonged t , 

the number of employee the organization has and the num er f year the firm 

has been in operation. Part 2 of the ue tionnaire ntained que tio me uring 

the relati e influence of ariou organizational fa t r on the dec· i n to 

purch e. Part 3 of the qu tionnaire con i ted f que ti which were u ed 

to me ure the influence f ariou macro-environmental factor on the deci ion 

to purcha e. drop-and-pick-up later pr cedure was utilized to administer the 

que ti nnaire. 
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4.0 

Chapter Four 

DATA ANALYSI AND FINDIN S 

ODUCriO 

Thi chapter contai ummarie and analy e f the re earch findings. The data 

was first ummarized in terms of the relevant mean core . An analy · of 

variance was then conducted u ing the mini tab computer package to te t whether 

there were any ignificant difference between the mean core f e ch fact r in 

the overall ample. The null hypothe i to be te ted w that the mean core of 

each factor in the overall ample were equal. 

The tatement of the hypothe: i w 

Ho: Ml = M2 = M3 = M4 = 5, here 

Mi = mean core of each factor in the overall ample. 

Hl: ot all mean core are equal. 

An analy is of variance ( VA) was again c nducted u ing the mini tab 

computer package t te t whether there were any ignificant difference between 

the m an cores of each fact r aero the five categorie f manufacturing firm . 

The null bypothe is to be te ted w that the mean c re of the factor etween 

the different categorie wer equal. 

The tatement of the Hypothe i was 

Ho: Ml = M2 = M3 = M4 = M5 where 

i = mean core for categ ry i on each factor. 

Hl: ot all mean core are equal. 

28 



l te w re nduct d t . - I I f i nifican . mput d lu 

then mpared with the t bulated - alue. her th lu w 

maHer th n the abul t d alu then th n t rej ct d 

meaning that the mean or are n t tati tically differ nt. 

4.1 

4.1.1 

decisions 

The pertinent mean core are ummarized in ta le l. 

Table 1: Mean scores of buying cemre rnembers influence in routine purchase 

decisions. 

Department/Group 

Board of DLrectora 

Accounting 

Personnel 

Production 

Purchasing 

Marketing 

Engineering 

Overall 
Sample 

3 . 06 

3.31 

1.86 

2 . 79 

3.90 

1.97 

2 . 47 

1 

1.25 

2.38 

1.50 

3.75 

4.50 

1.81 

2.44 

Mean Score 

category Group 

2 3 4 5 

3.3 3.08 4.27 3.56 

2 . 7 2.38 3 . 67 4.06 

1.4 2 . 08 2 . 33 1.88 

2 . 0 2.23 2 . 27 3 . 25 

2 . 0 4.15 4 . 00 4.19 

1.4 2.08 2 . 00 2 . 38 

2 . 9 2 . 15 1.87 3.06 

L 

b wn b the magnitude of the mean core t r the o erall ample as well 

for categorie 1 3,4 and purchasing department h the m t influence in 

the making of r utine pur hase dec· ions. Thi may be due to the fact that 

29 



upplier ha e already b n lected and patr niz d nd onJy r - r ring from 

the arne upplier i required. Per nnel d p rtment, n the other band h the 

le t amount of influence . Thi may be ecau e in general a p r onnel 

department is u ually only inv l ed in making deci i ns on purcb dir ctly 

related to it. 

From the analy i of variance ( A) which was carried out on the overall 

ample means the data ugge that the mean c re of the factor are 

tati tically different, ince c mputed F = 1 and critical value at ..( = .OS 

with 6 and 4 3 degree of fr ed m i = 2.1 . The null hypothe i i tbu 

rejected. 

e appropriate AN VA table i hown bel w. 

LY I OF VARI 

ource D ss M 

Factor 6 237.24 3 .541 

rror 4 3 74.100 2.017 

OT 4 9 1211.34 

F 

19.6 

However from the analy i of variance carried ut aero the five categorie the 

data ugge ts that the mean c re of the fact r are n t tati tically different 

ince c mputed = 1.01 and critical value at c:)( =0.05 with 4 and 3 degree of 

freed m i F = 2. 9 . The null hypothe i i thu not rejected. The appropriate 

so 

RR R 

T 

DF 

4 

30 

34 

3. 3 

2 . 12 

3 .2 

M 

0. 9 

0.8 7 

30 

1.01 



.1.2 

Table 2: 

mean c re pertaining t n n-r utin n w pur h e d 

pre ented in table 2 

Mean scores of buying centre members' influence in non-routine (new) 

purchase decisions 

loepartment/Group Mean Score 
Category/Group 

Overall. 
Sample 1. 2 3 4 s 

Board of Directors 4 . 1 2 . 69 4 . 6 4 . 15 4 . 6 4.69 

Accounting 3 . 6 3 . 88 2 . 4 3 . 15 3 . 73 4 . 31 

Personnel 1.94 1.5 1 2 . 69 2 . 53 1.81 

Purchasing 3 . 64 3.94 3 3 . 85 3 . 33 3.88 

Production 2.83 4 1.6 2 . 38 2 . 47 3 . 13 

Marketing 2.09 1.94 1.4 2 . 23 2 . 13 2.5 

Engineering 2.61. 2.81 2.6 1.85 2.4 3.25 

h wn in table 2 the mean c re of the overall ample and tho e of 

categories 2 3,4 and 5 the B ard of Director · the major influencer of 

non-r urine purch e deci i ns. Thi may f the magnitude f the 

expenditure in olved in the e purch e . e ard f irector is c1 ely 

foll wed in influence by the cc unting and then by the purch ing department. 

There ul of the OV carried ut n the verall ample m an ugge t that 

the mean core f the fact r are tati tically different ince the calculated -
value (19. 81 Larger than the tabulated F value = 2.10 with 6 and 4 3 

degree of freed mand ~ =0.05. The null hypo the · thus rejected. 
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Th appropriate 

R 

ERR R 

TTAL 

D 

24 .5 5 

4 3 103 .4 7 

4 9 128 . 92 

41. 

2.14 

F 

1 .3 1 

The re ult of the VA carried ut acr the five categode of 

manufacturer ugge t that the mean cor of the fact r are not tatistically 

different ince the calculated - value ) i mailer than the tabulated F­

value (2.69) with 4 and 3 degree f freedom and r:/... =0. 5. The null 

bypotbe i i tbu not rejected. 

The appropriate OVA table is bown b low. 

F E 

s R OF s M F 

F erR 4 3.59 .9 0. 9 

ERROR 3 30.2 1.01 

TOTAL 34 33. 9 
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4.1. 

he pertinent mean c r for them dified rebuy ituati n ar contained 

in ta le 3. 

Table 3: Mea11 scores of buying centre member. ' influence in modified rebuy purchase 

decisions. 

Department/Group Mean Score 
Category/Group 

Overall 
Sample 1 2 3 4 5 

Board of Directors 3.1 1.69 3 . 3 2.46 4 . 67 3 . 44 

Accounting 3.44 3 . 75 2.2 3.15 3.47 4.13 

Personnel 2.01 1.63 1.0 2.92 2 . 80 1.56 

Purchasing 3.14 4 . 25 3.4 3.62 3.67 3. 76 

Production 2.21 4 . 00 1.8 2.77 2.93 3.63 

Marketing 2.56 1.88 2.5 2.23 2.40 2.19 

Engineering 3 . 74 2.81 2.6 1.85 2 . 20 3.19 

Fr m the mean c re of table 3 the purchasing department eem to be a major 

influencer of roo ified rebuy because it ranks highe t in three out of five 

categorie . H wever, for the overall ample the accounting department h the 

highe t mean c re. Per nnel department c uld be aid t e the least 

influential becau it mean c re are the 1 we t aero the b ard. 

The re ul of the pertinent analysi of variance of the verall ample means 

ugge t that the mean core f the factor are stati ticaUy different. 'fhj i 

becau e the calculated - value f 15.020 · larger than the tabulated - value 

of 2.1 with 6 and 4 3 degree of freedom and o<. =O. 5. 
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D 

R 

ERROR 4 3 

1 2.11 

6. 14 

TOTAL 4 9 1158.124 

M 

3 . 2 

2.021 

1 .02 

The re ul of the analy · of variance carried ut n the mean ore aero the 

categoric ugge t that the mean core f the fact r are not tatistically 

different. his is bee u the calculated -value of 0.9 maller than the 

tabulated - valu of 2. with 4 and 30 degree of fre dom and 

~ =0. 5. Th null hyp the i i thu not rejected. 

The OVA table i h wn below. 

OUR E DF 

FA R 4 

ERROR 30 

TOT 34 

2.77 

23. 3 

26.3 7 

M 

. 4 

.7 7 
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4.1.4 

he mean core f, r th influ nc of phy ical fact r on r utine purchase 

dec· io are depicted in ta le 4. 

Table 4: Meall scores of phy ical factors influence on routine purchase decisions. 

Physical Factor Mean Score 
Category/Group 

Overall 
Sample 1 2 3 4 5 

Geographica1 location 3.29 2 3.9 2.92 4.13 3.69 
of a firm 

Geographical location 3.31 2.25 3.6 3.38 3.07 4.38 
o f a firm's suppliers 

Plant and equipment 3 .24 3 . 06 3.4 3.31 2 .04 4.06 
o f a firm 

The physical environ-
ment of a firm 
(climate and vegeta-
tion) l. 77 1.19 2.2 2.23 1.93 1.56 

The mean core n table 4 reveal that £ r the verall ample a well as for 

categorie 3 and 5 the geographical location f a firm' 

imp nant fact r. 

upplier is the mo t 

However f r categori 2 and 4 the geographical location of a firm i the m t 

imp rtant fact r. urther f r categ ry 1 organization plant and equipment of 

a firm i them t influential fact r. inally the factor of climate and egetation 

d e n t appear t have a I t of influence inc i mean core are the malle t. 

The relevant analy i of variance ( OVA) re ult ugge t that the means 

of the factors are tati ticalJy different in tbe overall ample ince the computed 

F-value of 17.495 i larger than the tabulated -value of 2.60 with 3 and 276 

degree of freedom and t:/... = 0.05. The null hypo the i i tbu rejected. 

liN% rsrrv o~: 
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The ppr priat ta l hown b 1 

0 

0 D M 

R 3 121. 4 40.51 17.4 

ERROR 27 3.214 2. 1 

0 279 7 .7 

The re ul of the analy i of variance carried ut n the mean core of the 

categorie ugge t that the mean core of the fa t r are not tati tically 

different ince the computed -value of 1.2 i maller than theta uJated -value 

of 3.8 with 4 and 15 degree of freedom and o( = . . be null hyp the i i 

tbu n t rejected. 

The relevant 0 table i 

L OF R 

so D ss MS 

A 4 4.0 1 1. 13 1.2 

RR R 15 11. 76 0.792 

19 15. 27 

4.15 

The mean re for the influence f pby icaJ fact r in modified rebuy 

purcb e deci i n are depi ted in table . 
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Tab/ 5: ean sco,., of ph ' ical factors injlu llC in modifi ,., bu purch e decisio 

Physical Factor Mean Score 
Category/Group 

Overall 
Sample 1 2 3 4 s 

Geographical location of 3.33 2.56 3.5 3.00 4. 67 3.56 
firm 

Geographical location of 3.53 2.81 3.9 3.08 3.93 4.00 
a firm's suppliers 

Plant and equipment of a 3.3 3.13 3.4 3 . 46 2 . 93 3.63 
firm 

IThe physical environment 1. 69 1.13 1.8 2 . 15 1. 73 1. 75 
of a firm (climate and 

1
vegetation) 

rom the ize of th mean c re as hown in table 5 geographical location'ta 

firm' upplier i them t influential factor for the verall am le and~ r firm 

in categorie 2 and 5. Thi may b b cau e the firms would prefer to be in 

clo e proximity t their upplier to ' ave on transp rtation co ts and ensure 

continuity of upply. r firm in categorie 1 and 3 the mo t influential factor is 

plant and equipment of the firm. inally for firms in category 4 geographical 

locati n of the fum i th m t important fact r. 

The analy i f variance carried out n the mean c re of the factor in the 

verall ample bow that the mean core are tati tically different ince the 

computed F-value of 24.128 is larger than the tabulated F-value of 2. 0 with 

3 and 276 degree of freedom and r/... = 0. . he null hypothe i i thu 

rejected. 

The r levant A table i hown below. 

0 ARI 

D M 

27 

27 

149.325 

5 9.3 

71 .771 

37 
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The c rre p nding 0 carried out n th m an f the categ ri of 

manufacturer , h w th t the mean c re are n t tati tic Lly different inc 

the computed maller than the critical alue f -value f 

3. with 4 and 15 degree of freedom and ~ = . 5 depicted by tb 

OVA table below. 

RJ E 

0 DF s 
FACfOR 4 2.13 0. 34 0. 

RROR 15 13.753 0.917 

TO AL 19 15. 

The mean cor f pby ical fact r influence in non-routine (new 

purcha e deci ions are pre nted in table below. 

Table 6: Mean scores of physicaL factors influence non routine purchase decisions. 

Physical Factor Mean score 
Category/Group 

overall 
Salll>le 2 3 4 s 

Geographical location of a 3.23 2.06 3.2 3.1S 4.27 3.SO 
firm 

Geographical location of a 3.16 2.19 2.8 3.46 3.33 3.94 
of a firM's supplier 

Plant and equi~t of a 3.6 3.75 4.1 3.62 2.47 4.19 
firm 

The physical environment 
lof a fi~ (climete and 1.91 1.SO 2.2 2.31 2.07 1.699 
vege atlon) 

I 
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The r ul of table r v 1 that plant and quipmem f firm i the m t 

influential fact r in all cat g rie e c pt for te ry 4 firm when n n-routin 

purch e dec· io are made. hi i becau n n-r utine purch ually 

involve the purchase f m chinery and equipment and a 1 t f c nsideration 

h to e made taking into c nsiderati n a ftrm' i ting pl nt and equipment. 

ue like technological c mpatibility of new machinery and the e · ting 

machinery mu t undoubtedly c nsidered her . H we er the g ographicaJ 

locati n of the firm i the mo t influ ntial factor for firms in category 4. 

Phy ical factor have the le t influence in n n-routine purch e deci ion . 

The analy is of variance carried out on the verall ample c re 

mean core are tatistically different. Thi i becau e the computed -value of 

14.19 · larger than the tabulated - value of 2. 0 with 3 and 273 degree of 

freed m and rJ.. = . h wn by the OVA ta le el w. he null 

hypothe i i thus rejected. 

ARI 

s D s MS F 

F CfOR 3 33.023 14.19 

ERR R 27 2.32 

T 27 

The re ul f the analy · f ariance carried ut acr the categorie ugge t 

that the mean c re of the factor are not tatistically different. Thi i because 

the calculated -value of 0. 3 · maller than the t bulated F-value of 3.0 with 4 

and 1 degree of freed m and o( = .0 . The null hyp the i · thus not 

rejected. 
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Th r le ant tabl 

F 

0 

F R 4 2. 0. 24 0. 3 

ERR R 1 12.412 0. 27 

TOTAL 19 14.50 

4.1.7 

The mean core f technological fact r ' influence in r utine purchase 

decisions are pre ented in table 7 below. 

Table 7: Mean scores of technological factors' influence in routine purchase decisions. 

!Technological Factor Mean Score 
category/Group 

Overall 
Sample 1 2 3 4 5 

Technology of a firm 4.4 4 . 56 3.5 4.23 4.80 4.56 

firm's Technology of a I competitors 3.36 3.50 4.1 3.31 2.20 3.88 

Technology of a firm's 

l 
consumers 2.95 2.19 3.9 2.46 3.07 3.38 

It i evident from the table that the techno) gy of the firm i the mo t influential 

factor except for firms in category 2 when routine purchase deci ions are being 

made. Thi may b beca e the upplie which are ught mu t be compatible 

with the firms techno! gy. r firm in categ ry 2 techno} gy of a firm' 

c mpetit r i the m t imp rtant fact r. Thi i an unu ual re ult. 
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The rei vant carri d ut n the verall ampl 

mean c re are tati tically different ince the c mputeu F- a1ue f 12. 

larger than the tabulated - alue f 3.1 with 2 nd 2 7 degr f fr d m 

and r/.. = . 5. e null hyp the i i thu rejected. 

The appr priate 0 table is h wn b 1 w. 

y I OF E 

OURC DF s M 

F CfOR 2 2.410 26.205 12. 

RRR 2 7 422. 71 2.043 

TOTAL 2 47 .2 1 

The results of the OVA carried out acr the categorie b w that the mean 

core are not tati tically different ince the computed F-value f 0.28 i malJer 

than the tabulated -value f 3.4 with 4 and 10 degree · of fr edom and 

o{ = 0.05 a b wn in the V table b low. 

The null hypothe i i tb not rejected. 

ALY I 0 AR 

R E D s s 
R 4 . 93 0.24 0. 

1 .77 

14 9.771 
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4.1. 

The mean core of techn l gical fact r ' influen e in modified rebuy 

purchase dec· ion are pre ented in table bel w. 

Table 8: Mean scores of technological factors influence in modified rebuy purchase 

decisions 

I Technological Factor Mean Score 
Category/Group 

Overall 
Sample 1 2 3 4 5 

Te c hnology of a firm 4.46 4.75 3.5 4.31 4.67 4.69 

1 Technology of a firm's 
competitors 3.44 4.06 3.8 3.31 1.93 4.13 

Technology of a f i rm's 
cons umers 2.8 2.06 3 . 8 2.46 2.80 3.19 

lt i clear from ta le that the technol gy fa firm bas the mo t influence in all 

categ rie except categ ry 4 when modified rebuy decisions are made. Thi may 

be due to the fact that upplie purch ed mu t c nform to tb firm' tecbnol gy. 

The analy i of variance n the overall ample c re sh w that the mean core 

are tati tically different. hi i ecau the computed F- value of 21.2 

larger than the tabulated - value of 3.00 with 2 and 207 degree of freed m and 

e( = 0.0 . The null hypothesi i tbu rejected. 
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Tb r le nt 

0 

RR R 
OAL 

F ARI 

D 

2 

2 7 

2 9 

ta l 

7 . 1 

3 .14 

463.124 

21.2 

1. 5 

From the analy is of variance it · n t di cemible that the mean core of the 

factor are not tati tically diU rent acr the categ rie . Thi b cau e the 

computed F-value of .31 i maHer than th tabulated -value f .4 with 4 and 

10 degree of freed m and o( = .0 . The null hyp the i i thu not 

reject d. 

The relevant VA table i hown below. 

OF AR 

D s M 

FA R 4 1. 3 .3 031 

ERROR 1 1 .7 1.07 

TTAL 14 12.07 

4.1. 

Tb mean c re f techno! gical factor influ nee in r utine purch e 

deci i ns are pre ented in table el w. 
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Table 9: Mean scores of technolo 'cal factors influence in routine purchase de isio1 

Technolog~cal Factor Mean scor 
C tegory/Group 

Overall 
Sample 1 2 3 4 5 

Technology of a firm 4 . 47 4 . 89 4. 1 4.08 4.40 4.69 

Technology of a firm's 
competitors 3 . 33 3 . 69 3 . 9 2. 77 2.13 4.19 

Technology of a firm's 
consumers 2.67 1..88 3.8 2.23 2.67 3.13 

Table 9 bow that techn 1 gy of a firm · the mo t influential technological factor 

when non-routine purchase decisions are being made. 

Thi i becau e the firm b to eriou ly con ider it current tecbnol gy efore 

purchasing capital items. Decisions here have t be made whether to maintain 

the current technology it utilize or change the techn logy (modernize the 

techn logy). In general technology i alway changing and progre ive firms 

m t keep up with the changing technology. However the firm al o h to 

consider the technology of i competitor if it i effectively to c mpete in terms 

of both quality and quantity f output. 

The resul of the analysi of variance of the c re of the overall ample 

sugge that the mean core are tati ticaUy different. Thi i b cau e the 

computed F-value of 15.214 i larger than the tabulated - alue of 3 with 2 and 

207 degree of freedom and "'-. = 0.05. The null hypo the i i thu not 

accepted. 
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The relevant 

Sl 

ERROR 

TOTAL 

OVA table is h wn elow. 

s 
2 68.010 

207 462.657 

209 530. 67 

MS 

34.00 

2.235 

1 214 

From the analy is of variance re ul it i clear that the mean or f the 

factor are not tati tically different aero the categ rie ince the calculated 

F-value of 0.62 is mailer than the tabulated -value f 3.4 with 4 and 10 

degree of freedom and o( =0.0 . The null hyp the · i thu not r j cted. 

The appropriate OVA table · hown below. 

AL SI 0 VARIANCE 

SOURCE DF s MS 

F croR 4 2. 0.46 0. 1 

ERR R 10 10. 3 1. 5 

TOTAL 14 13.09 

The mean core of economic factor ' influence in the final purchase 

deci 'ons are pre ented in tab~e 10 bel w. 
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Table 10: Mean cores of ecotwmic factors influence in the final purchas decisions 

Eco nomic Factor Mean Score 
category/Group 

Overall 
sample 1 2 3 4 5 

A firm's Profitability 4.51 4.94 3.8 4.85 4.00 4.75 

Consumer Demand for a 
firm • s products 4. 54 4.89 4.3 4.85 3 .67 4.94 

Consumer Income Levels 3. 12 2.81 2.9 3.46 2.53 3.88 

Cred i t Facilities 3.4 3.50 3.1 2.92 3.47 3.81 

Interest Rates 3.27 3.56 2.8 3.15 2.93 3.69 

Co mpetitor • s Prices 3.64 4.00 4.1 3.69 2.00 4.50 

Competitor's product 
Qua lity 3.86 4.19 4.2 3.54 2.80 4.56 

From table 10 it is evident that the two major influence on the final deci ion to 

purchase are the profitability of a fum and consumer demand £ r a firms 

products. This is due to the fact that purchasing firms hav to Lo k for the 

be t quality products at the be t price o as to maintain a predetermined 1 vel 

of profitability. Firm al o have to consider the consumer demand 

product as an increase in demand would automatically mean that amount of 

comm ditie /input purchased al o have to b incre ed correspondingly to 

ati fy the increased demand for the firm' pr due . 

However two other economic factors which £ Uow clo ely in terms of the relative 

amount of influence are competitor ' product quality and price . To be able to 

compete effectiv ly in any market a firm has to keep at ar or ahead f 

competitor o as to attract a many cu tomer as po ible. 

The analy · of variance re uJt reveal that the mean cor of the factor in the 

overall ample are n t all equal. This is becau e the computed F- value of 12.237 

is larger than the tabulated - value of 2.10 with 6 and 483 degree of freedom 

and o( =0.05. The null hypothe is is tbu cot accepted. 
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be appr priate ov table i h wn b 1 w. 

E 

SOURCE ss s 
FACf R 1 0. 6 21.761 12.237 

ERROR 4 58. 14 1.77 

TOTAL 4 9 9 9.47 

The analy is of variance re ult re eat that the mean core f factor are not all 

equal aero the categorie . Thi i becau e the computed - alue of 3.22 is larger 

than the tabulated F-value of 2.69 with 4 and 30 degree of fr ed m and 

fX. = 0.0 . he null hypo the · i thu not accepted. 

The appropriate OV table i hown bel w. 

I c 
SOURCE s M F 

FACfOR 4 6. 5 1.515 3.22 

ERR 30 14.105 .470 

T T 34 20.16 

decisions. 

The mean core of p litical/legal fact r ' influence in the final purch e 

deci ions are pre ented in table 11 el w. 
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Table 11: Mean scores of politicalle a/ factor. influ nc in th final purchased cisi01 . 

Political/Legal factor Mean Score 
Category /Group 

Overall 
sample 1 2 3 4 5 

Government Regulations 
concerning product quality 4.23 4.69 4.3 3 .54 3.87 4.63 

Government regulations 
concerning product safety 3 .83 4.63 3.3 3 .38 3.73 3.81 

Government regulations 
concerning employees safety 3.84 4.63 3.6 4.00 3.33 3.56 

External Political Influence 
(Favouring certain suppliers) 1.69 1.50 1.9 1.46 1. 93 1.69 

Internal Political Influence 
(favouring certain suppliers) 1. 76 1.50 1.6 1.38 2.07 2.13 

Government tariffs (taxes) 4.26 4.89 3.8 4. 77 3.27 4.44 

It i evident from the re ul of table 11 ab ve that the two mo t influential 

factor on a firm' deci ion t purchase are government taxe and government 

regulati ns concerning pr duct quality. Thi may be due to the fact that 

government taxe u ually have an effect on the price f both raw material and 

final pr due . AJ o ranking high in influence are government regulations 

concerning pr du t afery and employee afety. Political influence (internal and 

external h the lea t influence on the final purcba e deci ions. 

The re ul of the analy i of variance of the cor of the fact r in the verall 

ample ugge t that the mean core are tati tically different. This · becau e 

the c mputed F- value of 16. 22 i larger than the tabulated -value of 2.21 with 

5 and 414 degree f freedom and ~ = .05. The null hypoth i i thu 

not accepted. 
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The rele ant 

s D 

F CTOR 5 

ERR R 414 

T T 419 

s 
59. 4 

3247. 

3 07.74 

131.96 

7. 4 

1 . 22 

The re ul of analy i f variance ugge t that the mean core f the factor are 

n t tati tically different acr the categorie . Thi i becau e the calculated 

F-value f 0.25 i maller than the tabulated F-value of 2.7 with 4 and 25 degree 

of freedom and D( =0.05. The nu1l hypothe i · thu not rejected. 

The appropriate OVA ta le i hown bel w. 

ALY I OF VARIAN E 

s UR E D s M 

F CfOR 4 1.62 0.40 0.25 

ERROR 25 4 . 1 1.6 

T T 29 41. 2 

The pertinent mean c re are ummarized in Table 12. 

49 



Table 12: Mean scores of supplier qualities influ nee in th final purchase decisions 

Suppl ier Qualities Mean Score 
Category/Group 

Overall 
sample 1 2 3 4 5 

1 Supplier Prices 4.67 4.94 4.8 4.38 4.53 4.69 

Suppl ier Reliability 4.54 4.81 4.7 4.46 4.13 4.63 

Suppl ier Quality 4 . 51 4.81 4.0 4.46 4.13 4.94 

Supplier Services 4.19 4.31 3.9 4.15 4.07 4.38 

Supplier continuity 4.2 4 . 56 4 . 1 4.08 4.07 4.13 

Fr m table 12 it is evident that all factor that are upplier related are very 

influential in the making of purcha e deci ion . upplier price mu t be 

acceptable the upplier them elve mu t e reliable and upplier quality mu t 

be in line with the requiremen of the manufacturer. The uppJier mu t al o 

offer pre-and p t-purcha e ervice and finally the upplier mu t c ntinually b 

able t upply the buyer with the required commoditie . 

The re ult of the analysi f variance ugge t that the mean core are 

tatistically different in the verall ample. Thi i ecau e the computed F- value 

of 3.935 i larger than the tabulated F- alue of 2.37 with 4 and 34 degree of 

freed m and ri, = . . The null hypothe i i thu not accepted. 

he relevant VA table i hown below. 

L 0 

s D 

FACfOR 4 1 .731 3. 3 3. 

ERR R 34 344. 43 1. 

T T 4 3 .574 

The analy · of variance r ul sugge t that the mean core of the factor are 
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n t ta · tica.Uy different a r the cate n b au th lcuJated -v lu 

f 2. 3 · mall r than th t bulat d -vatu f 2. 7 with 4 and 20 d ree f 

4.1.13 Mean scores of consumer characteristics' influence in the final Purchase 

deci ion . 

The mean core of con umer cbaracteri ti ' influence in the final 

purchase deci io are pre ented in tabl 13 bel w. 

Table 13: Mean scores of consumer characteristics' influence in the final purchase 

decisions. 

Consumer Characteristic Mean Score 
Category/Group 

Overall 
sample 1 2 3 4 5 

Consumer Taste 3 . 99 3 . 75 4 . 3 3.92 3.87 4 . 19 

Consumer Demand 4 . 54 4 . 69 3.6 4.85 4 . 60 4 . 69 

Consumer age 1.8 1.38 2.0 1. 54 2.33 1.81 

Consumer sex 1.49 1.06 1.5 1.23 2 . 07 1.56 

Consumer Income 2 . 76 2.31 2.9 2 . 08 3.00 3.44 
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consumer taste and consumer income. ery much io 

lin with n tion of mark ting ncept which 

pr uct b to in lin with con umer d mand 

umer i v reign. Tb 

te and con umer in m . 

Tbu tb indu trial g d purch ed mu t e a le t pr duce g ods which c n£ rm to 

co um r' demand, taste and can be afforded by con umer . 

The re ul of the analy j f variance of the core f the fact r in tbe veraU ample 

gge t that the mean cor are ta · tically different. ecau e the computed -

value of 4.719 i larger than the tabulated -value f 2.37 with 4 and 34 degree of 

free om and o( = . 5. The null hyp the · i thu not accepted. 

The relevant 

FVARJ 

D s s 
OR 4 497.046 124.261 4.719 

RROR 345 506.02 1.467 

TOT 349 1003.074 

The relevant analy i f variance ugge that the mean c re are not tat· tically 

different acr the categ ri . Thi i b cau e the computed -valu of 0.16 i mailer 

than the tabulated -value f 2. 7 witb 4 and 20 degree f freedom and o( = .05. 

The null hypotbe i i tbu not rejected. 

The VA table i bown below. 

A 

SOURC MS 

ACf R 4 1.1 .2 0.1 

ERROR 20 37.1 1. 

TOTAL 24 3 .34 
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The m n core f cultural fa t r ' influenc in tb final purcb 

pre ented in tabl 14 below. 

Table 14: Mean scores of cultural factors influence in the final purchase decisions. 

' CUltural Factor Mean Score 
Category I Group 

Overall 
sample 1 2 3 4 5 

Management Values 4.16 3 . 69 3 . 4 4.31 4 . 6 4.56 

Organizational Values 3.81 4 . 19 2.1 4.46 3 . 33 4.44 

Consumer Values 3 . 58 3 . 69 3.7 3.62 3.6 4 . 13 

Employee Values 2.76 2.63 2 . 2 2.69 2 . 87 3 . 19 

Community Values 2.66 2 . 94 1.7 2.62 2 . 87 2 . 81 

are 

There uJ of table 4 how that of the cultural fact r , management value influence the 

dec· ion to purchase mo t followed by organizational value and con umer value . 

Manager can thu either make economical purcb e or uneconomical purcb e 

depending on their value . Pr due purcb ed by organizations al o reflect 

organizational and community value . 

The re ults of the anaJy · of variance ugge t that the mean core of the factor in the 

overall ample are not equal. Thi is becau e the computed f. value of 1 .126 i larger 

than the tabulated F- value of 2.37 with 4 and 345 degre of freedom and 

D( =0.05. The null hypothe i i tbu not accepted. 
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The re ul of the analy i of variance carried out on the core aero the categorie 

reveal that the mean core of the factor are not tatistically different ince the 

computed -value of .67 i maller than the tabulated F-value of 2.87 with 4 and 20 

degree of freedom and o( = 0.05. The null byp the i i tbu n t rejected. 

The appropriate OV table i pre ented below. 

ALYSI OF 

so D ss MS F 

FACfOR 4 4.04 LOU 1.67 

ERROR 20 12.153 0. 0 

TOTAL 24 16.201 

It can be clearly een from the mean core pre ented in chapter 4 that ariou factor 

have different levels of infJuence on the deci ion to purchase. It i thus th task f the 

indu trial marketer to identify which fact r have tbe m t influence and attempt t 

manipulate the e factor to w rk in his favour. 

54 



Chapter Five 

(a) Sun-unary: 

The re earch objective of the tudy rep rted here wer t determine the relative 

imp rtance of the vari u macr -environm ntal and rganizati nal factor 

influencing rganizational buying dec· i and a1 o t determine if different 

type of manufacturer are influenced differently y the e factor . The literature 

review given in chapter ~0indicated that the factor which in theory hould 

influence purch e dec· ions are environmental fact r , rganizational factors 

group influence and individual behaviour. 

A re arch de ign which entailed btaining p rtinent data from re ponden m 

manufacturing organiz ti ns repre enting different SI categorie wa u ed. The 

data were ummarized int mean which were later ubject d to analy e 

of variance. The conclu i ns are di c ed next. 

( Conclusions: 

rom the findin tn chapter four it can be concluded that different 

macr -environmental and rganizatiooal fact r have different level of 

importance in influencing rganizati nal buying deci ions. H wever it i al o 

evident that the factor c ring highly in terms of the amounts f influence did 

in mo t categorie while tho e that cored 1 wly also did in m t f tbe 

categ rie ugge ting that the factor influence deci ions the arne way in different 
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organizati e major inOuence h r in lud d lh firms' te hn 1 'i:f 

consumer demand f r a firm' pr duct g vernm nt tariff g vemment 

regulation concerning product qu lity uppti r quaJiti pric , reli bility 

quality ervice and c ntinuity), c n umer demand manag ment value and 

organizati nal v lue r pectively. 

(c) lmolicaJions: 

The findings of this tudy have ignificant implications f r indu triaJ marketer . 

They ugg t that there actually exi certain factor which are major influencer 

of the deci ions to purcha e which the marketer hould pay attention to if they 

hope to develop effective marketing pr gramme . The indu triaJ marketer mu t 

attempt to make the factor w rk in hi fav ur and tbu enhanc the chance of 

an rganization purch· ing hi firm' product. f r uyer the identification 

of the major fact r which may influence effective or econ mical purchasing may 

enhance effectiv ne in purcha ing. Tbi may lead to aving of lot of 

unnece ary co t and al o enhance the quality of the final product. 

~ .2 LIMITATI 

The f 11 wing factor greatly limited the tudy: 

The time available to c nduct the tudy was quite hort. If m re time was 

available tb tudy would have een extended t n n-manufacturing rganizations. 

urtber more wing to the h rtage f time the tudy was c nfmed to airobi. 

ln m c e re p nden were very unco perative. Thu ut of one hundred 

que tionnaire whkh were di tri uted the re pon e rate was % for category 

one 0% f r category two, 5% for category three, 75% for category four and 

8 % for category five. 
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H 

Th f, llowing are orne recomrn ndatio f r future re earch: 

Since th. tudy w re trict d only t air bi future re arch h uld incorp rate 

firms from ther large towns in Kenya. 

Th tudy was a1 re tricted to elected manufacturing firm . uture re earch 

b uld be extended to include other type f organization . 

Finally,the rudy w re tricted to a few macro-environmental and organizational 

factor . Thu future re earch b uJd be extended to include ther factor like 

individual behavi ur and b w it influence the purcbas dec· ion, and tber 

macro-environmental fact r not covered by tbi tudy. 
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Appendix 1 

pecimen letter to R p nd nt 

Dear ir / adam 

I am a graduate tudent in the Faculty f mmerce niver ity of airobi. I am 

currently engaged in a tudy to determine the extent t which vari u factor influence 

organizational purcb e d ci ion . Thi i in partial fulfillm nt of the degree f Master 

of B ine and Admini tration. 

I therefore kindly re ue t you t a i t me y completing the attached que tionnaire to 

the be t f your knowledge. 

Th informatjon ught i f r academic purp e only and will be treated trictly 

c nfid ntial. The nam of y ur firm wiU therefore n t b mentioned any where in the 

r p rt. 

Your co-o erati n will be highly appreciated. 

Y ur Faithfully 

Mtula D •. 

M.BA. II tudent. 

Prof.F. • Kibera 

Supervi or. 
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Appendix 2 

QUESTIONNAXRE FOR THE RELATIVE IMPORTANCE OF VARIOUS MACRO 

AND ORGANIZATIONAL FACTORS INFLUENCING BUYING DECI SI ONS 

l . To which industry do s your firm belong? 

M nufacture of food products 

Manufacture of fabricated metal products 

Manufacture of electrical machinery, 

apparatus and appliances 

Printing, publishing & allied industries 

Manufacture of chemical products 

2 . How many employees does your firm employ? 

3 . Number of years firm has been in operation 

Tick as appropriat 

1 5 Years 

6 11 Years 

12 20 Years 

Over 20 Years 

4. Is your firm 

Locally owned 

Foreign owned 

Partly local , partly foreign owned 

ENVIRONMENTAL 

5. Does your firm have a single person or a multiple person buying center 

(i . e those personnel involved in making the purchase d e cision ) . 
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Tick as appropriac 

Si.ngle Person 

Multiple Person 

Yes 

Yes 

0 

No 

6. Are the following represented in the xisting multi-person centre for 

routine purchases (purchases of things purchased before, which are 

regularly purchased from the same vendor such a auppli s like light 

bulb , oil, grease, paper clips) 

Tick as appropriate 

Board of Directors 

Accounting Dept. 

Personnel Dept 

Purchasi.ng Dept 

Production Dept. 

Marketing Dept. 

Engineering Dept. 

Always Sometimes Never 

Specify any other department that is represented the buying centre and 

is not mentioned above 

7. Of the above areas mentioned in question 6 above, indicate the amount 

of influence each has in the making of routine purchase decisions 

(tick as appropriate). 

Moat 

Influence 

Board of Directors 

Accounting Dept. 

Personnel Dept. 

Purch sing Dept. 

Production Dept. 

Marketing Dept. 

Engineering Dept. 

5 4 3 2 

Least 

Influence 

1 

8 . Are the following represented in the existing multi-person centre for 

non routine (new) purchases of things not purchased before(capital 

0 



items such as equipment, production m chinery, computers or other goods 

that have a useful life of more than one year and do not becom part 

of the firm's final product). 

Tick as appropriate 

Board of Directors 

Accounting Dept . 

Personnel Dept . 

Purchasing Dept. 

Production Dept . 

Marketing Dept . 

Engineering Dept . 

Always Sometimes Never 

s pecify any other department that is r presented in the buying centre 

a nd is not mentioned above. 

9. Of the are as mentioned in question 8 above, indicate the amount of 

influence each has in the making of non-routine (new) purchase 

decisions . 

Tick as appropriate 

Board of Directors 

Accounting Dept. 

Personnel Dept. 

Purchasing Dept . 

Production Dept. 

Marketing Dept . 

Engineering Dept . 

Most 

Influence 

5 4 3 2 

Least 

Influence 

l 

) 

10. Are the following represented in the existing multi-person centre for 

routine purchases of supplies such as oil, grease, paper clips, light 

bulbs but from new suppliers with new terms (cases involving a change 

in suppliers) . 
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Tick as Appropriat 

Board of Directors 

Accounting Dept. 

Personnel Dept . 

Purchasing Dept. 

Production Dept . 

Marketing Dept. 

Engineering Dept . 

Always Som tim a Nev r 

( 

Specify any other department that is r presented in the buying centre 

and is not mentioned above. 

11. Of the areas mention d in question ten above, indicate the amount of 

influence each has in the making of modified rebuys (routine purchases 

of supplies such soil, light bulbs, gr ase, paper clips). 

Board of Directors 

Accounting Dept. 

Personnel Dept . 

Production Dept. 

Marketing Dept. 

Engineering Dept . 

Most Influence 

s 4 3 

Least Influ nee 

2 1 

12 . Of the following physical factors , indicate the amount of 

influence each has when the purchase decision is being made. 

GGogr phical Location 

of your firm 

Geographical Location 

of your suppliers 

Plant and equipment 

of your firm 

The physical environm nt 

of the fir11 (climate nd 

(vegetation) 

Most 

Influence 

5 
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4 3 2 

least 

Influence 

1 



13. For the following technological factors, indicate th amount of 

importance attached to each/ relative influence of each when th 

purchase decision is being made. 

Technology of your 

firm 

Technology of your 

competitors 

Technology of your 

consumers 

Most 

Influence 

5 4 3 2 

Least 

Influence 

1 

14. Of the following economic factors, indicate the amount of influence/ 

importance attached to each when the final purchase decision is being 

made . 

Your firm's 

profitability 

Consumer demand 

for your products 

Consumer Income 

Levels 

Credit facilities 

Interest rates 

competitors prices 

Competitors product 

Quality 

Most 

Important 

5 4 3 2 

Least 

Important 

1 

15 . Of the following political/legal factors indicate the amount of the 

importance you attach to them when making the final purchase decision . 

Government regulations 

concerning product quality 

Government regulations 

concerning product safety 

Government cegulations 

concerning employees safety 

Most 

Important 

5 
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4 3 2 

Least 

Important 

1 



External political intlu nee 

( favouring cer~ain vendors) 

Internal political influence 

( favouring certain v ndors ) ( 

Gov rnm n tariffs (taxes) 

16. Of the following supplier qu lities indicate the amount of importanc 

you attach to each when the final purchase decision is being made . 

Supplier Prices 

Supplier Reliability 

Supplier quality 

Supplier services 

Supplier continuity 

Host 

Important 

5 4 3 2 

Least 

Important 

1 

17 . Of the following consumer character is tics indicate the amount o f 

importance attached to each when the final purchase decision is made . 

Consumer taste 

Consumer demand 

Consumer age/sex 

Host 

Impor tant 

5 4 3 2 

Least 

Important 

1 

18. Of the following cultural factors indicate the amount of influence 

each has on the final decision to purchase . 

Host 

Influence 

5 

Management Values 

Organizational Values 

Consumer Values 

Employee Values 

Community Values 

Thank you for your cooperation. 

MTtJLA D.O. 

M.B . A II STUDENT 
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4 3 2 

Lea st 

Influence 

1 

PROF. P.N. KIBERA 

SUPERVISOR 
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