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Model of Consumer Behavior
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Business Buyer Behavior

@

Q A1y T -
" (O[S 8 FPT (@FSIF 4T ANLF FCS ARCIT; G-
" IR (RO DA NCCe I FACS A |

T AfSH AR IR A <A FHET, Tesifers Tosaer, T@oiifs Tonfr s=y afedie it
R 07 A T QU8 9 /IS G HIX© [ | AP (o] = [T ATy 7z [ewwr A1 51z 2fares
A AT @ I ACE | e R A o[ ewres e wive Wi 31 efepieam e I e A
RN AR AfFS =W | (SIS 8 AP (@FOIF N 21T ARECR IR B IR (FOR A6 AT
foq 2@ AT |

(SIS 8 JPA (FOIF N4F LT
Difference between Consumer and Business Market
e JPT &R GR (O G W Sewe @ o acwn, ©f for @ Adtew w@

RATTRICE T IR 9= F00 = | IPI IER Frre ¢ bifznr fofes 5y tafiEr +fefrs
| V-

s. fgfeM 8 Bgs wifkAr (Fluctuating and Derived Demand): IR IGIEE =I5 I CRF
vifmT @RS CF@ oA & ACF | AR ISR 207 A GRR ST (o7 2Teid sifzmr
(AT YT =7 Y QT TGS BIfRAl T | (AT R (ST AN BifRAl W e GPAT AR
PR o TS 20o AT | iR @ I #ited sifewt “ffioifs Kfoq s<g v@r aeifte
o | T BIfRA AR BT U |

. TN IMYF ST (& (Fewer but Larger Buyers): TR & FN TRAF (O] NG FCI
g SR A4 AR 2oy T F0F | IR @ AR AfSfTe A1 9 79 @ eI =7 A |

©. TOICFPed (FJg® (Geographically Concentrated): @ I&R (SICAFFOIR @FHge
2 | LTS @ SR (@I WS ¢ eFgeld IS @7 I NT T |

8. wHfeye® BIfEAr (Inelastic Demand) : P IS FTOT 2L LB 2T @ JEER 6%
fog “itar oifen wigfogre a1 e | i corl #Ierd BifRniE ZP1-Jfe AHCTe [T A
g g “teh ifema (@A “fiae 9o |

¢. FRIARIIN IR JPT (@SR M 96 79 (Close Relation between Supplier and Business
Customer): TSR AT F TG TRARIE IR ARNIE (@SR AL THFFOE 756
T AT A |

Y. (P @ (Professional Purchasing): (SIeR @A 99 PR GRE (FG@ SioeTo! @
M AW | @ FEE CFE G FE GTo AT | GG FONTTS Aol Ny &7
e Afbifers = |

BTG o Bl-b



k9 @@

q, SR @ (Direct Purchasing): SIfESI* CF@ (T AW JPIW (ORI TEIRATI Afeea
TeARa W0 SRRT T B (A 217 @ I | @ @R A6y I3 I, [feg ew w=r
IS ¢ TibeT eiFod 21 PR (ORI TP T B AT |

A Model of Business Buyer Behavior
RIS BT TR FACS T [T NI oyl , e et aifemwr, @ Praes

@ o DI TAMPRR TSIM SRSy TS 27 | FP (@O Wivad Rearae qio afbe
AT SIR PR (FOF AR SR FAF G [P Fmie eted T67 TR (58 FACS “ATa-
TP (@RI F @ @ P 929 FEPRIQRIRE e 5T 61 & a7 0017 @
frae afenl &5 Iomm @ Prae gor Rt SammeEn 5 @ &4e@ B6d S T4
fIANTI P (TS FF G0 el 90 A | Ba 8.0 @ JT (@O AR TCTA (T
AT | @ WOSTA PR T TECR @ [AANT G2 Ty Twlofe ST MAIT G2 Ao Lois Fa [
(At WME (arel o e =7 |

Stafes
“fely
- efETS -,
BllSiQlicEg
kR
ARF OF
A
afsrifrenEe (TRASE 2re)

o@ 8 .b: T (@I DA AT

TP TR (G 2N {6 R 20T ARG | 92 €300 Sl PR 0P 2ol 6 | 2Us,
oo Twlof Al (oS! IR 0ol FPI TR (Feas eee e SR SoAme @=-7ey, 75, g+
GR 2T e Afoe | fediwrs, Sy Swie@etT aor- wdAfeR, JRf, Awafes, RFe ar
AfSTIMASIFTE | ol Twi7e R S TwIFTR TRIOTT 2F F(R IR (TSR AGR A &7 |
TR AT (o] OF 2, (T 2177 ICF; NIIARDIAN ZW 6, T[S Afrel =l 37, (whrorr a3z
T ARCHITR *1S %W I ACE | G TR IO IRATF 2O I ©f RATTFRACE TS 27 |
PR T FICER o 6 AT | 2SS, T (G- I & Praieed e 72 afems o e | @&
@G MR @ S geiie I A | arel [y afsviem @ e afemn [fey wow 2z
ACF | (BT TRAGT ORI RAGTT T PTafe iR eipfs fomes 2 o | «=iel JRR TR
wibeel, e e Teifn e @ afce deifiie w1 @ T SomE wIEl RS (o
679 Irel( SIS VR O FHR P KA1 K70 BT ARG T AP |

TG o1 P>



(OIS 8 R & 8 (POl BT

Ty e

F[PT (FS! AT RN 2/ i3 R A 73 ABOSA Gy el T I AP | ¥ [ Al ¥ Aweeat
R e UfE A1 AfSHITTa TR P AR AT AR e ifde =7 | (OreT 8 AP (@FoR
Y AT AR PR P (@O B T (O 2 ACF | I8 [ SR R (SIS T
SR N S 0 6T q0a0", ©F IR SRR FRITS ¢ vifzw| fofes fog tafidy A=
G TSRS AT FEGT A7 PO W | @ QRIS W AR P ORGP IReA (@l
SR Faee, Sy~ biftnl, TP qR JP (@FO[ A @F6 T9F, (s
T 8 RPN @ | PR TR OO 2 {6 (93 2o 2R | 92 6@ Saioi 01 S
2elfTe B | [ote Twiee A (SIE IEME Aol FP FRA CFas e S, Sy
TwlPat 2R iAo, I, Aatafos, ARFos R efsrifronE | Ry Tuee a3k
AP TIIAFITIR TRANGCT AT I R (O AR #IfeS = | T W (Sl OF 2107, (Gl &n
F(R; TR g I, TG AR {f@et 33, et R T AR S oww 3
TP | FPIET G ICE o WS AE | 2o, @ @G- A @ Fraices e =FEHE gfeme o
NS | GRITT IFCER TR AbA°T, 7er? TkFho Toylfnn PR & eifier e deife 0 |

T 5 ‘j@[—%o



k9

I (FOF X Fraie eiferar

_8 & Business Buyers’ Buying Decision Process
@ =
Q 2NF I A-
@Y ARTEST gFRTen JTIT FCO ARCI;

T O AN ARSI SR O 0O AE; G
" AR (ol PTaie @zet eferr I6 FA0e SAKE |

P 07 G FRGY G SF FAF T ATNL (@S] (S (FF (@A @ 3o Ty I stely
T FACE | WWﬁWWWWWﬁWWW@WW
A T A AP | TP (@] A G AR TR AN G Prae e 217 =11 | @& Prare gzed
W\Wﬂmﬁwﬁmﬁmwﬁ—@mwww| [P Al @R R IS Reasam @ee Aoy
TR FR@ &F T4 27 | FPIT AT SRR Al A6 4rst 7oy I JPT AT & 41 27 |

@ AR

Buying Situations

PR 2N (o [foy (@ @ P a2 S A0S A 87 T TPNEE AFhed, To ) @
WWWWW@Nl =5 efSPm «3k IT AfeDIas @1 Prames ey ﬂwmm|
T HAfafgfoq <ol SR Praed AT I @R = | NE TR AR @erd [fey e @ Praits
R SCAIbA] F4IT eI -

F) AR TG (Straight rebuy): TR 2R e @ At S @ afw 1 =1 =7 St
awmm@%mwwﬁwﬁww@w—mwmwwwr
#4T @ IM (FOE A ofe e A | o (7 @ P S /1w el P
PR FCA | @ RN @R (R AY AR GR TR ARSI T A PR 5 |
TR e SR difed SR 20 8 G N I60y ACe (68 I | oy tafifes @a
(T JRAR SR AT AT (AP (TR NG ST MRS @ LR TR 2o ST
AR = |

q) IREHS Wm (Modified Rebuying): FRT=f{e 2Fs@rad (Fe@a (@l #1of Tead f[Kfeg =i [ifeg
LA ARRST SrS B | R{eewe IRCAES 7@ (R (@O o) TR G Ao 2T AWl
FE | FLRES AR ST, FT, G| *1$, TR 2 Topifvr ¢weq fPgoT ARG o =i =3 |
Q@ TR CF(Q SR TR ML (A PHT0! IS FA G IO G/ 0 AT &) T |P
(BB FCF | APWCP IR TRRRIEE @ *rSefed G061 J RENd [REvar I ACE | <P
AR I 2lfSHITNR IS @@ M FPAAE FR S FACS 51 |

%) ToF F& (New Task): WWWWWraﬁwam q & 2B
AR A | T wwmmmﬁwmmmmwwwﬁwmwm
AT = | (R AR T G35 elfSH T I SR F0H T LA (o Ifea AAfwet
@M A | G I JT TR G (@FOT FIAP OF AR 8 O PR FACS = | R AT
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