


What Is Organizational Buying?

Institutional and Organizational
Market
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What Is Organizational Buying?

System Buying and Selling
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’articipants in the Business
Buving Process
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Targeting Firms and Buying
Centers
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Stages in the Buying Process
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Stages in the Buying Process
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Vianagin

Relationships
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B The Benefits of Vertical

Coordination
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and selling)
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H 2k 2l (contractual
transaction)
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s A|AHl(cooperation
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