
  2 

 (Organizational Buying) 
 (2546 : 227)

 (1) 

 (2) 

 (3) 

 (4) 

 (Major Influences on Industrial 
Behavior)
 Kotler (2003 : 211 , 2546 : 234-235)

 4 

  1



5

    

(Environmental)     

(Level of demand) (Organizational)

(Economic outlook) (Objectives) (Interpersonal)

 (Interests) 

(Interest rate) (Policies)  (Authority) (Individual)

 (Status)  (Age) 

 (Procedures)  (Income)  ( )

(Rate of technological 
Change)  (Empathy)  (Education) 

(Business
buyer)

(Organizational
structures)  (Job position) 

 (Persuasiveness)  (Personality) 

(Political and regulatory (Systems)    (Risk attitudes) 

Developments)      (Culture) 

     

(Competitive developments)     

   

   

(Social responsibility     

concern)     

 1 

 1)    (Environmental Factors) 
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 2)   (Organizational Factors) 

 3)   (Interpersonal Factors) 

 4)   (Individual Factors) 

 (Marketing Mix  4’Ps) 

 (Kotler, 1994 )

 1)   (Product)  

(Utility)  (Value)  

 (1) 

(Product differentiation) /  (Competitive differentiation) (2) 

 ( )  (Product component) 

 (3)

(Product positioning)  
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 (4)  (Product mix) 

 (Product line) 

 2)   (Price)   P 

 Product  (Cost)  

(Value)  (Price) 

 (1)  (Perceived value) 

 (2) 

 (3)  (4)

 3)   (Place  Distribution)  

  3 

 (1) 

 (2)

 (3)  (4)

 (5)  (6) 

 (1)  

(2)

 (3) 

 4)   (Promotion)  

 (Personal 

selling)  (Non personal selling) 
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 (Integrated Marketing Communication (IMC)) 

   

.  (Advertising) 

 ( )

 (1)  (2) 

 (3)  (4)  (5) 

 (6) 

.  (Sales Promotion) 

 (1) 

 (Personal selling strategy) (2)  (Sales force management)

.  (Sales promotion) 

 3  (1)

 (Consumer promotion) (2)  

 (Trade promotion)  (3)  

 (Sales force promotion) 

 (1)  

 (2)   (3) 

 (4) 

.  (Publicity and public relations) 

 (1)  (2)

 (3)  (4)  (5)

(6)  (7)

 (8) 



9

.  (Direct marketing  Direct response marketing) 

 (Online marketing) 

 (1)  (2)  (3) 

 (4) 

 (1)  (Pull Strategy) 

  (2)  (Push Strategy) 

(3)

 (Mix Policy) -  (Push-Pull Strategy) 

 3  (1) 

(2)

(3)
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-

       - :

-

 - 

  (2546)  
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 (2545)  

 0.05 

(2545) 

 (1) 

 (2) 
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 (2540)  

 21-35 

 5,000 – 10,000 

 5  75.75  

 500-1,000 


