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Introduction of the handbook

The handbook supports understanding and learning of the course of Business marketing. So this handbook closely belongs to polimedia (and relevant PPTs) but it is more detailed and
tries to examine some topics and issues in a deeper way. The handbook helps to solve tests after chapters, subchapters and one open question per chapter.

At the end of each chapter there is a list of relevant definitions. You will find some parts as ‘Recommended learning material’ These materials serve for deeper understanding and some
practical examples as well.

We suggest using this handbook together with polimedia. We think essential the continuous learning which means after watching a polimedia you should read and learn relevant parts of
the handbook and then you can fill tests of subchapters. When you reach the end of a chapter, you should answer the test and the open question.

We wish you joyful and successful learning!
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1. Fejezet




1.1 Why is business marketing important?
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1.) Two basic terms [1
- Business to Consumer - BtoC - B2C relationships or transactions

— The final customer is directly an individual consumer (e.g. people, families, households)
- Housecleaning services, restaurants and retail stores are examples of B2C companies. Websites that offer consumer products are B2C.

- Business to Business - BtoB — B2B relationships or transactions

— The products and services of the business are marketed to other businesses.

- Examples include advertising agencies, web hosting and graphic design services, office furniture manufacturers and landlords who lease office and
retail space.

- Business to business relationships are developed and on - going, and the sales processes involved take longer than business — to-consumer relation
ships.
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[1] http://smallbusiness.
chron.com/b2b - b2¢ -
mean - 56101.html 10.
08.2014




B2B AND B2C
An industry may include both B2B and B2C companies. The book - publishing industry is a good example. Authors market their manuscripts to book pub-
lishers. Both the author and the book publisher are in a B2B relationship. The publisher prints and markets the books to booksellers, both online and in retail

stores. This relationship is B2B as well. However, the bookstores sell to the final consumer and are in a B2C relationship. Another example is food. Food products
are marketed to consumers but are sold by grocery stores. Both the manufacturer of the food product and the store target their promotions to the final consumer.

2.) What are business-to-business markets?

— They do not arrive in the shops by accident

— Businesses sell cotton to merchants who sell it to spinners who sell it to weavers who sell it to garment makers and so on
— None of the businesses buy the products for pure indulgence.

— They buy them with the ultimate aim of adding value in order that they can move the products down the chain until they finally reach us, the general public.

3.) The four key factors that make b2b business markets special 2

1) THE COMPLEXITY OF THE DECISION MAKING UNIT

In most households, even the most complex of decisions is confined to the small family unit while items such as clothes, food and cigarettes usually involve
just one person. The decision making unit (DMU) in business-to-business markets is highly complex or at least it has the potential to be so. Ordering products of
low value and low risk (such as the ubiquitous paper clip) may well be the responsibility of the office junior. However, the purchase of a new plant that is vital to a
business may involve a large team who makes their decision over a protracted period. Often the DMU changes during this negotiation period as specialists enter
and leave it to make their different contributions.

Gazdasagtudomany

(2] http://www.research
— live.com/features/four
- factors — that — make
- b2b - marketing -
special 10. 08. 2014
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This complexity has implications for business-to-business markets. The target audiences for b2b communications are amorphous, made up of groups of constantly changing individuals
with different interests and motivations. Buyers seek a good financial deal. Production managers want high throughput. Health and safety executives want low risk. And those are just their
simple, functional needs. Each person who is party to the DMU will also bring their psychological and cultural baggage to the decision and this can create interesting variations to the selection
of products and suppliers

2) THE COMPLEXITY OF THE PRODUCT

Just as the decision making unit is complex in relation to business-to-business markets, so the same rule applies for the actual products in these markets. Business-to-business products —
and their applications — are far more likely to be complex than is the case with their counterparts in consumer markets.

Where the purchase of a consumer product requires little expertise (perhaps nothing more than a whim), the purchase of an industrial product frequently requires a qualified expert. Where
consumer products are largely standardised, industrial products are often bespoke and require high levels of fine - tuning. Even relatively complex consumer products tend to be chosen on fairly
simple criteria. A car might be chosen because it goes fast and looks nice, and a stereo might be purchased on the grounds that it is tremendously loud.

3) THE LIMITED NUMBER OF BUYING UNITS

Almost all business-to-business markets exhibit a customer distribution that confirms the Pareto Principle or 80:20 rule. A small number of customers dominate the sales ledger. Nor are
we talking thousands and millions of customers. It is not unusual, even in the largest business-to-business companies, to have 100 or less customers that really make a difference to sales.

4) THE IMPORTANCE OF PERSONAL RELATIONSHIPS

The fourth distinguishing feature of business-to-business markets is the importance of the personal relationship. A small customer base that buys regularly from the business-to-business
supplier is relatively easy to talk to. Sales and technical representatives visit the customers. People are on first name terms. Personal relationships and trust develops. It is not unusual for a
business-to — business supplier to have customers that have been loyal and committed for many years.

The consequences of this for marketing budgets are a relatively high spends on people (sales and technical support) and a more modest expenditure on other forms of promotion. Adver-
tising budgets for business marketers are usually measured in thousands of euros and not millions.




Gazdasagtudomany

The customer is always an organization!! -> This is our starting point in this course!

4 The most important definition

Business marketing is

- along term activity and that it involves working with the enterprise’s customers,
- but it also with the enterprise’s suppliers and — sometimes even with the enterprise’s competitors to solve their problems.
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1 Definition, essence and
development of business marketing

1.1 Why is business marketing important?
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1 Two basic terms

e Business to Consumer — BtoC-B2C
— The final customer is the consumer with a B2C business.

— House-cleaning services, restaurants and retail stores are
examples of B2C companies. Websites that offer

consumer products are B2C.

e Business to Business — BtoB — B2B

— The products and services of the business are marketed
to other businesses

— Examples include advertising agencies, web hosting and
graphic design services, office furniture manufacturers
and landlords who lease office and retail space.




2 What are business-to-
business markets?

They do not arrive in the shops by accident

Businesses sell cotton to merchants who sell it to
spinners who sell it to weavers who sell it to
garment makers and so on

None of the businesses buy the products for pure
indulgence.

They buy them with the ultimate aim of adding
value in order that they can move the products
down the chain until they finally reach us, the
general public.




4 The four key factors that make
b2b business markets special

1. The decision making unit is far more complex in business-
to-business markets than in consumer markets

2. Business-to-business products and their applications are
more complex than consumer products

Business-to-business marketers address a much smaller
number of customers who are very much larger in their
consumption of products than is the case in consumer
markets

4. Personal relationships are of critical importance in
business-to-business markets.
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This is our starting point!

The customer is
always an
organization!!
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5 The most important
definition

* Business marketing is
— long term activity

— which involves working with the enterprise’s
customers,

— but it also with the enterprise’s suppliers and

— sometimes even with the enterprise’s competitors
to solve their problems
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1.2 The main characteristics of business marketing

Business buyers: less in numbers but larger in size than in the consumer buyers. Business buyers are professional and buy special products and/or services for their organizational purposes
(operation, maintenance etc.) and for personal use. They purchase in business markets.

1. CHARACTERS OF BUSINESS MARKETS

- In most cases they operate in a well — defined geographical area e.g. public offices

— Most of the products are quite individual and have high price

— Price changes have less effects because the firms charge these to their consumers

— There is usually closer relationship between business buyer and business seller

— Personal selling is very often

2. B2B SuccCEss

- Long - term mutually profitable relationships
- Co - develop products

- Timely exchanges at competitive prices

- Concrete purchase
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3. DIMENSIONS OF B2B MARKETING

- Characteristics of transactions: e.g. close or competitive, interests and priorities in the background

- Attributes of customers: professional, economic, experience, relationships in different markets, image, history of our relationship with them etc.

- Customer primary concerns: price, high (latest) technology, time (urgent), long term stability, improving image, concrete firm strategy etc.
- Methods of buying: new buying, modified buying
- Types of purchases

- Demand: e.g. quantity, geographical location, written and unwritten rules, types of demand
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1 Definition, essence and
development of business marketing

1.2 The main characteristics of business
marketing
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This is our starting point!

The customer is
always an
organization!!




1 Characters of business markets
-1

* Business buyers: less but larger than in the
consumer markets

* |n most cases they operate in a well defined

geographical area
e.g. public offices




1 Characters of business markets
- 2

Most of the products are quite unique and
have high price
Price changes have less effects because the

firms charge these to their consumers

There is usually closer relationship between
business buyer and business seller

Personal selling is very often




2 B2B success

* Long-term mutually profitable relationships

e Co-develop products
* Timely exchanges at competitive prices

* Concrete purchase )=

= SUGCESS’ *’*;
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3 Dimensions of B2B marketing

 Characteristics of transactions
e Attributes of customers

* Customer primary concerns

 Methods of buying

Types of purchases

Demand

“We've talked several times over the past few years...
..and I think we’re ready to make a decision.”
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1.3 The subject of business marketing

1. MAjoR Uskes Oor B2B PrRobpuUCTS

- For additional production (e.g., components are combined into subassemblies and become part of the finished product)
— For use in operations but not part of the finished product

— For resale

2. WHAT AND WHY DO COMPANIES BUY?

A) Problems: Rationalization, Development

B) Products and services: Use of Interchangeable

C) Offerings: Promise & package, Developed interactively

D) Solutions: To customers’ problems
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3. COMPONENTS OF THE BUSINESS MARKET

- Commercial market
- Individuals and firms that acquire products to support, directly or indirectly, production of other goods and services.
—Largest segment of the business market.

- Trade industries
- Retailers or wholesalers that purchase products for resale to others.
— Also called resellers, marketing intermediaries that operate in the trade sector.

- Government-all domestic levels (federal, state, local) and foreign governments;

- Public and private institutions,
- such as hospitals, churches, colleges and universities, and museums.

Centrally Located Hidden Antenna All Composite
Instrument Display Exterior Panels

4. BUSINESS TO BUSINESS: IT IS ALL ABOUT DEMAND e sy e

Electrically ~ o . Convenience
Heated Windshield é &\ Charger
- Derived demand 5.3.2‘5?'1“&'2.“5”\\ g’ T 3\ '

- Business demand is derived from demand for the final products of which e
with Drive Motor

they become a part . TS Electic
— For example demand for spare parts of a car directly and heavily depend 9 O TR T e Y i
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Lead-Acid Battery Pack

Cast Magnesium
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Wheel Insert
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Instrument Panel
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Aerodynamics
Front-Wheel-Drive

Squeeze-Cast General Motors

Inductively Coupled Aluminum Wheels

Day-Time
Charge Port He Running Lamps
Rellector-Optics Lighting Cli
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mate Control System Front Disc Brakes ELecTRIC
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- Fluctuating demand
— The market interest for a product that shows variations over time
— Factors that lead to fluctuating demand:
- seasonality,
- taxation,
— product availability and
— Pricing.
- Opposite of stable demand
- Since demand is derived, the business marketer must monitor and forecast demand in final consumer markets.

- Joint demand
- Two products are used together and demanded together — Both products are consumed at the same time.
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1 Definition, essence and
development of business marketing

1.3 The subject of business
marketing




1 Major Uses of B2B
Products

- For additional production (e.g.,
components are combined into
subassemblies and become part of the

finished product)

 For use in operations
but not part of the
finished product

 For resale




2 What & why do companies buy?

- 1. Problems - 3. Offerings
— Rationalization — Promise &
— Development

package

— Developed
interactively

« 2. Products and
services

— Use of
— Interchangeable

« 4, Solutions

— To customers’
problems




3 COMPONENTS OF THE
BUSINESS MARKET

1. Commercial market Individuals and firms that
acquire products to support, directly or indirectly,
production of other goods and services. - Largest
segment of the business market.

. Trade industries Retailers or wholesalers that
purchase products for resale to others. - Also
called resellers, marketing intermediaries that
operate in the trade sector.

. Government—all domestic levels (federal, state,
local) and foreign governments;

. Public and private institutions, such as hospitals,
churches, colleges and universities, and museums.

4




4 BUSINESS TO BUSINESS:
IT IS ALL ABOUT DEMAND - 1

 Derived
demand

Business

consumer
demand is
derived from
demand for the
final products of
which they
become a part

Centrally Located
Instrument Display
Dual Air Bags

Hidden Antenna

High Technology
Solar Glass

Electrically
Heated Windshield

Cast Aluminum
Shock Towers

Regenerative Braking
with Drive Motor

Heat
Exchangers

Key Pad Entry

All Composite
Exterior Panels

Convenience
Charger

Electric Rear
Drum Brakes

Aluminum
Space-Frame

Lead-Acid Battery Pack

Cast Magnesium

Seat Frame & Steering

Wheel Insert

Fiberglass-Reinforced Urethane

Instrument Panel

. Low Rolling-Resistance Tires
Aerodynamics
Front-Wheel-Drive

Squeeze-Cast

Day-Timg Aluminum Wheels

| :
nductively Coupled Running Lamps

h
Charge Port Hat B

Reflector-Optics Lighting Climate Control System
High Beam

Hydraulic
Front Disc Brakes

General Motors
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4 BUSINESS TO BUSINESS:
IT IS ALL ABOUT DEMAND - 2

Fluctuating demand

The market interest for a product that shows
variations over time

Since demand is derived, the business marketer must

monitor and forecast demand in final consumer
markets

Joint demand

Two products are used together and demanded
together

Both products are consumed at the same time
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2. Fejezet
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2.1 Similarities between business market and consumer market

1. SMALL INTRODUCTION OF BUSINESS MARKETING
The marketing of goods and services to actors of B2B marketing:

- Companies that consume

- Government Agencies

— Resellers (i.e. wholesalers)

- Institutions (i.e. hospitals)

- Non - Profit Organizations (i.e. Red Cross)

THEY USE IN PRODUCING THEIR PRODUCTS AND/OR TO FACILITATE OPERATIONS

IS
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2. SIMILARITIES BETWEEN BUSINESS AND CONSUMER PURCHASES
1. History matters

2. Advice

3. Issue importance

4. Repetitive purchases

5. Time involved (urgent need)

6. Both marketers benefit by employing a market orientation

7. They need to understand and satisfy customer needs
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2. Features of business marketing

2.1 Similarities between
business market and consumer
market




1 SMALL INTRODUCTION OF
BUSINESS MARKETING

THE MARKETING OF GOODS AND SERVICES TO:
* Companies that consume
* Government Agencies

* Resellers (i.e. wholesalers)
* |nstitutions (i.e. hospitals)
* Non-Profit Organizations (i.e. Red Cross)

FOR USE IN PRODUCING THEIR PRODUCTS AND/
OR TO FACILITATE OPERATIONS







2 Similarities between business
and consumer purchases - 1

1. History matters

2. Advice

3. Issue importance

4. Repetitive purchases

5. Time involved
(urgent need)




2 Similarities between business
and consumer purchases - 2

6. Both marketers benefit by employing a
market orientation

7. They need to understand and satisfy
customer needs
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2.2 Differences between business market and consumer market

nsumer

Q :
O Business
1. WHAT DISTINGUISHES B2B FROM B2C MARKETS? Bitiiiioiiso-Boskions

to-Consumer

— B2B products: goods or services are sold for any use other than personal consumption BZ BOé
— Products to be incorporated into other products, used, consumed, or resold 8 S
- The nature of the customer and how the product is used distinguishes business and consumer goods marketing

— Business marketers serve the largest markets of all. Dollar volume of the business market greatly exceeds the consumer market.

— A single customer can account for enormous levels of purchasing activity.

(For example, GM’s 1,350 business buyers each purchase more than $50 million annually.) Business to Business (B2B) Marketing is Huge
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2. A SAMPLES FOR B2C AND B2B

The figure below summarizes through the sample of Dell Company the differences among buyers and their products in consumer and business markets.

The Consumer Market (B2C) and the Business Market (B2B) at
Dell Inc.

T

| .
Businesses
Individuals & Global Institutions ~ Government

Customers:  Households Healthcare ~ Federal

Education State
Local

Large
corporations
Small & Medium

sized businesses
PCs

Selected Printers

Products: Consumer PCs
Electronics Enterprise Storage

Simple Service Servers
Agreements Complex Service Offerings




well.

3. SOME CHARACTERISTICS AND TYPICAL SAMPLES OF B2B (OR BUSINESS) MARKETING

P

A single purchase by a
business customer is far larger
than that of an individual
consumer.

N

J

Among Dell’s customers are
Boeing, Arizona State
University, and numerous state
and local overnment units

Business market customers are

_|comprised of commercial

enterprises, institutions, and
governments.
\

r

p
An individual may buy one unit

|__|of a software package upgrade

from Microsoft while Citigroup
purchases 10,000.
A

Relationships between
business marketers tend to be
close and enduring

-

r'I'he demand for industrial

_|products is derived from the

ultimate demand
from consumer products
A

(‘Buying decisions by business
customers often involve
multiple buying influences
rather than a single decision

\maker )

-

While serving different types of
customers, business marketers
and consumer-goods marketers

share the same job titles
.

p
New home purchases stimulate
the demand for carpeting,
appliances, cabinets, lumber,
and a wealth of other products.
A

-

IBM’s relationship with some
key customers spans decades.

-~

A cross-functional team at
Procter & Gamble (P&G)
evaluates alternative laptop PCs
and selects Hewlett-Packard.

" J

(Job titles include marketing

__|manager, product manager,

sales manager, account
|manager.
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This is another sample below which illustrates the nature and situations in business markets. The aim of business marketing is to handle and solve such cases successfully in longer term as
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4 B2B VERSUS B2C MARKETING [1] Vanessa DiMau-

ro: B2B versus B2C:
The table on the next page compares B2B (business) market with B2C (consumer) markets from various aspects. An Online Commu-
nity Taxonomy. http://

— www.leadernetworks.
Characteristic B2B Market B2C Market com/2013/08/the — art

Sales volume Greater Smaller _of- building —b2b -
Purchase volume Greater Smaller and - b2¢c - communiti-
Number of buyers Fewer Many es.html 30. 08. 2014.
Size of individual buyers | Larger Smaller
Location of buyers Concentrated Diffuse

Buyer-seller Closer More Impersonal
relationship

Nature of channel More direct Less direct
Buying influences Multiple Single/Multiple
Type of negotiations More complex Simpler

Use of reciprocity Yes No

Use of leasing Greater Less

Key promotion method Personal Selling Advertising

B2B versus B2C: An Online Community Taxonomy [1] (details and summary) -Recommended learning material

Online communities are not a new phenomenon, but they are now capturing the hearts and minds of social media users around the globe. There seems to be
an online community for every walk of life or group. But the underlying operations of a given community can vary drastically, depending on whether it is consumer-
focused or a business - to — business community. If you are building or running an online community, or a member of one or more, it is important to understand
the differences to maximize the value of your online home. Some organizations do not realize there are a variety of different online community models to explore
each with its own set of benefits and challenges. Below is a brief overview of the different types of community models:
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How Do YOU DEFINE A BUSINESS TO CONSUMER (B2C) COMMUNITY?

B2C online communities are brand - to — consumer and consumer - to — consumer focused networks, providing a platform for engagement with the brand, or support amongst customers
in using the brands’ products and other points of interest for the brands’ customers. Some communities can also be focused on lifestyle or topical discussions not directly related to a brand’s
products, but for which the brand benefits from brand exposure in maintaining the community.

How DO YOU DEFINE A BUSINESS TO BUSINESS (B2B) COMMUNITY?

B2B online communities are professional networks that contain a blend of content and collaboration opportunities around a shared business — based experience. They are commonly
established between a business and its business customers (e.g. Cisco and Cisco customers), professional associations (e.g. the Institute of Food Technologists) or like - minded professionals
(e.g. Palladium Group Execution Premium Community for strategy practitioners within larger organizations.) Many examples of B2B communities are not visible to the public because serve a
specific, qualified audience and offer a private, gated experience for members. B2B communities tend to be smaller than their B2C counterparts, anywhere from a hundred members upward,
but rarely into the millions of users found on some B2C communities.

WHY ARE B2C ONLINE COMMUNITIES FORMED? WHAT IS THEIR PURPOSE?

B2C communities are predominantly formed to provide a platform for a brand to promote their products.

In the first instance, their purpose is generally to encourage a direct communication between the brand and the customer, either through broadcasting messages to elicit responses, or
monitoring mentions of products and engaging directly with the customer. In the second instance, their purpose is more focused on providing a platform for customers to interact amongst
themselves, whether to achieve a goal, improve a skill or facilitate better use of the brand’s products. Membership in both cases tend to be fleeting, with a brief period of collaboration followed
by passive observance of other’s activity or complete withdrawal from the community until the next need for engagement.

WHY ARE B2B COMMUNITIES FORMED? WHAT IS THEIR PURPOSE?

The purpose of a B2B community is driven by a topic focus or strong connections between members and the community’s sponsor. Companies often build online communities to bring
clients and prospects together in a private space where they can discuss the business at hand.
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Unlike the “collaborate and evaporate” model often found in B2C communities, members of a B2B community often develop long — term working relationships and on - going collabo-
ration activities. Many B2B communities have a vertical focus, with members from the same industry, specialty or job role. Often they already know each other through prior face - to - face
encounters and are therefore more likely to share information and provide peer — peer support among fellow colleagues.

ARE THERE DIFFERENCES IN FACILITATING AND MANAGING THE DIFFERENT COMMUNITY TYPES?
Because of the focused nature of B2B communities, they are often more “high-touch” than B2C communities. In B2B communities, where the goal is to better understand customer or
partner needs from a product or service offering, the value of the community resides in detailed exchanges between members, and between members and the firm. These exchanges inform

departments such as R&D and product development with better data on which to base product updates, new service lines or even new business initiatives to meet customer needs.

The professional focus of B2B communities means members are much less likely to behave inappropriately than in a wide — open, public community of anonymous users. Most contribu-
tions to a B2B community — such as message posts and content contributions like blog entries or paper submissions — can go live on the site instantly.

The social design of a B2B community requires the facilitator to be skilled at crafting social dynamics that offer protection from exposure for members professionals are (generally) better

at solving problems for others than asking for help. Cultivating a give — and - take relationship around sharing knowledge is a necessary activity through outreach and respectful but persistent
engagement tactics.

On the other hand B2C communities can also focus on R&D and product development, so similar techniques can be utilized. However in terms of the more common communities of
interest or circumstance, as participants are more often than not anonymous so contributions require a higher level of oversight.
Do B2B AND B2C ONLINE COMMUNITIES REQUIRE A DIFFERENT EDITORIAL OR CONTENT PLAN?

Whether it is a B2B or B2C online community, it is no secret that members come for content and stay for community. However, the nature and tenor of the content that succeeds in each
kind of community varies widely. While seemingly counter - intuitive, B2B communities require less information to be displayed on the site.

Effective B2B communities need to offer a managed selection of interactions and information for members. Each piece of content or interaction needs to be present for a reason. Even user
generated content (UGC) is well served by putting it through a voluntary (user option) editing process to help a member’s writing be as powerful as possible.
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B2C communities on the other hand are often best served with a larger volume of content. This could either be long - tail content such as informational articles or how - to guides, or
disposable topical content designed to engage in the moment. Often, the most successful broadcast content is that which succeeds in riding meme waves early enough in the virility curve, thus
achieving both reach and brand recognition as the meme progresses. Successful on - site content is usually SEO friendly guides written by the community, or articles written by the Community
Manager focusing on community interests or topics in need of new community participants.

What always holds true, however, is that well - written, clearly targeted content will succeed, regardless of whether you're talking to a B2B or a B2C audience. And while the approaches of B2B
and B2C communities may vary, brands operating in both sectors can learn some tips and tricks from their counterparts.




ppp bemutaté anyag

2. Features of business marketing

2.2 Differences between
business market and consumer
market




1 What Distinguishes B2B from
B2C? -1

« B2B: goods or services are sold for any
use other than personal consumption

* Products to be incorporated into other

products, used, consumed, or resold

 The nature of the customer and
how the product is used
distinguishes business and
consumer goods marketing




1 What Distinguishes B2B from
B2C? - 2

* Business marketers serve the largest
markets of all.

 Dollar volume of the business market

greatly exceeds the consumer market.

* A single customer can account for
enormous levels of purchasing activity.
Business to Business (B2B)
Marketing is Huge




2 A sample for B2C and B2B

The Consumer Market (B2C) and the Business Market (B2B) at

Dell Inc.

B>

Individuals &

Customers: Households

PCs
Selected Printers

Products: Consumer
Electronics
Simple Service

Agreements

Businesses
Global Institutions Government

Federal
Large corporations Hea“h(fare Stat
Small & Medium Education I_oacael
sized businesses

PCs

Enterprise Storage
Servers

Complex Service Offerings
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3 B2B versus B2C Marketing

Characteristic B2B Market B2C Market
Purchase volume Greater Smaller
Number of buyers Fewer Many

Size of individual buyers | Larger Smaller

Location of buyers Concentrated Diffuse

Buyer-seller Closer More Impersonal
relationship

Nature of channel More direct Less direct
Buying influences Multiple Single/Multiple

Type of negotiations More complex Simpler

Use of reciprocity Yes No
Key promotion method |Personal Selling Advertising
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2.3 How can we make difference business market and consumer market?

1. WHAT ARE BUSINESS PRODUCTS?
- Used to manufacture other products

- Become part of another product

- Aid in the normal operations of an organization
— Are acquired for resale without change in form

— A product purchased for personal use is considered a consumer good

2. CONSUMER PRODUCT OR BUSINESS PRODUCT?
- If Mr. Clean is used by the ultimate consumer to clean his/her house, it is a consumer product

- If Mr. Clean is being used to clean a hospital or a university, it is a business product
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3.Is 1T A B2C OR A B2B TRANSACTION?

- You buy a gear to fix your mountain bike. - B2C

— Ford buys the same gear to fix a machine. - B2B

— Xerox buys soft drinks for its cafeterias. - B2B

- You start a landscaping business and purchase a lawnmower. - B2B

— The U.S. government buys...anything. - B2B (B2G)

4. SOME CONSUMER PRODUCTS BECOME INDUSTRIAL PRODUCTS

- J.M. Smucker Company sells their jellies and jams to ultimate consumers as household food products but also markets them as fillings and yogurt additives for other company’s products.

- Many companies successfully sell to both consumer and business markets.




How to Use Facebook for Business 1] — (details and summary) - Recommended
learning material

Your business is for your customers. Build relationships with them; reach new people and drive sales using Facebook.

Over one billion people like and comment an average of 3.2 billion times every day. When you have a strong presence on Facebook, your business is part of
these conversations and has access to the most powerful kind of word - of - mouth marketing — recommendations between friends.

Step 1 Build Your Page - Create a Facebook Page

It’s free to set up a Page and it only takes a few minutes to get started. Choose a cover photo that represents your brand and showcases your product or service.
It’s the first thing people will see when they visit your Page. Your Page is the central place to grow your business, build your brand and develop relationships with
your customers.

You’re ready to create your first post

You can create different kinds of posts on your Page including updates, photos, videos and questions. The people who like your Page will see some of your posts
in their news feed. News feed is where people spend their time on Facebook - in fact, 40% of their time. It’s where people share the most important parts of their
lives and where businesses can engage them in conversation

Invite people you know to like your Page

You've probably got a community of friends, family, customers and employees who care about your business. Invite them to like your Page.

Step 2 Connect With People

Now that you have a Page, it’s time to reach your current and potential customers. Connect with people who are the right fit for your business using Facebook

Ads. Facebook Ads are paid messages coming from businesses and they can include social context about friends. People who like your Page spend an average of 2
times more as your customers than people who aren’t connected to you on Facebook.
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[1] based on www.face-
book.com
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Reach the right audience

Have an idea of the ideal customer you want to target. After choosing your ads and sponsored stories, you will be able to choose the specific audience for your ad. Location, Age and Gender
allow you to choose the basic demographics of the audience you want to reach

Test Multiple Ads

Running multiple versions of ads can help determine what your target audience will respond the best to. For example, different graphics are being tested for the same customer group to
see which version works better.

Step 3 - Engage Your Audience

When you post content and have conversations on your Page, you're building loyalty and creating opportunities to generate sales. Learn how to create content that will keep your audience
interested.

Post quality content regularly. When people like your Page, they’re saying that they care about your business and want to know what’s going on. Posting relevant content is the most impor-
tant thing you can do to keep them interested.

Step 4 - Influence Friends of Fans

Encourage people to interact with your business. Word of mouth is the strongest form of advertising. When someone interacts with your business on Facebook it creates a story. People can
see when their friends endorse your business by liking your Page or connecting with it, and it can influence their own purchasing decisions.
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2. Features of business marketing

2.3 How can we make
difference business market and
consumer market?




1 What Are Business Products?

e Used to manufacture other products

e Become part of another product

~/1q the

Aid in the normal operations of
an organization

Are acquired for resale
without change in form

A product purchased for personal use is
considered a consumer good




2 Consumer Product or —
Business Product? o

 If Mr. Clean is used by the
final consumer to clean his/
her house,

it is @ consumer product

If Mr. Clean is being used

to clean a hospital or a
university,

it is @ business product




3Isita B2C
or a B2B
Transaction?

U buy a gear to fix your mountain

Ford buys the same gear to fix a
machine.

B2B
Xerox buys soft drinks for its cafeterias.
B2B

You start a landscaping business and
purchase a lawnmower.

B2B
The U.S. government buys...anything.
B2B (B2G)

4



4 Some consumer products
become industrial products

* J.M. Smucker Company sells their jellies
and jams to final consumers as
household food products
- but also markets them as fillings and

yogurt additives for other company’s
products.

Many companies successfully =
sell to both consumer and 5
business markets.
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3. Fejezet
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3.1 Why is there difference between business buyers?

1. PROFESSIONAL MARKETER

- Focus on Profitability
- Understand forces that affect profitability
— Align resource allocation to revenues and profits that will be secured by future business

- Partner with Customers
— Marketers don’t just sell to customers; they develop a form of partnership for the purpose of serving and adding value for their consumer
— This strategy can result in becoming a preferred vendor

2. MARKETING’S CROSS - FUNCTIONAL RELATIONSHIPS
- Professional business marketers act as an integrator between various functional areas within the company

- Functional areas include:
- Manufacturing
- Research & Development (R&D)
— Customer Service
— Accounting
- Logistics
— Procurement
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3. BASIC ASPECTS TO DISTINGUISH BUSINESS BUYERS
- What is the aim of their buying?

- As raw material, semi - finished goods, manufacturing equipment, facilities for the offices, land, prestige etc.
- How structured is their buying?

- Aim and limit of laws, role of company - rules

- Who can be supplier for them?

4. CATEGORIES OF BUSINESS MARKET CUSTOMERS

The following figure summarizes the different categories of business market customers which will be discussed detailed in the next subchapters (3.2 and 3.3 and 3.4).

. OEMs
Commercial [l
Firms ——__ Wholesalers
Retailers

Governments [hitetin State
Municipal County
Unions Civic clubs Churches
Foundations Nonprofits Other
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3. Types of business buyers

3.1 Why is there difference
between business buyers?
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1 Professional Marketers

* Focus on Profitability
— Understand forces that affect profitability
— Align resource allocation to revenues and profits that will

be secured by future business
* Partner with Customers

— Marketers don’t just sell to customers; they develop a
form of partnership for the purpose of serving and
adding value for their consumer

— This strategy can result in becoming a preferred vendor

2
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2 Marketing’s Cross-Functional
Relationships

e Professional business marketers act as an
integrator between various functional areas within

the company

 Functional areas include:

— Manufacturing - Research & Development
(R&D)

— Customer Service - Accounting
— Logistics - Procurement




3 Basic aspects to distinguish
business buyers

 What is the aim of their buying?

— As raw material, semi finished goods,
manufacturing equipment, facilities for the offices,
land, prestige etc.

 How structured is their buying?

— Aim and limit of laws, role of company-rules

 Who can be supplier for them?
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4 Categories of Business Market
Customers
Commercial [l OEMs
Firms —~—_, Wholesalers

Retailers

Governments Fed"’:ré.“ State
Municipal County
Unions Civic clubs Churches
Foundations Nonprofits Other
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3.2 Profit - oriented companies

1. THREE CATEGORIES OF COMMERCIAL CUSTOMERS:
a) Users
b) OEMs

¢) Dealers and distributors

2. PROFIT — ORIENTED COMPANIES — USERS

Users purchase industrial products or services to produce other goods or services that are, in turn, sold in the business
or consumer markets.

Example: Toyota buys machines to produce cars that are sold to consumers and businesses. Toyota is a user in this
context.
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3. PROFIT — ORIENTED COMPANIES - OEMs [1] http://www.inc.com/
encyclopedia/distribu-

An original equipment manufacturer (OEM) manufactures products or components that are purchased by a company and retailed under that purchasing  torships — and - deal-
company’s brand name. erships.html#ixzz3Dm-
R5xQ5W 25. 06. 2014.
For example when you buy an LG computer you do not know the brand names of

spare part
producers

4. PROFIT — ORIENTED COMPANIES — DEALERS AND DISTRIBUTORS

The Dealer [1]

A dealership is sometimes called a retail distributor. It is similar to a distributorship, except that a dealer usually sells only to the public. Unlike other types of
franchisees, including some distributors, a dealer rarely carries a single product line. Even in the auto industry, a major dealer will carry competing products, often
on the same site, but these will be differentiated by being each in its own building.

By operating as a dealer for a branded product, the dealership in effect participates, but at second hand, in the producer’s total marketing schemeenjoying
national advertising support, receiving training, and taking advantage of incentive programs.

The Distributor

The distributor is a wholesaler or middleman engaged in the distribution of a category of goods especially to retailers.

The distributor is an independent selling agent who has a contract to sell the products of a manufacturer. The distributor cannot represent him - or herself as
the producer but may display the producer’s trade name in signage and in the sales situation. Depending on the relative power of the producer, the distributor may

be limited to selling only one brand of a product; in practice the strong distributors will have much more freedom. The distributor usually has an exclusive territory
which may be part of a metro area or, depending on the product, may be a large territory including more than one state.
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Distributors pay wholesale prices for the product and then distribute to dealers who pay dealer price.

Variants to this general pattern exist. One such is the contract distributor who purchases a product from a producer, consolidates it with other products thus adding value, and resells the
product. A contract distributor differs from a wholesaler in that a wholesaler merely purchases a product, along with other products from different manufacturers, and resells the product with
little if any changes.

Being an independent entity, the distributor’s operations are not under the direct managerial control of a producer. Producers, however, influence the distributor by providing common
methods for display, for inventory management, producing national advertising and symbolism, and offering incentives. Some of these internal matters may be governed by the general contract
under which distributors and producers operate
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3. Types of business buyers

3.2 Profit-oriented companies
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1 Categories of Business Market
Customers
Commercial [l OEMs
Firms —~—_, Wholesalers

Retailers

Governments Fed"’:ré.“ State
Municipal County
Unions Civic clubs Churches
Foundations Nonprofits Other




2 Profit-oriented companies

Three categories of Commercial Customers:

1. Users
2. OEMs

3. Dealers and distributors
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2 Profit-oriented companies -
Users

e Users purchase industrial products or services to
produce other goods or services that are, in
turn, sold in the business or consumer markets.

 Example: Toyota buys
machines to produce cars
that are sold to consumers
and busmesses




2 Profit-oriented companies -
OEMs

* Original Equipment Manufacturers

* An original equipment manufacturer (OEM)
manufactures products or components that are

purchased by a company and retailed under that
purchasing company's brand name.

For example when you buy an LG
computer you do not know the
brand names of spare part
producers
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2 Profit-oriented Qv\
companies - Dealers & A

ana distributors

* A dealership is
sometimes called a retail distributor,

* dealer usually sells to the public

* The distributor is a wholesaler or middleman
engaged in the distribution of a category of goods
especially to retailers

The distributor cannot represent him- or herself as
the producer

The distributor usually has an exclusive territory

6
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3.3 Governments and administrative organisations

1. GOVERNMENT ORGANIZATIONS
- Include domestic units of federal, state, local and foreign governments

— These organizations are state, — or federal owned and have administrative, control or legal roles and functions
— Public laws play the dominant role which specify contractual arrangements

- Knowledge of both government requirement and actual legal regulations need