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Abstract 
 

 

Currently, the world faces a huge problem that the population age structure is changing since the 

oldest people segment grow at a quicker speed than the rest of the age segments in many 

countries. According to statics and prediction, the Chinese population is aging at a dramatically 

fast speed. Dementia is a progressive, disabling, chronic disease affecting 5% of all persons above 

65 and more than 40% of people over 90.  In order to reduce the burden of carers who are 

responsible to look after the elderly people with dementia, an e-health service system, as an 

assistive tool, provides a possibility for them. The high demand and low supply indicates that there 

is a need to spend time in conducting a study about the Chinese distributors buying behavior when 

they purchase an e-health service system for the first time. 

The purpose of this study is to explore the Chinese distributors buying behavior when they 

purchase a e-health service system for elderly people with dementia. From the research problem, 

it afterwards develops three research questions about the buying process, buying center, and 

factors influencing the buying process and the buying center.     

The research approach of this thesis is deductive and qualitative and a multi-case study strategy 

has been chosen. In this study, both state-owned and private-owned distributors have been 

evaluated. Among the four organizations, three of them are located in the mainland China while 

one is located in Hong Kong. The persons who have rich working experience in purchasing sectors 

or persons possess lots of relevant information of organizational purchasing in health care 

industry are selected as interviewees.  

Empirical data from four cases were analyzed by within-case analysis and cross-case analysis. As a 

result, the findings indicate that generally speaking most Chinese distributors implement the 

seven-step buying process suggested by Jobber and Lancaster (2006). It is of great importance to 

examine the buying center to find out and reach to the key persons for a first-time purchase.  The 

Chinese distributors organizational buying behavior when they purchase the e-health service 

system for people with dementia is diversified due to the huge areas and regions within the 

country and different kinds of ownerships.  
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Figure1.1: A Chinese 
woman who is suffering 
from dementia disease 
Sources: The New York 
Times 

 

Chapter One: Introduction  
 

 

This chapter introduces the background of this study with an emphasis on the necessity of 

conducting this research. The research problem and questions are developed in the end of this 

chapter. 

1.1 Background of the Study  

1.1.1 Dementia 

Nowadays, the world faces a huge problem that the population age structure is 

changing. Oldest people grow at a quicker speed than the rest of  age segments in 

many countries, which means more and more old people confront different levels 

of  dementia disease.  ‘Dementia is a progressive, disabling, chronic disease affecting 

5% of  all persons above 65 and over 40% of  people over 90’1. Globally 35 million 

people currently are living with dementia. 58% of  them are from low- and middle-

income countries. By the year of  2050, this figure has been estimated to rise to 71% 

of  the total. Eastern Asia and southern Asia will see dementia growth rates more 

than double in the coming 20 years2.   

The risk of gaining dementia is increased by age. Chinese population is aging at a 

dramatically fast speed. Life expectancy in China has been changed from 

68.4 years in 1990 to 73.8 in 2008. The percentage of people over 65 years old 

will take up 7.8% in 2005 and will approximately rise to 16.3% in 2030.  

Dementia is ‘a descriptive term for a collection of  symptoms that can be caused by a number of  disorders 

that affect the brain’3. Symptoms vary among different people. According to The Global Voice on Dementia, the 

most common primary symptoms4 are: memory loss, difficulty in performing familiar tasks, problems with 

language, disorientation to time and place, poor or decreased judgment, problems with keeping track of  

things, misplacing things, changes in mood or behavior, and loss of  initiative (See Appendix I).  

                                                             

1 http://eprints.ulster.ac.uk/11525/1/20070417.embargo.ICMCCpaper.pdf Retrieved 14 June, 2011 

2 http://www.who.int/bulletin/volumes/89/3/11-020311/en/index.html Retrieved 31 August, 2011 

3 http://www.ninds.nih.gov/disorders/dementias/dementia.htm Retrieved 31 August, 2011 

4 http://www.alz.co.uk/info/early-symptoms Retrieved 31 August, 2011 

http://eprints.ulster.ac.uk/11525/1/20070417.embargo.ICMCCpaper.pdf
http://www.who.int/bulletin/volumes/89/3/11-020311/en/index.html
http://www.ninds.nih.gov/disorders/dementias/dementia.htm
http://www.alz.co.uk/info/early-symptoms
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The memory loss may appear to be for example, a person with dementia will forget their neighbor’s name 

and the context while an ordinary person may forget their neighbor’s name but they still know the person. 

An explanation of  difficulty in performing familiar tasks for example a person with dementia may forget a 

right order for preparing a meal and an appropriate time to turn on an oven. Occasionally everyone has 

trouble in finding the right word while a person with dementia often forgets simple words or using unusual 

words. It is hard for others to understand their speech and written text for normal people. Thus these result 

in difficulties for them to communicate with others and are harmful for one to maintain their social 

network.  Anyone can temporarily misplace his or her wallet or keys but a person with dementia may put 

things in unusual places for example putting an iron in a refrigerator or a wristwatch in a sugar bowl. A 

person with dementia may become unusually emotional and experience rapid mood swings for no apparent 

reason, or alternatively a person with dementia may show less emotion than was usual previously. 

All of the symptoms will make them live as abnormal persons and gradually they will lose their confidence 

and don’t trust themselves. Even more, they may experience personality changes and psychological 

inconvenience such as anxiety and delusionsy2. In China, because of  a lack of  awareness about the social 

problem, many dementia patients were confined to the psychiatric wards of  hospitals, where steel bars are 

placed over the windows5. Therefore, in order to let dementia people not be treated badly and lead a better 

life, their families have to take the burden to look after them. Especially the accelerating aging pace of  

dementia in Asia brings in a huge burden to their family members. Dementia care was listed as one of  the 

priorities of  mental health services in the Mental Health Plan 2002–2010 in China. 

As we all know, nowadays people live in big cities with fast tempo, huge stress and little leisure time. And 

consequently, this makes a full-time worker has not enough time to take care of  a dementia person at home. 

Although the Chinese have a tradition of  caring for their elders at home, families in big cities complain 

about a lack of  options. A social problem and conflict between the need from elderly people with dementia 

and their families’ lack of  time has been aroused. Therefore, there is a need to help dementia people find 

out more assistive tools due to the development of  information technology. The development of  IT 

provides a possibility for the carers who have to look after the elderly people with dementia to seek for 

helps from e-service.  

1.1.2 e-Service 

The notion of  e-service has been increasingly recognized by both researchers and practitioners as being one 

of  the key determinants in successful e-commerce. Hoffman and Bateson (1997, p. 5; cited by Rowley, 2006) 

state that “services can be defined as deeds, efforts, or performance”. In parallel, the term e-service is 

described as ‘e-service is deeds, efforts or performances whose delivery is mediated by information 

technology (including the Web, information kiosks and mobile devices)’ (Rowley, 2006, p.341). This 

definition extends e-service to all possibilities where service is delivered by information technology. The 

                                                             
5
 http://www.nytimes.com/2011/01/13/world/asia/13shanghai.html  Retrieved 31 August, 2011 

http://topics.nytimes.com/top/news/health/diseasesconditionsandhealthtopics/hospitals/index.html?inline=nyt-classifier
http://www.nytimes.com/2011/01/13/world/asia/13shanghai.html
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concept of  e-service is at the convergence of  two most important long-term trends which are the shifting 

of  the overall economy from goods to services and the rapid expansion of  the information economy and 

electronic networks (Rust and Kannan, 2002).  

In contemporary society, e-service facilitates people’s life by providing various e-service products such as e-

banks, e-tickets, e-health products and so forth. E-service provides possibilities to make life simple, easy and 

more convenient to live.   

E-service is becoming increasingly important not only in determining the success or failure of electronic 

commerce, but also in providing consumers with a greater experience with respect to the interactive flow of  

information, according to Rowley (2006). The development of  information technology is changing the 

interaction between the service firms and their consumers, and increasing number of  research and practice 

issues related to the delivery of  e-service. It has also created lots of  possibility to technology-based self-

service. New technologies such as wireless, broadband, data-ware-housing, data-mining, agent technologies 

is creating new business opportunities and capabilities to access customers and serve customers (Rust and 

Kannan, 2002). 

1.1.3 e-Health 

Eysenbach states that information technology creates new opportunities and challenges to traditional health 

care. E-health has been commonly talked about nowadays and it is increasingly becoming a ‘buzzword’. The 

creation and utilization of  this term is along with various words including e- such as e-commerce, e-business, 

and e-solution and so on. The purpose of  using this word is to deliver the ‘promise, principles and 

excitement’ around e-commerce to health care area. But this relatively new term has only been clearly 

defined by a few people. The utilization of e-health has been used more often by industry leaders and 

marketing people rather than researchers6.  

In the later part of  this article, Eysenbach says e-health is ‘an emerging field in the intersection of  medical 

informatics, public health and business’. It refers to health services are delivered and improved by the 

Internet and other related technologies. The abbreviation ‘e’ in the word of  ‘e-health’ implies a number of  

electronic tools.   

Maheu et al. (2001) make a definition of  e-health as all forms of  electronic health care delivered over the 

Internet, ranging from informational, educational, and commercial ‘products’ to direct service offered by 

professional, nonprofessionals, business, or consumers themselves. E-health is making health care much 

more efficient.  

The increasing development of  technologies could be employed by health care. Currently various kinds of  

e-health service devices are on market in order to help dementia people better their daily life. This study will 

focus on one sort of  wireless health care service system for elderly with dementia, which has been described 

                                                             
6
  http://www.ncbi.nlm.nih.gov/pmc/articles/PMC1761894/ Retrieved 31 August, 2011   

http://www.ncbi.nlm.nih.gov/pmc/articles/PMC1761894/
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by Lin et al. (2006). The service modes and principles of  the e-health service system will be explained in 

detail in Chapter Two. This wireless service system aims to improve the passive and manpowered way of  

searching the missing patient with the help of  the information technology. It provides four monitoring 

schemes including indoor residence monitoring and outdoor activity. The purpose of  the e-health service 

system is to provide an assistive tool for elderly people with dementia to navigate their daily life by 

themselves. Therefore it provides a possibility of  dementia people to achieve it as they wish. The system 

integrate radio frequency identification (RFID), global positioning system (GPS), global system for mobile 

communications (GSM), and geographic information system (GIS) and build a stray presentation system for 

elderly people suffering from dementia without disturbing their daily life.  

1.2 Organizational Buying Behavior 
China’s overall e-health service market size has a significant potential of  growth. If  foreign e-health service 

system providers want to sell their products to the majority of  the country, they ought to rely on a 

combination of  distribution channels in China to achieve their end users. Three distribution alternatives will 

be available to foreign manufacturers: 1) Chinese state-owned distribution companies, 2) private owned 

trading companies, and 3) Hong Kong distributors7.  

According to a report named Investing in China’s Pharmaceutical Industry (2nd Edition) which has been written by 

PricewaterhouseCoopers, China’s distribution chain has three tiers8. It is described in the figure below. 

 

 

 

 

 

 

 

 

Figure1.2: China distribution channels overview 

Source: Investing in China’s Pharmaceutical Industry 2nd Edition, p. 18 

According to Baptista and Forsberg (1997), to make effective marketing strategies, it is significantly 

important for the industrial marketers to understand organizational buying behavior as it is inherently based 

on the knowledge about the buyers. They further state that many researchers consider that industrial buying 

behavior (IBB) and organizational buying behavior (OBB), buying process and purchasing process are two 

                                                             
7 http://www.onemedplace.com/forum/wp-content/uploads/2010/12/Entering_China_MD.pdf   Retrieved 20 September, 2011 

8
 http://www.pwc.be/en/pharma/pharma-Investing-in-Chinas-Pharmaceutica.pdf Retrieved 22 October, 2011 

 

Pharmaceutical companies Wholesalers 

Hospitals Pharmacies 

Patients 

http://www.onemedplace.com/forum/wp-content/uploads/2010/12/Entering_China_MD.pdf
http://www.pwc.be/en/pharma/pharma-Investing-in-Chinas-Pharmaceutica.pdf
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Figure 1.3: A recreation room at the Shanghai 

No. 3 Elderly Home, which cares for people 

with Alzheimer’s disease or dementia (Sources: 

The New York Times5).  

groups of  synonymous. Some researchers believe that industrial buying behavior is a part of  organizational 

buying behavior.  In this study, IBB and OBB are regarded as synonymous. 

Jobber and Lancaster (2006) state that it is very important to understand that there are more than one 

person who can influence an organizational buying decision. The buying decision is made by their buying 

center or decision-making unit (DMU). Webster and Wind (1972) consider that an organizational marketing 

strategy decision contains the prediction of  buyer behavior. Therefore, it is necessary to conduct evaluate 

the Chinese distributors organizational buying behavior when they purchase the e-health service system for 

elder people with dementia. 

1.3 Problem Discussion  
In contemporary world, many countries are struggling to solve rapidly aging populations. The structure of  

population age has been changed a lot for the past decade. And this structure will be dramatically changed in 

the next three decades. In China, the Chinese government faces the same society problem partly because of  

the ‘One family, one child’ policy. Chinese government’s one-child policy will bring in a declining number of  

working-age labor forces to take care of  dementia people.  It is predicted that within three decades there 

could be nearly 400 million people over the age of  60. Population ageing is the progressive ageing of  the 

older population itself, as the oldest people are growing at a faster pace than any other age groups in China.  

Dementia is a progressive, disabling, chronic disease disturbing 5% of  all persons above 65 and over 40% 

of  people over 90 years. Dementia disease commonly exists among elderly people. The risk of  dementia 

increases by age, and therefore the numbers will increase enormously as the age structure undergoes a major 

shift in the coming several decades.  There is a huge demand of  the e-health service system for elderly 

people with dementia and the demand has been predicted to be even larger. 

Traditionally, families take care of  the elderly people in 

China. Nowadays, some elder people are moving into 

nursing home since it is difficult for a young couple to take 

care of  their parents and their grandparents, who are in high 

risk of  gaining dementia. In order to cater the needs of  

elderly people and their families, therefore, searching for new 

effective sources to support dementia patient is critically 

important. In this sense, from the carers’ perspective, they 

are keenly to purchase an assistive tool for elderly families 

who have dementia. 

Information technology facilitates means of  service 

delivery and provides benefits to customers. Customers can be offered additional services, convenience and 

control. The using of  e-health care service system gives a possibility for elderly people with dementia to 

cope with mental health problems such as memory loss, barriers in language and communication with 
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people, disorientation to time and place, loss of  initiative, and so on. The research and development in e-

health products and service bright up elderly people with dementia to memorize, better their performance in 

daily life, conserve their social contacts, and eventually increase their safeness. 

Seth et al. (2005) state little attention has been given in the academic literature regarding to use IT to 

enhance service delivery and customer care services for achieving competitive position in mobile industry. 

The purpose of  this thesis is an attempt to cope with the raised issues. 

The purpose of  the wireless health care service system is to improve the passive and manpowered way of  

searching the missing patient with the help of  the information technology. The integration of  RFID, GPS, 

GSM and GIS provide the possibility to satisfy the needs both from careers by providing convenience 

mobile service and from the elderly people suffering from dementia by providing service without 

interrupting the patients’ daily life. This service system provides four monitoring schemes, including indoor 

residence monitoring and outdoor activity. 

Hence, there is a need/problem to purchase mobile device. The growing number of  dementia population in 

China provides a huge market for wireless health care service system for service providers.  For marketing 

managers, the first step is to consider how to look for a distributor and which kinds of  influencing factors 

will impact distributors purchasing decision and how each influencing factor works. Therefore, it is 

important to understand organizational buying behavior in purchasing activities and from a strategic 

manufacture marketing managerial viewpoint, which has been discussed in the previously. The 

understanding of  the prediction of  buyer behavior will be helpful to a marketing manager from a 

manufacture to adjust the company’s marketing strategy.  

Most researchers categorize organizational buying behavior into three fields: the buying process, the buying 

center and factors influencing the buying center (Wind and Thomas, 1980). There are many influencing 

factors on buying center.  

In the section above, it introduced the background of  this research. It is of  great importance to understand 

organizational buying behavior in purchasing activities and from a strategic managerial viewpoint was 

discussed. The understanding of  the prediction of  buyer behavior will be helpful to a marketing manager 

from a manufacture to adjust the company’s marketing strategy. The e-health care industry was selected as 

an appropriate researchable line of  industry. The significance of  the e-service in health care industry was 

indicated.  

China’s large and aging population combined with its recently announced health care reforms, combine to 

make it one of  the largest potential markets in the world. With rapid economic development and rising 

healthcare demand, China’s healthcare and medical devices markets have witnessed strong growth over the 

past three decades. 



 14 

Figure 1.4: A schematic diagram of  

how this thesis will be structured 

1.4 Overall Purpose  
The reason to conduct this study is because there is a general lack of  the literature in this area. The purpose 

of  this study is to gain an understanding of  how Chinese distributors organizational buying behaviors are 

when they purchased e-health service system from a service provider of  wireless health care service system 

for elderly with dementia. Therefore, Research Problem of  this study is to examine: How can Chinese 

distributors organizational buying behavior be described when they purchase e-health service 

system for elderly people with dementia? 

1.5 Research Questions 
Based on the fields suggested by Wind and Thomas (1980), the research questions are developed as follows. 

Research Question 1: How can the Chinese distributors buying process be described when they purchase 

e-health service system for elderly people with dementia? 

Research Question 2: How can the Chinese distributors buying center be described when they purchase e-

health service system for elderly people with dementia? 

Research Question 3: How can factors influencing the Chinese distributors buying process and buying 

center be described when they purchase e-health service system for elderly people with dementia? 

1.6 Outline Overview 
Figure 1.3 shows a schematic diagram of  how this report will be 

structured.  Chapter One presented the background knowledge 

concerning to this research. It also elaborated the necessity and of  

this study. These pointed to an overall purpose. Finally it 

generated the research problem.  Chapter Two will provide a 

brief  literature overview concerning to e-service and 

organizational buying behavior. Chapter Three will narrow down 

the research to form a framework which will provide a basis for 

developing an interview guide. Chapter Four provides readers 

how to conduct this research. Chapter Five will present the 

collected empirical data.  Chapter Six will provide the analysis of  

the collected data previously.  In the final chapter, Chapter Seven 

will provide the findings and conclusions, and make further 

recommendations 
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Chapter Two: Literature Overview  

 

Literature is mainly from the e-library of Luleå University of Technology (LTU) such as 

Emerald Insight. Some other literatures are found by using the searching engine of Google 

scholar. In this part, the author will provide an overview of the literature mainly in e-service 

and organizational buying behavior. The knowledge in e-service starts with the concept of 

service, e-service and e-health. Introduction to previous theoretical work in organizational 

buying behavior can be categorized into three parts: the buying process, the buying center 

and the influencing factors of the organizational buying process and the buying center. 

2.1 Service, e-Services, e-Health  

2.1.1 Service 

This section will firstly introduce several concepts of  service, e-service and e-health.  The author will start 

with the nature of  e-service by presenting the definition of  e-service. After that, e-service experience will be 

introduced by the discussion of  the defining characteristic of  e-service involving the utilization of  e-service 

in health care will be presented as well.    

Hoffman and Bateson (1997, p.5) indicate that “services can be defined as deeds, efforts, or performance”. 

Many scholars regard services as activities, deeds or processes, and interactions (Rowley, 2006). Edvardsson 

(2005) hold the opinion that service as part of  the wider concept of  the product. Hence, products involve 

goods and services in combination. According to Grönroos (2000), most definitions of  service concentrate 

on customer and the fact that services can be offered as solutions to customers’ problems.  

However, service is different from a physical product. It has its own characteristics of  IHIP (inseparability, 

heterogeneity, intangibility and perishability), According to Hoffman and Bateson (1997). Intangibility: a 

distinguishing characteristic of  services that makes them unable to be touched or sensed in the same 

manner as physical goods. Inseparability: a distinguishing characteristic of  services that reflects the 

interconnection among the service provider, the customer involved in receiving the service, and other 

customers sharing the service experience. Heterogeneity: a distinguishing characteristic of  services that 

reflects the variation in consistency from one service transaction to the next. Perishability: a distinguishing 

characteristic of  services in that they cannot be saved, their unused capacity cannot be reserved, and they 

cannot be inventoried. 
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2.1.2 e-Service  

To provide an understanding of  e-service to readers, the author begins with the concept of  e-service. 

Rowley (2006) says that e-service is “technology-mediated or facilitated” service. Rowley (2006) states that 

there are many researchers describe e-service as an information service and self-service. Reynolds (2000) 

defines e-service as web-based service. Boyer et al. (2002) state that e-service is interactive services that are 

delivered on the Internet. 

Rowley (2006) notes in order to make an appropriate definition of  e-service and meanwhile with the 

extension of  the term in a wider range, e-service is described as service which is delivered with the 

mediation of  information technology by all applications. It refers to all media, all sorts of  interactions. Thus, 

e-service is defined as ‘deeds, efforts or performances whose delivery is mediated by information 

technology (including the Web, information kiosks and mobile devices)’.  

Some researchers consider that e-service does not support relationship building in the same way to face-to 

face since the interaction is between customer and organization rather than from customer to individual 

provider (Schultze, 2003). 

On the other hand, Rowley (2006) states e-service differs from traditional service since it doesn’t restrained 

by physical distance and opening time. Accordingly, it is more convenience and flexible to offer. Customers 

can select the range of  customization design of  a product and how to deliver. Many websites have online 

communities of  the information-based service delivery from customer to customer. A customer present 

clearly several characteristics of  a service experience based according to his/her own experiences, which 

tends to be a peer-to-peer service.   

However, technology mediated e-service is different from original peer-to-peer service. In the view of  the p-

service context, Hoffman and Bateson (1997, p.6) indicate that ‘when a consumer purchases a service, he or 

she purchases an experience’. Then they illustrate the factors that influence the service experience, and 

identify these factors to be: the inanimate environment, contact personnel/service providers, other 

customers, and invisible organization and systems. All of  these elements are considerably affected by 

technology mediation. A basic definition of  the e-service experience which builds on previous definition of  

e-service will be addressed: the e-service experience is the customer’s experience that results from 

purchasing through or engagement with information technology mediated service delivery.   

2.1.3 e-Service in Health Care/e-Health 

Since information technology creates new opportunities and challenges to traditional health care. According 

to Eysenbach (2001)9, these new challenges for the health care mainly contain the interaction capability 

between consumers and their online systems (business to consumer, B2C), improved capability of  data 

                                                             
9 http://www.ncbi.nlm.nih.gov/pmc/articles/PMC1761894/ Retrieved from Aug 03,2011 

http://www.ncbi.nlm.nih.gov/pmc/articles/PMC1761894/
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transmission from institution to institution (business to business, B2B) and new access for communication 

among consumers (consumer to consumer, C2C). 

There is also a need to define e-health in an academic way. Eysenbach (2001) provides a definition of  e-

health: e-health is an emerging field in the intersection of  medical informatics, public health and business. It 

refers to health services are delivered and improved by the Internet and other related technologies’. The 

abbreviation ‘e’ in the word of  ‘e-health’ implies a number of  ‘e’s’ of  electronic tools.  He further states then 

features of  ‘e-health’ in real life:  efficiency, quality enhancement of  care service, evidence based, 

empowerment, encouragement, education, enabling, extending, ethics, and equity.  

2.1.4 e-Health Applications in Health Care for Elderly People with Dementia  

Lin (2006) et al. note that in an aging society chronic diseases are the greatest health threat to the elderly 

nowadays. Generally there are about 75% of  the elderly people having one or more chronic diseases among 

which dementia is one of  the most common. 

Diverse applications have been offered to take care of  the elderly with dementia.  There are many examples 

of  application for dementia elderly people such as utilization of  video games and computers to understand 

the cognitive behavior of  them (Adlam et al., 2004; cited by Lin et al., 2006), and observation of  them by 

monitoring their daily life (Lorincz et al., 2004; cited by Lin et al., 2006). It is very important that keeping 

track of everything without disturb patients’ everyday life.  

Technology integration of  radio frequency identification, global positioning system, global system for 

mobile communications (GSM), and geographic information system (GIS) and so forth can bring in the 

implementation of  those functions mentioned formerly.  It aims to improve the way of  searching for patient 

with the help of  the information technology.  

The research and development of  wireless health care service system is good news to dementia people. The 

system provides four monitoring schemes, including indoor residence monitoring, outdoor activity area 

monitoring, emergency rescue, and remote monitoring modes. According to the functionality design, a 

service platform will be developed to implement all functional schemes. The platform may consist of  a web 

service server, a database server, a message controller server, and a health-GIS (H-GIS) server. Family 

members or volunteer workers can identify the real-time positions of  the missing elderly who is using 

mobile phone PDA, Notebook PC, and various mobile devices through the service platform.  

This system provides four kinds of  service modes. They are illustrated as follows: 

 Indoor residence monitoring mode: This system can automatically detect if  an elderly person with 

dementia enter or leave certain specific areas such as a kitchen or bathroom, or leaves home alone 

without notice. When an elderly person leaves home alone, the system sends a warning message to 

the call center through a wireless network. The neighborhood, care provider, or family member will 

receive the message immediately, allowing sufficient time to prevent the elderly person from 
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encountering any danger. 

 Outdoor activity area monitoring mode: When family members accompany with an elderly person to 

a hospital or for outdoor activities, a pushing on the button of  the locator can set the patients’ 

activity area. Once the patient leaves the preset area, an alarm signal will be sent to family members 

via a GSM network.   

 Emergency rescue mode: when an elderly finds himself  or herself  in an emergency situation, he or 

she can press the emergency rescue button to send an emergency message to the call center. After 

the call center receives this message, it will examine the transmitted data to identify the patient, 

record the emergency situation, and transmit the geographical data, including patient profile and 

location information, to relevant caretakers, search volunteers, and family members. 

 Remove monitoring mode: Family members can connect to the call center through the network 

when they want to know the current location of  an elderly member with dementia. After ID 

authentication, the system will automatically report the current location via a single location report. 

Whenever one of  the mentioned abnormal situations happens to a patient (Figure 2.1), the location-

monitoring device will immediately send out a message containing the patient’s status and GPS information 

to the call center. After the call center receives this data packet, it will convert the longitude and GIS parser, 

and combine this location with other personal information such as characteristics, height, weight, and 

photograph to generate the complete information needed for search and assistance tasks. To facilitate search 

work, different operating interfaces provide careers can obtain relevant information concerning to the 

missing person via mobile phone, PDA, or notebook PC, etc. 

2.2 Organizational Buying Behavior 
This part introduces the basic theory of organizational buying, an understanding of which is fundamental to 

business-to-business marketing. It begins with several concepts of buying and organizational buying 

followed by several models of organizational buying behavior and features of organizational buying 

behavior. Later on, it investigates the buying process, the buying center and factors influencing the buying 

process and the buying center. It concludes with a model proposed by Samli et al. (1988). 

2.2.1 Introduction to Organizational Buying Behavior 

As mentioned in Chapter One, many scholars consider industrial buying behavior and organizational buying 

behavior as synonyms (Baptista and Forsberg, 1997), many classic academic theories and models about 

industrial buying behavior are not newly addressed theories or created models, but there is no evidence 

shows they are wrong. Therefore, they are still useful to this study since there is no evidence showing they 

are incorrect. 

‘Organizational buying behavior is regarded as the larger field incorporating all forms of purchasing made by 

organizations’ (Möller, 1993, p.4). In this study terminologies of purchasing and buying are regarded as 

synonymous. 
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2.2.1.1 Buying and Organizational Buying 

Webster and Wind (1972) stated that ‘buying is a complex process, not an instantaneous act’ (p.1). It 

involves the decision of  ‘the need to purchase products or services, communication among those members 

of  the organization who are involved in the purchase or will use the product or service, information seeking 

activities, the evaluation of  alternative purchasing actions, and the working out of  necessary arrangements 

with supplying organizations’(ibid). 

They further stated that the work responsibility of  organizational buying behavior is usually assigned to 

specialists within the organization. Purchasing activities involves the identification and evaluation of  supplier 

alternatives and the administrative details including establishing working relationships with vendors of  

goods and services. Other issues concerning to the organizational buying process such as the determination 

of  the kind of  materials or items to be purchased and the criteria to be used to examine potential suppliers, 

are the work responsibility of  other members of  the organization (ibid). 

Organizational buying behavior is considered as the decision-making process by establishing the need for 

purchased products and services, identifying and evaluating and choosing among alternatives brands and 

suppliers. The ‘decision making’ includes information-attainment and processing activities, together with 

choice processes and the development of  goals and other criteria to be used in choosing among alternatives 

(ibid). The purpose of  organizational buying is mostly profit –motivated or budget-restrained whatever the 

buying is for resale, production or usage (ibid). 

It is said by Webster and Wind (1972) that ‘organizational (i.e., industrial and institutional) buying usually 

involves many people in the decision process with complex interactions among people and among individual 

and organizational goals’. Webster and Wind (1972) describe organizational buying as a sophisticated 

process in decision making and communication. It takes place over time and several organizational members 

and relationships with other firms and institutions get involved. It is much more complicated than placing 

an order from a supplier.  

2.2.1.2 Models to Understand Organizational Buying Behavior 

In this part, several models of  organizational buying behavior will be shown.  

Webster and Wind (1972) put of  organizational buying into three categories: task, non-task, and complex 

models. They further clarify that the task models are those models which focus on task-related variables 

(such as price) while the non-task models try to explain organizational buying behavior based on a set of  

variables (such as the buyer’s motives) which do not have direct influences on a particular problem to be 

solved by the buying task even if  they may be important determinants of  the final purchasing decision. A 

complex model contains both task and non-task variables.  

Here are two lists of  examples of  task-oriented and non-task oriented models: 

Task-Oriented Models: 
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 The minimum price model 

 The lowest total cost model 

 The rational buyer model 

 The materials management model 

 The reciprocal buying model 

 The constrained choice model 

These six task-oriented models focus on the economic issues. 

Non-task- Oriented Models 

 The self-aggrandizement model 

 The ego-enhancement model 

 The perceived model 

 The dyadic interaction model 

 The lateral relationships model 

 The buying influence model 

 The diffusion process model 

Complex models 

To get a model including different bearings of  organizational buying behavior, Webster and Wind (1972) 

further provide readers a complex model with the consideration of  several sets of  relevant variables. It 

involves individual, group, organizational and environmental variables and both task and non-task oriented 

considerations. Thus, a complex model of  organizational buying process has been created. Since 

organizational buying is a complicated process, single variable models can’t generate ideal accurate and 

reliable results 

 The Decision Process Model 

This is a five-stage process model. It includes (1) problem recognition, (2) identification of  

alternatives, (3) evaluation of  alternatives, (4) selecting a course of  action, and (5) implementation. 

This model emphasized the time dimension and at least opens the door for consideration of  

individual, social, organizational, and environmental influences at each stage of  the process. 

Wind and Thomas (1980) note that organizational buying behavior can be divided into five kinds based on 

academic and industry research: 
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Table 2.1: Classification of  Organizational Buying Research Efforts by Orientation and Scope  

Organizational Buying Research 

Academic Industry 

Focus on description 

and understanding of  

organizational buying 

behavior 

Implicit as part 

of  a broader 

industrial 

marketing 

modeling effort 

Positioning/segmentati

on studies including 

studies of  preferences 

of  new product 

features from  

organizational buyers 

Implicit as part of  market 

response studies (e.g. 

pricing, distribution, 

personal selling and 

advertising studies) 

Descriptive 

studies of  how 

industry buys 

Source: Wind and Thomas (1980) 

Further, Wind and Thomas (1980) mention that the sub-category of  academic studies which is directly 

concerned with a better understanding of  organizational buying behavior can be classified as falling into one 

of  three areas: 1)The buying center (the least studied area), 2) the organizational buying process,  3) 

the factors affecting the organizational buying center and process. 

These three areas set a foundation for organizing much of  the diverse research efforts in organizational 

buying behavior. Afterwards, they further state precisely these major areas below.  

The buying process may involve the stages of: 1) overall buying process, 2) identification of  needs, 3) 

identification of  alternatives (search process), 4) set purchase and usage criteria, 5) evaluate alternative 

buying actions, 6) purchase decisions, 7) post purchase evaluation. 

The buying center includes the main points of: 1) identifying the composition of  the buying center, 2) 

roles of  the buying center, 3) influences in the buying center. 

Samli et al. (1988) note that the influencing factors of  the organizational buying center and process 

include: individual, organizational, environmental, uncertainty, social/ cultural, and government and 

regulatory factors. They call the buying center as the buying unit (ibid). 

The theories of  these three areas will be briefly illustrated in the following sections in this chapter. First the 

author will introduce the buying process, the buying center, and then the factors affecting the organizational 

buying process and the buying center. 

Möller (1985) states it is difficult to create a model of  organizational buying behavior since its complex and 

dynamic character. Organizational buying is described as ‘multi-phased, multi-person, multi-departmental 

and multi-objective processes’. It needs ‘individual, departmental and company-level interactions’. 

Möller (1985) reviews the fundamental conceptualizations of  organizational buying behavior. It involves the 

sub-categories of  the buying process, the phases of  buying process and the contextual factors affecting it. 
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The main theoretical sources have been behavioral decision theory which is generally based on cognitive 

learning, social interaction/influence theory, and organizational psychology (ibid).  

According to Möller (1985), from the perspective of  conceptualizations of  the buying process, the studies 

are generally around the following points:  

Identification of  the general stages or sub-processes of  the buying process, for instance, need identification 

of  product, formation of  buying criteria, evaluation of  alternatives and purchasing decision. 

Definition of  sub-process elements, e.g. tasks carried out and positions and participants related to tasks 

(some of  this study has focused on the buying center) 

In recent, decision or judgmental rules have applied in supplier choice. 
 

Table 2.2: Summary of  Presented Studies Which Review and Categorize OBB 

Author Year Proposed Categories: 

Webster and Wind 1972 Task, non-task, and complex models 
Wind and Thomas 1980 Studies in OBB divided into three major areas: the buying center, the buying 

process, and the factors affecting the organizational buying center and 
process 

Möller 1985 Key conceptualizations: sub-processes of  the buying process, the elements 
of  the process, and the contextual factors affecting it. 

Bunn 1994 Key aspects of  organizational buying as: procedure control, proactive 
focusing, use of  analysis techniques and search for information. 

2.2.1.3 Features of Organizational Buying Behavior 

According to Jobber and Lancaster (2006), in an organizational buying situation, there are many added 

complexities. 

 First of  all, organizational buying decisions are more complex as there are more people are involved 

in the buying process and different people are likely to play different roles: initiator, gatekeeper, 

influencer, decider, buyer/purchaser, user. These roles can be found in most of  the buying 

situations. Each role may be played by a number of  people. Moreover, persons’ role can be changed 

from one buying situation to the other.   

 Second, organizational buying decisions often involve major technical complexities, such as 

equipment evaluation concerning to the product and service.  

 Third, organizational buying decision normally takes longer to make than consumer (individual) 

buying decisions. 

 Fourth, more time will be required for organizational buying decision-making  since in real life there 

are usually significant delays between the application of  marketing effort and getting a buying 

answer. 

 Fifth, every buying organization tends to be significant different from a segmentation perspective 
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since sometimes there is a need to consider each organization as an individual market segment. 

 Sixth, people who are involved in organizational buying in the between of  totally ration and totally 

emotional and irrational. The decision will be influenced by both task and non-task related variables. 

The realization of  this is significant when facing to the situation in real life. 

2.2.2 The Buying Process     

In this part, first of  all, it will introduce the steps of  the buying process from several models.  

2.2.2.1 Webster and Wind’s model 

Webster and Wind (1972) state that in a new purchasing situation that the organization probably will go 

through the entire buying stages, while in a rebuy situation some shortcut route will be undertaken. The core 

part of  organizational buying process is the organizational decision-making process, which is considered to 

be a complex process going through various stages, takes place over time, involves several members within 

the organization and also includes relationships with other organizations.  

Webster and Wind (1972) create a general model of  organizational decision processes consisting of  five 

basic stages. This model does provide a good starting point for the understanding of  the buying decision 

process.  

 Identification of  need 

 Establishing objectives and specifications 

 Identifying buying alternatives 

 Evaluating alternative buying actions 

 Selecting the supplier 

Identification of  need.  The buying situation is created when some member of  the organization perceives 

there is a need to purchase of  a product or service. The perception of  a buying problem can occur at any 

place in the organization and at almost any stage in the work of  the organization. 

Establishing objectives and specifications. Purchased goods and services have to be defined with sufficient 

clarity to permit the drawing up of  specification for the purchase. Those persons who originally identify the 

need problem may or may not be involved in establishing specifications. Specifications are emerged directly 

from the buying need, which identifies certain objectives that the purchase must meet. 

Identifying buying alternatives. In order to search for the available alternatives on market, sources of  

information and sources of  supply which had been used previously will be consulted first. The purchasing 

sector will definitely be involved. Occasionally, engineering people (particularly in manufacturing companies) 

are likely to provide inputs to this stage of  the buying decision as well.  

Evaluating alternative buying actions. This is the key step in the buying decision process. It involves of  

comparing the characteristics of  the available alternatives against the criteria established when specifications 
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and schedules were set. In the relatively simple situation, identical substitutes only vary at certain of  central 

feature such as price. But in reality rarely situations are so simple. In the most situations, the available 

alternatives will vary significantly from one another.  Besides, there will be uncertainties regarding to the 

ability of  the various sources of  suppliers to meet the schedules that have been established. In the uncertain 

decision situations, it is necessary to choose which criteria are more important than others. Sometimes 

purchaser must choose between price and product quality, which one can be put on more weight. Tradeoffs 

among product quality features need to be evaluated as well. There are conflicts among different people 

who are involved in the decision making process since different people have different criteria when they do 

evaluations to one product. 

Selecting the supplier. In situation where single criteria cannot be applied and where there is disagreement 

about the ability of  various potential, the final choice somehow reflects the power and influence of  the 

various members in the buying center.  

Webster and Wind (1972) address in the decision making process ‘some steps may be repeated several times, 

and there may be much ‘recycling’ within the basic process’ (p.33). If  new specifications are set after an 

original evaluation of  alternatives or when new information is checked in the evaluation stage, the following 

stages will be repeated. 

2.2.2.2 Jobber and Lancaster’s model 

It is stated by Jobber and Lancaster (2006) that buying process is about ‘the pattern of  information getting, 

analysis, evaluation and decision-making which takes place as the purchasing organization moves towards a 

decision’ (Jobber and Lancaster, 2006, p.92). They provide a figure of  the organizational decision-making 

process (buy phases) in the context of  purchasing an industrial product. 

 
 
 
 
 

 

 

 

                  
 
 
 
 
 
 

                     Figure 2.1: The organizational decision-making process  

                     Source: Jobber and Lancaster (2006) 
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Step 1: Need or problem of  recognition. 

Needs or problems may be aware through either internal or external factors. An internal need of  purchasing 

equipment or plant would be found out by production manager. Other potential needs may be realized 

internally due to the external cues. A sales representative might stimulate problem recognition by showing 

the advantages of  their products over others with similar functions. 

Step 2: Determination of  characteristics, specification and quantity of  needed item. 

The buying center will draw up a description of  what is required including certain of  specification. If  a 

vendor’s sales representative is able to influence the specifications, this will be a benefit for the vendor at the 

later stages in the buying process. By persuading the buying company to specify features that only their 

company holds (lockout criteria), the salesperson may almost have closed the sale at this phase. 

Step 3: Search for and qualification of  potential sources. 

Generally speaking, the buyer possesses more information concerning to cheaper and less important articles 

so that less searching will be in need.    

Step 4: Acquisition and analysis of  proposals 

The buyer may evaluate product quality through their technical expertise and evaluate how the reputation of  

the vendor is. And the buyer chooses who are the qualified suppliers to supply the product, proposals will 

be called for and analysis of  them will be undertaken.  

Step 5: Evaluation of  proposals and selection of  suppliers  

The members in the buying center will assess all the proposals one by one according their own criteria. It is 

very important to understand that various members may use different criteria when judging proposals is the 

selection of  a supplier. 

Step 6:  Selection of  an order routine 

In this stage, payment and delivery issues should be considered which are usually conducted by employees in 

the purchasing department. In different buying situation, this stage may be merged into step 4 and 5 while 

delivery is considered as an important element in selection a supplier.  

Step 7 Performance feedback and evaluation 

In this phase, a purchasing department may create and develop an evaluation form in a formal way and send 

to user department to complete. If  else, informal conversation is applicable as well. 

All in all, normally it is more likely that the complex the buying decision, the more expensive the item, the 

more time taken by each stage. Jobber and Lancaster think that in a rebuy situation, step 3, 4, 5 are likely to 

be omitted, which are the steps of  search for suppliers and an analysis and evaluation of  their proposals. 

Purchaser can reorder from the existing suppliers.  
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2.2.3 The Buying Center    

Wind and Thomas (1980) conceptualize the buying center from three perspectives. It includes  

- Identifying the composition of  the buying center,  

- Roles in the buying center, and 

- Influence in the buying center.  

This classification method will be used for a reference when introducing the buying center in this section.   

The buying center has been defined by Mattson (1988) as all individuals and groups who participate in the 

purchasing decision/making process, who share some common goals and the risk arising from the decisions. 

2.2.3.1 Identifying the Composition of the Buying Center 

Möller (1993) describes the buying center’s structure can be measured from three dimensions: number of  

persons, hierarchical levels, and functions.   

Wind and Thomas (1980, p.242) state the buying center as “the general findings on the composition of  the 

buying center suggest that it varies by organization and even within a given organization, by buying situation 

and other idiosyncratic characteristics”.   

It is evident that multi-persons are involved into purchasing decision making process. The increasing 

complexity of  the buying process is due to the participation of  two or more people. As the size of  the 

organization increases, the responsibility of  buying decision making shifts down in the organization 

(Baptista and Forsberg 1997; Wind, 1978) 

Johnston and Bonoma (1981) suggest a five-dimension composition of  the buying center.  The five 

dimensions are: 

a) Vertical involvement in the buying center communication: the number of  the organizational hierarchy levels 

participated in communication.      

b)  Lateral involvement in the buying center: the number of  different departments and divisions participated 

in the buying communication. This dimension can be operationalized as the number of  separate 

departments, divisions, or firm functional areas involved in the purchase decision. 

c) Extensivity: total number of  individuals participated in the buying communication network. This 

dimension can be operationalized as the total number of  individuals involved in the buying process. 

d) Connectedness of  those involved in the buying communication network: the extent to which the members within 

the buying center are linked with each other by direct communication regarding the purchase. This 

can be empirically operationalized as a percentage of  the total possible connectedness in a particular 

buying center.  

e) Centrality: purchasing manager occupied the centrality position in the buying communication network. 

The centrality of  the purchasing manager was expressed as the summary of  his or her 
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communications; both sent and receive, weighted by the total number of  individuals in the buying 

center. Previous studies in psychology found centrality highly correlated with perceived leadership. 

The results of  this study regarding to the buying center dimensions show the differences between the 

purchase of  capital equipment and services: 

a) Vertical involvement: significantly greater depth for capital equipment. It appears as more organizations 

involved; 

b) Lateral involvement: generally fewer departments involved in service purchase; 

c) Extensivity: there is a tendency that services have less extensive buying centers;  

d) Connectedness: a tendency towards higher connectedness in the purchase of  service” (Baptista and 

Forsberg, 1997; cited by Johnston and Bonoma, 1981). 

e) Centrality: there is no significant relationships between the purchasing manager’s centrality with other 

variables 

“A general trend is that when administrative duties were added as a secondary function in the job 

description, the level of  involvement increased (Baptista and Forsberg, 1997, p 53; Lilien and Wong, 1984)”.  

Doyle et al. (1979) have proposed that top management, the production manager, regional functions, the 

board of  directors and purchasing agents are reported most often as temporary or permanent member of  

the buying center.  

2.2.3.2 Roles of the Buying Center 

Jobber and Lancaster (2006) address that it is significant to know that, generally speaking, there is more than 

one person who can influence the final buying decision in organizational purchasing. A buying decision is 

made by a buying center. Sometimes it is called decision-making unit (DMU) or the buying unit (Samli et al., 

1988).  
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Table 2.3: Six roles of  the buying center 

Buying Center 
Participants 

What They Do  

Initiators  
Those who start the buying process. They realize that a company need/problem which can be 
solved or avoided by purchase a product or a service. 

Gatekeeper 
Those who control the information flow and vendor access to corporate decision makers, and 
determine which vendor get the chance to sell. For example, secretaries might be gatekeepers 
since they may give or prevent access to a member within a buying center.  

Influencer Those who provide information and add decision criteria throughout the process.  

Decider 
Those who have the authority to select the supplier/model. Say yes or no to the contemplated 
purchase. 

Buyer/Purchaser Those who have authority to execute the contractual arrangements.  

User Those who actually use and consume the product or service. 

Source: Bonoma (2006) & Jobber and Lancaster (2006)  

2.2.3.3 Influence in the Buying Center  

Hofstede and Hofstede (2005) address four dimensions along which dominant patterns of  a culture can be 

ordered: power distance, uncertainty avoidance, individualism and collectivism, and masculinity and 

femininity. The definition of  power distance is the extent to which the less powerful members of  

institutions and organizations within a country expect and accept the power is allocated unequally (ibid). The 

power distance index (PDI) reflects a society’s level of  inequity (ibid). At working place, the PDI 

appears to be such as in large-power-distance situation, superiors and subordinates are existentially unequal 

(ibid).  

Table 2.4: Power distance Index  

 

 

 

 

Sources: Hofstede (2001) 

In China, Singapore, Hong Kong, South Korea, Taiwan, and Japan, these countries are significantly 

influenced by Confucius ideas. Therefore, the understanding of  the heritage from Confucius is helpful to 

explain the populations’ respect for hierarchy. The table to the right shows the PDI in different areas of  

China. 

Areas in China PDI Rank 

Mainland China 80 12-14 

Hong Kong 68 27-29 

Taiwan 58 43-44 
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Bonoma (2006) indicate that in an organization, manager doesn’t always play a role of  a decision-maker; 

power does not draw a parallel with organizational rank. Hence, it is difficult for a vendor’s sale 

representative to distinguish who is the powerful person because of  its invisibility. A purchasing manager 

who will not specify a disfavored vendor or the secretary who screens one vendor’s salespeople because of  a 

real or imagined slight also can dramatically change the purchasing outcome. The vendor company must 

identify the powerful buying center members. 

Bonoma (2006) highlights exhibit “Bases of  Power” consisting of  five major power bases in the corporation. 

In addition, he has categorized them according to whether their influence is positive (champion power) or 

negative (veto power). 

Table 2.5: Base of  Power  

Type of  Power 

Positive 

influence: 

Champion 

Negative 

influence: 

Veto power 

Reward power: Ability to provide monetary, social, political, or 

psychological rewards to others for compliance 
√  

Coercive power: Ability to provide monetary or other punishments for 

noncompliance  
√  

Attraction power: Ability to elicit compliance from others because they 

like you 
√  

Expert: Ability to elicit compliance because of  technical expertise, either 

actual or reputed 
 √ 

Status: Compliance gaining ability derived from a legitimate position of  

power in a company 
 √ 

Source: Bonoma (2006) 

Reward power refers to a manager’s ability to encourage purchases by providing others with monetary, social, 

political or psychological benefits. An example could be in one small company the marketing vice president 

hoped to improve marketing decisions by equipping the sales force with small data entry computers. Coercive 

power refers to a manager’s ability to impose punishment on others. Apparently, threatening punishment is 

different from enforcing something through power. Punishment is likely to be the most useless means. 

Attraction power refers to a person’s ability to charm or otherwise convince people to agree with his or her 

preferences. Expert power refers to, for example when a manager gets others to accept his judgment because 

of  real or perceived expertise in a certain area, expert power is being invoked. By using expert power, the 

skills do not have to be real.  Even through their opinions are not related to the field they are specialized, 

people still respect their opinions. Status power refers to the influence from a president is superior to a first-

line director and is more restricted than the other bases.  
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Secondly, what do powerful buyers want? Identify the benefits offered by your product that most 

motives the powerful buyers. Identify the sales points by your product that most motivate the powerful 

buyers.  Then emphasize those benefits in your sales pitches. Motivations can be: 

 Financial: “This purchase will save our company money.” 

 Product- or service-related: “We’ll get reliable post-sales service”  

 Social and political: “This purchase will enhance my standing with top management”. 

 Personal:  “This purchase will win me others’ respect.” 

Bonoma (2006) suggests a model of  dominant motives for buying a telecommunications system. The 

benefits in the shaded column are more highly valued than the others. 

Table 2.6: Benefit Class  

Financial Product or Service Social or Political Personal 

Absolute cost saving  
Pre- and post-sales 

service  

Will purchase enhance 

the buyer’s standing 

with the buying team or 

top management? 

Will purchase increase other’s liking 

or respect for the buyer? 
Cheaper than 

competitive offerings 
Specific features 

Will provide operating-

cost reductions 
Space occupied by unit  How does purchase fit with buyer’s 

self-concept? 
Economics of  leasing 

versus buying 
Availability  

Source: Bonoma (2006) 

Even seemingly unimportant people can reveal valuable information that hints at buyers’ motivations. 

Jobber and Lancaster (2006) note the choice of  criteria from two sides – economic and emotional. 

Table 2.7: Economic and Emotional Choice Criteria  

Economic Emotional  

Price         Prestige      

Delivery    Personal risk reduction 
Productivity – cost versus revenues Office politics 
Life-cycle costs Quiet life 
Reliability Pleasure 
Durability Reciprocity  
Upgradability   Confidence  
Technical assistance  Convenience 
Safety    

Source: Jobber and Lancaster (2006, p.95) 
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The third question is how do powerful buyers perceive us. The powerful buyers within your target 

company have a wide range of  perceptions about your organization, its offerings, and its personnel. Those 

powerful buyers who like you are already partially presold. Focus your selling effort on them. 

2.2.4 Factors Influencing the Buying Process and the Buying Center 

2.2.4.1 Webster and Wind’s Model 

Normally, several persons will be involved during a buying process in a formal organization.  Buying 

decisions are impacted by other persons, and various kinds of  influencing. These multiple influences on the 

buying decisions can be expressed by the following equation:   

B=f  (I, G, O, E) 

B is short for buying behavior. I stands for individual characteristics. G means Group factors. O means 

organizational factors. And E represents environmental factors. Each of  them can influence the buying 

decision by a series of  variables related to the buying ‘task, and/or through a set of  variables not directly 

related to the task at hand.’ 

The differences between task and non-task factors of  the individual, group, organization, and environmental 

variables that affect the buying decisions suggest the following equation: 

B= f  (IT, INT, GT, GNT, OT, ONT, ET, ENT) 

In this equation, T represents task variables and NT represents non-task variables. 

Table 2.8: Classification and examples of variables influencing organizational buying decisions 

Source of  Influence Task Variables Non-task Variables 

Individual Factors Desire to obtain lowest price Personal values 

Inter-personal 

(Social) Factors 

Meeting to set product 

specifications 

Off-the-job interactions among company 

employees 

Organizational  

(Formal) factors  

Company policies with respect to 

product quality 

Company policies regarding community 

relations 

Environmental  

factors 

Expected trends in business 

conditions 

Political factors in an election year 

Source: Webster and Wind (1972) 

The eight sets of  possible factors of  organizational buying behavior, the question becomes one of  how they 

affect organizational buying behavior. Many of  the existing models of  organizational buying behavior have 

demonstrated that one variable, or at most a few variables had some effect on organizational buying 

decisions.  Unfortunately, most investigators stopped at this point. The process through which these 

variables affect organizational buying decisions,  the strength of  the relationships, the usefulness of  the 

findings to marketing strategy, and even more fundamentally, the precise conceptualization of  the variables 
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and their interrelations to other possible determinants of  organizational buying behavior have often been 

lacking. 

Bonoma (2006) say that different buying psychologies make effective selling difficult. Therefore, he makes 

his efforts to gather psychological intelligence and then identify forces shaping individual choices such as 

their power, their most personal motivations and their perceptions of  your company. Armed with his 

information, tailor your selling tactics to ensure that the final decision goes your way. Gathering 

psychological intelligence isn’t easy. The most powerful decision makers in your target company aren’t 

always obvious. And their motivations may turn out to be entirely different from what you expected. But 

taking time to understand the human side of  selling pays big dividends: you produce higher percentages of  

completed sales- and encounter fewer unpleasant surprises along the way. 

Bonoma (2006) note that seller awareness of  and attention to the human factors in purchasing will produce 

higher percentages of  completed sales and fewer unpleasant surprises in the selling process. It would be 

inaccurate to call the human side of  selling an emerging sales concern only the most advanced companies 

recognize the psychology of  buying as a major factor in improving account selection and selling results.  

2.2.4.2 Samli, Grewal and Mathur’s  Model 

Samli et al. (1988) suggested a model showing how influencing factors impact the buying center and the 

buying process. They call the buying center as the buying unit. The buying unit is influenced by various 

kinds of  factors such as individual, organizational, environmental, uncertainty, social/ cultural, and 

government and regulation. Information flow is very significant because it helps the buying unit assess the 

possible options rationally and select the best option. The benefit of  collecting information is that it reduces 

uncertainty factors and facilitates their decision making. 
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Buying 
Unit 

Individual Factors 

- Background 

- Sell perception 

- Leadership skills 

- Education level 

- Interpersonal skills 

- Language 

- Past experiences 

 
 
 
 

Environmental 

Factors 

- Economic conditions 

- Demand/Supply of         

input and output   

- Type of  market 

- Availability of  

information 

 
 

Organizational 

Factors 

- Goals & Objectives 

- Level of  
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- Performance trend 
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- Type of  operation 

- Organization climate 
 
 
 

Government & Regulatory Factors 

- Ideology & policies 

- Legal constraints 

- Trade restrictions (tariffs, barriers, 

etc.) 

- Subsidies & tax benefits 

- Politics 

- Bureaucracy level 

- Level of  economic development 

- Constrains in terms of  foreign 

exchange 

- Stability of  government 
 

Uncertainty 
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- Time pressure 

- Perceived risk 
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- Value of  purchase 
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Figure 2.2: Integrative Model of  International Industrial Buying Behavior  

Source：Samli et al. (1988) 
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This figure shows various kinds of  preliminary interactive factors outside the buying unit/buying center. It 

also shows how different factors influence the buying unit/buying center. The text below will further 

elaborate those diversified preliminary interactive factors such as individual factors, organizational factors, 

environmental factors, social/cultural factors, government and regulation and uncertainty factors. 

 

 Individual Factors  

1) Background. People grew up in different environments hold different beliefs, values, and norms which 

constitute their culture. This is the most important point in understanding differences in approach and 

lifestyle of  individuals coming from entirely different cultures.  

2) Self-perception is closely related to culture and background. What an individual perceives depends largely 

on his/her past experiences, culture and individual thoughts.  

3) Leadership skills and interpersonal skills significantly influence on communication and interaction with 

other group members.  

4) Individual’s education level influences the quality of  decision. People with higher level of  education are 

more logical and reasoning.  

5) Language can be a big barrier in international trade. Misunderstanding between the real meaning and the 

meaning other people perceive may lead to problem.  

6) Past experience. People tend to make stereotyped based on their previous experience to international 

buying process unconsciously.  

 Organizational Factors  

1) Organizational goals and objectives directly motivate organizational buying. They influences on the 

buying unit and also on individual goals, attitudes, assumptions and behaviors. Even though not all 

organizations follow their goals and objectives strictly, they still set the basic guidelines to run an operation 

smoothly.  

2) Level of  centralization varies in different organizations. It appears as a decision made jointly or 

autonomously. This depends on the willingness of  the buying authority at a higher level. If  they trust their 

staff  at the operating level, they will give more responsibility to the operating levels. 

3) Performance trend of  a nation and performance of  an industry influence the autonomy of  the buying 

center in. If  the economy is favorable and an industry has huge growth potential then chances are that 

inputs into the buying unit from different functional levels of  a company will be more widespread. And the 

buying decision tends to be more jointly rather than centrally.  
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4) If  a company has a competitive advantage over other companies, such as a monopoly type of  a company, 

its wholesaler’s organizational buying behaviors are noticeably different from others (Ibid).  

5) Type of  operations of  a company also has a bearing on its buying behavior. A manufacturing company 

may put their concentration on cost efficient and technically sound parts; a service company may focus on 

their users’ satisfaction. 

6) Organization climate refers to each organization has its own corporate culture. By establishing a 

corporate culture, a multinational company would reduce the cultural difference among their subsidiaries in 

various countries. Therefore a healthy organizational environment simulates group efforts, reduces group 

conflicts and results in better buying decisions. 

 Environmental Factors  

From the Figure 2.3, we can see that environmental factors influence buying unit in four ways, through 

affecting economic conditions, demand and supply of  input and out, type of  market, and availability of  

information.  

1) Economic condition of  a country, if  they are in economic boom, economic recession or a certain level of  

inflation. These economic conditions widely influence on purchasing decision (Ibid).  

2) Demand/supply of  input and output. Apparently, the supply of  necessary resources and demand for 

products is important for an industry.  

3) Type of  market. The types of  market are perfectly competitive, monopolistic, and oligopolistic market.  

Buyers and sellers from different types of  market could affect the bargaining position and the buying 

decision.  

4) The availability of  information is very important to an international buyer because good communication 

can assist in collecting and analyzing data and further making an appropriate decision.  

 Societal/ Cultural Factors   

It is of  great importance to understand cultural differences. Quite a few business blunders are caused by 

incorrect interpretation of  cultural differences. Therefore, societal/cultural factors momentously influence 

the buying behavior on international purchasing. It is influenced by four variables. 

1) Beliefs and value are different from country to country. 
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2) Attitudes towards life vary among people from different countries. In some countries, they would like to 

finish everything at the earliest whereas in others they hold a dilatory and ‘tomorrow’ attitude.  

3) Family patterns have significant impact on buying behavior. The buying behavior of  the family you grew 

up directly affects your buying behavior.  

4) Business practices are different in a variety of  countries. Certain of  potential rules such as bribery in 

reality is acceptable while in other countries might be not. 

 Government and Regulation  

In the proposed model above, governments and regulations have significantly influence multi-nation 

markets. Lots of  variables get involved in government and regulations. Here are several key variables in the 

following. 

1) Ideology and policies. The ideology and policies of  one country have a significant influence on the 

buying unit. In some countries, their governments seldom interfere with the operation of  the private sectors 

while in communist or socialist countries all major policies are made by the governments. 

2) Legal constraints. Legal limitation can hamper buyers from purchasing from certain countries.  Once 

upon a time, U.S. set a rule that certain products made in Union of  the South cannot be imported. 

3) Trade restrictions such as tariffs and barriers inhibit the buying process. In order to protect domestic 

industries, some countries impose high duties from import goods.   

4) Subsidies and tax benefits. Subsidies and tax incentives make certain sellers more attractive. In least 

developed countries (LDC), governments provide subsidies to companies who can make export. They are 

basically trying to promote their countries’ exports.   

5) Politics may affect the purchasing decision. European Economic Community (EEC) and Council for 

Mutual Economic Assistance (CMEA) formed common markets on the base of  politics.  

6) Bureaucracy level of  one country is highly important. Bureaucracy cause higher price for purchase and 

postpone deliveries, which buyers never want to see.   

7) Level of  economic development. The development of  economics is important. One country with higher 

economic development has advanced technology, better infrastructure and people lead a higher quality of  

life.   
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8) Constraints in tariffs of  foreign exchange. When people do the international purchase, they need to 

considerate the availability of  foreign exchange. If  there is no foreign exchange between two countries or 

among several countries, they have to sign a bilateral or multilateral agreement before any purchasing 

activities.  

9) Stability of  government. The stability of  one country’s government is also important. Countries with riots, 

revolutions and violence are not ideal places and cannot protect foreign investors’ rights.   

 Uncertainty Factors  

It shows in the Figure 2.3 that uncertainty factors includes four factors which are time pressure, perceived 

risk, type of  purchase and value of  purchase.  

1) Time pressure can be understood as it is hard for buyers to get their goods and deliveries quick. On the 

other hand, quick deliveries facilitate to follow their production schedule and fulfill other business needs.  

2) Perceived risks of  purchasing cause hesitation for buyers to make purchase decision.  

3) Type of  purchase can be explained as if  the purchasing is a first time purchase, modified re-purchase or a 

re-purchase. Compared with a first time purchase situation, re-purchase tend to be more smoothly. The 

higher value of  purchase usually takes more time to make the buying decision since it needs longer time on 

debating process. In general, when a buying unit deals with a high value, high risk, first time purchase, the 

buying unit would be cautious. 

4) Value of  purchase.  The buying unit/ buying center will spend longer time on debating to process a high 

value purchase. Generally speaking, A symptom concerning to high value purchase is that senior level 

management hold more weight of  influence on the final decision. 
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Chapter Three: Frame of Reference 

 
In this Chapter, it starts with conceptual definitions of the terms which have been mentioned 

in the research questions and together with operationalization. Operationalization is a link 

between the conceptual framework and empirical study.  Finally, the emerged frame of 

reference will be presented. 

3.1 Research Problem and Research Questions 
In Chapter One, the following research problem was formulated: 

How can Chinese distributors organizational buying behavior be described when they purchase e-

health service system for elderly people with dementia? 

The research problem was further developed three research questions. 

RQ1: How can the Chinese distributors buying process be described when they purchase e-health service 

system for elderly people with dementia? 

RQ2: How can the Chinese distributors buying center be described when they purchase e-health service 

system for elderly people with dementia? 

RQ3: How can factors influencing the Chinese distributors buying process and buying center be described 

when they purchase e-health service system for elderly people with dementia? 

In order to develop the conceptual framework of  this research, the following concepts/models are selected 

from Chapter Two. 
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Table 3.1: Selection of Models and Concepts for the Study’s Conceptual Framework 

Research 
Question 

Concept Conceptual Definition Page 

1. Buying Process 
The organizational buying/decision-making process (Jobber 
and Lancaster, 2006) 

p.24 

2. 

Buying Center  p. 26 

Composition  
Five dimensions in the buying center (Johnston and Bonoma, 
1981) 

p. 26 

Roles 
Roles of  initiator, gatekeeper, influencer, decider, user (Jobber 
and Lancaster, 2006) 

p. 27 

Influence The powerful buyers (Bonoma, 2006) p.29 

3. 
 

Factors Influencing 
the buying process 
and the buying center 

Influencing factors will be measured for a first-time purchase 
from an international perspective (Samli et al., 1988) 

p. 32 

Organizational Factors 
Organizational goals and objectives, levels of  centralization, 
competitive advantage, types of  operations, and organizational 
climate (Samli et al., 1988) 

p.34 

Environmental Factors 
Economic condition & performance trend, demand and supply 
of  input and output,  type of  market, and  availability of  
information (Samli et al., 1988) 

p.35 

Societal / Cultural 
Factors 

business practices, family patterns, attitudes towards life,  (Samli 
et al., 1988) 

p. 35 

Government & 
Regulatory Factors  

Ideology and policies, legal constrains, trade restrictions, 
subsidies and tax incentives, politics, bureaucracy level, 
availability of  the foreign exchange, and stability of  a country 
(Samli et al., 1988) 

p. 36 

Uncertainty Factors 
Time pressure, perceived risk and value of  purchase (Samli et 

al., 1988)  
p. 37 

The purpose to provide the conceptual definitions is to create a link and interaction between the concepts 

and the important issues the author perceive. 

3.2 Conceptual Definitions/Statement and Operationalization 

3.2.1 Buying Process 

According to Jobber and Lancaster (2006, p.92), the concept of  buying process is described as the pattern 

of  information getting, analysis, evaluation and decision-making which takes place as the purchasing 

organization moves towards a decision.  

Operationalization 

In Chapter One, it explained that the buying situation will be the first time purchase. Therefore, all the 

buying stages will be evaluated. The buying situation in this study is a new-task or first-time purchase so that 

it will go through all the stages of  the buying process. The selected stages of  organizational buying process 

which has been noted by Jobber and Lancaster (2006) will be used to form the frame reference and then will 

be considered as a base for this study. 
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1. Recognition of  a problem 

2. Determination of  characteristics, specification and quality of  needed item 

3. Search for and qualification of  potential sources 

4. Acquisition and analysis of  proposals 

5. Evaluation of  proposal and selection of  supplier(s) 

6. Selection of  an order routine 

7. Performance feedback and evaluation 

3.2.2 Buying Center 

The conceptual definition of  buying center, according to Mattson (1988), has been defined as all individuals 

and groups who participate in the purchasing decision/making process, who share some common goals and 

the risk arising from the decisions. 

In this study, it follows Wind and Thomas (1980)’s classification of  the buying center. It includes identifying 

the composition of  the buying center, roles in the buying center, and influence in the buying center.  

Three tables below shows the operationalization of  identifying the composition of  the buying center, roles 

of  the buying center, and influence of  the buying center. 

Johnston and Bonoma (1981)’s model is selected to assist in identifying the composition of  the buying 

center. Studying the five dimensions of  the buying center will provide information of  their vertical 

involvement, lateral involvement, extensivity, connectedness, and centrality about the buying center. The 

Table 3.2 shows the conceptualization and operationalization of  the five-dimensions.  
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Table 3.2: Dimensions of  the buying center  

Definition Operationalization  Page 

a. Vertical involvement in the buying center 
communication: the number of  the 

organizational hierarchy levels participated 

in communication    

Operationalized as the number of  levels or the 

organization’s authority hierarchy exerting influence 

and communication within the buying center such as 

separated departments, divisions, or firm functional 

areas involved in the purchase decision. 

p.27 

b. Lateral involvement in the buying center: 
the number of  different departments and/or 

divisions participated in communication 

Operationalized as the number of  departments and 

divisions involved in the buying process.  p.27 

c. Extensivity: total number of  individuals in 

participation of  the buying communication 

network         

Operationalized as the total number of  individuals 

involved in the buying process. p.27 

d. Connectedness: the degree to which the 

members of  the buying center are linked to 

each other by directly communications 

concerning the purchase. This concept is 

evidently less direct since it includes more 

of  a subjective evaluation of  what type of  

communication that actually took place 

during the purchasing process. 

 Operationalized as the degree of  involvement and 

verbal contact in the buying process.  

 

p.27 

e. Centrality: purchasing manager occupied 

the centrality position in the buying 

communication network. 

Operationalized as the purchasing manager takes the 

central position in message sending and receiving.  p.27 

Sources: Johnston and Bonoma (1981) 

In the buying center, the roles of  different individuals may also vary. At the same time, it is also to 

understand that one individual in the buying center might play several different roles at one stage of  the 

buying process. Moreover, one individual might play different roles at different stage of  the buying process. 

The operationalization of  roles will employ Jobber and Lancaster (2006)’s model. 
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Table 3.3: Six Roles in the Buying Center  

Concepts: 

Roles in the 

Buying Center 

Conceptual Definition Operationalization Page 

Initiator 

Those who start the buying process. They 

realize that a company need/problem 

which can be solved or avoided by 

purchase a product or a service. 

Operationalized as the person (s) initiating the 

buying process 
p. 27 

Gatekeeper 

Those who control the information flow 

and vendor access to corporate decision 

makers, and determine which vendor get 

the chance to sell. For example, secretaries 

might be gatekeepers since they may give 

or prevent access to a member within a 

buying center. 

Operationalized as the person(s) who control 

information and might even control vendor’s 

access to decision makers, such as secretaries 

might be gatekeepers since they may give or 

prevent access to a member within a buying 

center. 

p. 27 

Influencer 
Those who provide information and add 

decision criteria throughout the process. 

Operationalized as those person(s) or who can 

express their opinions about the purchase. 
p. 27 

Decider 

 

Those who have the authority to select the 

supplier/model. Say yes or no to the 

contemplated purchase. 

Operationalized as the person (s) who makes 

the decision (say yes or no) about product 

vendor. 

p. 27 

Buyer/ 

Purchaser 

Those who have authority to execute the 

contractual arrangements. 

Operationalized as those person(s) who obtain 

the product. 
p. 27 

User 
Those who actually use and consume the 

product or service. 

Operationalized as the person who is the actual 

user/consumer of  the product. 
p. 27 

Sources: Jobber and Lancaster (2006) 

According to Bonoma (2006), when researchers measure the roles in the buying center, three questions 

should be kept in mind: 1) who are the powerful buyers, 2) what do powerful buyers want, 3) how do 

powerful buyers perceive this kind of  product. 

March (1955, p.438) define the influencing factors in the buying center as “that which induces behavior on 

the part of  the individual at time t1 different from that which might be predicted on the basis of  a 

knowledge of  the individual organism at time t0”. 

After Bellizi and McVey (1983) finished their study about the influence of  members in the buying center in 

different context of  buying situation. They say the buying influencing was operationalized as “the formal or 

informal power of  person to affect others or outcomes in buying situations whether or not exerted 

consciously” (Bellizi and McVey, 1983, p.58). In this study, Bonoma’s theory will be employed to 

operationalize the influence in the buying center. 
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Table 3.4: Influence in the buying center  

Procedures  Conceptual definition Operationalization  Page 

Identify who are 

the powerful buyers 

The powerful individuals in 

the buying center are those 

persons who exert the most 

impacts through the 

purchase decision.  

Operationalized as identifying the powerful buyers by 

knowing who 1) receive the most attention and 

information from others in their organization; 2) are 

disliked by those with less power; 3) send others to 

critical negotiations instead of  attending themselves. 

p. 29 

Identify the 

benefits offered by 

product/service 

that most motives 

the powerful buyers 

The product/service that 

most motives the powerful 

buyers with regard to the 

company’s finance, 

product/service-related 

issues, and personal issues. 

Operationalized as identifying the sales points that most 

motive the powerful buyers of  your product do 

powerful buyers want by considering the company’s 

finance, product/service-related issues, social and 

political issues, and personal issues.  
p. 30 

Identify powerful 

buyers’ perception 

towards 

product/service 

vendor 

The powerful buyers within 

your target company have a 

wide range of  perceptions 

about your organization, 

such as their offerings and 

their personnel.  

Operationalized as identify several points are viewed as 

important issues such as concerning to a 

product/service vendor. Those powerful buyers who 

like vendor’s product/service are already partially 

presold. 

p. 31 

Sources: Bonoma (2006) 

The powerful buyers are often invisible to a supplier’s representative. They do not wear tags on their faces 

saying that they are the powerful buyers.  

3.2.3 Factors Influencing the Buying process and the Buying Center 

Regarding to the factors affecting the buying decision process and buying center, Samli et al. (1988)’s model 

will be used as the backbone of  the frame of  reference. Since this study is concerning to organizational 

buying behavior, there are more than one person involved in the buying process. Therefore, individual 

factors would not be taken into consideration.  

 

 Organizational factors.  

In organizational factors, organizational goals and objectives both directly and powerfully influence 

the buying center or performs as basic guidelines for a daily operation of  an organization. Level of  

centralization influences a buying decision which could be a joint decision or autonomous. 

Performance trend of  a nation and performance of  an industry considerably influence the 

autonomy of  the buying center. However, these factors are external to the company and will be 

considered under environment factors. Competitive advantage refers to if  a company has 

competitive advantage over other companies, which noticeably bears on an organizational buying. 

Types of  operations in a variety of  organizations have different focuses when they purchase. This 

study is around e-service so that customers will concentration on how their users satisfaction will be 
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concerning to the e-service system. A smooth and healthy organizational climate reduces group 

conflicts and stimulates a better cooperation of  the buying center.   

 

Therefore, in this study, organization factors will be studied by considering 1) organizational goals 

and objectives, 2) levels of  centralization, 3) competitive advantage, 4) types of  operations, and 5) 

organizational climate.  

 

 Environmental factors. 

Environmental factors influence the buying center and the buying process in four ways. Economic 

condition of  a country such as in a boom or distressing from recession is logically close to 

performance trend which is originally from organizational factors in the suggested model made by 

Samli et al. (1988) as mentioned previously. Therefore, a country’s economic condition and how the 

economic condition influences certain industry will be measured and discussed together. The rest 

three sub-factors are the demand and supply conditions, the type of  market such as perfect 

competitive, monopolistic, or oligopolistic markets, and the availability of  information flow. To 

make a rational buying decision, information flow is essential for international buyers to 

development a good communication channel and collect, understand and analyze data. 

 

In this group of  factors, 1) economic condition & performance trend, 2) demand and supply of  

input and output, 3) type of  market, and 4) availability of  information will be studied.  

 

 Societal and cultural factors. 

These factors including 1) believes and values among various people, 2) attitudes towards life, 3) 

family patterns, and 4) business practices. They can either encourage the buying center to speed up 

the buying process or slow it down.  The underlined factors will be studied. 

 

 Government and regulation factors  

The ideology and policies of  a country have a significant influence on the buying center and the 

buying process. In some countries, their governments seldom interfere with the operation of  the 

private sectors while in communist or socialist countries all major policies are made by the 

governments. Legal constrains and trade restrictions in the form of  tariffs and barriers impede a 

buying process. In the contrast, subsidies and tax incentives encourage a buying process. Common 

markets sometimes aligned on a political basis so that politics can influence a buying process. 

Bureaucracy and red tapes can really make a purchase rather expensive and postpone deliveries, 

which have negative influences to a buying process. Therefore, bureaucracy level of  a country needs 

considering too. The level of  economic development will be studied in connected with the 

environmental factor. If  there is no availability of  the foreign exchange, this will be a trouble of  the 

buyer and therefore will hinder the buying process. According to Samli et al. (1988), the stability of  a 
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country is very important to ensure the profit of  foreign investors.  

 

Therefore, 1) ideology and policies, 2) legal constrains, 3) trade restrictions, 4) subsidies and tax 

incentives, 5) politics, 6) bureaucracy level, 7) availability of  the foreign exchange, and 8) stability of  

a country will be studied.  

 

 Uncertainty factors. 

Time pressure because of  a buyer’s business need in order to satisfy their production or other 

business need will influence the buying center and the buying process. Perceived risk by the buyer 

will has negative influence to a buying center and a buying process. Type of  purchase such as if  the 

purchase is a first time purchase, a modified rebuy or a rebuy situation, and the high or low value of  

a purchase. In this study, it only considers a first-time purchase so that type of  purchase would not 

be studied. Regarding to a high value of  purchase, the buying center will spend more time to discuss 

and the final decision highly likely to make by a senior level management. 

 

Concerning to uncertainty factors, 1) time pressure, 2) perceived risk and 3) value of  purchase will 

be studied.  

 

Operationalization 

Organizational factors, Environmental factors, governmental and regulatory factors, and uncertainty factors 

are selected as those factors that best serve the purpose of  this study. When measuring how these factors 

influence the buying process and the buying center, sub-factors with underlines mentioned above under 

each factor will be taken into consideration. Tables below reflect the operationalizations of  the factors 

mentioned above. 
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 Organizational factors.  

Table 3.5: Conceptualization and operationalization of  organizational factors 

Conceptulization Operationalization Page 

1. Organizational goals and objectives: directly 

and powerfully influence the buying center or 

performs as basic guidelines for a daily operation of  

an organization. 

Operationalized as goals and objectives of  an 

organization not only influence groups in the 

buying unit but also individual goals, attitudes, 

assumptions and behaviors.  

p. 34 

2. Level of  centralization influence a buying 

decision which could be a joint decision or 

autonomous. 

Operationalized as in a low level of  centralization 

within an organization, the buying decision tends to 

be jointly. 

p. 34 

3. Competitive advantage refers to if  a company 

has competitive advantage over other companies, 

which noticeably bears on an organizational buying. 

Operationalized as monopoly company’s buying 

behavior will differ from competitive or other 

market. 

p. 35 

4. Types of  operations in a variety of  

organizations have different focuses when they 

purchase.                                   

 

Operationalized as if  a company has a competitive 

advantage over other companies, then it can 

dominate them to come to its terms and service 

company focus on user satisfaction. 

p. 35 

5. Organization climate helps to reduce group 

conflicts and stimulates a better cooperation of  the 

buying center.                      

 

Operationalized as a healthy organizational 

environment motivates a better buying decision. 
p. 35 
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 Environmental factors 

Table 3.6: Conceptualization and operationalization of  environment factors  

Conceptualization Operationalization Page 

1. Economic condition & Performance trend: if  a 

country is in a boom period or whether they are suffering 

from recession or whether the level of  inflation is high or 

low are widely affect the buying decision. Performance of  

a nation and an industry considerably influence the 

autonomy of  the buying center. 

Operationalized as if  a country is in a boom 

period it will have positive influence on a 

buying decision; if  a performance of  an 

industry has a bright future, it will have 

positive influence. 

p.35 

2. Demand and supply of  input and output refers to 

the supply of  essential resources and the demand for its 

product is clearly an important condition for any industry. 

Operationalized as that the lack of  supply of  

essential resources and huge demand for its 

products will have positive influence on a 

buying decision. 

p.35 

3. Type of  market: the buyer and seller are clearly affects 

the buying decision. 

Operationalized as buyers and sellers in 

different types of  market such as perfectly 

competitive, monopolistic or oligopolistic 

market will have tremendous influence on 

their bargaining position. 

p.35 

4. Availability of  influence is vital for an international 

buyer to develop a good communication system to collect 

data, assimilate, analyze and incorporate it in buying 

decisions. 

 

Operationalized as to make a rational buying 

decision, information flow is essential for 

international buyers to development a good 

communication channel and collect, 

understand and analyze data. 

 

p.35 

 

  Societal and cultural factors. 

Table 3.7: Conceptualization and operationalization of  societal and cultural factors 

Conceptualization Operationalization Page 

1. Believes in various nations are 

different.  

Operationalized as beliefs in a nation can influence a buying 

decision. 
p.35 

2. Attitude towards life: in some nations, 

people in achieving everything as soon as 

possible where as others have a 

‘tomorrow’ attitude. 

Operationalized as nations where people would like to achieve 

everything as soon as possible, will be favorable for a buying 

decision while nations where people hold a ‘tomorrow’ 

attitude will have bad influence on a buying decision.   

p.36 

3. Family pattern have influence on the 

buying behavior of  individuals 

Operationalized as family patterns have important influence 

on buying behavior. 
p.36 

4. Business practice varies greatly in 

different countries. 

Operationalized as business practices have what influence on 

a buying decision. 
p.36 
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 Government and regulation factors  

Table 3.8: Conceptualization and operationalization of  government and regulation factors 

Conceptualization Operationalization Page  

1. Ideology and policies of  the country 

has a considerable influence on the buying 

center. 

Operationalized as in communist or socialist countries all major 

policies are dictated by the government. 
p.36 

2. Legal constrains inhibit buyers from 

purchasing from certain nations 

Operationalized as the legal constrains of  China that inhibits 

import products from certain countries will have negative 

influence to a buying decision. 

p.36 

3. Trade restrictions in the form of  tariffs 

and barriers hinder the buying process. 

Operationalized as if  the tariffs and barriers hinder a buying 

decision. 
p.36 

4. Subsidies and tax incentives make 

certain sellers more attractive. 

Operationalized as if  the subsidies and tax incentives for the 

Chinese distributors who can make foreign exchange have 

an positive influence on a buying decision. 

p.36 

5. Politics of  a country affect the buying 

decision due to the common markets aligned 

on a political basis. 

Operationalized as how the politics of  a country influence a 

buying decision. 
p.36 

6. Bureaucracy level: bureaucracy and red 

tape make a purchase more expensive and 

delay deliveries. 

Operationalized as if  the bureaucracy and red tape make a 

purchase more expensive and delay deliveries. 
p.36 

7. Availability of  the foreign exchange: 

without foreign exchange, the buyer has to 

get into bilateral and multilateral agreements 

to facilitate international purchase 

Operationalized as if  the unavailable foreign exchange has a 

negative influence on a buying decision. 
p.37 

8. Stability of  a government: the stability 

of  the countries government is an 

important variable as it tends to reassure 

foreign investors.  

Operationalized as if  the unstable government has a 

negative influence on a buying decision.  
p.37 

 

 Uncertainty factors. 

Table 3.9: Conceptualization and operationalization of  uncertainty of  government and regulation 

factors 

Conceptualization Operationalization Page  

1. Time pressure is an essential 

consideration as in business one constantly 

under time constraints to deliver the goods. 

Operationalized as time pressure has negative influence on a 

buying decision. p.37 

2. Perceived risk is highly important variable 

that is constantly in a buyers mind.  

Operationalized as perceived risk has negative influence on a 

buying decision. 
p.37 

3. The value of  a purchase is a factor that has 

an important bearing on the buying decision 

Operationalized as a higher value of  a purchase takes longer 

to be processed by the buying center since members in the 

buying center spend more time in discussion about it.  

p.37 
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3.3 Emerged Frame of Reference 
The emerged frame of  reference is the conceptual framework to guide this study to the correct direction in 

order to answer the research questions and eventually answer the research problems.  

The purpose of  this study is to investigate the Chinese distributors organizational buying behavior of  e-

health service system. According to the theory proposed by Wind and Thomas (1980), to answer this 

problem, three research questions has been developed.  

Showing the Figure 3.1, it has reflected the three areas, the buying process, the buying center, and factors 

influence the buying process and the buying center.  

                
        Figure 3.1: Emerged Frame of  Reference 
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Chapter Four: Methods  

 
This chapter introduces the methods to this study by explaining the research purpose, 

research approach, research strategy, data collection, sample selection, and quality standard. 

The structure of this chapter will be graphically presented in figure in the following. 

 

 

 

 

 

 
 

      Figure 4.1: Schematic Presentation of  the Methodology 

      Source: Foster (1998, p.81) 

4.1 Introduction 
Saunders et al. (2007) state that in many contexts ‘research method’ and ‘research methodology’ can be used 

as identical terms. Method is a simple way of  saying methodology. Some people believe Methodology 

means the theory of  how research should be undertaken, and the term methods means how to choose and 

use techniques and procedures to gain and analyze data. It is vital to have a general understanding of  theory 

firstly because it provides readers a short way to understand why and how the author would like to choose 

these techniques to access to next step of  data analysis.  In this chapter, the theory concerning to how 

research should be taken will be provided, followed with which techniques will be applied to and 

explanations of  why to choose these way of  collecting data. The reason to choose the word of  ‘Methods’ to 

be the title of  chapter Four is this chapter emphasis on the solution to data collection rather than just 

explain the theory. 

Saunders et al. (2007) define research as ‘the systemic collection and interpretation of  information with a 

clear purpose, to find things out’ (p.610). They argue that there are several ways to do this, including 

describing, explaining, understanding, criticizing and analysing (Ibid). Yin (2009) state that the goal of  

research is to design, collect, present and analyse data fairly in addition to writing a compelling report. 

Figure 4.1 outlines the step-by-step process used to conduct this study. Each approach builds on the 

previous and quality of  the research is influenced by validity and reliability at each stage.  

Validity & Reliability 

Research 
purpose 

Research 
Approach 
 

Research 
Strategy 

 

Data 
Collectio

n 

Sample 
Selection 

 

Data 
Analysis 
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4.2 Research Purpose: Explanatory and Descriptive 
Saunders et al. (1994, p.133) state that research purpose is a ‘threefold one of  exploratory, descriptive and 

explanatory.’  They say that a research project can have more than one purpose as research questions can be 

both descriptive and explanatory. 

 An exploratory study contributes to find out what is happening in a given situation.   In particular, it 

is meaningful and useful to get an insight of  a problem or understand a problem when it is unclear. There 

are three principal ways to do exploratory research: a search of  the literature, interviewing knowledgeable 

people or experts in this field, and make group interviews.’ 

 The purpose of  descriptive research is to develop an accurate description of  persons, events or 

situations’. It is necessary to have a completed image of  the phenomena on which you want to collect 

information to the data collection. The descriptive study is only descriptive in nature and does not provide 

any insights or draw conclusions to researchers.  

 An explanatory study found casual relationships between different variables. The purpose of  

explanatory study is to study a situation or a problem in order to explain the relationships between variables. 

This study will be both exploratory and descriptive. The primary object of  this study is to gain a better 

understanding of  how can organizational buying behaviour of  e-health service system in China be described. 

This will be an exploratory study as we wish to gain more knowledge about the processes involved in the 

understanding of  how can Chinese distributors organizational buying behaviour of  e-health service system 

be described.  

4.3 Research Approach: Deductive, Qualitative 
There are two main types of  research approach: deductive and inductive. Deductive approach is to develop 

a theory and hypothesis (or hypotheses) and design a research strategy to test the hypothesis. Saunders et al. 

(2007, p. 596) make a definition that “research approach involving the testing of  a theoretical proposition by 

the employment of  a research strategy specifically designed for the purpose of  its testing”. Using inductive 

approach to do a research, researchers and scholars would collect data and then develop theory after their 

data analysis.   

The distinction between an inductive and deductive research approach is that the deductive approach starts 

from theory which need to be tested with the research strategy, while the inductive approach begin with 

collecting empirical data. Additionally, deductive approach is used to search to explain causal relationships 

between variables. 

This study will follow a deductive approach because the model will be building on existing models and 

theories to further the understanding of  how can organizational buying behaviour of  e-health service in 

China be described.  



 52 

For this study, we will use deduction approach since that our model is developed based on existing theories 

and models as mentioned in Chapter Three and then provide words and explanations between different 

variables.   

When Saunders et al. (2007) state the differences between qualitative data and quantitative data, they 

summarize three main distinctions.    

Table 4.1: Differences between quantitative data and qualitative data  

 Quantitative data Qualitative data   

1 Based on meanings derived from numbers Based on meanings expressed through words 

2 Collection results in numerical and standardized 

data 

Collection results in non-standardised data requiring 

classification into categories 

3 Analysis conducted through the use of  diagrams 

and statics  

Analysis conducted through the use of  conceptualisation 

Source: Saunders et al. (2007)  

The aim of  this study is to yield a deep knowledge from three research questions of  ‘how’. The 

understanding of  the research will produce from the words, definitions and explanations. Instead of  

collection results in numerical and standardized data, the qualitative data is reasonable and suitable research 

approach for study. 

4.4 Research Strategy:  Case Study 
Saunders et al. (2007) state that research strategy are used for research purpose such as exploratory, 

explanatory and descriptive. The main kinds of  research strategy are experiment, survey, case study, action 

research, grounded theory, ethnography, and archival research.  

According to Yin (2009) there are five basic research strategies in social sciences. They involve experiment, 

survey, archival analysis, history, and case study.  In order to decide which method will be used, researchers 

have to think about three factors. These factors are:  

1) Type of  research questions  proposed, 

2) Requires control of  behavioural events,  

3) And degree of  focus on contemporary as opposed to historical events.  

Table 4.2 below shows the three factors and how each factors are related to Yin’s (2009) five research 

strategies. 
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Table 4.2 Relevant situations for different research strategies 

Strategy 
Form of  Research Question Requires Control of  

Behavioural Events? 

Focuses on 

Contemporary Events? 

Experiment How, Why? Yes Yes 

Survey 
Who, What, Where, How many, 

How much? 

No Yes 

Archival 

Analysis 

Who, What, Where, How many, 

How much? 

No Yes/No 

History How, Why? No No 

Case Study How, why? No Yes 

Source: Yin (2009, p.8) 

As for this study, the research problem and research questions begin with the word ‘how’. The table shows 

experiment, history and case study are three research strategies dealing with ‘how’ questions. Since this study 

does not necessitate the control of  behavioral events and it pays attention to current events. Hence, case 

study strategy would be the right choice. 

Additionally, Yin (2009) says a case study includes a single case study or multiple. A single case study makes 

an in-depth exploration regarding only one entity whereas a multiple case study generally tends to be more 

compelling and robust. The purpose of  multiple case studies is to avoid that the events and processes are 

distinctive. In contrast, the disadvantages of  multiple case study are higher cost and time-consuming.  

Yin (2009) says that the case study is ‘an empirical inquiry that investigates a contemporary phenomenon 

within its real-life context, especially when the boundaries between phenomenon and context are not clearly 

evident’ (p.18). In this research, it empirically examines how organizational buying behaviour of  e-health 

service system in China can be described.  

For this study, it will use multiple cases. Besides, multi-case study can provide a comprehensive answer to the 

proposed research questions and further provide a better understanding of  the research problem.   

4.5 Sample Selection: Non-probability 
Since this a multiple case studies, so that the author would like to choose four organizations as the samples. 

According to Yin (2003) it is of  great importance that the selected cases are relevant to the purpose of  the 

study and that the respondents have sufficient information on the studied phenomenon.  Yin (2003) 

suggests putting forward three criterions working as the filters for screening the case base. 

Saunders et al. (2007) state the necessity of  sampling since it provides a valid alternative to a census when:  
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 It would be impracticable for you to survey the entire population; 

 Your budget constrains prevent you from surveying the entire population; 

 You have collected all the data but need the results quickly. 

According to Saunders et al. (2007), the available sampling techniques can be divided into two sorts: 

 Probability/ representative sampling 

 Non-probability/ judgmental sampling  

They explain that in probability samples, each unit has a known, non-zero chance of  being included in the 

sample, and can allow for statistical implications. A non-probability sample is a sampling in which the 

chance of  being selected is not known (Saunders et al., 2007). With non-probability samples it is not possible 

to make valid inferences about the population (Ghauri & Grönhaug, 2005). They give examples of  non-

probability samples. They include the convenience sample, the judgment sample and the quota sample 

(ibid).   

Sampling in qualitative studies tends to be purposive rather than random (Miles and Huberman, 1994). 

Considering the structure of  China’s distribution channels in pharmaceutical industry, as it has been showed 

on Figure 1.2 in Chapter One, medical devices are produced from manufacturer and then are sold to 

wholesalers afterwards will be sold to hospitals or pharmacies. As mentioned in Chapter One, in the three-

tier distribution channels of  the Chinese pharmaceutical industry, the stage of  kicking-off  the Chinese 

market for a foreign manufacture is to find an appropriate wholesaler. Therefore, the first tier will be 

measured. Samples for this study will be chosen from Chinese wholesalers/distributors.  Alternatives of  the 

four samples/organizations will be available to foreign manufacturers from: 1) Chinese state-owned 

distribution companies, 2) private-owned trading companies, and 3) Hong Kong distributors. From the 

author’s personal experiences, first of  all, many western people consider China to be a limited geographical 

area of  the mainland China. Secondly, Hong Kong Special Administrative Region has different political and 

social health care system comparing to those in mainland China. The most important is that apparently the 

mainland China is the place where the most population resides.  Here, both state-owned and private-owned 

distributors will be evaluated. Therefore, this study will assess four samples. Among them, three 

organizations are in the mainland China. One organization is located in Hong Kong. Since state-owned 

distributors still play important roles in the Chinese domestic market; meanwhile, private-owned distributors 

perform very well and getting better. Therefore, the three organizations in the mainland China consist of  

two state-owned distributors and one private-owned distributor. Due to the interviewee would like to be 
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anonymous, the four organizations will be recognized as Organization A, B, C and D. Descriptions about 

the four distributors will be provided in next Chapter - Chapter Five Data Presentation. 

Because this is a qualitative study the evaluation and selection to interviewees are crucial to gain useful and 

valuable information. The persons who have rich working experience in purchasing sectors or persons 

possess lots of  relevant information of  organizational purchasing in health care industry could be selected 

as interviewees. 

4.6 Data Collection:  Semi-structured Personal Interview 
Saunders et al. (2007) consider that a research is supposed to assess all data collection methods to use the 

most suitable way. They say there are several means of  collecting data involving observation, interviews, 

questionnaires and secondary data collection. They say that observation involves the systematic observation, 

recording, description, analysis and interpretation of  people’s behaviour (Saunders et al., 2007, p. 282). 

Interviews or questionnaires are organized to ask the same set of  questions in a pre-determined order to a 

number of  different people (deVaus, 2002; cited by Saunders et al., 2007). Collection of  secondary data is to 

reanalyse data that have already been gathered for another purpose. It can be a useful source for researchers 

because it may answer or partially answer researchers’ questions (Ibid.). 

Saunders et al. (2007) note that there are three types of  interview to collecting primary data: Structured 

interviews, semi-structured interviews and unstructured or in-depth interview. 

Saunders et al. (2007) note that ‘structured interview use questionnaires based on a predetermined and 

standardised or identical set of  questions’ which is regarded as interviewer-administrated questionnaires. 

Due to structured interview is used to quantitative research in order to protect the data quality, simply and 

only using structured interview may not be a feasible choice for this study. They continue saying that semi-

structured and unstructured interviews are non-standardised and often used to qualitative research 

interviews. Instead of  strict list of  questions, the researcher will have a number of  topics and general 

questions to be covered in a semi-structured interview. Unstructured interview is to explore a theme in an 

in-depth fashion. There is no list of  questions and the interviewee is free to discuss the events, behaviours 

and beliefs about the subject matter (Ibid.).  

Yin (2009) says that interviews conducted for case studies, the query needs to appear as a guided 

conversation rather than structured questions. He cautions that during the interview process, researchers 

need to complete two tasks. The first is to follow their own line of  questioning according to their study 

protocol and the second is to ask their actual questions in an unbiased, non-threatening way so as to 

ascertain both the ‘why’ and ‘how’ from the respondents (Ibid.). 

The semi-structured interview is a suitable choice for collecting primary data because we want to generate 

deep knowledge of  how organizational buying behaviour of  e-health service system in China can be 

described. This type of  interview gives the author possibility to adapt our questions slightly in order to get 
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the appropriate information. A semi-structured interview will be utilized with the help of  well-designed 

interview guide. The design should be clear avoiding complexity, ambiguity and assumption (Saunders et al., 

2007). The interview guide will be sent to interviewees in advance to leave interviewees time for organizing 

their responses.  Therefore, the multi-case strategy will be conducted by means of  semi-structured interview. 

Interview guide is available in the Appendix II. 

4.7 Data Analysis  
According to Saunders et al. (2007), they set three steps of  data analysis: data reduction, data display and 

drawing and verifying conclusions.  

Data reduction refers to summarizing and simplifying the data collected and/or selectively put concentration 

to parts of  this data. The objective of  this process is to transform and to condense the gathered data to 

useable data for the next step. Data reduction can happen at any stage of  the study of  data analysis. 

Data display includes organizing and assembling your reduced data into visual displays such as tables and/or 

diagrams which are easier for readers to understand what the author (s) will demonstrate,  and also easier for 

author to show the comparisons between cases.  

The last step of  data analysis is to draw and verify conclusion.  The qualitative nature of  the study 

determines the necessity of  this stage. At this stage, the collected data will be analysed by means of  within-

case analysis and cross-case analysis. 

4.8 Data Quality Standards: Validity and Reliability  
Saunders et al. (2007) explain that there are two aspects of  validity. On one side, validity is the extent to 

which data collection method (s) accurately measure what they were intended to measure. On the other side, 

validity refers to whether the findings are really about what they state to be about.  

 

In order to enhance the validity of  this study, a testing of  interview guide will be conducted. By doing the 

pilot study, the author will be able to observe the interviewee’s reaction. To ensure the interviewees can 

understand all the questions, an adjustment to interviewing guide will be carried out. The author is able to 

accurately translate all interview questions into Chinese. All interviews will be completed in the Chinese 

language. Meanwhile, the interviewees are good users of  English language. Non probability multiple-cases 

study will increase the validity of  this study as well. 

Reliability is the other evaluation criteria of  data quality standards, which refers to the extent to which data 

collection technique (s) will generate consistent findings if  similar observations would be made or 

conclusions reached by other researchers.  Saunders et al. (2007) highlight the role of  audio-recording as well 

as note taking, and the importance of  transcribing both recordings and notes made to ensure data were not 

lost (p. 475). To make sure the reliability of  this study, the interview process will be recorded with the 

permission of  the interviewees. 
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Chapter Five: Empirical Data Presentation 

 
“Practical wisdom is only to be learned in the school of experience. Percepts and instruction are useful 

so far as they go, but, without the discipline of real life, they remain of the nature of theory only.” 

~~ Samuel Smiles quotes (Scottish author, 1812-1904) 

It is stated by Saunders et al. (2007) that business and management research needs to engage with both the 

world of  theory and the world of  practice.  

5.1 Introduction 
In this chapter the empirical data of  this study will be presented. Four organizations have been selected for 

this study in the previous chapter.  As required by all the interviewees from the four organizations, there 

should be no disclosure of  their companies’ names and business secrets during data presentation, therefore, 

the organization should be anonymous and are identified as Organization A, B, C, D respectively. 

Organization A, B, and C are located in the north of  China; and Organization D is located in Hong Kong. 

Organization A and B are owned by the state; and meanwhile, Organization C and D are owned by privates. 

Table 5.1: Introduction to the Four Organizations and Interviewees 

Four Organizations Organization A Organization B Organization C Organization D 

Types  State-owned 

distributor in 

mainland China 

State-owned in 

mainland China 

Private-owned 

distributor in 

mainland China 

Private-owned distributor in 

Hong Kong 

Interviewees  Purchasing 

manager 

Purchasing 

manager 

Purchasing 

manager  

Sales representative 

Data will be presented in the following way.  

 General description of  each organizations and interviewees 

 

 Presentation of  organizational buying behavior of  e-health service system about the buying process, 

the buying center and factors influencing the buying process and the buying center. 

http://thinkexist.com/nationality/scottish_authors/
http://thinkexist.com/birthday/december_23/
http://thinkexist.com/birthday/april_16/
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5.2 Organization A 

5.2.1 General Description of Organization and Interviewee  

As it is presented by the purchasing manager, Organization A is an important state-owned pharmaceutical 

wholesaler connecting manufacturers with retailers in a city in the north of  China. Capital of  registration of  

Organization A is 1.62 million RMB (approximately 256,138 USD) 10. It currently has 132 employees, 54 

professional and technical personnel including 3 licensed pharmacist, 3 non-licensed pharmacists and 8 

pharmacists. The 8 pharmacists are non-licensed and will not be able to obtain a pharmacist license due to 

their education level, whereas they are rich in working experiences and they will keep on working as 

pharmacists. The enterprise mainly engaged in: 

 Traditional Chinese medicine products: Chinese herbal medicine11, Chinese patent drug12.  

 Western medicine products. 

 Medical devices 

 Chemical medicine preparation 

In Organization A, the company’s legal representative is their general manager.  

There are eight functional departments in Organization A:  

 Secretary Department 

 Financial Department 

 Human Resource Department 

 Sales Department 

 Purchasing Department  

 Quality Control Department 

 Transportation and Storage Department 

 Security Department   

Their business goal and objective is “Product quality is fundamentally important for an enterprise to survive 

in the fierce competition; credibility and integrity is vital for future development”.       

The interviewee of  Organization A is a woman who has been working in the company for 10 years. She has 

                                                             
10

 http://www.boc.cn/sourcedb/whpj/ Retrieved on June 13, 2012 

11 Chinese herbal medicine (also called Chinese Traditional drug) consists of  raw materials from botanicals including roots, stems, 

leaves, and fruits, animal drugs including internal organs, skin, bone and organs, and mineral drugs. 

http://baike.baidu.com/view/113557.htm   Retrieved on June 13, 2012 

12 Chinese patent medicines are standardized herbal formulas in the shaped of  round pills. 

http://en.wikipedia.org/wiki/Chinese_herbology  Retrieved on June 13, 2012 

 

http://www.boc.cn/sourcedb/whpj/
http://baike.baidu.com/view/113557.htm
http://en.wikipedia.org/wiki/Chinese_herbology
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been working as a purchasing manager for three years.  

5.2.2 The Buying Process of Organization A 

Step 1: Sales representative initiates the buying process. 

Sales persons find out there is a need on the market and receive the requirement from a retailer including a 

product or service system’s characteristics, specification and quantity of  needed item. Sales department send 

the retailer’s need to the manager of  purchasing department. 

Step 2: Purchasing department searches for providers. 

Based on the determined requisites, purchasing department explores three to four equipment suppliers from 

their existing business partners and other potential and qualified suppliers. 

Step 3: Ask for inquiries from the providers 

Purchasing department asks for inquiries from potential suppliers by considering the function of  the service 

system, price, and delivery time, etc. If  the provider is domestic, certificates released by relative authorities 

will be required; if  the potential supplier is from abroad, certificates of  registration at State Food and Drug,  

Step 4:  Acquisition and analysis of  proposals, and organize two visits to selected potential 

providers. 

Purchasing department evaluate the offers from current suppliers by considering which product or service 

caters to their retailer’s need better.  A first-time purchasing and import from another country, Organization 

A’s general manager will be involved in determination of  the final decision, thus, the purchasing department 

will send all the information to their general manager. In the end, there will be two suppliers chosen by the 

general manager, purchasing manager, and sales person to visit. The purpose of  the visits is to check their 

plant, package, service quality, and after-sales service, and negotiate about the price and delivery. 

Step 5: Determination of  a provider and discussion of  details 

After visiting several selected manufacturers and checking a series of  criteria, the purchasing manager and 

general manager will compare the two providers and make a final decision. The general manager will sign a 

purchasing order and decide an order routine. 

Step 6: Feedbacks  

Organization A’s purchasing department will send their feedbacks to the manufacture’s sales person. 

5.2.3 The Buying Center of Organization A 

In this section, the data will be stated from three perspectives. They are the composition of  the buying 

center, roles in the buying center, and influence in the buying center. 
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5.2.3.1 Composition of the Buying Center in Organization A  

The Table 5.2 below demonstrates the functional areas of  Organization A involved in the buying process. 

Table 5.2: Functional Areas of  Organization A in Participation in the Buying Process 

V
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Manager 
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1. Sales representative initiates the buying 

process. 
 X   

2. Purchasing department searches for 

suppliers. 
  X  

3. Ask for inquiries from suppliers   X  

4. Acquisition and analysis of  proposals, 

and report to the company’s general 

manager and organize two visits to selected 

potential suppliers. 

X X X X 

5. Determination of  a supplier and 

discussion of  detail issues  
X  X  

6. Feedbacks   X  

The data presentation regarding to the five dimensions of  the buying center dealing with a purchasing of  e-

service system is in the Table 5.3. 
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Table 5.3: Five Dimensions of  the Buying Center in Organization A 

Five Dimensions of  the 

buying center 
Data presentation 

1 

Vertical 

involvement in the 

buying center 

communication   

Level 1: Organization A’s general manager  Level 2: purchasing department, financial 

department and sales department  Level 3: general employees  There are 3 hierarchical 

levels of  organizations are involved in the communication. 

2 
Lateral involvement 

in the buying center 

Sales department purchasing department, financial Department and the general manager. 

 There 4 departments involved in the communication. 

3 Extensivity 

Financial manager 1; Employee from Financial department: 1. 

Purchasing manager 1; Employee from purchasing department: 1. 

General manager: 1. Sales person: 1. 

Total number of  individual participated in the buying communication network is 6. 

4 Connectedness 

Verbal contact has been used most frequently. Face-to-face communication is ranked as the 

most frequently used method to communicate because they want to have a double-way 

communication. When they communicate with each other, they would like to the listener’s 

facial expression and body reaction. Telephone is the second frequently used because of  its 

high efficiency.     

5 Centrality 

Purchasing manager and general manager occupied the centrality position in the buying 

communication network. International purchase is more complicated than domestic 

purchase. And general manager has to sign the purchasing contract. 

5.2.3.2 Roles in the buying center of Organization A 

According to the answers from the purchasing manager, six roles in the buying center are identified in the 

Table 5.4. 
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Table 5.4: Six Roles in the Buying Center in Organization A 

Roles in the Buying Centre  What they are Organization A’s 

Initiator Sales person 

Gatekeeper Purchasing manager 

Influencer  The sales person, purchasing manager, general manager 

Decider  General manager and purchasing manager 

Buyer or Purchaser  Purchasing manager. 

User  The sales person 

5.2.3.3 Influence in the Buying Center in Organization A 

The purchasing manager answered the questions about: who are the powerful buyers? What do powerful 

buyers want? And how do powerful buyers perceive a product vendor.  

Identify who are the powerful buyers. According to the purchasing manager, purchasing manager and the 

general manager of  Organization A are identified as the powerful buyers. 

Identify the benefits offered by product that most motivates the powerful buyers. In order to cater 

their customers’ need about a e-service system for people with mild dementia, the purchasing manager 

supposes the most motivating features to the powerful buyers are: convenient, portable, and upgradable, 

high quality and helpful functions, reasonable price, good reputation of  the producer, and warrantee are also 

very important for distributor to consider. 

Identify powerful buyers’ perception towards product vendor. Generally speaking in Organization A, 

the powerful buyer will judge a product or service vendor from their provider’s website, their sales 

representatives during contacts, marketing materials and so forth. 

5.2.4 Factors Influencing the Buying Process and the Buying Center  

Statement according to the purchasing manager regarding to factors influencing the organizational buying 

process and the buying center.  

Organizational Factors. As it was mentioned in 5.2.1, organizational goal and objective is ‘Product 

quality is fundamentally important for an enterprise to survive in the fierce competition; credibility and 

integrity is vital for future development’. The goal and objective influence the buying center by setting a 

basic guideline to regulate all staff  by themselves instead of  certain of  people’s inspection and control. This 

is also the basic guideline when the buying center implements a purchase. The level of  centralization of  

Organization A is neither too high nor too low in China. It has no obvious influence to the decision making, 

the purchasing manager says. In Organization A, it is obvious that everyone does not have the same weight 

of  influence on the final decision. Consequently, purchasing manager and general manager make final 

purchasing decisions jointly which is proper and reasonable in the purchasing manager’s opinion. As this 
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type of  e-health service product is not available on the Chinese market currently, therefore, this system has a 

clear competitive advantage. There is no empirical data from the purchasing manager about the type of  

operation and organization climate. 

Environmental Factors. In 2011, China experienced pressure from domestic inflation, real estate bubbles, 

and loss of  control over local governments’ financing platforms. In addition, China kept on feeling the 

pressure of  the global financial crisis falling under the shadow the European sovereign debt and the U.S 

economy’s slow recovery. Even though the Chinese economy’s growing speed is getting slower but it is still 

growing at a relatively faster speed, which is favorable for the e-service system in health care. Performance 

trend: As the growth of  country’s economy, the performance of  the e-service industry in health care for 

people with dementia will have a bright prospect, which makes the buying centre interested in the e-service 

system in health care.  

Elderly people are pursuing equipment to better their life condition and increase their sense of  happiness in 

life. In this case, there is a huge demand in Chinese domestic market whereas few vendors can supply the e-

health service system for people with mild dementia, which cause that the vendor at a positive position. The 

purchasing manager supposes that the supply of  essential resource is important but the demand from their 

customer tends to be more important in most of  the times. Type of  market would be either monopolistic or 

oligopolistic market.  All the factors mentioned above would smooth the buying process, and accelerate the 

decision-making speed, which is positive to medical equipment supplier.  

The purchasing manager says that the availability of  information is important for Organization A to analysis 

the situation. She believes there are few barriers in language and technical communication tool nowadays so 

that there will be no big problem on the availability of  information. The availability of  correct information 

is important for the buying center to make a better decision. All in one word, the environmental factor will 

encourage the buying center and the buying process to purchase the new type of  system.                                         

Societal and Cultural Factors. In the purchasing manager’s opinion, beliefs and attitude and family 

patterns will not bear the buying process and buying center a lot.  She mentions business practices are vital, 

but still lack of  transparency and are characterized by under-the-table dealing.   

Government and Regulatory Factors. The ideology and policies has no special influence to a company’s 

buying center and the buying process. The Chinese government influences the purchasing as all other 

sovereign country does. The government is fully aware of  how to reduce the cost for final customer. 

Therefore, the reform in healthcare is undergoing in order to benefit all inhabitants in China. However, 

great strides are being made notably since China’s entry into the WTO – and longer term China looks set to 

pay dividends for early movers in this market. China’s entry into the World Trade Organization in 

December 2001 earmarked the lifting of  rigid restrictions such as high tariff, VAT, quotas and import 

licenses on medical device. The changes in legislation and regulation lower the threshold for foreign 

manufactures to enter the Chinese market, which has positive influence to a purchase. She does not know if  



 64 

there are any subsidies and tax benefits applicable for the e-health service system for people with mild 

dementia. Bureaucracy probably will slow down part of  the buying process. She also mentioned that they 

won’t do business with a country in a volatile situation. 

Uncertainty Factor. The purchasing manager believes time pressure does not constrain the first-time 

purchase. It is better to conduct the purchase under no time pressure. Perceived risk could be fluctuation of  

exchange rate but this won’t influence the buying a lot as long as they would like to buy. 

5.3 Organization B 

5.3.1 General description of the organization and interviewee 

Organization B is state-owned pharmacy which is located in the north of  China. According to the 

interviewee, the status of  this company was highly important because it was a key wholesaler and retailer in 

the circulation of  the health care market in the city where it was located. After 1990s, the distribution 

channels of  health care products are gradually diversified due to the changes of  regulation of  the Chinese 

government. The opening-up market of  health care industry in China brings in enormous diversified 

performers in the entire distribution channels.  

The business range of  Organization B involves:  

 Traditional Chinese medicine products: Chinese herbal medicine and Chinese patent drug. As it had 

been explained in the previous case, the two types of  Chinese medicine products were described 

respectively. 

 Western medicine products. 

 Medical devices. 

Organization B is composed of  three subsidiaries ： 

      1) Traditional Chinese Medicine Products Procurement and Supply Station (TCMPPSS). They are selling 

Chinese herbal medicine and Chinese patent drug. 

      2) Pharmaceutical Procurement and Supply Station (PPSS) is a wholesaler of  western medicine, medical 

devices, industrial chemical and industrial chemical reagents instruments. 

      3) Pharmaceutical Medicine Company (PMC) is a retailer for western medicine, medical devices. 

The subsidiary of  Pharmaceutical Procurement and Supply Station is the entity which will be studied. The 

structure of  PPSS is as follows. It is made up of   

 Secretary Department 

 Financial Department 

 Human Resource Department 

 Sales Department  
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 Purchasing Department 

 Quality Control Department 

 Transportation and Storage Department 

 Security Department 

The interviewee for this case study is a woman who has been working at Organization B for more than 20 

years. She started at the company as a sales person at PMC. After that, she worked as a buyer at the 

purchasing department of  PPSS and gradually became a purchasing manager.  

The purchasing manager claims that Organizational B’s business goals and objectives is ‘High quality service 

will bring in sustainable business development’. 

5.3.2 Buying Process of Organization B 

According to the purchasing manager, the buying process of  organization B is shown below. 

Step 1: Sales representatives recognize needs / problems  

Sales representatives of  Organization B spend their efforts to find out their customers’ needs by their 

personal relationships and contacts with the purchasing managers of  hospitals and retailers. They receive 

their customer’s purchasing plan including medical devices specifications, the budget of  this purchase, and 

the quantity of  articles from their customers. And then the sales department will send the purchasing plan 

with details to the purchasing department in Organization B. 

Step 2: Purchasing department searches for potential suppliers, ask for inquiries and send the 

potential’s offer to the company’s vice general manager. 

Purchasing department will start to look for service providers from who are cooperated before. If  there is 

no existing appropriate supplier, purchasing department will search for two to three potential suppliers who 

can provide the e-health service systems with the same or similar functions, contact them by asking 

questions they most concern such as the technical description, article price, and delivery time. After that, 

purchasing department will send the offer from potential suppliers to the company’s vice general manager. 

The reason of  letting the vice general manager control is because the vice manager has the academic 

background in pharmacy and worked for a medical device manufacture for a couple of  years with rich 

experiences in signing agency agreement. Most importantly, he is in charge of  several departments including 

the purchasing department and financial department.  

Step 3: Analysis of  internal financial situation and visit the selected manufacturers to acquire more 

information 

Financial manager will state the company’s financial status to the vice general manager and assist him make a 

proper budget and an estimation of  the article quantity of  the purchase. The vice general manager probably 
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will organize 2-3 visits to the manufacturers of  the medical device together with the sales representative 

who initiated the buying process, the purchasing manager and financial manager in order to know more 

about the product and service providers concerning to producing process and the manufactures’ plants, and 

so forth. In this process, certificates made by the Chinese authorities will be required. 

Step 4: Evaluation of  proposal from selective suppliers, selection of  a supplier and sign a purchase 

contact 

In this step, the vice general manager will select one supplier and negotiate with the supplier about the price, 

delivery time and warrantee, and discuss about payment, and so forth. 

Step 5:  Sales representative collect feedbacks and send them to the purchasing department. 

Organization B’s sales persons will visit their customer such as hospitals and collect feedbacks about this 

equipment from end user/patient in hospital.  Organizational B’s sales person will give these feedbacks to 

purchasing department. Organization B’s purchasing department eventually sends their feedbacks to the 

medical device manufacturer. 

5.3.3 The Buying Center of Organization B 

In this part, it will present the composition of  the buying center by introducing the hierarchy level of  the 

buying center in Organization B, roles in the buying center, and influence within the buying center. 

5.3.3.1 The Composition of the Buying center in Organization B 

The table beneath illustrates the functional areas of  Organization B in participating in the buying process. 
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Table 5.5: Functional Areas of  Organization B in Participation in the Buying Process 
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The Table 5.6 below shows the hierarchy level of  the buying center in Organization B. 

Table 5.6 Five Dimensions of  the Buying Center in Organization B 

Five Dimensions of  the 

buying center 
Data presentation 

1 

Vertical involvement 

in the buying center 

communication:   

Level 1: Organization B’ vice general manager  Level 2: Purchase Department, 

Financial Department and Sales Department Level 3: general employees  There 

are 3 hierarchical levels of  organizations are involved in the communication. 

2 
Lateral involvement 

in the buying center 

Organization B’s vice general manager, purchase department, Financial Department 

and Sales Department. There 4 departments involved in the communication. 

3 Extensivity   

Sales person: 1; Sales manager: 1 

Purchasing manager 1; Employee from purchasing department: 1. 

Vice general manager: 1. Financial manager 1. 

Total number of  individual participated in the buying communication network is 6. 

4 Connectedness 

Direct face-to-face verbal communication is used most frequently. Telephone is also 

very important in communication. Email is seldom used in communication within 

the buying center. 

5 Centrality 

Vice general manager is in the central position in the buying communication 

network. Purchasing department and sales department are likely to be of  equivalent 

importance in the buying center.  

5.3.3.2 Roles in the Buying Center of Organization B 

The purchasing manager detects different roles in the buying center in Organization B.  

Table 5.7: Six Roles in the Buying Center in Organization B 

Roles in the Buying Centre  What they are Organization B’s 

Initiator Sales representative 

Gatekeeper Vice general manager 

Influencer  The sales person, purchasing manager, financial manager, vice general manager 

Decider  Vice general manager  

Buyer or Purchaser  Purchasing manager. 

User  The sales person 

5.3.3.3 Influence in the Buying Center in Organization B  

This section presents the influence in the buying center in Organization B by following the procedures of  

identify who are the powerful buyers, identify the benefits offered by the e-health service system that most 

motives the powerful buyers and powerful buyers’ perception towards product vendor.  
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Identify who are the powerful buyers. In organization B, vice general manager is the most powerful buyer. 

Identify the benefits offered by the e-health service system that most motives the powerful buyers. 

Powerful buyer – vice general manager needs to balance many factors in order to cater their customer’s 

needs. He holds on the opinion that the most important criteria when he evaluates among different 

suppliers are, technical innovation, after-sales service and good reputation. Thus, product’s quality would not 

be a big problem for a Chinese distributor to worry about as long as the system can receive the certificate of  

registration at the State Food and Drug Administration (SFDA). 

Identify powerful buyers’ perception towards product/service vendor. Information about a supplier 

such as manufacturer’s reputation could be found. Other buyers’ comments will be helpful when they doing 

the evaluation of  a supplier. Several compulsory certificates such as registration at relevant authorities where 

evaluation test of  product quality and identification High quality of  marketing material, relevant technical 

testing report will put on more weight on a medical device provider.  

5.3.4 Factors influencing the Buying Process and the Buying Center  

Organizational factors.  Their business goal and objective is ‘High quality service will bring in sustainable 

business development’ determines that Organization B try their best to delight their customers. It set a basic 

guideline for workers in Organization B. The level of  centralization during the purchase process is high and 

the vice general manager is taking the most important position in the buying process, which make the 

decision autonomous.  It is obvious to see that the vice general manager possesses more power than the rest 

of  the members in the buying center.  

Due to the useful functions, this e-health service system holds a competitive advantage. Therefore the 

purchasing strategy might be different from others. The purchasing manager considers this is a benefit for 

the foreign vendor to sell their products/services at a good price. The purchasing manager supposes 

communication and cooperation within their organization climate can smooth a purchase. 

Environmental factors. In recent, although the Chinese economic performance is keeping on growing but 

it is barely satisfactory. On the other side, she says, as she mentioned before, the state 12th Five Year Plan, 

the development strategies of  the country is very favorable for foreign vendors in health care. Three sectors 

of  health care, energy and technology will receive a major boost from the 12th Five Year Plan. As the 

changing of  age structure in China, oldest people grow at a faster speed than the rest age segments. Both 

reasons would be favorable for foreign manufacturer to export their products/services to China. On the 

Chinese market, there are not enough products/services provided to people with mild dementia.  

The purchasing manager supposes that the level of  economic development is important to know but it is 

more important to treat each market individually. 

A large number of  medical devices for people with dementia are in need while on the Chinese market there 

is lack of  supplier. The huge contrast of  potential need and few suppliers could inspire the Chinese 
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distributors’ interest to introduce the new e-service system into the Chinese market and encourage a buying 

center to implement a purchase.  

The unique functions of  the system place the supplier itself  at a confident bargaining position with their 

customers.  

Societal and Cultural factors. Beliefs, attitudes and family patterns tend to be no noticeable influence on 

the buying center and the buying process. She supposes that time limitation of  a purchasing task itself  and 

how the key person’s attitude to a purchasing can tremendously influence the buying center and the buying 

process. When we mention business practices, we have to consider financial incentives, she says, red pocket 

and kickbacks still exist and create an uneven playing field for companies.           

Government and regulatory. The purchasing manager considers that ideology will not be a problem. 

About the policies The Chinese government involves into the medical institutions planning and supervises 

the market of  medical devices. This sector has been singled out as China’s new Strategic Emerging 

Industries (SEIs). The government is encouraging foreign business to participate in the development of  

SEIs. This policy will encourage Chinese distributors to purchasing medical devices using new technology.  

This probably will encourage an international purchasing. 

If  there are any legal restrictions about inhabiting import from some countries, it will of  course hinder an 

international purchase. The purchasing manager considers that trade restrictions involving tariffs and barrier 

will have bad influence on an international purchase but the procedures are getting simpler. If  a common 

market can build based on political reasons, this might be good news for their company. She supposes that it 

is no doubt that bureaucracy brings in negative influence to any purchase. She also says that she does wish 

civil servants could enhance their work efficiency.  

As for availability of  foreign exchange, it would not be a problem for China. They are not interested in 

doing business with a country unstable. 

Uncertainty factors. Time pressure is not a significant factor to influence a first-time purchase. Perceived 

risk will have negative influence on a purchase. Value of  purchase will not significantly influence a first time 

purchase.    

5.4 Organization C 

5.4.1 General Description of the Organization and Interviewee  

Organization C started up in the 1980s as a health care product manufacturer producing disposable medical 

devices and drugs in north of  China. It has more than 3000 employees. The organization is mainly 

participating in the research and development, production and sales of  disposal medical devices, orthopedic 

and blood purification products.  
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The chart below shows the structure of  Organization C. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.1 Structure of  Organization C 

In the domestic market, the company was the early mover to manufacture disposable products of  medical 

devices. Their products include transfusion sets, blood purification, implantable medical catheters, medical 

suture, irregular needles, orthopedic, electronic and mechanical medical products, medical injection fluid 

products, artificial blood plasma and various medical products and medications.  

The company has established more than 50 representative offices in provinces, municipality and 

autonomous regions in China. Their representative offices have created and maintained long-term and 

sustainable relationships with more than 3000 hospitals, 200 of  blood stations and over 900 other medical 

units. Domestically, this company has a high level of  performance in business; abroad, their products are 

selling to European, America and South America Continents. 

The company is ambitious to expand their business and distribute foreign medical devices as supplements 

of  their own products. Therefore, the company is an exclusive independent agent committing to sales and 

marketing of  dental implants, trauma products which are produced in South Korea, Germany, UK and 

Japan.    

Organization C continues spending their efforts on scientific research and development work of  their own 

products by holding the spirit of  creating and sustaining healthy life for people. In the long run, they would 

like to establish their research and development center in European countries, and gradually transform from 

their domestic manufacturer to an internationally performer. 

The interviewee for the third case study is the purchasing manager from one of  the subsidiaries mentioned 

above – No. 5 which is a distributor for foreign products. Before working for this company, he was a 

provincial sales manager of  an American holding company of  medical devices in China. 

Their business goal and objective is ‘high quality is more important than cost-saving. Meet customers’ needs 
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and strive to delight our customers and to become the most respectable medical device and pharmaceutical 

companies’’.  They would like to contribute themselves to promote the healthy development of  China’s 

medical and health services.  

5.4.2 The Buying Process of Organization C 

The buying process of  Organization C is stated by the purchasing manager.  

Step 1:  Needs/problem recognition and publication  

The initiator of  the buying process is their sales representatives find out there are a need on the market and 

receive the specific requirement from a retailer including product characteristics, specification and quantity 

of  needed items. The problem/need should be agreed by the sales manager as well. Sales department may 

publish the specifications on Organization C’s internal website, or forward this need by email and telephone 

to inform the purchasing department. 

Step 2: Search for potential providers. 

According to the specification, purchase department will, first of  all, search for appropriate providers from 

the database of  existing suppliers. If  there is no satisfactory supplier in the current database, they will look 

for new suppliers and start a new-purchase. 

Step 3: Request for information (RFI).  

The purchasing department will be responsible for request for information. The purpose of  the inquiry is to 

get the most accurate pricing information from the inquiries and save the company’s investment by reducing 

costs and controlling of  the amount of  investment accurately. In order to obtain accurate price information 

of  the e-service system, the purchasing department may seek for offers from regional or local publication, 

or by online inquiries, telephone inquiries, offers from manufacturers, inquire by telephone. 

Methods concerning to obtain price information are for example, seeking for information from regional 

publication, telephone inquiries, online inquiries, market research, manufacturers offer, etc. 

Step 4: Request for quotation (RFQ)  

The purchasing department of  Organization C will prepare for request for quotation. This document will 

include a letter of  invitation, information to tenders, technical specifications. Answers from potential 

suppliers should be sent back within a time period as required. 

Step 5: Evaluation of  quotations.  

In this process, the buying center will consider about the function, price and budget, delivery time, 

warrantees, etc. People in the buying center will sit together, select three factors as the most important to 

consider combined with the financial situation of  the company, and then take a comprehensive 
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consideration of  the selective factors. In this step, sales department, purchasing department, finance 

department will be involved in discussion.  

Step 6: Provider selection and negotiation and contract. 

Managing director, purchase manager together with financial department will select a provider. The 

purchasing manager and the company’s managing director will start to negotiate with the suppliers. The 

company’s managing director will denote the company to sign the final agency agreement for their 

distribution.  

Step 7: Performance feedbacks and evaluation.  

Within the warrantee period, the purchasing department listens to their customers’ feedbacks. The 

Organization C will check if  their providers implement their guarantees. 

5.4.3 The Buying Center of Organization C 

The composition of  the buying center, various kinds of  roles in the buying center and factors influencing 

the buying process and the buying center will be presented in this section. 

5.4.3.1 Composition of the Buying center in Organization C 

The table below illustrates the correspondent participation in the different phases of  the buying process.  

Table 5.8: Functional Areas of  Organization C in Participation in the Buying Process 
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1. Needs/problem recognition and publication   X   

2. Search for potential providers   X  

3. Request for information (RFI).   X  

4. Request for quotation   (RFQ)   X  

5. Evaluation of  quotations  X X X 

6. Provider selection,  negotiation and contract X  X  

7. Performance feedback and evaluation  X X  
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Table 5.9: Five Dimensions of  the Buying Center in Organization C 

Dimensions  Data presentation 

1. Vertical 

involvement in the 

buying center 

communication   

Level 1: Organization C’s managing director  Level 2: purchasing managers, financial manager, 

sales manager  Level 3: general employees  There are 3 hierarchical levels of  organizations 

are involved in the communication. 

2. Lateral 

involvement in the 

buying center 

Organization C’s managing director, sales department, purchasing department, and financial 

department.  There 4 departments involved in the communication. 

3. Extensivity 

Financial manager 1; Employee from Financial department: 1. 

Purchasing manager 1; Employee from purchasing department: 3 to 5. 

Managing director 1. Sales manager 1; Sales person 1. 

Total number of  individual participated in the buying communication network is 9 to11. 

4.Connectedness 

The extent to which the members of  the buying center are connected each other is low. 

Telephone and email are frequently used.  At the step of  evaluation of  quotation, members in 

the buying center will sit together and make a discussion. 

5. Centrality 
Purchasing manager from is in the center of  the communication network. Lots of  information 

moves to purchasing department. 

5.4.3.2 Roles of Organization C’s the buying center   

According to Interviewee’s answers, six roles in the buying center are identified in the table below. 

 

Table 5.10: Six Roles in the Buying Center in the Distribution Company of  Organization C 

Roles in the Buying 

Centre  

What they are Organization A’s 

Initiator Sales person in the distribution company   

Gatekeeper Purchasing manager 

Influencer  Members in the buying center including the sales person, managing director, staff  in 

purchase department,  staff  in financial department 

Decider  Managing director, purchase manager, financial manager  

Buyer or Purchaser  Purchasing department. 

User  The sales person 

5.4.3.3 Influence in the Buying Center in Organization C 

The data presented by the purchasing manager about the influence in the buying center. He identifies the 

most powerful buyers, the benefits offered by the e-health service system that most motivates the powerful 

buyers and considering powerful buyer’s perception about the service system vendor. 
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Identify the powerful buyers. In the buying center, purchasing manager is the most powerful buyer 

followed by managing director. Purchasing manager is at the central position of  the buying center. 

Identify the benefits offered by the e-health service system that most motivates the powerful buyers. 

The buying center in Organization C will focus on the quality and upgradability of  the e-health service 

system, and the consequence of  distributing the system such as it will cause the sustainable development of  

the organization and benefit to maintain a long term relationship with their customer. 

Identify powerful buyer’s perception about the service system vendor. In the distribution subsidiary of 

Organization C, the powerful buyer considers that significant importance of  knowing a provider’s 

reputation but hard for them to have access to explore. The purchasing manager is curious to know their 

manufacturability. 

5.4.4 Factors Influencing the Buying Process and the Buying Center  

As for the factors influencing the buying process and the buying center, the empirical data will be presented 

in this section. 

Organizational factors. Organization C’s business objective claims that the buying center is very 

democratic since the senior level of  management have to inspire all the employees’ enthusiasm to provide 

best service and high quality products to their customers. The level of  centralization is low, which is an 

advantage to listen to more opinion within the buying center. According to the interviewee, he supposes 

that this kind of  e-service system for him is not unfamiliar with since he has been international exhibitions 

of  health care in America and in Europe. But he believes this e-service system is very new to most of  the 

Chinese residents. The interesting functions of  the system result in competitive advantage which can make 

the system more attractive to the end users and the buying center. Therefore, this may bring in more 

benefits to the e-service system provider.  The interviewee considers that the internal communication is very 

well. In a consequence, he thinks this would create a good environment for the company’s development. 

Environmental factors. The interviewee supposes that the 12th five-year plan affects domestic and foreign 

companies in all companies. The plan is favorable to the development of  medical devices. About level of  

economic development, he thinks it is important to offer different service to different target group in order 

to help to materialize a purchase.   

He also believes there is a huge lack of  assistive e-service systems for people with dementia on the Chinese 

market while thousands of  elderly people need assistive service. This may affect a buying center to make a 

purchasing decision due to the market potential.  He agrees that smoothing communication within a 

company and harmony work environment can let their buying center make a smarter purchasing decision. 

Their senior level of  management of  company understands the great importance of  communication. He 

agrees with the type of  market such as perfectly competitive, monopolistic or oligopolistic can influence the 

position between a provider and a buyer. But in this case, the interviewee says that in an international market, 
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there are other alternatives of  assistive e-service system with similar functions available so that type of  

market will not be a key factor to bear their buying center and buying process. In order to analysis each 

purchase, he agrees with that availability of  information has a lot bearings on their buying center and their 

buying decision.   

Societal and cultural factors. The interviewee considers that beliefs, attitudes and family patterns have no 

influence on a purchase but attitudes can. Business practices strongly influence a purchase. 

Government and regulatory. Ideology has no influence on an international purchase. China’s entry into 

the World Trade Organization in December 2001 earmarked the lifting of  rigid restrictions such as high 

tariff, VAT, quotas and import licenses on medical device. Tariffs have dropped from eleven per cent to 

around five to six per cent, making China a far more appealing target market.  

Historically, the Chinese healthcare sector was regulated by four government bodies. This made the 

application and registration confusing and incomprehensible for foreign entrants. Nevertheless, in early 2003, 

the State Food and Drug Administration of  China (SFDA) became the only agency to regulate medical 

equipment concerning to imports, manufacturing and distribution. It has greatly simplified bureaucracy for 

foreign participants. 

The purchasing manager considers that the threshold of  opening the Chinese market for medical devices, 

interpretation of  legislation and regulation is very important. Even though the difficulty of  entering 

constrain is high such as registration at SFDA, while based on his experiences, he believes some of  them are 

not as difficult and costive as they look like. Anyhow, he agrees that the trade restrictions and barriers will 

obstruct a purchase. He believes right now there is no common market for the e-service system designed for 

people with dementia. Therefore there will be no influence. He considers that bureaucracy will have negative 

influence on an international purchase. Availability of  foreign exchange and stability of  government will not 

influence a purchase. 

Uncertainty factors. Time pressure is often from the distributor when certain of  medical devices are in 

urgent need. Because the nature of  the e-health service system is a supportive device, time pressure will not 

obviously influence the buying process and buying center.  

5.5 Organization D 

5.5.1 General description of organization and Interviewee  

Organization D is a private-owned distributor of  medical equipment. It has been established in the early 

1980s in Hong Kong. This company is co-founded by two persons. One of  the co-founders of  

Organization D who has over 30 years of  experience in marketing and distribution of  blood transfusion and 

purification products in Hong Kong, mainland China and South East Asian countries. He is the CEO and 

director of  sales and marketing, and the other is professionalized in business law.  The number of  
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ORGANIZATION D 

Sales and 
Marketing 

Engineering 
and Service 

Administration Licensed Medical 
Device Manufacturer 

individuals employed by Organization D is 18 and their business goal and objective is ‘To be the leader in 

our industry.’  

Having 30 years experiences of  operation in the Hong Kong and Asia Pacific in healthcare market, 

Organization D is an ISO 9001 organization.  Organization D would like to bring quality healthcare to the 

people who need the service most. Their business concentrates on clinical specialties involving gynecology, 

renal care, cardiology, blood-banking and therapeutics, and surgery; and other hospital services such as 

rehabilitation.  

The structure of  Organization D can be divided into three functional departments: sales and marketing 

department, engineering and service department, administration department, and a subsidiary which is a 

licensed medical device manufacturer. The figure below illustrates the structure of  Organization D. 

 

 

 

 

 

 

 

 

Figure 5.2: Structure of  Organization D 

According to the description by the interviewee, she supposes that the sales and marketing department 

comprises of  competent and experienced sales representatives who have foundations in medical electronics, 

biomedical engineering, and life sciences. In order to make sure the sales representatives can effectively 

promote the company’s products to professional medical communities, they receive training internally and 

externally. Sales representatives’ tasks contain marketing communication with the end-user and education to 

end-user to make sure that the relevant devices achieve the intended safety and therapeutic efficacy. Sales 

and marketing department also delivers after-sales services including following-up to the end-user feedbacks 

and complaints, which maintain and enhances a sustainable and long-term relationship and trust between 

Organization D and their customers. Sales representatives also work with the company’s purchasing business. 

According to the interviewee, she says that engineering and service department consists of  experienced and 

well-trained engineers. They are responsible for introduction of  medical products regarding to installation. 

They also work with preventative maintenance and service, troubleshooting and technical advice.  

The administrative staffs are responsible for regulatory affairs, the company’s financial issues, logistics and 

customer service.  They assist sales and marketing department and engineering and service department, and 

ensure Organization D run smoothly.   
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Since this study concentrate on the distribution function of  Organization D, it is not necessary to provide 

description about their subsidiary which is a licensed medical device manufacture. 

The interviewee is a sales representative in Organization D specialized in medical electronics. She assists the 

managing director in preparing for product promotion in Hong Kong and mainland China. Besides, she also 

gets involved into the company’s purchase orders. Her job responsibility is not restricted by her title which is 

a sales representative, rather is based on the track of  a manufacturer which has been selected as one of  their 

strategic cooperation business partners in the long run. 

5.5.2 The Buying Process of Organization D 

Generally speaking, Organization D sometimes starts with purchasing a small amount of  products for 

demonstration at different trade exhibitions, or sometimes during the exhibitions they encounter their 

potential customers by showing the samples of  products which will be mentioned afterwards, and then they 

consider distributing the products in the Chinese or Asian market. If  there is a possibility to outsource the 

producing line to one of  the Asian countries with the prerequisite of  cost-saving and cost efficiency, 

Organization D could also help foreign manufacturers look for a reputable factory. In this case, it is very 

important to notice that only the previous situation of  purchase at the beginning will be described because 

this study simply focuses on the first time purchase. On the other side, it is also very important to know that 

the health care system and legislations for foreign entrants in Hong Kong are different from those in the 

mainland China. Therefore, the buying process of  Organization D can be described as follows. 

Step 1: Recognition of  a problem or need 

According to the interviewee, managing director finds out there is a good product which is very likely to be 

successful in the Chinese or even in the Asian market through his personal contacts in business. According 

to his rich experiences in the field of  medical devices for many years and up-to-date information, he is able 

to make a judgment to be the distributor of  a right product accurately. Then he will appoint one salesperson 

to keep track of  this issue. 

Step 2: Evaluation of  a target market and look for potential customers 

The managing director and sales staff  will use an opportunity for a demonstration and promotion for 

example a trade exhibition of  health care in China. During the exhibition, they could receive many 

feedbacks from peers in health sectors and further evaluate how the market potential would be. More 

importantly, it is highly possible for Organization D to find their potential customers at a trade show. 

Step 3: Negotiation with the provider 

After they find out their customers, the managing director will negotiate with one manufacturer which could 

be recognized as one of  their cooperation partners in the long-term with a main focus on price, delivery, 

after-sales service, and payment, in order to satisfy the needs of  their potential customers. Most of  the time, 
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the negotiation process might be implemented via email or by telephone, and usually won’t take up a long 

time. 

Step 4: Order 

When they reach an agreement with each other, sales representative D will send a purchase order involving 

the article number, denomination and so forth to the provider.  

Step 5: After-sales  

After-sales are inclusive of  feedbacks of  the performance of  the e-health service system, customization and 

upgraded service. 

5.5.3 The Buying Center of Organization D 

As mentioned previously, data concerning the buying center will be presented into three categories: the 

composition of  the buying center, roles in the buying center, and influence in the buying center. 

5.5.3.1 Composition of the Buying Center in Organization D 

Table 5.11: Functional Areas of Organization A in Participation in the Buying Process 
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 1.Recognition of  a problem   X  

2. Evaluation of  a target market and look for customer X X 

3. Negotiation with the manufacturer  X  

4. Order  X 

6. After-sales  X 

The purpose of  providing the Table 5.52 provides a description of  the five dimension of  the buying center 

about a first-time purchase. Further data will be presented in the Table 5.12.  
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Table 5.12: Five Dimensions of  the Buying Center in Organization D  

Five Dimensions of  the buying center Data presentation 

1 
Vertical involvement in the buying 

center communication:   

According to the interviewee there are 2 hierarchical levels of  

organizations are involved in the communication. 

2 
Lateral involvement in the buying 

center 
There 1 departments involved in the communication. 

3 Extensivity 
Total number of  individual participated in the buying communication 

network is 2. 

4 Connectedness Verbal communication by face-to-face and telephone 

5 Centrality Managing director is in the center of  the purchase. 

5.5.3.2 Roles in the buying center of Organization D’s 

Table 5.13: exhibits the different roles in the buying center identified by Interview D 

Roles in the Buying Centre  What they are Organization D’s 

Initiator Managing director 

Gatekeeper Managing director 

Influencer  Managing director,  sales person appointed by managing director  

Decider  Managing director 

Buyer or Purchaser  The sales person 

User  The sales person 

5.5.3.3 Influence in the Buying Center in Organization D 

The text below illustrates the data after the interviewee concerning to who the powerful buyers are, what the 

powerful buyers want and how powerful buyers perceive a product/service vendor. 

Identify the powerful buyers. Managing director is the most powerful buyer. 

Identify the benefits offered by the e-health service system that most motives the powerful buyers. 

The managing director would like to introduce and bring revolutionary, unique, breakthrough technologies 

into clinical practice. 

Identify powerful buyer’s perception about the service system vendor. The powerful buyer of  

Organization D put their concentration on the unique and revolutionary products or service systems using 

new technologies or new ideas in this product.  The powerful buyer is interested in vendors holding several 

patented products and service systems.  Moreover, a vendor’s reputation and their after-sales service are very 

important for them to consider. 
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5.5.4 Factors Influencing the Buying Process and the Buying Center  

The factors which will be considered are still organizational factors, environmental factors, social and 

cultural factors, government and regulatory factors and uncertainty factors. 

Organizational factors. The organization goal and objective – ‘To be the leader in our industry’ shows the 

owners’ their ambition which will influence active status of  their employees at work. Members in the buying 

centre of  Organization D dedicate themselves to look for good products or services with unique functions 

and also with high possibility of  huge potential market. As for the level of  centralization, in general, a 

purchasing decision will be made by both owners. The interviewee does not really think competitive 

advantage will bring a vendor to a dominant position. She further explains that this is because most of  their 

businesses are based on lasting relationship established by their owners. The interviewee believes that they 

would like to deliver quality healthcare to the people who need service most and consequently improve the 

patient’s well-being and quality of  life. She thinks that a pleasant working environment is very important for 

them to keep their working efficiency at a level which would be beneficial to all their organizational activities.  

Environmental factors. About the performance trend, the interviewee considers that the economy of  the 

entire country is likely to suffer from a tough situation for a period. But about the health care area, she 

believes there will be a great development in the country which could be considered as a piece of  good 

news for them.  

Societal and cultural factors are considered to have little influence to the buying process and the buying 

center. 

Government and regulatory. Considering the legal and trade constrains, Hong Kong is still a free trade 

zone. Government and regulatory has little bearing on the buying process and the buying center of  

Organization D. 

Uncertainty factors. Time pressure exists sometimes. The delivery time Organization D proposed may be 

so short that their vendor cannot fulfil their requirement. Perceived risk will hinder a purchase. To reduce 

their business risk, Organization D will purchase from the reputable suppliers of  which they are familiar 

with.  
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Chapter Six: Data Analysis 

 
In this chapter the empirical data presented in Chapter 5 will be analyzed by within-case 

analysis and cross-case analysis. Empirical data from each of the interviews conducted at all 

four organizations/companies will be explored individually by comparing the empirical data 

with the conceptual framework. It will end up with cross-case analysis which is conducted by 

comparing the empirical data among all four cases. The analysis will be structured according 

to the research questions. 

6.1 Introduction to Within-Case Analysis 
The analysis will compare the data collected with frame of  reference in Chapter 3 and the text be displayed 

in the order of  the research questions for each one of  the case studies. Similarities and dissimilarities 

comparing to the conceptual framework will be found out and analyzed. 

In order to provide a general idea of  this study, it is necessary to repeat the purpose of  the research and 

research questions one more time.  

The purpose of  this study is to evaluate how can Chinese distributors organizational buying behavior 

be described when they purchase e-health service system for elderly people with dementia. 

According to the study made by Wind and Thomas (1980), three research questions have been developed. 

RQ1: How can the Chinese distributors buying process be described when they purchase e-health service 

system for elderly people with dementia? 

Jobber and Lancaster (2006)’s seven steps model has been employed as a theory base. 

1) Need or problem recognition – 2) Determination of  characteristics, specification and quantity of  

needed item – 3) Search for qualification of  potential sources – 4) Acquisition and analysis of  

proposals – 5) Evaluation of  proposals and selection of  manufacturers – 6) Selection of  an order 

routine – 7) Performance feedback and evaluation 

RQ2: How can the Chinese distributors buying center be described when they purchase e-health service 

system for elderly people with dementia? 

Wind and Thomas (1980) suggest a three-dimension model to analysis the buying center.  
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1) Five-dimension composition of  the buying center made by Johnston and Bonoma (1981)    

2) Six roles in the buying center made by Jobber and Lancaster (2006) 

3) Influence in the buying center concerning to the powerful buyers made by Bonoma (2006) 

RQ3: How can factors influencing the Chinese distributors buying process and buying center be described 

when they purchase e-health service system for elderly people with dementia? 

The analysis and evaluation will be generally based on Samli et al. (1988)’s theory, organizational factors, 

environmental factors, government factors, social and cultural factors and uncertainty factors will 

be analyzed.  

6.2 Within-case Analysis: Organization A 

6.2.1 The Buying Process of Organization A 

By comparing the empirical data with the buying process theoretical model provided by Jobber and 

Lancaster (2006), the empirical data gathered from Organization A almost follows the theory.  

The need/problem is recognized by the company’s sales representative, which belongs to internal passive 

need/problem recognition since sales representatives don’t actively demonstrate the unique advantages of  

the e-health service system for people with dementia. Instead, they are led by the needs of  the Chinese 

market which can be understood as market-oriented or trade-oriented. 

When Organization A conduct a first time purchase, another difference from the theory is that the theory 

doesn’t mention about a friendly visit to the supplier when the for a first time purchase. 

6.2.2 The Buying Center of Organization A 

In this section, the empirical data about the composition of  the buying center of  Organization A, the roles 

in the buying center of  the Organization A and the influence in the buying center of  Organization A will be 

used in order to compare them with the theories created by Johnston and Bonoma (1981), Jobber and 

Lancaster (2006), and Bonoma (2006) respectively, and explain whether the responses from the interviewee 

is reasonable or not. 

6.2.2.1 Composition of the Buying Center of Organization A  

Because the interview guide has been created exactly following with the theory and there are no expecting 

figures concerning to the numbers of  each dimension, it is meaningless to conduct a comparison between 

the empirical data with the theory. Analysis and explanations will be provided according to the evidence 

about the composition of  the buying center of  Organization A. 

In Chapter Five, with the intention of  getting the right numbers of  the five dimensions of  the composition 

of  the buying center of  Organization A, Table 5.2 has been generated showing the involvement of  persons, 

department, and levels. 
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The participation of  the general manager increases number of  the vertical involvement to two and the 

extensitivity to six respectively since it would be an international first time purchase.  

The connectedness of  the buying center of  Organization A is very high because verbal contact is the most 

frequently used method to communicate with other members in the buying center. 

Verbal contact has been used most frequently. Face-to-face communication is ranked as No.1 for the reason 

that they want to have a double-way communication. Telephone is the second frequently used in 

communication because of  its high efficiency.     

From Table 5.2, 1, it is obvious to see that purchasing manager takes the central position in message sending 

and receiving since she is involved in most of  the buying process. While, according to interviewee who is 

the purchasing manager, she doesn’t consider herself  as the person in the central position. This might 

because she confused central position in communication and the most important position.  

6.2.2.2 Roles in the buying center of Organization A  

According the purchasing manager, she identified the six roles in the buying center of  Organization A. Sales 

persons as the initiator in the buying center of  Organization A is quite reasonable since they have direct 

contact with their organizational customers and know their customers’ purchasing plan so they know how 

market would be like.  In addition, sales representatives receive the first hand message about their customer’s 

purchasing plan including product characteristics, specification and quantity of  needed item, and so forth as 

a consequence they have strong influence about the purchasing  criteria of  e-service system. 

As the purchasing manager is in the center of  message sending and receiving, she not only masters the 

information flow and vendor access to corporate decision makers, also determine which vendor get an 

opening to sell. Thus, it is no doubt that she is the gatekeeper in the buying center of  Organization A. 

Besides, she gets involved in the evaluation and final decision process as a result she is one of  the 

influencers and one of  the deciders. 

After the general manager of  Organization A who is the organizational legal representative and the 

purchasing manager jointly decide who can be their supplier(s), he needs to sign agency agreement. 

Moreover, he takes the responsibility of  the entire business development strategy of  the organization so 

that it is noticeable to see that he is one of  the deciders is correct. 

Having purchased the e-service system, the user referring to sales representatives, are able to send 

organizational A’s customer an offer. In this case, the identification of  users within the buying center is right 

too. 

6.2.2.3 Influence in the Buying Center of Organization A 

According to the theory, the powerful individuals in the buying center are those persons who exert the most 

impacts through the purchase decision. Purchasing manager holds the most information about the buying 
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process and their customers’ needs which are sent by their sales representatives. Based on her rich 

experiences and abundant information, she has a strong influence on the final buying decision. The general 

manager also bears the final decision greatly so that they are the powerful buyers. 

From the responses of  the purchasing manager, what the powerful buyers want is a kind of  e-health service 

system that is supposed to be at a stage of  growth instead of  the stage of  introduction by considering the 

product life cycle theory.  

The evaluation of  a supplier sounds to be superficial but the purchasing manager mentioned about asking 

for different kinds of  certificates to prepare their good knowledge of  the supplier. What could be deemed 

to be an advantage is that as it has been presented in the buying process of  Organization A, the 

organization conduct friendly site visits of  their suppliers. However, there is a lack of  participation of  their 

quality control professionals.  

6.2.3 Factors Influencing the Buying Process and the Buying center of Organization A 

Comparison about different factors between the chosen theory and the empirical data will be explored and 

analyzed. 

 Organizational Factors  

According to the purchasing manager in Organization A, there is no apparent empirical data of  

organizational factors different from the theory. Organizational goal and objective influence the buying 

process and buying center by setting a basic guideline to regulate all employees which follows the theory. 

The level of  centralization of  Organization A has no obvious influences which obey the theory. Decisions 

in Organization A are made jointly but not all members have the equal weight of  influence on the final 

decision. There is a lack of  empirical data about the types of  operation and organization climate. 

 Environmental Factors  

The empirical data of  environmental factors entirely follows the theory. In this case all the sub-factors are 

favorable to the buying center to make a positive final decision. 

 Societal and Cultural Factors  

The empirical data differs from the theory regarding to beliefs, attitudes, and family patterns. As for the 

business practices which are considered to be very important by the purchasing manager influence the 

buying center and process a lot. 

 Government and Regulation Factors 
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The responses of  legal constraints, trade restrictions, bureaucracy level and stability of  government follow 

the theory whereas ideology and policies and availability of  foreign exchange are different from the theory. 

There is no empirical data concerning to subsidies and tax incentives and politics. 

 Uncertainty Factors 

There is no evidence showing that the uncertainty factors have an obvious influence to the buying process 

and the buying center. This is different from the theory. 

6.3 Within-case Analysis: Organization B 

6.3.1 The Buying Process of Organization B 

The buying process of  Organization B basically follows the seven-step buying process created by Jobber 

and Lancaster (2006), however, there are several noticeable points. The empirical need recognition 

corresponds with internal passive problem/need recognition in theory since the detail purchasing plans have 

been realized by their sales representative, which is not actively found by any internal departments of  the 

organization. With the intention of  satisfying customers’ needs the buying center usually follows their 

customers’ requirement of  the characteristics, specification and quality of  desirable e-health care system. 

This follows the step two the theory. 

In organization B, important information concerning a purchase shall be reported to their vice general 

manager since he has many advantages in decision making. Firstly, the vice manager was specialized in 

pharmacy and worked for a medical device producer for a couple of  years. Besides, he has rich experiences 

in dealing with legislation and is in charge of  several departments including the purchasing department and 

financial department. Therefore, he has the final right to say yes’ or no’, which is understandable. 

According to Jobber and Lancaster (2006), the buyer may know the quality of  a potential product/service 

supplier by assessment of  their technical expertise, evaluation of  the supplier’s reputation, or even other 

methods. In fact, as for the correspondent step 3 of  the buying process of  Organization B, one point is 

worth notice that quality control department seems to be not involved in this procedure.   

According to the theory, the buyer may evaluate product/service quality through their technical expertise 

and evaluate how the reputation of  the vendor is. Quality control department seems not as important as it is 

supposed to be, which might be because certificates issued by authorities are powerful enough to prove the 

quality of  a product or service. And the buyer chooses who are the qualified suppliers to supply the 

product/service, proposals will be called for and analysis of  them will be undertaken. 

6.3.2 The Buying Center of Organization B 

In the section of  analysis of  the buying center of  Organization B, it will state comparison between the 

theory and the empirical data, and comparison between the responses from the interviewee and implication 

of  evidence in order to inspect if the responses are conform to the evidence.  
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6.3.2.1 Composition of the Buying Center in Organization B  

In Chapter Five, Table 5.6 illustrates the five dimensions of the composition of the buying center of 

Organization B. Figures concerning the vertical dimension, lateral dimension and the extensivity has been 

stated.  

The participation of  the vice general manager expands the vertical involvement to three (hierarchical levels), 

the lateral involvement to four (departments), and the extensivity to six (persons) since it would be an 

international first time purchase. The purpose of  letting the vice manager control the buying process is not 

only for the reason that he is in charge of  the company’s purchasing department and financial department, 

but also he is professional in pharmacy and business law. 

The connectedness of  the buying center of  Organization A is very high because face-to-face verbal contact 

is the most frequently used method when communicating with other members in the buying center. 

The purchasing manager is not at the center of  the buying process based upon the purchasing manager 

herself, which does not follow with the theory. Apparently, in Organization B the vice manager who is in 

charge of  purchasing department and financial department sits in the center of  message receiving and 

sending. 

6.3.2.2 Roles in the buying center of Organization B 

Jobber and Lancaster (2006) define the six roles in the buying center and in practical, the purchasing 

manager pinpoints those roles. Their sales representatives are recognized as the initiator is correct due to 

they are sensitive to the market tendency and know their customers’ needs very well.  

Sales representative would send their customers’ need to the purchasing department who is responsible for 

search for potential sources. The vice general manager is in charge of  the purchasing and financial 

department and knows the most information in the buying process so that the vice general manager is the 

gatekeeper.  

Sales representatives, purchasing manager, vice general manager are able to influence a purchase from 

difference angles for example, sales representative can influence purchases regarding to a product or 

service’s characteristics and functions; the purchasing manager can influence a buying process when she 

search for the potential suppliers; the financial manager could influence a purchase when they make the 

budget, and the vice general manager is the most influential person since eventually he has a right to say ‘yes’ 

or ‘no’.  

Therefore, the vice general manager is the decider. Purchasing manager implements purchases so that she is 

the buyer/purchaser. Finally, the user who is the sale representative within the buying center will use the 

purchased e-service system and make offers to their customers.  
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6.3.2.3 Influence in the Buying Center in Organization B  

The powerful individuals in the buying center are those persons who exert the most impacts through the 

purchase decision (Bonoma, 2006), which could be operationalized as persons receive the most attention 

and information from others in their organization. The vice general manager masters the most information 

about a purchase and possesses a right to say ‘yes’ or ‘no’ concerning a purchase. Based on her rich 

experiences and abundant information, she has a strong influence on the final buying decision.  

The vice general manager consider that the most motivations are the e-service system’s technical innovation, 

after-sales service and the supplier’s reputation.  There is little worry about the quality of  imported medical 

devices because the Chinese authorities are very serious about the registration for e-health service system 

concerning to the health of  human-beings. Inspiring innovation of  technology, its upgrade capacity, and 

after-sales are very important. This might because on one side the advanced new technology could be 

unique selling points to distributors, and on the other side, the possibility of  upgrading may be able to be 

customized constantly.  

Attractive marketing material could create awareness of  the powerful buyer and provide him good first 

impression, which is very simple to understand. The powerful buyers evaluate and judge a potential supplier 

from many aspects. Technical testing reports articulate that the high quality and good reputation could put 

more weight on a supplier and express that the supplier has good records in the past.  

6.3.3 Factors Influencing the Buying Process and the Buying Center. 

The comparison between the theory and the empirical data will be demonstrated in this part. 

 Organizational Factors  

According to the purchasing manager in Organization B, there is no empirical data of  organizational factors 

against the theory.  

 Environmental Factors  

The empirical data of  environmental factors entirely follows the theory. In this case all the sub-factors are 

favorable to the buying center to make a positive final decision.  

 Societal and Cultural Factors  

Considering the empirical data about beliefs, attitudes, and family patterns, it is different from the theory 

made by Samli et al. (1988). The purchasing manager supposes that time limitation of  a purchasing task 

itself  and how the key person’s attitude would greatly influence the buying center and the buying process a 

lot instead of  the members’ beliefs, attitude, and their family patterns. This might be because of  the vice 

general manager’s strong influential power in Organization B. The business practices differs from country to 
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country and from individual to individual, and are considered to be very influential on the buying center and 

process since it creates incentives to encourage the buying center to implement a purchasing. 

 Government and Regulation 

The empirical data generally follows the theory. But still, several points need noticing. First of  all, ideology 

cannot be addressed as a barrier to an international purchasing since the gradually open Chinese market and 

revolution of  the health care market in China are creating fertilized soil for foreign business to grow. 

Secondly, the purchasing manager considers level of  economic development will influence on organizational 

buying behavior, but pre-studies about each market and investigation on each purchasing is also important.  

 Uncertainty Factor 

A senior level such as the vice general manager has to be involved in an international purchase. The value of  

the purchase would not influence the buying center and the buying process a lot since it is an international 

purchase.  

6.4 Within-Case Analysis: Organization C 
The within-case analysis will start with the buying process and the buying center followed by factors 

influencing the buying process and the buying center. 

6.4.1 The Buying Process of Organization C 

The buying processes of  Organization C follow the procedures of  the theory very well.  In the theory, the 

recognition of  needs/problems are conducted by the production manager or and sales representative. In 

this case, the needs/problems are realized by the company’s sales representative, which should be viewed as 

internal/passive. Having been mentioned in the within-case analysis of  the buying process of  Organization 

A and B, the buying center of  Organization C is highly incline to decide to use characteristics and 

specification required by their customers which is not against with the theory.  

6.4.2 The Buying Center of Organization C 

6.4.2.1 Composition of the Buying Center in Organization C 

The comparison between theory made by Johnston and Bonoma (1981) and the empirical data stated by the 

purchasing manager of  the distribution subsidiary of  Organization C and the implications of  the facts will 

be implemented. 

The vertical dimension of  the buying center is three because the involvement of  the manager level.  

The Lateral involvement in the buying center refers to the number of  different departments and divisions 

participated in the buying communication. The operationalization becomes the number of  separate 

departments, divisions, or firm functional areas involved in the purchase decision so that the number is four. 

The extensivity of  the buying center of  Organization C is nine to eleven.  
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The extent to which the members of  the buying center are connected to each other is medium because in 

most occasions, telephone and email are most frequently used rather than the face-to-face communication. 

The connectedness is high when they sit together and make a discussion so that the connectedness is 

medium. 

About the centrality, the purchasing manager is at the center of  the communication network is 

correspondent with the theory. 

6.4.2.2 Roles in the buying center of Organization C 

Sales representatives of  the distribution subsidiary of  Organization C initiate the buying processes because 

of  their close contact with their customers and know their customers’ needs.  

The gatekeeper is the purchasing manager correspondence with the truth is because he participates in most 

of  the procedures of  the buying process according to the table 5.9 and master vendor’s access to decision 

makers including the financial manager, managing director and the purchasing manager.  

In the distribution subsidiary of  Organization C, influencers are all the people in the buying center because 

each of  them could influence the buying process when they vote for the most important three factors at the 

evaluations of  quotations of  step 5.  

It is acceptable that the deciders consist of  the managing director of  the distribution subsidiary, the 

purchasing manager and financial manager because they are the key persons in the buying process. Having 

been mentioned in Chapter Five, the purchasing manager has abundant experiences in sales and purchasing; 

the managing director has to sign his signature on the contract for the distribution; the financial manager 

knows the company’s economic and financial condition of  the subsidiary and knows how much money 

could be invested.  

The roles of  buyer/purchaser are persons in the purchasing department who are responsible for a specific 

purchase is in accordance with the evidence since this is the purchasing department’s duty. When a purchase 

has been completed, the sales representative, the user within the buying center, would be able to send their 

customers an offer. 

6.4.2.3 Influence in the Buying Center in Organization C 

According to the theory of  Bonoma (2006), the powerful buyers/purchasers are individuals in the buying 

center exerting the most impacts on the purchasing decision. As for identifying the powerful buyers, it has 

been operationalized by knowing 1) who receive the most attention and information from others in their 

organizations, 2) who are disliked by those with less power, and 3) who send others to critical negotiations 

instead of  attending themselves. In this case, it is simple to see that the purchasing manager receives the 

most attention and information and there is no one in the buying center with the characteristics of  point 2) 

and 3), therefore, the powerful buyer recognized as the purchasing manager is correct. The managing 

director, who has been recognized as the second powerful buyer, sits at the highest level of  management of  
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the subsidiary. 

The reason that the powerful buyers pursuing for the high quality and upgradable e-health service system 

may be because of  the business objective of  Organization C which is to provide their customers high 

quality product and service. Even though they would like to control their investment, only pursuing for cost 

saving by sacrificing the system’s quality and long-term relationship with their customers is not acceptable 

for Organization C. 

Concerning to how do powerful buyers perceive a product/service vendor, when the powerful buyer start to 

contact the manufacturer, their company’s website, how the behavior of  their sales representative are and 

marketing materials are able to provide the first impression to the purchasing manager. From the author’s 

perspective, those points that the purchasing manager mentioned during the presentation of  the buying 

process could be viewed as the main points, and the company’s website, their sales representatives and 

marketing material could be considered as complementary issues to think about according to the level of  

importance. 

6.4.3 Factors Influencing the Buying Process and the Buying Center. 

In this part, organizational factors, environmental factors, societal and cultural factors, government and 

regulation factors and uncertainty factors will be analyzed. 

 Organizational Factors  

There is no empirical data from the interviewee from Organization C against the theory. Since business 

objective of  the medical device distributor of  Organization C focus on delivering high quality products and 

services to their customers, this would directly influence the buying center when they purchase medical 

devices. The level of  centralization influences the way of  decision making which follows the theory by Samli 

et al. (1988). In this case the level of  centralization is low so that the final buying decision tends to be jointly 

rather than autonomous. A medical device distributor’s main focus is to deliver high quality products and 

services in order to delight their customers. This has been reflected from the organizational goals and 

objectives of  Organization C. 

 Environmental Factors  

There is no apparent empirical data against the theory but one point should be mentioned. Since the 

interviewee worked for an American company in medical device and went abroad to join health care 

exhibitions many times, he upgrades his information concerning the international market often and in time.  

 Societal and Cultural Factors  

The attitudes to life and business practices have influences to the buying center and the buying process 

which are the same as the theory. Beliefs and family patterns are different from the theory made by Samli et 

al. (1988). 
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 Government and Regulation Factors 

The interviewee does not agree with that the Chinese ideology can influence an international purchase 

which is one point against the theory. The interviewee considers that simplified procedures would encourage 

a purchase. The interviewee agrees with part of  the theory about trade restrictions. Even more, he notes 

that some of  the trade restrictions may not pose threats and obstructions as their appearances. The 

interviewee does not agree with the theory about politics, availability of  foreign exchange, and stability of  

government. 

 Uncertainty Factors 

The empirical data about time pressure follows the theory. The purchasing manager considers that perceived 

risk and value of  purchase will not influence a purchase. 

6.5 Within-case Analysis: Organization D 
In the case of  the Organization D, the within-case analysis will be similar to the previous three cases staring 

from the buying process and the buying center to the factors influencing the buying process and the buying 

center.  

6.5.1 The Buying Process of Organization D 

The comparison between the empirical responses and the theory of  the buying process will be conducted in 

this section. 

The buying process of  organization D is very different from the theory since most of  their manufacturers 

have been selected to cooperate for a long term. Thus, they have good knowledge about the producers 

about their size, capacity and quality of  their products and services. In addition, they skip the step 3 of  

searching for and qualification of  potential sources in the theory and step 4 acquisition and analysis of  

proposals. It seems other procedures have been simplified such as the negotiation. 

The reason that Organization D negotiates the product/service price with the manufacturer is to make sure 

that the price they can offer is more competitive than other companies which may be able to provide 

substitute with similar functions. The delivery time is also customer-oriented according to their customer’s 

needs. 

6.5.2 The Buying Center of Organization D 

With the intention to analyze the buying center of  Organization D, three main perspectives will be explored: 

the composition of  the buying center, roles in the buying center, and influence in the buying center.  
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6.5.2.1 Composition of the Buying Center 

In order to analyze the composition of  the buying center, the comparison between the empirical data and 

the theory will be conducted about the five dimensions of  the buying center including vertical involvement, 

lateral involvement, extensivity, connectedness and centrality. 

Due to the business cooperation strategy of  Organization D, there are a few people in the buying center. 

Thus, the number of  the vertical involvement of  the organization is two. The lateral involvement is one 

since the managing director is also the marketing manager. The extensivity of  the buying center is only two 

persons which mean there are only two persons involved in the buying process. The connectedness of  

communication in Organization D is very high because two people participate in the process. The managing 

director staying in the center of  the purchase does not follow with the theory. In the theory it should be the 

purchasing manager. 

6.5.2.2 Roles in the Buying Center 

The reason that the managing director is the initiator is because of  his rich experiences in medical devices 

and sensitivity to the market. In the future, they would like to be a distributor of  a good foreign 

manufacture so that the managing director chooses the business cooperation partner at the beginning, and 

would like to be the gatekeeper to send and receive the most important information concerning to the 

purchase. The sales representative who has been allocated to keep track of  this cooperation partner joins the 

demonstration and collects feedbacks from potential customers, so that the sales representative is one of  the 

influencers. The other influencer and the final decision maker is the managing director which should be no 

doubt. The person who conducts the purchase and uses this product within the buying center is the sales 

representative and then he/she will send their offer to their potential customers. 

6.5.2.3 Influence in the Buying Center 

Since two persons can implement a purchase, it is apparent to see that the managing director who is also the 

marketing manager possesses more power concerning a purchase.  

What the powerful buyer wants is to introduce revolutionary, unique products/services using new 

technologies, which may be because there is a lack of  this kind of  produces / services, or they will have a 

huge market growth in the future. 

Patented innovative and creative products/ service can draw interests of  Organization D and their potential 

customers. Vendor’s reputation is also important for them because they would like to establish long term 

relationship with a reputable provider. 

6.5.3 Factors influencing the Buying Process and the Buying Center of Organization D 

The comparison between the empirical data and the theory will be conducted regarding to the factors.  

 Organizational Factors 
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Organizational goals and objectives can influence individual’s behavior in organization D, which can inspire 

employees. The level of  centralization is high probably as Organization D is a small company only having 18 

employees. The other reason is that the general manager also sits on the position of  the director of  sales 

and marketing department. High level of  centralization brings in the consequence that the managing 

director is the most powerful person in the buying center and in the buying process. Concerning to the 

competitive advantage, this is not the same to the theory as most of  their business are built on personal 

relationship. 

 Environmental Factors  

Economic conditions & performance trend of  an industry and demand and supply of  input and output 

follows with the theory while type of  market and available of  information have little bearing to the buying 

process and the buying center, which do not follow the theory.   

 Societal and Cultural Factors  

To continue with environmental factors, societal and cultural factors hardly influence on the buying process 

and the buying center which is against the theory. 

 Government and Regulation Factors 

Government and regulation factors involve ideology and policies, legal constraints, trade restrictions, 

subsidies and tax incentives, politics, bureaucracy level, availability of  foreign exchange, and stability of  a 

country. According to the empirical data in the previous chapter, the bad stability of  a country will have a 

negative influence with the country agrees with the theory. The rest factors under this category have little 

influence on the buying process and the buying center, which is against with the theory. 

 Uncertainty Factor 

Uncertainty factors contain time pressure, perceived risk, and value of  the purchase.  The first two factors 

follow with the theory but the latter one does not. 

6.6 Cross-Case Analysis 
In the within-case analysis, the comparisons between the theories and empirical data have been completed. 

In this section of  cross-case analysis, the comparison of  Organization A, B, C and D with each other will be 

conducted in order to find the similarities and differences and further find the results. The structure of  the 

cross-case analysis will be conducted in the following order. 

 The buying process 

 The buying center 

- Composition of  the buying center of  each organization 

- Roles in the buying center of  each organization 
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- Influence in the buying center of  each organization 

 Factors influencing the buying process and the buying center of  each organization 

6.6.1 Cross-Case Analysis of the Buying Process 

Jobber and Lancaster (2006) state a seven-step buying process which will be presented once again on the left 

side of  the table below. 

Table 6.1 Cross-case Analysis of  the Buying Process  

Theoretical 
Frame of  
Reference 

Organization A Organization B Organization C Organization D 

1. Recognition 
of  a 
problem/need. 

1. Sales 
representative 
initiates the buying 
process. 

1. Sales representative 
initiates the buying 
process. 

Needs and 
specification 
recognized by sales 
representatives 

1. Recognition of  a problem or 
need 
---------------------- 
2. Evaluation of  a target market 
and look for potential 
customers 

2. Determination 
of  
characteristics, 
specification and 
quantity of  
needed item 

 

3. Search for and 
qualification of  
potential sources 

2. Purchasing 
department 
searches for 
manufacturers. 

2. Purchasing department 
searches for potential 
suppliers and doing a 
comparison. 

2. Mapping suppliers 
 

4. Acquisition 
and analysis of  
proposals 

3. Ask for inquiries 
from supplies 
--------------- 
4. Acquisition and 
analysis of  
proposals, and 
organize visits 
---------------- 
5. Determination 
of  a supplier and 
discussion of  
details 

3. Analysis of  their 
financial situation and 
visit the selected 
manufacturers to acquire 
more information. 

3. Request for 
information 
4. Request for 
Quotation 

 

5. Evaluation of  
proposals and 
selection of  
supplier (s). 

4. Evaluation of  
proposals from selective 
suppliers, selection of  a 
supplier and sign a 
distribution contract. 

5.Evaluation of  
quotations 
 

3. Negotiate with the provider. 

6. Selection of  
an order routine 

5. Determination of  a 
supplier and discussion of  
details 

6. Negotiation and 
contract 

4. Order 

7. Performance 
feedback and 
evaluation 

6. Feedbacks  
6. Sales representative 
collect feedbacks 

7. Performance 
feedbacks and 
evaluation 

5.After-sales 

Organization A, B and C generally follows the buying process model established by Jobber and Lancaster 

(2006) even though there are slightly differences from one another. The similarities of  the three distribution 

companies are 1) needs/problems are realized by the companies’ sales representative; 2) characteristics, 

specification and quantity of  needed items are not determined by the purchasing department, instead, sales 

representatives receive them from their customers which is recognized as internal/passive need/problem 

recognition; 3)purchasing department searches for potential sources, 4) acquisition and analysis of  proposals 
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exists in the process; 5) the senior level of  management are involved in the determination of  a product/ 

service supplier. 

Other similarities between Organization A and B are that both organizations ask for several kinds of  

certificates made by the Chinese authorities and organize visits to their selected providers before purchase, 

which haven’t been mentioned by the interviewee from Organization C. An assumption could be because 

time was so limited that the interviewee forgot talking about those.  

The main differences of  the buying process between Organization A and B are 1) the number of  visits to 

potential suppliers, 2) the person who control the buying process. In Organization A, the number of  visits 

to potential suppliers is two while in Organization B the number is two to three. The most powerful persons 

are the general manager and vice general manager in Organization A and Organization B respectively.  

The buying process of  Organization D varies from the theory a lot. It is obvious to see that the sales 

representatives from Organization D actively demonstrate the products and services they can offer to their 

potential customers. In contrast, the rest of  the three organizations identify the needs/problems by 

receiving the demands from their customers which is an internal/passive method so that here is a main 

difference at the initial stage of  a purchase.  One reason that the buying process of  Organization D is so 

different because their long-term cooperation business strategy. The other reason is the variation of  

legislation and regulation in Hong Kong where organization D located. 

All four companies conduct performance feedbacks and evaluation procedure. 

6.6.2 Cross-Case Analysis of the Buying Center 

The cross-case analysis of  the buying center will be conducted from three perspectives according to the 

conceptualization of  Wind and Thomas (1980): identifying the composition of  the buying center, roles in 

the buying center, and influence in the buying center. 

6.6.2.1 Composition of the Buying Center  
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Table 6.2: Five dimensions of  the Buying Center in the Four Organizations 

Theoretical 

Frame of  

Reference 

Organization A Organization B Organization C Organization D 

Vertical 

involvement 

General manager, 

purchasing &financial 

&sales department,  

general employees, 3 

Vice general manager, 

purchase/financial/sales 

department, general 

employees, 3 

Managing director, 

purchasing & financial 

& sales manager, general 

employees, 3 

One sales person 

and the managing 

director/sales 

manager, 2 

Lateral 

involvement 

Purchasing & financial 

& sales department, 

the general manager, 4 

Sales & purchasing & 

financial department, 

general manager, 4 

Managing director, sales 

& purchasing & 

financial department, 4 

The sales 

department, 1 

Extensivity 6 6 9-11 2  

Connectedness 
Face-to-face verbal 

communication  

Face-to-face verbal 

communication > 

telephone verbal 

communication 

Telephone and email > 

face-to-face 

communication. 

Face-to-face verbal 

communication and 

telephone verbal 

communication 

Centrality 
Purchasing manager & 

general manager 
Vice general manager Purchasing manager Managing director 

The number of  hierarchy levels has been illustrated in the column of  vertical involvement above. In general, 

the number of  vertical involvement is 3 while the number of  Organization D is 2 due to the company’s 

managing director is the sales manager at the same time. 

The numbers of  lateral involvement in the buying center are four in Organization A, B and C. Apparently, 

there is an exception of  Organization D primarily because of  their business strategy and the function of  the 

sales department. It is not difficult to see that the high importance of  the sales department in Organization 

D.  

About the extensivity of  the four Organizations, Organization C has the largest extensivity because the 

most number of  people are involved in discussion and decision in the buying center, which is approximately 

nine to eleven. Organization A and B with the same figure of  six in extensivity may be because they are 

owned by the state. Organization D is able to implement a purchase by using the smallest amount of  labor 

force of  two. This is perhaps due to a high-working efficiency nature of  a small enterprise. 

As for the extent to which the members of  the buying center are connected to each other, among the four 

organizations, Organization A, B and D are high in connectedness because their verbal communication has 

been used most frequently. Organization A has the highest connectedness since they use face-to-face 

communication most, which may be because they want a double-way communication and would like to see 

the others’ facial expressions and body reactions, followed by Organization B and D since telephone has 

also been used for its high efficiency. The connectedness of  the distribution subsidiary of  Organization C is 

relatively lower than the rest of  Organization A, B and C perhaps due to that the size of  company is larger 

than the others.  
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Concerning the centrality in the buying center, the results from Organization A, B, C and D follow the 

theory by 40% roughly. Organization A and C corresponds to the theory that the purchasing manager is at 

the center in a buying center. The vice general manager from Organization B is at the center place is for the 

reason that he is in charge of  the purchasing department and the financial department. The managing 

director in Organization D is at the center is because that there is their long-term cooperation strategy along 

with the purchase and inevitable the managing director is at the center in the buying center. 

The five dimensions of  Organization A and B are 60% similar with each other due to the same capital type 

and ownership, and their similar business structures. Organization C and D vary hugely among one another. 

6.6.2.2 Roles in the Buying Center 

The table below reflects six roles described in the four cases. 

Table 6.3 Cross-case analysis of  roles in the buying center 

Theoretical 

Frame of  

Reference 

Organization A Organization B Organization C Organization D 

Initiator Sales person Sales person Sales person Managing director 

Gatekeeper Purchasing manager Vice general manager Purchasing manager Managing director 

Influencer 

The sales persons, 

purchasing manager & 

general manager 

The sales person, 

purchasing manager & 

vice general manager 

Managing director, staff  in 

purchasing & financial 

department 

Managing director & 

sales person 

Decider 
General manager & 

purchasing manager 
Vice general manager 

Managing director, purchase 

& financial manager 
Managing director   

Buyer   Purchasing manager Purchasing manager Purchasing department The sales person 

User The sales person The sales person The sales person The sales person 

Similarities of  the four cases are that the senior level of  management is involved in the final decision of  a 

first time purchase, which reveals the great importance of  the senior managers in the first time purchase; 

and all the initiators are from sales department.   

The gatekeepers from Organization A and C are the distributing companies’ purchasing manager while the 

rest of  the gatekeepers are the vice general manager and managing director from Organization B and 

Organization D respectively.  

Roles in Organization A and B are similar between each other and the main difference is that the vice 

general manager takes place of  general manager and purchasing manager on the final decision due to his 

background and experiences. The shortcoming of  this task allocation could be the vice general manager can 

influence the final decision too much which cause the final decision over subjective. 

According to participants of  influencers and deciders in Organization C, it is obvious that the Organization 

is very democratic in the decision-making, which is a merit in order to optimize the final decision. 
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Organization D is the most special case about the roles in the buying center because less people are involved 

in it and each person plays several roles. The reason hidden behind perhaps is because of  the condensed 

company that everyone in the company has to be able to take more responsibilities to make it running.   

6.6.2.3 Influence in the Buying Center 

The Table 6.4 demonstrates the comparison among all the four organizations. 

Table 6.4 Cross-case analysis of  influence in the buying center 

Theoretical Frame 

of  Reference 
Organization A Organization B Organization C Organization D 

Identify who are the 

powerful buyers 
The general manager 

The vice general 

manager 
The purchasing manager 

The managing 

director 

Identify the benefits 

offered by the e-

health service system 

that most motivates 

the powerful buyers 

Convenient, portable, 

upgradable, high 

quality and helpful 

functions, reasonable 

price, good reputation 

of  the producer, 

warrantee.  

Technical innovation, 

after-sales service and 

good reputation of  the 

provider, and quality. 

Quality, system’s upgradability, 

benefit to sustainable development 

to the organization and benefit to 

maintain a long term relationship 

with their customer. 

Unique service 

system by using new 

technologies, after-

sales services. 

Identify powerful 

buyers’ perception 

towards the e-health 

service system 

vendor. 

Provider’s website, 

their sales 

representatives during 

contacts, marketing 

materials and so forth. 

Other buyer’s comments, 

provider’s reputation, 

marketing material,  

Significant importance of  knowing 

a provider’s reputation but hard to 

have access, curious to know a 

provider’s manufacturability. 

Vendor’s reputation, 

excepted to 

cooperated with 

vendors holding 

several patented 

products  

From the table above, it is evident to see that only Organization C’s most powerful buyer is the purchasing 

manager  while in the rest of  the organizations, the most powerful buyer are all from the higher level of  the 

senior management for a first-time international purchase. This is because that the purchasing manager in 

Organization C has rich experience in international purchases. 

In Organization A and C, the benefits that most motivate the powerful buyers are considered to be features 

of  quality, upgradability and cost-effective whereas in Organization B and D the benefits are regarded to be 

technical innovation and after-sales service are significantly important. Both Organization C and D 

emphasize to maintain sustainable and long-term relationship with their customers perhaps it has something 

to do with the different ownerships. As it has been introduced in Chapter Five, organization A and B are 

state-owned distributors, and Organization C and D are private-owned. Organization C pursues for quality 

and upgradability of  the e-health service system while Organization D consider that the most important 

benefits of  the e-health service system as a unique service system by using new technologies and the 

vendor’s after-sales service.  

Most of  the interviewees consider that a provider’s reputation is significant for them to know.  



 100 

6.6.3 Cross-Case Analysis of the Factors influencing the Buying Process and the Buying 

Center 

In this part, comparisons of  answers from Organization A, B, C and D will be displayed in the tables for 

different factors. 

 Organizational Factors.  

Table 6.5 Cross-case Analysis of  Organizational Factors 

Theoretical Frame of  

Reference 

Empirical Data 

Org A Org B Org C Org D 

1. Organizational goals 

and objectives: 

Basic guideline for 

employers’ actions 

A basic 

guideline to 

regulate all 

staff   

A basic guideline for 

all workers 

Influence the buying 

center’s behavior 

Influence employee’s 

active status at work-agree 

with the theory 

2. Level of  centralization: 

Joint decision or 

autonomous 

No obvious 

influences. 

Make the decision 

autonomous 

Low centralization and 

joint decision 

High level of  

centralization-against  the 

theory 

3. Competitive advantage:                            

Monopoly company’s 

buying behavior will 

differ from competitive or 

other market.  

Positive 

influence-agree 

with the theory 

Good for foreign 

vendor to sell their 

products/services at 

a good price--

Positive influence 

May bring in more 

benefits to the e-service 

system vendor. 

Don’t think competitive 

advantage will bring a 

vendor to a dominant 

position – against the 

theory. 

4. Types of  operation:                                    

Service company focus 

on user satisfaction 

No Empirical 

Data 
No empirical data 

Manage to delight their 

customers  

Deliver quality health care 

to people who need most-

Agree with the theory. 

5. Organization climate:                         

A healthy organizational 

environment motivates a 

better buying decision. 

No Empirical 

Data 

Good 

communication and 

cooperation in B 

smooth a purchase.  

Smoothing 

communication and 

harmony work 

surroundings lead to a 

smarter buying decision. 

A healthy organizational 

environmental have 

positive influence-agree 

with the theory. 

About the responses of  organizational factors, there are a few answers are against that the theory. It is no 

doubt that organizational goals and objectives have influence on the organizational purchasing. There are no 

responses against the theory about the organizational climate that a healthy organizational environment 

motives a better buying decision.  

Concerning to the competitive advantage, Organization A, B and C suppose that monopoly company’s 

buying behavior will differ from competitive or other market.  

Assets of  Organization A and B are owned by the state so that in the organizational factors, the empirical 

data are very similar to each other. The empirical data gathered from Organization A and B follows with the 

theory, even though the reasons vary slightly. The differences of  their level of  centralization between 

Organization A and B is that Organization B’s final decision tends to be autonomous whereas Organization 

A’s decision is more joint. 
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Responses of  level of  centralization and competitive advantage from the sales representative of  

Organization D are against the theory. The reason of  the first one is for their businesses are built on the 

owners’ lasting personal relationships; the reason of  the latter one is because the size of  the company. 

 Environmental Factors. 

Table 6.6 Cross-case analysis of  environmental factors 

Theoretical Frame of  

Reference 

Empirical Data 

Org A Org B Org C Org D 

1. Economic Conditions & 

Performance Trend: A 

country’s economic 

condition or performance of  

an industry widely 

influences the buying 

decision. 

The country’s 

economy situation 

is favorable for the 

e-service system in 

health care. 

Although the country’s economy 

is barely satisfactory, the 

country’s 12th Five Year Plan has 

positive influence on a purchase+ 

oldest people grow at a faster 

speed than the rest age segments 

- Positive influence 

Chinese 

economy is still 

growing 

rapidly which 

is favorable for 

a purchase. 

The country’s 

economic – 

negative 

Health care 

area- positive 

Agree with the 

theory 

2. Demand and Supply of  

Input and Output: The 

supply of  essential resources 

and demand from their 

customers are important. 

She considers both 

factors are 

important but the 

demand of  output 

is more important. 

The huge demand and lack of  e-

service system supply tempt a 

buying center to introduce this e-

service system into the Chinese 

market and fulfill a purchase. 

A huge lack of  

assistive e-

service systems 

for people with 

dementia-

positive 

influence 

Agree with the 

theory since it 

can encourage 

a purchase.-

positive 

influence  

3. Type of  Market: Whether 

the market is perfectly 

competitive, monopolistic or 

oligopolistic will 

tremendously influence the 

buyer and supplier’s 

bargaining position. 

The type of  

market will either 

monopolistic or 

oligopolistic in this 

case, which leads 

the supplier to a 

very positive 

position. 

The unique functions of  the 

system place the supplier at a 

confident position to bargain 

with their customers on the 

potential Chinese market. 

Have influence 

on the 

bargaining 

position- agree 

with 

No obvious 

influence 

4. Availability of  

Information: Information 

flow is very important 

because it is very important 

for communication, 

assimilation, analysis and a 

final decision.  

The availability of  

right information 

does important for 

the buyer to make 

a better decision. 

No empirical data  

Have 

influence-agree 

with. 

No obvious 

influence 

To continue with the organizational factors, the influences of  the environmental factors are alike between 

Organization A and Organization B. Both of  the interviewees from Organization A and B consider that 

economic conditions have positive effect on the Chinese distributors to introduce the e-service system into 

the Chinese market. The potential need and lack of  suppliers domestically will attract the Chinese 

distributors to import. Type of  market between the two organizations is also similar both of  the 

interviewees view that the unique function will make the e-service system supplier at a monopolistic or 

oligopolistic bargaining position, which is consistent with the theory. 
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The differences between Organization A and B is that, first of  all, interviewee from Organization B suppose 

that the economic performance and growth power is not strong enough in China so that the development 

of  the health care market is more rely on the country’s development strategy, which finally will encourage 

Chinese distributor to distribute the e-service system. However, interviewee from Organization A views that 

even though the growth speed is not as fast as before, but it is still at a quick speed. Together with the 

country’s development strategies in the 12th Five Year Plan, the two reasons could be favorable for Chinese 

distributors to introduce this system to China. 

Both interviewees from Organization C and D view that the macro environment of  economic conditions & 

performance trend and the domestic demand vs. the lack of  are favorable to import the e-health service 

system. 

The purchasing manager of  Organization C supposes that the type of  market and availability of  

information can influence the buyer’s and supplier’s purchasing position individually whereas the sales 

representative of  Organization D holds the different opinions. 

 Societal and Cultural Factors 

Table 6.7 Cross-case analysis of  societal and cultural factors 

Theoretical Frame of  Reference 
Empirical Data 

Org A Org B Org C Org D 

Believes in various nations are different. 
No obvious 

influence 

No noticeable 

influence 

No 

influence  

Little influence 

-against the 

theory 

Attitudes towards life vary among people from 

different countries. In some countries, they would 

like to finish everything at the earliest whereas in 

others they hold a dilatory and ‘tomorrow’ attitude. 

No obvious 

influence 

No noticeable 

influence 

Have 

influence  

Little influence 

-against the 

theory 

Family Patterns have significant impact on buying 

behavior. The buying behavior of  the family you 

grew up directly affects your buying behavior. It 

could be describes as preserve in a jar for a long time 

has a jar taste. 

No obvious 

influence  

No noticeable 

influence  

No 

influence 

Little influence 

-against the 

theory 

Business Practices are different in a variety of  

countries. Certain of  potential rules such as bribery 

in reality is acceptable while in other countries might 

be not. 

Very important 

but lack of  

transparency and 

characterized by 

under-the-table 

dealing. 

Financial 

incentives, red 

pocket and 

kickbacks still 

exist and create 

an uneven 

playing field for 

companies 

Strongly 

influence a 

purchase 

Little 

influence-

against the 

theory 

On the whole, there are societal and cultural factors don’t have much influence in the buying center and the 

buying process.  



 103 

Interviewees from Organization A and B consider that belief, attitude and family patterns have no apparent 

influence on the buying center and the buying process. Business practices are prevailing, different, important 

and skillful for vendors to notice. However, the purpose to utilize business practices is to create incentives to 

make a purchase come true in an appropriate way. Examples of  business practices are different from 

Organization A and B. 

Only the empirical data from Organization C shows that attitudes towards life can affect the buying decision. 

Most of  the interviewees suppose that business practices are important and influential to the buying while 

the sales representative considers that the business practices have little influence which is against with the 

theory. 
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 Government and Regulation Factors 

Table 6.7 Cross-case Analysis of  Government and Regulation Factors 

Theoretical Frame of  
Reference 

Empirical Data 

Org A Org B Org C Org D 

Ideology and policies of  the 
country has a considerable 
influence on the buying center. 

Ideology has no obvious 
influence. 

The Chinese 
government encourage 
foreign business to 
participate in the 
development of  SEI - 
Positive influence  

Not agree with the 
theory-Ideology 
has no influence. 
Agree with the 
theory-Policies are 
favorable for a 
purchase. 

Little 
influence – 
against the 
sectors 

Legal constraints can inhabit 
a purchase from certain 
countries. 

No empirical data 
Inhabit an international 
purchase 

Simplified 
procedures are 
favorable for a 
purchase. 

Little 
influence – 
against the 
sectors 

Trade restriction: 
In the form of  tariffs and 
barriers hinder the buying 
process 

Getting lower the 
threshold for foreign 
manufacturers has a 
positive influence to the 
buying center and the 
buying process.  

Would have bad 
influence but barriers is 
getting fewer. 

Agree with the 
theory  

Little 
influence – 
against the 
sectors 

Subsidies and tax Incentives: 
Make certain sellers more 
attractive. 

No empirical data No empirical data No empirical data  

Little 
influence – 
against the 
sectors 

Politics: Some common 
markets are built on political 
basis. 

No empirical data 
Common markets based 
on politics are positive 
influence on purchasing 

Not agree with the 
theory-No 
influence 

Little 
influence – 
against the 
sectors 

Bureaucracy level: 
Bureaucracy and red tape 
make a purchase more 
expensive and delay 
deliveries. 

Slow down the buying 
process 

Negative influence on a 
purchase 

Agree with the 
theory-negative 
influence. 

Little 
influence – 
against the 
sectors 

Availability of  foreign 
exchange: It is a trouble of  
the buyer if  there is no and 
therefore will hinder the 
buying process. 

No influence No influence 
Not agree with the 
theory-No 
influence 

Little 
influence – 
against the 
sectors 

Stability of  government: 
It is very important to ensure 
the profit of  foreign 
investors. 

Totally hinder a 
purchasing  

Not interested in doing 
business with a country 
unstable 

Not agree with the 
theory-No 
influence 

Negative 
influence to a 
purchase- 
agree the 
theory 

Three interviewees from Organization A, C, D consider that the ideology and policies have no apparent 

influence to the buying  

Empirical data from Organization A and B is very alike. Interviewees from organization A and B think that 

ideology of  China will not influence an international purchase. Policies about medical devices are favorable 

for foreign vendors. Interviewee from Organization A mentioned about the 12th Five Year Plan of  China 
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and interviewee from Organization B mentioned about the China’s new Strategic Emerging Industries. Both 

interviewees think the threshold for foreign companies to enter the Chinese market is lower, which will 

positively bear on the buying center and the buying process. The purchasing manager from organization A 

and B consider that level of  economic development is significant to evaluate while the purchasing manager 

from Organization B note that market segmentation, differentiation and investigation are more important 

than just think about sophistication. 

Most of  the responses according to interviewees from Organization C and D are against the theory 

regarding to government and regulation factors. 

 Uncertainty Factors  

Table 6.7 Cross-case Analysis of  Uncertainty Factors 

Theoretical Frame of  Reference  Empirical Data 

Org A Org B Org C Org D 

Time Pressure: The buyers are under heavy 

time pressure to satisfy their production 

schedules or other business needs 

Not 

influence a 

purchasing a 

lot. 

No 

significant 

influence  

Sometimes the 

buyers are under 

heavy time pressure. 

Exists 

sometimes-

agree with 

theory. 

Perceived Risk: It has negative influence on the 

buying center and the buying process. 

No obvious 

influence 

Negative 

influence 

No influence Negative 

influence  

Value of  the Purchase 

The buying center will spend more time to 

discuss and the final decision highly likely to 

make by a senior level management 

No empirical 

data 

No 

significant 

influence 

No influence. No influence-  

According to the interviewees, there is no empirical data saying that the value of  purchase has influence on 

the buying center and the buying process. 

According to the purchasing managers from Organization A and B, both of  them believe time pressure has 

no significant influence on the purchasing. About perceived risk, purchasing manager from Organization A 

considers that perceived risk such as  fluctuation of  exchange rate will not influence their buying center to 

stop their purchasing; whereas, this is different from Organization B. Organization B tends to be hesitate to 

carry out an international purchase if  they can perceive risks in advance. 

Data about Organization C and D demonstrate that time pressure is a perceived risk which is able to 

influence the buying decision. 
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Chapter Seven: Findings and Conclusions 

 
In this chapter, findings concerning each research questions will be provided based on the previous 

presentation and discussion. A final conclusion of the research problem will be elaborated, followed by 

relevant implications for the future research. 

7.1 Introduction 
To begin with this chapter, it is essential to outline the research problem and research questions all over 

again. 

In Chapter One, the research problem for this study has been suggested as:  

How can Chinese distributors organizational buying behavior be described when they purchase e-

health service system for elderly people with dementia? 

Subsequently, three research questions have been created. 

RQ1: How can the Chinese distributors buying process be described when they purchase e-health service 

system for elderly people with dementia? 

RQ2: How can the Chinese distributors buying center be described when they purchase e-health service 

system for elderly people with dementia? 

RQ3: How can factors influencing the Chinese distributors buying process and buying center be described 

when they purchase e-health service system for elderly people with dementia? 

7.2 Findings about the Chinese Distributors Buying Process When They Purchase e-
Health Service System for Elderly People with Dementia (RQ1) 
According to the cross-case analysis, most of  the distributors in China follow the seven-step buying process 

which is 1) recognition of  a problem/need, 2) determination of  characteristics, specification and quantity of  

needed item, 3) search for and qualification of  potential sources, 4) acquisition and analysis of  proposals, 5) 

evaluation of  proposals and selection of  suppliers, 6) selection of  an order routine, and 7) performance 

feedback and evaluation.  

Undeniably, there are differences from the theory. In most of  the cases, the empirical data shows that in 

general the replenishment strategy of  the Chinese distributors is liable to use the pull strategy which is 

driven by their customers’ demand. But, one of  the cases proves the existence of  the traditional push 
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strategy. Relevant certificates to enter into the market and prove the quality of  product are prerequisite for 

the Chinese distributors in the mainland China. 

For the first time purchase, visiting to the selected or pre-selected e-health service system providers would 

preferably be conducted.   

In this study, the buying process of  the Chinese distributors in Hong Kong varies a lot from those in the 

mainland China as the health care systems are different in these two geographic regions. However, 

performance feedback and evaluation is widely conducted by the Chinese distributors currently based on the 

evidences from the four cases. It is no doubt that the purchasing department plays a very important role 

during the entire process of  a first-time purchase.  

7.3 Finding about the Chinese Distributors Buying Center When They Purchase e-
Health Service System for Elderly People with Dementia (RQ2) 
Generally speaking, there are three levels of  people in the company’s hierarchy structures that are 

participating in a first-time international purchase which are the senior management level, the manager level 

and the general employee level (Vertical involvement in the buying center). Concerning the departments which are 

involved in a first-time purchase, the sales department, purchasing department, financial department, and 

the senior management participate in  the buying process for the Chinese distributors in the mainland China 

(Lateral involvement in the buying center). It seems to be more people that will contribute their efforts in an 

international first-time purchase in bigger organizations (Extensivity). However, in the bigger sized 

organizations, the degree of  linkage of  members in the buying center tends to be lower in communication 

with one another (Connectedness). The purchasing department or the person who is in charge of  the 

purchasing department sits in the center of  the buying center (Centrality). 

Usually, the initiator as well as the user within the buying center is in the sales department. The gatekeepers in 

the buying center occupy the central position of  the buying center, according to the Table 6.2 and Table 6.3 

in the section of  the cross-case analysis. In a bigger organization, there would be a wider range of  people 

that can influence a purchase (Influencer). Generally speaking, the senior level of  management such as the 

general manager or vice-general manager will make a final decision together with the purchasing manager in 

an occasion whether to conduct a purchase or not (Decider). Buyers are mostly from the purchasing 

department.  

In one of  the cases, the distributor’s senior level of  management and their purchasing manager play 

important roles in the buying center and they are considered being the most powerful buyers in general 

(Identify the powerful buyers).  

As for identify the benefits offered by the e-health service system that most motives the powerful buyers, the benefits of  e-

health service system’s quality, technical innovation and use of  new technologies, upgradability, and vendor’s 

after-sales service are of  great significance for a distributor to evaluate. The state-owned distributors outline 
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the importance of  the certificates to enter the Chinese market. Private-owned distributions companies are 

inclined to focus on establishing and maintaining the sustainable and long-term relationship with their 

customers so they probably consider if  one purchase and sales could improve their relationship with their 

customers in the long run. 

Regarding to identify powerful buyer’s perception towards the e-health service system vendor, most of  the Chinese 

distributors consider that a provider’s reputation is significant to know. 

7.4 Findings about Factors Influencing the Chinese Distributors Buying Process and 
Buying Center When They Purchase e-Health Service System for Elderly People with 
Dementia (RQ3)  
About the organizational factors, organizational goals and objectives set the basic guideline for employee’s 

actions including purchasing. The level of  centralization is diversified in different organizations and regions 

in China so that a purchase decision could be joint or autonomous. Usually the competitive advantage of  an 

e-health service system can be created by an organization.  Purchasing an e-health service system is different 

from purchasing goods since the Chinese distributors are likely to focus on the system’s functions such as 

portability, upgradability, after-sales services, and technical innovation in order to delight their customers or 

maintain long perspective relationships with their customers. A purchase would be easier and faster 

conducted in a healthy organizational environment and therefore motivates a better purchase decision. 

As for the environmental factors, as the development of  the Chinese economy and the local residents living 

condition along with the bright prospect of  the e-health service industry for people with mild dementia, 

there will have a positive influence on a purchase. The same, the high demand according to the presumption 

mentioned in Chapter One and the low supply on the Chinese market creates a situation which could make 

the system appealing to the Chinese distributors. The partly oligopolistic market may have a positive 

influence on the buying center to purchase. Regarding to the availability of  information, there is no negative 

influence on a purchase.   

When talk about the societal and cultural factors, individual beliefs, attitudes to life and family patterns don’t 

have apparent influences on a purchase whereas the business practices are potential rules in reality and are 

very important to explore and follow with. 

Concerning to government and regulation factors, ideology and politics has little influence on a purchase 

but the 12th Five Year Plan of  China encourage the development of  the health care sector thus policies have 

a positive influence for the Chinese distributors to purchase. Legal constrains lower the threshold of  

entering the Chinese market but the trade restrictions in the form of  tariffs and barriers hinder the buying 

process. The trade restrictions exist now and will exist in the future. There is a lack of  knowledge of  

subsidies and tax incentives. Apparently, the bureaucracy and red tape make a purchase more expensive and 

may have negative influence such as postpone deliveries. The availability of  foreign exchange will not be a 

barrier for the Chinese distributors.  
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Uncertainty factors involve time pressure, perceived risk, and value of  purchase. Time pressure is likely to be 

a pressure of  the private-owned distributors. Perceived risks are sometimes negative to carry out a purchase 

and there is no evidence showing that the value of  purchase has influence on the buying center and the 

buying process. 

7.5 Conclusions 
In this section, conclusions are generated from the previous answers of  each research questions. The 

purpose of  this study is to explore the Chinese distributors organizational buying behavior of  e-health 

service system. 

The theories and models chosen for this thesis have been proved valid and effective to study and assess the 

Chinese distributors organizational buying behavior. Generally speaking, most Chinese distributors 

implement the seven-step buying process suggested by Jobber and Lancaster (2006).  

It is of  great importance to examine the buying center in order to find out and reach to the key persons to a 

first-time purchase.   

The Chinese distributors organizational buying behavior of  e-health service system is diversified due to the 

huge regions and different kinds of  ownerships. Each distributor’s business development strategies lead to 

different main focus on a purchase. Hong Kong is a Special Administrative Region and has been taken over 

from the British government since 1997. Therefore, some of  the regulations and legislations which are 

heritage from the UK are still valid nowadays; meanwhile new regulations and legislations have been made 

which are similar to those in the mainland China. 

About the benefits offered by product/service that most motives the powerful buyers which belongs to 

Influence in the buying center, when a distributor ask for high quality and a reasonable price at the same time, it 

may be hard for a e-health service system provider to use the market-skimming pricing strategy and charge 

the e-health service system at a high price for a first time purchase. Thereby, the provider can not enjoy the 

benefits to be a first entrant of  a market or reach to their break-even point at an early stage. One solution 

for the provider to implement is to utilize a market-penetration pricing strategy instead, which is commonly 

used for an e-heath service system at a stage of  growth according to the theory of  product life cycle. 

7.6 Theoretical Implications  
The purpose of  this research is to gain a deep understanding of  the Chinese distributors organizational 

buying behavior of  e-health service system from the perspectives of  the buying process, the buying center 

and factors influencing the buying process and the buying center. Many papers and articles have been 

completed in the field of  the organizational buying behavior or industrial buying behavior. But there is a 

lack of  the study about the Chinese distributors organizational buying behavior of  e-health service system.  

One implication from writing this work is that many theories that have been published many years ago are 

still valuable to provide guidelines for this thesis. Another implication is that even through some of  them are 
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regarded as classical theories, they may be less useful. Thereby, it is essential to think about whether they are 

appropriate to borrow or follow with or whether it is better to make small adjustment on part of  them.  

7.7 Managerial Implications  
The importance of  this study is to provide people who are interested in the Chinese health care an idea 

regarding how the Chinese distributors operate in different geographic areas and different types of  

ownerships with different number of  employees. By doing this research, numerous amount of  information 

has been gained in the field of  organizational buying behavior.  As there will be more elderly people in 

China, the growing market is getting more attractive to foreign companies outside China. Before selling a e-

health service system to the Chinese market, more studies to hospitals and pharmacies should be studied 

since they are the demand engine for the Chinese distributors to conduct a purchase in most occasions. 

According to the responses from the different interviewees, it reflects that gaining more knowledge of  the 

Chinese legislation and regulation on governmental management of  medical devices together with subsidies 

and tax incentives would be critical for people who are interested in the e-health service system industry.  

7.8 Suggestions for Future Research 
Due to the limitation of  accesses to the Chinese distributors, inconvenience of  time differences in contact, 

and short of  time, in order to obtain a better research results in the future, suggestions of  improvements 

can be as follows. 

 Increase sample size by interviewing more purchasing manager which has tons of  knowledge of  

international purchase in e-health service system.  

 Enhance diversity of  samples by conducting interviews to different distributors in different regions 

and areas. 

 Choose different theories and models as the backbones of  the thesis in order to study and analyze 

the Chinese distributors organizational buying behavior of  e-health service system from multi-angles 

and complement the imperfect property of  the chosen theory. 
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Appendix 

Appendix I- Early Symptoms of Dementia  

In the Table below, it presents the most common primary symptoms3 are presented by The Global Voice on 

Dementia. 

Table 1.1 Early Symptoms of  Dementia  

Symptoms Explanations 
Comparisons between people with dementia 

and ordinary people 

Memory loss 

Declining memory, especially short-term memory loss, is 

the most common symptom of  dementia. A person with 

dementia will forget both their neighbor’s name and the 

context. 

People with ordinary forgetfulness may briefly forget 

their next-door neighbor’s name but they still know the 

person they are talking to is their next-door neighbor.  

Difficulty in 

performing 

familiar tasks 

A person with dementia may know in what order to put 

clothes on or the steps for preparing a meal. 

People with dementia often find it hard to complete 

everyday tasks. Normal people usually do not need to 

think about how to do them since they are so familiar 

with them. 

Problems with 

language 

A person with dementia often forgets simple words or 

using unusual words. It is hard to understand their speech 

and written text. 

Occasionally everyone has trouble in finding the right 

word. 

Disorientation 

to time and 

place 

People with dementia can become lost in familiar places 

such as the road they live in, forget where they are or how 

they got there. 

People without dementia sometimes forget the day of  the 

week or where we are going  

Poor or 

decreased 

judgment 

People with dementia may dress inappropriately, wearing 

several layers of  clothes on a warm day or very few on a 

cold day. 

Normal people are able to adjust their clothes by seasons 

and temperature. 

Problems with 

keeping track 

of  things 

A person with dementia may find it difficult to follow a 

conversation or keep up with paying their bills. 

People having no dementia can follow a normal speed 

conversation. 

Misplacing 

things 

A person with dementia may put things in unusual places 

such as an iron in a fridge or a wristwatch in a sugar bowl. 

Anyone can temporarily misplace his or her wallet or 

keys.  

Changes in 

mood or 

behavior 

A person with dementia may become unusually emotional 

and experience rapid mood swings for no apparent reason. 

Alternatively a person with dementia may show less 

emotion than was usual previously. 

Everyone can become sad or moody from time to time.  

Loss of  

initiative 

A person with dementia may become very passive, sitting in 

front of  the television for hours, sleeping more than usual, 

or appear to lose interest in hobbies. 

At times everyone can become tired of  housework, 

business activities, or social obligations. 

Source: The Global Voice on Dementia4. 
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Appendix II - Chapter Four: Semi-Structured Interview Guide in English 
In Chapter Four, the research method has been developed and explained. Questions of this interview are created for 

four Organizations A, B, C and D.  

According to the research questions, interview questions are grouped into three categories. Before each interview, the 

author will introduce herself and briefly elaborate this research. Then the author will explain the necessity of recording 

to interviewees and ask for the permits. 

Group 1: General questions 

1. Could you please generally introduce the company you are working for?  

2. Could you please tell me how many people working for your organization?  

3. For the first time purchase of a new product, how is the purchasing process looks like in your organization? 

Group 2: Question concerning to the buying centre? 

4. Does your organization have one buying centre which handles all purchasing for the company or does the 

company have several (two or more) purchasing departments located at the different departments? 

5. How many vertical levels of divisions/departments/functional areas involved in the communication and 

making purchasing decision? And what are they? (Vertical involvement) 

6. How many lateral levels of divisions/ departments/ functional areas are involved in the communication and the 

buying process? And what are they? (Lateral involvement) 

7. How many individuals are totally involved in the whole buying process? (Extensivity) 

8. How is your verbal contact during the purchasing? Or you prefer to use other communication tools?  

(Connectedness) 

9. Do you think the purchasing manager (if have) take the central position in message sending and receiving? 

(Centrality) 

10. Could you tell me about the roles (initiator, gatekeeper, influencer, decider, buyer/purchaser, and user) in the 

buying centre?  

11. Within the buying centre, who are the powerful buyers? And what is the reason that he/she/they could be 

powerful buyers?  

12. What is the perceived selling point by the powerful buyers that motive them most by considering, for example, 

the organizational financial status, social and political issues and personal issues? And why? 

13. What are they powerful buyer’s perception towards the e-health care system’ vendor? Which factors they 

consider as the most important? And why? 

Group 3:  Questions concerning to factors influencing the distributors’ buying process and the buying centre  

14. How do you consider the organizational factors influencing the buying centre and buying process?  

15. How do you consider the environmental factors influencing the buying centre and buying process? 

16. How do you consider the social and cultural factors influencing the buying centre and buying process? 

17. How do you consider the government and regulation factors influencing the buying centre and buying process? 

18. How do you consider the uncertainty factors influencing the buying centre and buying process? 
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Appendix III – Additional Information of Interview Guide  
List of numbers match the question numbers in the interview guide. 
 

5. Vertical Involvement in the Buying Centre refers to the number of the organizational hierarchy levels participated in 

communication.  

采购中心的垂直参与是指参与沟通的组织层级数量。 

 

6. Lateral Involvement refers to the number of different departments and / or divisions participated in communication. 

采购中心的水平参与是指参与沟通的不同部门的数目。 

 

7. Extensivity refers to total number of individuals in participation of the buying communication network. 

广泛性是指参与采购的总人数 

 

8. Connectedness is the degree to which the members of the buying centre are linked to each other by directly 

communications concerning the purchase.  

联系性是指采购中心的成员在进行与购买有关的沟通时直接联系对方的程度。               

 

9. Centrality means purchasing manager occupied the centrality position in the buying communication work.  

中心性：是指采购中心经理在采购沟通中占据中心位置。在购买的沟通网络中，采购经理占据中心位置 

 

10. Six roles in the buying centre (initiator, gatekeeper, influencer, decider, buyer/purchaser, and user) in the buying 

centre 

       

Six Roles in the Buying Centre  

采购中心的六种角色 

What they do 

他们负责什么 

1 Initiator       发起者 开始采购流程的人。他们意识到企业的需求或存在的问题可以通

过购买产品或服务来解决或避免。 

2 Gatekeeper 最大量信息持有者 控制信息流和供应商企业决策者的访问，并确定哪个供应商获得

的销售机会。例如，秘书可能信息持有者，因为他们可能在采购

中心给予或防止访问成员。 

3 Influencer 起影响作用的人 那些在采购过程中提供信息和填加决策条件的人。 

4 Decider                      决策者 有权选择供应商/型号，有权利决定买或不买的人。 

5 Buyer or Purchaser 购买者 有权实施采购的人。 

6 User                           使用者 真正使用和消耗商品和服务的人。 

       

11. Powerful Buyers： 

The powerful individuals in the buying center are those persons who exert the most impacts through the purchase 



 117 

decision.  

有权力的采购者：采购中心中的有权力的个人是那些对采购决策影响最大的人。 

 

14. Organizational Factors.                        组织因素 

1) Organizational Goals and Objectives.   组织目标 

        组织的目标对组织购买有直接的推动作用。组织的目标不仅对采购中心有影响，对个体的目标、态度、假

设和行为同样有影响。即便是并非所有的组织能够严格执行他们的组织目标，但是组织目标作为基本方针，对

组织的顺利运转仍起到积极作用。 

2) Levels of Centralization.                         集权程度 

        在不同的组织中，集权程度不同。集权程度体现在作购买决定的时候，该决定是由组织成员来共同决定还

是决定权集中在某些人手中。关于这个问题，主要取决于购买较高层的掌权者的意愿。如果他们相信他们管理

层的工作人员，他们将给予给管理层人员更多的责任。      

3) Competitive Advantage                           竞争优势 

        如果一家公司有明显优势而超过同类其他公司，如某垄断型的公司批发商的组织购买行为的与其他情况相

比较，有明显的不同。 

4) Types of Operation                                   营运类型 

        营运类型也能够影响组织行为。比如一家生产型企业在购买零部件的时候，会尽可能去寻找技术上合格同

时还能节约成本的产品。而一家服务型企业可能把重心放在客户的满意度上。 

5) Organization Climate                              组织环境 

        每个公司都有自己的规范标准和企业文化。一个健康的组织环境能够促进团队合作、减少团队冲突进而使

组织更好的进行决策。 

 

15. Environmental Factors                           环境因素 

        环境因素对采购中心以及最终的购买决策上有重大的影响。在国际采购中，买家必须考虑到他们。环境因

素通过四种方式影响购买决策。 

1) Economic Condition &   Performance Trend        经济状况 & 行业趋势 

        一个国家的经济状况，或是在经济繁荣时期，或是忍受经济衰退的痛苦，或高或低的通胀水平，会影响到

购买决策。                                   

        行业趋势很大程度上会影响采购中心的民主性。当一个国家的经济对一个行业的成长是有利的，会促使采

购中心的决策更加民主。对组织购买的影响为从纵向和横向两个方向看，更多的不同级别或不同职能的部门将

参与到购买过程。从而使得参与购买决策的声音更为广泛，而非集中式的。 

2) Demand and Supply of Input and Output.            供求关系 

         提供必要的资源和其产品的需求显然是任何行业的一个重要条件。 

3) Type of Market.                                                        市场类型：完全竞争，垄断，寡头垄断 

         买方和卖方都在明显影响购买决策。他们是否在完全竞争，垄断或寡头垄断的市场，显然在他们的谈判

地位上有巨大的影响。信息获得状况/环境 

4) Availability of Information.                                      信息的可获得性 

         环境因素影响信息的可获得性。信息流对国际买家来说是至关重要的。对国际买家来说，很重要的是能
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够建立良好的沟通渠道以收集数据、分析并透彻理解数据、以及将数据应用到采购决策上。 

 

16. Social and Cultural Factors                  社会和文化因素 

1) Beliefs.                                                      信念 

       首先，不同国家有不同的信仰和价值观。 

2) Attitudes towards Life.                            态度.  

       其次，不同的国家对生活有不同的态度。一些国家认为要尽快实现一切，另一些国家则有拖拉的“明天”态

度 

3) Family Patterns.                                       家庭模式.  

       第三，家庭模式对购买行为有重要影响。一个人成长的家庭的采购行为对这个人的采购行为有直接的影响

4) Business practices.                                   商业惯例.  

       最后，商业惯例在不同国家差别很大。在某些国家行贿是可以接受的，是一种生活方式，然而在其他国家

却是非法的。 

 

17. Government and Regulation Factors             政府和管制因素 

        在国际市场上，政府和政府的法规发挥了重要作用。在政府和监管中存在很多变量。 

1) Ideology and Policies                                          意识形态和政策 

        首先，国家的意识形态和政策具有对采购中心有相当的影响力。这种影响取决于政府是资本主义，社会主

义，共产主义，混合经济还是独裁政府。比如，美国政府很少干预与私营部门的运作。但是在共产主义或社会

主义国家，所有的重大政策均由政府决定。 

2) Legal Constraints.                                   法律约束 

       法律的约束，可以抑制采购商从某些国家进口。例如，曾经美国制止进口某些由南联盟生产的产品。 

3) Trade Constraints                                   贸易壁垒 

        关税和其他形式的贸易壁垒阻碍了购买过程。例如，大多数国家规定征收进口关税以保护本国产业。 

4) Subsidies and Tax Benefits.                  补贴和税收优惠 

       第四，政府补贴和税收优惠使某些卖家更具吸引力。比如，某些最不发达国家的政府向可以赚取外汇企业

提供补贴，以鼓励出口。 

5) Politics.                                                    政治 

        第五，一国的政治可能会影响购买决策。例如，欧洲经济共同体（欧共体）和经济互助委员会（经互会）

是以政治联合为基础而形成的共同市场。 

6) Bureaucracy Level.                                 官僚主义水平 

        第六，一个国家的官僚主义程度是非常重要的。官僚主义和官僚习气不仅会使得采购成本高昂，还会延迟

交付时间。这对买家来说是不愿遇到的。 

7) Availability of Foreign Exchange          外汇的可获得性 

        第七，外汇的可获得性在国际采购中十分重要， 如果无法获得外汇，购买者就要涉及到双边或者多边协

议的签署以完成采购。 

8) Stability of a Country                            政府的稳定性。 

        第八，一个国家的政府的稳定性也很重要。暴乱，革命和暴力的国家是不理想的地方，不能保护外国投资
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者的权利。 

 

18. Uncertainty Factors           不确定因素 

       我们必须考虑并分开处理四个重要的不确定性因素。即使有些因素可能与前面讨论的因素有所重叠，采购

者还是必须慎重考虑。 

       这四个变量会影响到采购需要花费多少时间以及需要多少调研工作。当处理高额首次采购， 采购中心尽量

谨慎行事。不确定性越强需要的信息量越大，采购决定越民主。 

      1) Time Pressure                   时间压力 

        时限的压力是一个重要的考虑因素。运输货物的时间永远是有限的。重重压力之下的采购商需要尽快将货

物运输到位以满足生产时限和其他商务需求  

      2) Perceived Risk                  可预见的风险 

         可预知风险是一个非常重要的变量是不断在买家心目中。风险越高，采购中心作出采购的决定越迟疑。 

     3) Value of Purchase              采购价值 

       对于价值高的采购，采购中心花费更长的时间进行讨论。在这一点上特别的是，高层管理者对价值高的采

购有更大的发言权和最终决定权。 

 

 

 


