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Abstract	
Consumers	are	one	of	the	most	important	elements	in	business.	Companies	should	have	

an	 understanding	 of	 the	 needs,	 behaviors	 and	 attitude	 of	 consumers.	 Attitude	 is	

compounded	of	some	elements.	

The	present	study	focuses	on	assessment	of	organizational	buyer's	behavior.	

This	 research	attempted	to	 investigate	marketing	theories	 in	petrochemical	and	steels	

industrials	as	organizational	buyers	of	compact	fluorescent	lamps	(CFL).	

To	find	answer	of	two	research	questions	as	below	

Two	research	question	were	proposed		

1- Dose	the	market	have	necessary	potential	for	CLF	products?	

2- Dose	brand	impact	consumer	to	purchase	a	specific	CFL	product?	

The	 research	 is	 descriptive	 and	 used	 qualitative	 and	 combination	 of	 deductive	 and	

inductive	approach.	The	research	strategy	is	case	study	that	uses	three	companies	from	

petrochemical	 and	 steels	 industries.	 The	 data	 was	 collected	 through	 interviews.	 The	

data	 show	 several	 variables	 influencing	 buyer's	 attitude.	 Finding	 shows	 there	 are	

specific	preference	for	interviewed	customer	organizations.	Which	are	price	and	quality.	

In	could	be	seen	that	brand,	environmental	preference	and	advertisements	have	effect	

on	buying	attitude.	Finding	shows	the	price	and	quality	are	the	most	nominated	factor	

for	buyer's	attitude	and	producers	should	work	on	them	more	if	they	want	to	increase	

their	customer's	satisfactions.				
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1. Introduction	
	

This	chapter	presents	 the	background	of	 the	 topic	 for	 the	 thesis,	after	 that	a	problem	

discussion	is	introduced.	Finally,	the	purpose	and	research	questions	will	be	established	

for	this	thesis,	and	lastly	delimitations	and	expected	contribution	are	presented.	

	
1.1 Background	

	
Consumers	 are	 the	 most	 important	 elements	 in	 the	 competitive	 world	 of	 business	

today.	 That's	why	marketers	 pay	more	 attention	 to	 customer	 satisfaction.	 Companies	

should	have	a	 comprehensive	understanding	of	 the	needs,	 behaviors	 and	attitudes	of	

potential	 consumers.	 Customers	 are	 the	 heart	 of	 markets	 and	 businesses	 starts	 with	

understanding	them.	An	important	subject	of	marketing	is	to	perceive	the	needs	and	

process	 of	 upstream	 and	 downstream	 buying.	Marketers	 should	 know	 attitude	 of	

customer	to	be	able	to	correct	inadequate	parts	of	products	and	services	(P.Malaval	

et	 al,	 2014).	 Consumers	 often	 decide	 to	 choose	 and	 purchase	 a	 product	 based	 on	

feelings	 or	 their	 general	 attitude	 towards	 a	 brand.	 Many	 of	 these	 decisions	 are	

according	 to	 evaluation	 of	 limited	 features	 of	 a	 product.	 Evaluation	 criteria	 include	

dimensions,	features	and	specifications	of	the	products	which	are	affiliated	to	benefits	

that	consumers	seek	them	or	the	cost	that	they	can	afford.	(Hawkins,	2004).	There	are	

some	factors	that	influence	consumer	attitudes	and	behavior	to	buy	products;	some	are	

easily	 visible	 such	 as	 the	marketing	 activities	 and	product	 characteristics	 but	 some	of	

them	are	not	visible	such	as	cultural,	social	and	psychological	factors.	Many	researchers	

have	explained	attitudes	and	its	component	which	 is	 important	to	know	for	predicting	

consumer	 behavior.	 These	 researches	 cause	 managerial	 actions.	 Perner	 believes	

Consumer	attitudes	involve	three	components:	consumer’s	beliefs,	consumer’s	feelings	

and	behavioral	 intentions	 toward	objects	 in	marketing,	 usually	 a	 brand	or	 retail	 store	

(Perner,	2014).	Attitudes	is	compounded	of		three	elements	that	are	cognitive	element	

referring	 to	 the	 peoples	 beliefs	 and	 thoughts,	 affective	 element	 referring	 to	 people’s	
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feelings	 or	 emotions,	 and	 the	 conative	 element	 referring	 to	 the	 people’s	 behavioral	

orientations	(Ajzen	and	Fishbein,	1980).		

As	past	 studies	have	shown	attitude	 recognition	and	assessment	 is	a	 field	 that	 is	 very	

important	for	businesses,	and	has	a	great	potential	to	study	more	in	different	areas	and	

industries.	This	thesis	tries	to	provide	an	understanding	of	the	topic	to	resolve	some	of	

the	problems	that	make	difficulties	for	companies	to	expand	their	business	and	markets	

in	relation	with	customer	attitudes.	

	

1.2 Problem	Discussion	
	

A	well-known	 Iranian	 company	 that	 was	 involved	 in	 CFL	 (Compact	 Fluorescent	 Light)	

market	several	years	ago	 is	 interested	to	develop	 its	products	and	market.	But	 it	does	

not	have	a	clear	understanding	of	either	the	buyer’s	attitude	or	the	current	market.		

Consumers	 like	 to	 maximize	 their	 benefit	 in	 two	 areas,	 product	 quality	 and	 price;	

Consumers	are	 looking	 for	products	 that	can	bring	greater	benefits	 to	 them	that	have	

the	least	possible	cost.	

The	 combinations	 of	 these	 two	 areas	 are	 the	 important	 elements	 that	 influence	

consumer	 buying	 behavior.	 So,	 buyers’	 attitude	 and	 toward	 CFL	 products	 should	 be	

assessed	 to	 help	 the	 company	 to	 develop	 their	 road	map.	Moreover,	 identifying	 the	

factors	 that	 influence	 buyer’s	 attitudes	 is	 an	 important	 step	 in	 being	 able	 to	 produce	

product	which	matter	their	needs.		

	
1.3 The	Purpose	of	the	Thesis	

	
This	 paper	 helps	 to	 determine	 Iranian	 consumers’	 attitudes	 towards	 buying	 Compact	

Fluorescent	Light	and	understand	what	their	main	goals	are	when	they	purchase	a	CFL.	

It	 also	 provides	 a	 useful	 framework	 to	 develop	 a	 successful	 marketing	 strategy.	 The	

following	research	questions	have	been	developed	for	this	thesis:		

	

1. Does	the	Market	have	necessary	potential	for	CFL	products?	
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One	type	of	 light	bulbs	in	the	market	is	CFLs.	They	have	lower	power	consumption	

and	 higher	 energy	 efficiency.	 As	 the	 electricity	 cost	 has	 risen,	 consumers	 have	

recognized	the	benefit	of	CFLs	and	sales	have	increased.	But	there	are	some	issues	

that	need	to	be	considered;	for	example	they	are	more	expensive	than	light	bulbs.	If	

the	 life	 time	 of	 CFL	 is	 shorter	 than	 traditional	 bulbs	 they	may	 be	 considered	 un-

economic	 and	CFL	manufacturers	may	 lose	 their	market	 share.	 As	mentioned	 it	 is	

important	for	companies	to	know	why	consumers	prefer	a	product,	and	what	factors	

influence	on	customer	decisions	and	their	attitude	to	choose	it.		

CFL	is	relatively	new	to	the	market	and	their	market	share	has	gradually	increased.	

As	 a	 result,	 light	 bulb	 manufacturers	 have	 also	 started	 to	 produce	 CFLs	 and	

established	new	production	lines.		

Market	considers	a	competition	between	companies	that	try	to	expand	their	market	

share	 and	 create	 competitive	 advantage	 for	 them	 to	 influence	 consumers,	 change	

their	attitude	and	motivate	them	to	buy	more.		

So	it	is	necessary	to	assess	consumer	satisfaction	to	evaluate	capacity	of	the	market	

for	these	new	products.	

	
2. Does	brand	impact	consumers	to	purchase	a	specific	CFL	product?	

	
Companies	 should	 be	 aware	 of	 their	 brand	 image	 in	 comparison	 with	 their	

competitors.	

It	should	be	clear	if	consumers	care	about	brand	name,	because	if	they	do	not	care,	

companies	 do	 need	 not	 have	 the	 same	 commitment	 to	 production	 standards	 and	

quality	control.	They	can	focus	on	other	things	like	price	to	be	more	competitive.	

So	they	should	have	a	clear	idea	of	how	consumers	rate	the	value	of	their	brand.		

		

1.4 Delimitations	
	
To	focus	the	thesis	on	the	topic	this	thesis	will	limit	the	study	of	consumers’	attitude	to	a	

special	brand.		

Secondly,	in	order	to	study	consumer	attitude	some	focus	groups	have	been	defined.	
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1.5 Expected	Contribution	

	
The	 aim	 of	 this	 thesis	 is	 to	 provide	 an	 estimate	 of	 buyer's	 attitude	 and	 consumer	

satisfaction	 that	 could	 be	 useful	 for	 companies	 to	 develop	 an	 appropriate	marketing	

strategy	to	expand	their	business	or	enter	the	market	as	a	new	competitor.	The	thesis	

also	provides	a	review	of	consumer	views	and	attitudes	so	that	companies	can	decide	if	

improve	product	and	service	quality	is	justified.	
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2.	Literature	Review 
  

In	 this	 chapter,	 research	 literature	 will	 be	 studied	 and	 a	 research	 model	 will	 be	

rendered.	 Present	 variables	 in	 model	 evaluation	 and	 research	 questions	 are	 also	

reviewed	in	other	chapter.		

	

2.1	Concepts	
	
Marketing	concept	emphasis	that	industry	is	the	process	of	customer’s	satisfaction	and	

not	goods’	production.	An	 industry	doesn’t	 starts	by	patent,	material	or	 sale	skills	but	

with	customers	and	their	needs.	An	organization	would	survive	only	when	they	have	the	

ability	 of	 evaluating	 customer’s	 needs	 and	 requests	 with	 comprehensive	 and	 correct	

understanding.	This	shows	the	importance	of	considering	the	customers	behavior.	One	

of	 important	 arguments	 in	 recognition	 customers’	 behavior	 is	 to	 measuring	 their	

attitude	 through	 the	 given	 products.	 Nowadays,	 evaluating	 the	 buyers’	 point	 of	 view	

and	 their	 tendency	 is	 essential	 basis	 of	 business	 and	marketing	 all	 around	 the	world.	

According	 to	 increasing	 competition	between	different	brands	 through	 the	worldwide	

along	with	 technology	 development	 renewing	 products	 and	 services,	 identification	 of	

buyers’	 attitude	 is	 necessary	 for	 successfulness	 (Kerch	 et	 al,	 1962).	 The	 attitude	 of	

customer	 is	 continuing	 discipline	 of	 positive/negative	 value	 analyzing,	 emotional	

feelings	 and	 tends	 to	 agree/disagree	 action	 for	 a	 social	 subject	 (Karimi,	 2009,	 6).	 The	

attitudes	are	often	supposed	to	be	constant	and	cause	the	consumers	behave	in	certain	

way.	 For	 this	 reason,	 considering	 the	 attitude	 is	 a	 useful	 factor	 to	 forecast	 the	

consumers’	 behavior	 related	 to	 one	 given	 product	 or	 service.	 Many	 studies	 showed	

apparent	 relation	 between	 positive	 attitude	 to	 products	 and	 buying	 intent	 and	

expressed	that	attitudes	are	the	most	constant	factors	in	forecasting	consumers’	buying	
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intent.	According	to	Ajzens1	(1988),	buying	intent	and	consumers’	behavior	may	affect	

by	 some	 factors	 like	 stimulus,	 personal	 knowledge,	 ability	 to	 do	 behavior	 and	

opportunity	to	do	behavior	in	a	given	environment	(G.	Muruganantham,	2013).		

In	this	paper,	we	will	evaluate	the	attitude	of	low-consumption	lamps’	buyers.	We	long	

to	 evaluate	 buyers’	 attitude	which	 is	 affected	 by	 various	 factors	 in	 different	 products	

group.	 In	order	 to	use	an	effective	model,	 it	 is	necessary	 to	 identify	 low-consumption	

lamp,	 our	 own	 product	 group	 in	 this	 thesis.	 As	 we	 said	 earlier,	 environmental	

considerations	 has	 increased	 in	 recent	 decades	 and	 caused	 producers	 to	 have	 many	

challenges	 making	 Products	 (Genève’s	 et	 al,	 2009).	 Regarding	 environmental	 issue,	

Along	 with	 technology	 development,	 the	 human	 imposed	 serious	 damages	 on	 his	

environment.	Earth	temperature	warming,	the	pierced	ozone	layer,	Air	pollution,	water	

and	 other	 natural	 sources	 decrease	 and	 ecology	 destruction	 are	 some	 of	 these	

problems.			

Low-consumption	lamps	have	benefits	 like	decreasing	resource	consumption,	polluting	

prohibition,	 decreasing	 energy	 consumption	 and	 lasting	 life	 products.	 Nowadays,	

buyers'	 tend	 to	use	 this	 kind	of	products,	 so	 the	marketing	 researches	and	evaluating	

their	buyers’	attitude	can	create	more	proper	market	share	for	them.		

Organizational	 buying	 behavior	 (OBB)	 is	 “a	 decision	 making	 process	 by	 which	 formal	

organizations	 establish	 the	 need	 for	 purchased	 products	 and	 services,	 and	 identifies,	

evaluate	and	choose	among	alternative	brands	and	suppliers	(Webster	and	Wind,	1972).		

	

2.2 Organizational	Buying	Behavior	Studies	
	
Many	researchers	have	focused	on	industrial	buying	behavior	so	far	and	we	will	consider	

some	of	them	in	this	section.		

Webster	and	Wind	(1972a)	believe	organizational	buying	behavior	should	categorize	to	

task,	 non-task	 and	 complex	 models.	 Task	 models	 include	 factors	 such	 as	 quality	 and	

																																																								
1	Planned	Behavior	Theory		
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price,	non-task	models	contain	individuals'	characteristics	and	motives.	They	believe	to	

study	about	organizational	buying	behavior,	this	two	models	variables	should	combine.		

	

Banville	 and	 Dornoff	 (1973)	 believe	 two	 kind	 of	 reasons	 that	 should	 be	 studied	 are	

rational	 and	 emotional	 which	 affect	 organizational	 buying	 behavior.	 	 Webster	 and	

Thomas	(1980)	believe	studies	should	concentrate	on	three	categories	as	below.	

1. The	Buying	Center	including	identifying	the	structure	of	the	buying	center,	roles	

of	the	buying	center	and	influence	in	buying	center.	

2. The	 organizational	 buying	 process	 including	 overall	 buying	 process,	

identification	 of	 Needs,	 identification	 of	 alternatives	 (Search	 Process),	 set	

purchase	 and	 usage	 Criteria,	 evaluate	 alternatives	 buying	 actions,	 purchase	

decisions,	and	post	purchase	evaluation.	

3. Factors	 affecting	 the	 organizational	 buying	 center	 and	 process	 including	 the	

buying	situation,	personal	factors,	interpersonal	factors,	organizational	factors,	

inter-organizational	factors	and	environmental	factors.	

	

Webster	and	Wind	(1972a)	identified	several	role	in	a	buying	center	as	below:	

User:	uses	products	or	services.	

Buyers:	are	responsible	to	have	contract	with	vendors.	

Influencers:	 provide	 needed	 information	 to	 evaluate	 alternative	 buying	 actions	 and	

influence	decisions.		

Deciders:	are	responsible	to	select	one	of	alternative	vendors.	

Gatekeepers:	control	flow	of	information	to	buying	center.	

There	are	some	models	planned	to	study	and	describe	buying	behavior	 from	different	

view	and	help	marketers	to	develop	their	strategy	Wind	and	Robinson	(1968).	

Although	 these	models	 show	 key	 factors	 but	 they	 don't	 consider	 all	 aspect	 of	 buying	

behavior	process	Webster	(1991).	

Each	model	could	be	appropriate	for	a	specific	buying	case	(Munnukka	and	Järvi,	2008).		
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2.2.1	The	BUYGRID	framework	
Robinson	et	 al.	 (1967)	Mentioned	 two	 concepts	 as	buying	 center	 and	Buygrid,	 buying	

center	 organized	 with	 some	 people	 ,	 who	 are	 involved	 in	 buying	 process,	 Buygrid	

include	below	phases:		

Phase	1-	Need	recognition	and	a	general	solution,	

Phase	2-	Determine	characteristics	and	quantity	of	needed	items,	

Phase	3-	Describe	characteristic	and	quantity	of	needed	item,	

Phase	4-	Search	for	potential	sources,	

Phase	5-	Acquisition	and	analysis	of	proposals,	

Phase	6-	Evaluate	of	proposals	to	select	supplier(s),	

Phase	7-	Select	order	routine,	

Phase	8-	Performance	feedback	and	evaluation.	

	

Webster	and	Wind	(1972)	suggest	a	model	of	organizational	buying	behavior	including	a	

five	 phases	 buying	 process	 as	 below:	 need	 recognition,	 determining	 of	 specification,	

detection	of	choice	and	choosing	of	suppliers.			

They	classified	variables	that	affect	organizational	buying	behavior	 into	four	categories	

including	individual,	social,	and	organizational	and	environment.			

	

2.2.2	Models	of	Organizational	Buyer	Behavior	
	

Sheth	 (1973)	 introduced	 a	 model	 for	 organizational	 buying	 behavior	 including	

individuals,	process	and	conditions.	

Choffray	 and	 Lilien	 (1978)	 introduced	 a	 model	 that	 shows	 variables	 that	 affect	

organizational	 buying	 behavior	 including	 individuals,	 organizational	 and	 environment	

factors.	
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Saunders	 et	 al	 (2009)	 proposed	 four	 types	 of	 factors	 influencing	 buying	 behavior	 as:	

social,	cultural,	personal	and	psychological.	

Samli,	 Grewal,	 and	Mathur’s	 (1988)	 introduced	 a	model	 that	 shows	 six	 categories	 of	

factors	 that	 influence	 buying	 unit	 including	 individual,	 organizational,	 environmental	

social	values,	government	rules	and	unpredictable	variables.	

Johnston	and	Lewin	(1996)	introduced	13	factors	of	organizational	buying	behavior	like	

purchase	 attribute,	 organization	 attribute,	 environmental	 conditions,	 communication	

networks	and	decision	rules.	

Organizational	buying	is	a	process	Kauffman	(1996).	

		

2.3	The	Buying	Decision	Process	
	

It	has	some	phases	and	involves	many	peoples	(Webster,	1984).	

It	changes	in	different	situation	and	different	industrial	and	products	(Woodside,	Liukko	

and	Vuori,	1999).		

	

Furthermore,	 the	 involvement	 of	 several	 individuals,	 influence	 of	 number	 of	 factors,	

such	as	organizational,	environmental,	technical	and	economic	factors,	and	considerable	

value	 of	 purchasing	 item	 make	 this	 process	 complex	 (Johnston	 	 and	 	 Page,	 1990;	

Webster,	1984;	Webster	and	Wind,	1980;	Wind,	1978).		

The	buying	process	has	been	formulated	with	some	phases:	

	Webster	(1965):	

	1.	Problem	 identification,	2.	Defining	of	buying	 responsibility	and	authority,	3.	 Search	

procedures	4.	Choice	procedures.	

Hillier	(1975):	

1.	 Problem	 identification,	 2.determination	 of	 criteria,	 3.evaluation	 4.choosing	 of	

suppliers.		

Naumann	et	al.	(1984):	
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1.	 Need	 recognition,	 2.	 Determination	 of	 specifications,	 3.determining	 buying	

alternatives	4.	Choosing	of	alternative.	

Webster	and	Wind	(1972a):	

1.	Need	 recognition,	2.	Determination	of	 specifications,	 3.	Recognition	of	 suppliers,	 4.	

Evaluation	of	suppliers	5.	Choosing	of	suppliers	

Ghingold	and	Wilson	(1998):	

1.	 Need	 recognition,	 2.	 Establishment	 of	 product	 specification	 and	 quantity	 needed,	

3.search	for	and	alternative,	4.Interaction	with	vendors,	5.vendor	selection	

Webster	and	Wind	(1972a)		

1.	Need	recognition	

2.	Establishment	of	specifications	

3.	Search	for	alternatives		

4.	Evaluation	of	suppliers	

5.	Suppliers	Selection		

In	the	following	parts,	after	describing	each	phase	some	studies	related	to	each	phase	

are	reviewed.		

	

2.3.1	Need	recognition	
Buying	 process	 starts	 when	 an	 organizational	 problem	 could	 solve	 by	 purchasing	

(Webster	and	Wind,	1972).	In	our	case	we	assume	that	an	organizational	has	passed	this	

phase	it	identified	the	needs	and	problems	and	knows	that	buying	a	kind	of	lamps	could	

solve	the	problem. 

	

2.3.2	Establishing	of	specifications	
In	 this	 phase	 detail	 specification	 of	 problem	 and	 product	 attribute	 that	 solve	 the	

problems	will	define.	Users	usually	involve	in	this	stage	(Webster	and	Wind,	1972)	

	

	2.3.3	Search	for	Alternatives	
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When	 detail	 specification	 of	 product	 recognized,	 search	 activity	 starts	 based	 on	 a	

predefined	procedure	Webster	(1965).		

He	explains	that	this	procedure	includes	all	stages	from	recognition	offer,	evaluating	and	

vendor	selecting	activities.	

In	 this	 procedure,	 previous	 experience	 and	 knowledge	 about	 vendor	 could	 be	 very	

useful.	

(Robinson	 et	 al,	 1967)	 Believe	 that	 recognizing	 of	 individual	 who	 are	 involve	 and	

information	which	are	need	are	important.	

Dempsey	 (1978)	 introduced	a	 list	of	 sources	of	 information	 for	buyers;	 some	of	 these	

sources	are	catalogs,	kinds	of	advertisement,	Journal	articles	and	Purchasing	records.	

	

2.3.4	Evaluating	of	suppliers	
	

There	are	many	 factors	 influencing	on	buyers	 to	evaluate	 suppliers	 and	 they	are	 very	

important	for	marketer	to	know	them	Webster	and	Wind	(1972).	

Many	researchers	tried	to	recognize	these	factors.	

Lehmann	and	O'Shaughnessy	(1974)	showed	factors	as	below:	

1. Name	of	vendors		

2. Financing	Conditions	

3. Vendor's	flexibility	to	solve	buyers	need		

4. Experience	with	the	Vendor	

5. Technical	specifications		

6. Technical	service		

7. Reliability	of	product		

8. Price		

9. Training		

10. Training	time		

11. Delivery	date		

12. Simplicity	of	use	
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13. Ease	of	maintenance		

14. Service	expected		

Important	of	these	factors	are	related	to	companies	needs	and	situations.	

Dempsey	(1978)	classified	two	kinds	of	factors	in	vendor	selection	stage	as	information	

sources	and	vendor	characteristic.	

Information	sources	were	mentioned	before	and	some	of	vendors	attribute	are	quality,	

price,	 reputation,	 delivery	 capability,	 attitude	 toward	buyers,	 production	 facilities	 and	

packaging.	

Mattson	(1993)	introduced	a	list	of	variables	used	in	vendor	evaluation	including:	

1. Technical	quality	

2. Reliable	delivery	

3. Price	

4. Technical	staff	

5. Documentation	

6. Response	to	change	

7. Fast	delivery	

8. Maintenance	

9. Known	supplier	

10. Sales	staff	

	

Ng	 (2007)	 categorized	 important	 criteria	 to	 supplier	 criteria,	 service	 performance	

criteria,	product	performance	criteria	and	cost	criteria.	

	

2.3.5	Supplier	Selection	

One	vendor	will	select	from	all	qualified	suppliers	and	purchase	order	will	issue.	

	Robinson	et	 al.	 (1967)	believed	buying	process	will	 continue	until	 products	deliver	 to	

buyer	by	supplier.	

2.4	Factors	Effect	on	Buyers	Attitude	
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Based	on	literature	reviewed	there	are	some	variables	in	buying	process	that	influence	

buying	behavior	and	buyers	attitude		including	individual,	organizational,	environmental	

social	 values,	 government	 rules	 and	 unpredictable	 variables	 that	 some	 of	 them	 like	

environmental	 variable,	 price,	 delivery	 conditions	 and	 technical	 specifications	 of	

products	are	emphasized	by	most	of	researcher.	

Attitude	 is	 formed	 from	 adequate	 and	 inadequate	 evaluation	 of	 previous	 buying	

experience.	Marketers	understand	how	they	can	 influence	customers	and	their	buying	

attitude	 and	 evaluation	 of	 alternative	 stages	 in	 their	 buying	 process	 (P.Malaval	 et	 al,	

2014).	

Our	paper	concentrates	on	some	phases	and	variable	of	buying	process	not	all	of	them.			

In	 next	 pages	 most	 important	 factors	 which	 are	 emphasized	 by	 researcher	 are	

discussed.	

These	variables	are	those	which	can	influence	buyers'	decision	and	their	attitude	while	

evaluating	and	selecting	appropriate	supplier	and	products.	

	

2.4.1 The	Brand’s	Name	
Trade	name	 is	one	of	 the	main	 issues	 in	an	enterprise’s	strategy.	The	companies	have	

vast	 and	 long-term	 investment	 on	 their	 trade	 name,	 especially	 in	 advertisement,	 sale	

promotion	 and	 packaging.	 They	 know	 that	 their	 market	 power	 occurs	 due	 to	 their	

products’	 trade	 mark,	 and	 powerful	 trademark	 causes	 their	 customers’	 loyalty	 (Noel	

Kapferer,	2006).	One	of	the	best	definitions	for	Brand,	 is	what	rendered	by	Interbrand	

company	2	“a	set	of	tangible	and	intangible	elements	which	settled	adjacent	together	in	

one	trade	name	to	create	repetition	and	validation	for	company	and	create	more	value	

for	customers”	(Mohammadian,	2010).	Nowadays,	all	businesses	try	to	create	a	brand,	

in	 order	 to	 validating	 themselves	 and	 making	 identity	 by	 it.	 The	 brands	 have	 an	

important	 and	 strategic	 role	 in	 competition	 preference	 acquiring	 and	 companies’	

strategic	 management	 decision	 making.	 Customer’s	 loyalty	 to	 brands	 is	 a	 suitable	
																																																								
2	This	company	is	one	of	the	best	valid	consultation	companies	on	Brand	issue	and	inventor	of	list	
rendering	of	the	best	year’s	brands.		
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criterion	 for	 evaluating	 of	 long	 life	 effects	 of	 marketing	 decisions.	 Therefor	 it	 is	

necessary	 for	 companies	 to	 consider	 brands’	 role	 in	 earning	 customer’s	 loyalty	 and	

creating	 positive	 attitude	 through	 them	 for	 a	 grown	 and	 improved	 attendance	 in	

market.	 In	 recent	 competitive	 world	 where	 products	 and	 goods	 do	 not	 have	 any	

impressive	different	 from	physical	 aspect,	 a	 valid	 trade	name	 can	 create	 considerable	

competitive	excellence.	When	a	person	sees	a	brand	more	than	other	brands,	during	the	

process	of	visiting	products	or	making	decision	to	buy,	that	brand	will	reinforce	his/her	

mind	 and	would	 attract	 the	 user	 knowledgeably.	Mitchell	 &	 Olson	 (1981)	 considered	

brand’s	attitude	as	 internal	evaluation	of	people	 related	 to	brand	which	can	 influence	

on	buyers’	behavior.	At	present,	Brand-making	is	one	of	the	main	goal	of	companies	so	

they	 invest	 lots	 of	 money	 for	 this	 purpose	 annually.	 The	 brand	 name	 is	 one	 of	 the	

factors	which	can	effect	on	buyers’	attitude	and	finally	impress	their	decision	for	buying.	

The	 brands	 facilitate	 and	 accelerate	 data	 and	 information	 processing	 for	 customers.	

Researchers	have	shown	that	trademark	or	brand’s	image	has	considerable	influence	on	

perceived	value	(Lay	et	al,	2009).	Acker	(1991)	has	shown	that	a	powerful	 trade	name	

(brand)	will	 have	many	 loyal	 customers,	 causes	 to	 continuing	 interaction	 and	 relation	

between	 brand	 and	 customer	 (Ougba	 and	 Ten,	 2009).	 The	 brand	 name	 can	 act	 as	 a	

defensive	 marketing	 to	 maintain	 existing	 customers	 better	 than	 other	 invasion	

marketing	(Swenny,	2008).		

	
2.4.2 Environmental	Preferences		
	
Today,	the	environmental	issues	become	more	important	for	public.	Goods,	which	have	

preferences	 for	 environment,	 attract	 people’s	mention	 and	 considered	 by	 public.	 For	

low-consumption	 lamps,	 energy	 saving	 can	 be	 noticed	 by	 customers.	 The	 consumers	

have	 positive	 attitude	 about	 those	 brands	 and	 organizations	 which	 undertake	 their	

social	 responsibility	 and	 activate	 in	 environment	 marketing.	 For	 buying	 this	 kind	 of	

products,	 different	 indexes	 have	 been	 introduced	 such	 as	 performance,	 efficiency,	

availability	 and	price.	 In	marketing	 campaigns,	 special	 features	of	products	 and	goods	
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which	considered	for	environment	protection	would	be	highlighted.	Some	features	like	

decrease	 packaging	 wastage,	 maximizing	 energy	 efficiency,	 chemical	 consuming	

decrease	 in	agriculture	or	scattered	toxic	materials	 in	air	or	other	polluting	matters	 in	

production	cycle	are	the	most	important	properties	of	Products	(Sharma	&	Joshi,	2011).	

Today	the	producers	try	to	direct	their	products	and	services	to	satisfy	customers’	needs	

for	 having	 products	 proportional	 to	 the	 environment.	 According	 to	 energy	 saving	 in	

Low-Consumption	 lamps,	 they	 can	 conduct	 an	 environment	 preference	 and	 intensify	

buyers’	attitude.		

	

2.4.3 Psychological	Properties		
	

In	 recent	 crowded	 world,	 the	 buyers	 have	 not	 enough	 time	 and	 concentration	 for	

decision	 making.	 Many	 of	 consumers	 daily	 buying	 happens	 involuntary	 according	 to	

attitudes	which	have	been	shaped	in	their	mind	beforehand.	Surprisingly,	the	ability	of	

human	cognition	system	for	attaining	involuntary	information	is	one	of	important	recent	

psychology	theories.	 Involuntary	processing	should	be	quick,	non-voluntary,	automatic	

and	 hyper	 restrictions	 so	 that	 happens	 in	 response	 to	 an	 informed	 entry.	 Involuntary	

processing	 causes	 some	 influences	 in	human’s	mind	 so	he	 cannot	 voluntary	 find	 their	

resources	(Chan,	2008).	Interesting	point	about	eco-friendly	products	is	that	the	studies	

showed	even	the	consumers	who	have	a	slight	knowledge	about	their	environment,	still	

showing	powerful	emotional	relation	to	healthy	environment	(Murphy	et	al,	2010).		

The	person’s	behavior	can	influence	the	method	of	his/her	experience	on	environment.	

Every	 person	 according	 to	 his/her	 experiences	 and	 knowledge	 can	 select	 the	 people	

who	 he/she	 wants	 to	 interact	 with	 them.	 In	 fact,	 the	 behavior	 determines	 which	 of	

potential	 effects	 with	 what	 form	 can	 take	 place.	 Although	 noticing	 to	 environment	

problems	became	a	main	marketing	process	 today,	 but	 from	marketing	point	 of	 view	

are	 very	 useful	 to	 know	 their	 voluntary	 selection	 on	 products	 (D'Souza	 et	 al,	 2006).	

Psychological	structures	like	emotion,	knowledge,	language	commitment,	attitudes	and	

memory	 are	 recognized	 as	 important	 criteria	 of	 environment	 advocating	 behavior	 (G.	
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Muruganantham,	 2013).	 Emotional	 commitment	 represents	 the	 rate	 of	 customer’s	

interest	to	maintain	their	relation	with	product.	In	fact,	emotional	commitment	returns	

to	an	emotional	state	in	person’s	mind	that	relates	to	kind	of	emotional	cohesion	feeling	

to	considered	brand	(Ougba	and	Ten,	2009).	Psychological	aspects	of	consumer	are	very	

effective	in	his/her	attitude	forming.	The	studies	showed	that	there	is	a	positive	relation	

between	knowledge	and	behavior.	Psychological	attitude	includes	potential	consumers’	

knowledge,	 information	 about	 environment,	 products’	 specifications	 and	 noticing	 to	

society.	
	

2.4.4 Price	
	

The	price	has	 always	been	one	of	 the	most	 important	 factors	 for	 customers’	 decision	

making.	 The	 price	 can	 determine	 the	 brand’s	 identity	 and	 target	 market.	 The	

consumers’	 interest	 for	 a	 given	 products	 relates	 to	 its	 value	 creating	 for	 buyer	

corresponding	to	its	price.	Satisfaction	feeling	about	price	is	one	important	factor	which	

influences	the	relation	between	buyer	and	seller.	Even	marketing	theorists’	believe	that	

price	is	the	most	important	factor	to	determining	customers’	satisfaction	(Virvilaite	et	al,	

2009).	 Since	 the	 price	 is	 the	 only	 marketing	 mixed3	element	 which	 attains	 income	

directly,	so	 it	can	be	considered	as	 influenced	factor	 in	customer’	decision	making	and	

their	loyalty	to	a	given	product.	Satisfaction	feeling	about	price	is	a	complex	concept	and	

includes	 different	 dimensions.	 Today	 the	 customers	 are	 more	 sensitive	 to	 value	 and	

emphasis	more	on	price	and	value	of	products	and	 received	 services.	 For	eco-friendly	

Products	 however	 the	 price	 can	 influence	 on	 buyers’	 attitude.	 Researchers	 rendered	

different	 ideas	 about	 price	 role	 in	 Products.	 For	 example,	 Casey	 (1992)	 says	 that	 the	

consumers	don’t	want	to	pay	more	for	good	such	as	eco-friendly	Products	compare	with	

normal	 products.	 Similarly,	 Easterling	 (1995)	 and	 others	 expressed	 that	 in	 marketing	

there	is	some	disagreement	between	consumer’s	opinion	and	his/her	real	action.	That	

means,	although	the	consumers	like	to	consume	eco-friendly	n	products,	but	they	don’t	
																																																								
3 Marketing mixed: Price, Product, Place, Promotion 
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like	to	pay	more	for	these	products.	On	the	other	hand,	the	studies	of	Mendelsohn	and	

Polanski	 showed	 that	 the	 consumers	 like	 to	 spend	 more	 money	 for	 eco-friendly	

products	(G.	Muruganantham,	2013).	Some	of	researchers	suppose	some	conditions	to	

paying	more	money	 for	eco-friendly	products.	For	example	Hsieh	 (2011)	 says	 that	 the	

consumers	would	pay	more	money	for	eco-friendly	product	when	they	understand	its’	

innovation	 concept.	 Consumers’	 agreement	 for	 paying	 more	 money	 to	 eco-friendly	

products	 is	 usually	 unstable	 and	 varier	 in	 different	 periods.	 For	 example	 in	 India	 the	

consumers	 agree	 to	 pay	 5%	more	 for	 eco-friendly	 products	 compare	 to	 average	 of	 a	

given	products’	group.	(G.	Muruganantham,	2013).	Most	of	eco-friendly	products	have	

high	primary	cost	but	according	to	their	high	efficiency,	impose	less	cost	on	consumers	

than	 normal	 products	 in	 long	 term	 period.	 It	 is	 true	 for	 Low-Consumption	 lamps.	 Of	

course,	buying	culture	and	social	conditions	would	influence	on	peoples’	eager	for	eco-

friendly	 products.	 For	 instance,	 in	 the	 US	 in	 spite	 of	 economic	 problems	 many	 of	

consumers	 are	 interesting	 to	 use	 the	 companies’	 products	 that	 are	 responsible	 for	

environment	and	most	of	times	they	pay	more	money	(G.	Muruganantham,	2013).		

	

	

2.4.5 Reference	Group		
	

A	 person’s	 reference	 groups	 are	 who	 influence	 on	 his/her	 attitude	 or	 performance	

directly	 (face	 to	 face)	 or	 indirectly.	 Those	 groups	 which	 affect	 directly	 are	 known	 as	

membership	groups	because	 the	person	 considers	himself	 as	 a	member	of	 them.	The	

membership	 groups	 consist	 of	 two	 components:	 main	 or	 primary	 groups	 like	 family,	

friends,	neighbors	and	coworkers	in	which	the	person	contacts	with	them	permanently	

and	informally.	The	other	groups	are	secondary	groups	like	unions,	religious	groups	and	

professional	 teams	 in	 which	 the	 person	 get	 less	 interaction	 with	 them	 plus	 formal	

relation.	 The	 reference	 groups	would	 influence	 on	 their	members	 by	 three	ways:	 the	

group	expose	person	on	others’	new	behavior	and	life	style,	effect	on	person’s	attitude	

and	self-understanding	and	finally	force	the	members	to	be	corresponded	with	group’s	
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rules	 and	 norms.	 This	 atmosphere	 causes	 person	 to	 select	 specific	 brand,	 product	 or	

service.	In	some	cases	the	person	would	be	affected	by	the	other	groups	which	he/she	is	

not	even	a	member	of	them.	The	marketing	theorists	believe	that	the	social	groups	are	

inevitable	 facts	 because	 they	 determine	 social	 and	 personal	 needs	 for	 order,	

manufacture,	 simplification	 and	 forecasting	 (Sedigh	 et	 al,	 2002).	 People	when	 they’re	

member	of	a	group,	 try	 to	have	 stereotype	behavior	 so	act	 in	 line	with	group’s	 social	

identification	(Park	et	al,	2008).	Consumers’	decision	making	effects	by	many	factors	but	

perhaps	the	most	important	affect	can	be	friends’	attitude,	family’s	attitude	and	other	

important	groups.	Social	environments	like	family,	friends	and	network	groups	influence	

on	buying	decision	 intensely	 (Childers	&	Rao,	 1992).	 Inspiration	of	 friends,	 family	 and	

social	 effective	 persons	 of	 every	 society	 would	 transfer	 information	 and	 create	

emotional	 reactions	 (Bandura,	 1977).	 Cultural	 trends	 and	 sociological	 specifications	 in	

different	countries	play	salient	role	in	reference	groups’	determination.	For	example	in	

India,	using	of	famous	persons	is	very	common	and	impressive	because	Indian	market	is	

hunger	for	these	people.	Singers,	T.V	show	executors	and	cinema	actors	are	known	as	

quasi-Gods	in	India	and	people	notice	to	all	their	actions	(G.	Muruganantham,	2013).		

	

	

2.4.6 Advertisement		
	

Today’s	 world	 intensively	 depends	 on	 advertisement.	 Advertisement	 became	 an	

inseparable	element	in	human	societies	not	only	in	trade	realm	but	also	in	other	aspects	

like	politic,	culture	and	social	ones.	Advertisement	and	brand	marks	(brand	picture)	are	

encouraging	strategies	which	 inform	the	company’s	values	 to	 the	public	 (Todd,	2004).	

The	companies	 spend	a	 large	amount	of	money	 for	advertisement	 in	order	 to	distinct	

themselves	 in	existing	 competition	atmosphere	and	promote	 their	own	market	 share.	

Advertisement	can	be	useful	in	creating	mind’s	image	of	a	brand	and	symbolic	attraction	

for	a	company	or	a	given	brand.	Many	studies	show	the	importance	of	advertisement	in	

attitude	 forming	 in	 case	 of	 buying	 decision,	 buying	 risk	 decreasing	 and	 many	 other	

matters.	For	eco-friendly	products,	the	advertisement	acts	as	informing	and	awareness	
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aspect.	Many	 of	 eco-friendly	 products	 include	 new	 advantages	 which	 the	 consumers	

should	 know.	 For	 this	 reason,	 emphasis	 on	 product’s	 properties	 and	 its	 preferences	

compare	 with	 usual	 products,	 is	 one	 of	 advertisement	 priorities	 in	 this	 group	 of	

products.	 Many	 of	 consumers	 attain	 their	 needed	 information	 about	 eco-friendly	

products	 movement	 by	 their	 advertisement	 in	 mass	 Medias.	 By	 increase	 interest	 of	

consumers	 for	eco-friendly	products,	 the	volume	advertisement	of	 these	products	has	

been	increased	in	recent	years	(Carlson	et	al,	1993).	

	

2.5 Research	Model		
	

According	 to	 mentioned	 components	 and	 evaluating	 different	 resources	 which	 can	

influence	 on	 buyer	 behavior,	 many	 models	 have	 been	 developed	 to	 describe	 buying	

process.	They	offer	some	phases	for	buying	process	and	most	of	them	suggest	at	least	

five	phases	for	this	process	as	below:	

Need	recognition,	Establishment	of	specification,	Alternative	recognition,	Evaluation	of	

alternatives	and	Supplier	Selection.	

These	phases	are	exactly	proposed	by	Webster	and	Wind,	1972)	and	seems	their	model	

is	appropriate	for	our	paper.	

Our	paper	doesn't	consider	all	aspect	of	buying	process,	 it	 focus	especially	on	variable	

that	 effect	 on	 finding	 and	 evaluating	 of	 alternatives.	 And	 influence	 buyers'	 attitude	

toward	selecting	of	desired	product	and	one	supplier.	

The	 following	model	which	 has	 been	 designed	 by	Muruganantham	 in	 2013	would	 be	

used	 to	 measuring	 the	 buyers’	 attitude.	 This	 model	 which	 is	 printed	 in	 “Social	

Entrepreneurship	 and	 Innovation”	 magazine	 in	 2013	 has	 been	 recorded	 and	 used	 as	

research	tool	in	this	paper.	The	advantages	of	this	model	which	caused	the	researchers	

to	consider	it	as	a	suitable	and	effective	model	for	research	as	follow:		

• The	research	dependent	variable	coordination:	dependent	variable	in	the	paper	

of	G.	muruganantham	is	consumer’s	behavior	which	is	identical	with	our	paper’s	

variable.	Of	course,	Muruganantham	has	been	used	another	variable	in	his	paper	
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as	 consumers’	 decision	 for	 buy.	 This	 variable	 is	 related	 to	 customer’s	 attitude	

too.	We	have	not	used	this	variable	in	our	model	so	omitted	it	from	our	model	

and	 just	 used	 the	 first	 portion	 of	 his	 model	 which	 is	 designed	 for	 attitude	

evaluating.		

• The	research’s	correspondence:	since	the	evaluating	product	in	our	paper	(Low-

Consumption	Lamp)	relates	to	a	given	group	of	products	in	market,	so	we	cannot	

use	other	models	which	are	used	for	attitude	evaluating	 in	different	resources.	

Intrinsic	 properties	 of	 such	 product	 would	 complicate	 consumers’	 behavior	

evaluating.	 In	 this	 research,	 the	 eco-friendly	 goods	 have	 been	 considered	 for	

studing.	 As	 we	 mentioned	 in	 former	 chapters,	 Low-Consumption	 lamps	

according	to	their	properties,	can	be	categorized	 in	 this	groups	of	products.	So	

we	 can	 use	 above	 model	 as	 a	 study	 model	 because	 it	 is	 correspond	 to	 our	

properties.		

• Up-to-dating	the	Model:	undoubtedly,	one	of	important	features	which	increase	

the	study	validity	is	use	of	new	and	up-to-date	model.	According	to	fast	growth	

of	science	in	recent	years	and	publishing	different	valid	literatures,	it	is	necessary	

for	an	effective	paper	to	use	a	model	which	 is	up-to-date	so	that	can	response	

and	evaluate	present	properties.	Attitude	evaluating	case	in	consumers	is	an	old	

case	 in	 marketing	 and	 trade.	 Many	 other	 models	 have	 been	 designed	 by	

researchers	 but	 above	model	 is	 very	 new	 and	 able	 to	 reply	 present	 needs	 of	

market.		

• Answering	to	research	questions:	according	to	the	questions	that	we	present	at	

the	onset	of	this	paper,	it	is	necessary	to	select	a	model	which	can	answer	these	

questions.	 Fortunately,	 the	 above	 model	 can	 cover	 our	 questions	 completely.	

Even	 there	 are	 some	 elements	 in	 the	 model	 which	 enable	 us	 to	 have	 more	

component	 level	 view	 about	 paper	 subject	 and	 identify	 more	 elements	 and	

evaluate	 the	 consumers’	 attitude	more	 precise.	 In	 section	 of	 “Research	Model	

Conceptualization”,	we	will	argue	about	how	to	answer	to	paper’s	questions.		
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• The	Sociology	Similarities:	the	above	model	has	been	evaluated	in	India.	Iran	and	

India	 both	 are	 developing	 countries,	 located	 in	 Asia	 continent.	 Very	 ancient	

communications	between	these	two	cultures	caused	many	common	perceptions	

between	these	two	countries.	These	participations	are	almost	apparent	in	their	

formal	language.	Both	countries	are	on	development	route	and	an	environment	

problem	has	been	seriously	rendered	in	these	two	countries	these	years.	

• Simplicity	 of	 Research	Model:	 one	 of	 important	 cases	which	 effects	 on	model	

selection	is	simplicity	of	Research	Model.	Complex	models	would	complicate	the	

calculations,	 so	 sometimes	 the	 results	 are	 not	 precise	 and	 noticeable.	

Fortunately,	 this	 is	 not	 the	 case	 in	 above	model	 and	 the	model	 in	 addition	 to	

gathering	all	effective	variables	on	attitude,	could	add	them	near	together	with	

entire	 simplicity	 and	 beauty	 in	 order	 to	 evaluate	 effective	 degree	 of	 each	 on	

dependent	variable	of	paper	apparently.		

	

 

 

 

 

 

 

	

	

	

	

Fig.	1:	Research	Model	(G.muruganantham,	2013)	

	

2.6	The	Research	Model	Conceptualization		
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Attitude	 is	 formed	 from	 adequate	 and	 inadequate	 evaluation	 of	 previous	 buying	

experience.	Marketers	understand	how	they	can	 influence	customers	and	their	buying	

attitude	 and	 evaluation	 of	 alternative	 stages	 in	 their	 buying	 process	 (P.Malaval	 et	 al,	

2014).	

The	attitudes	are	total	evaluations	which	done	by	people	about	themselves,	objects	and	

cases.	The	attitudes	have	emotional	nature	so	that	influence	on	people	behavior	which	

finally	 in	 case	 of	 creating	 a	 positive	 mentality	 in	 customer	 would	 become	 to	 an	

economic	 behavior,	 so	 the	 buying	 happens.	 The	 attitudes	 about	 a	 given	 product	 will	

create	by	total	gathering	of	customers’	evaluations	so	these	attitudes	often	account	for	

base	of	product	selection.	

The	attitudes	are	depending	on	products’	 special	 features.	Many	authors	have	 shown	

that	 consumers’	 attitude	 influence	on	 their	 decision	 for	 buying.	 The	 aim	of	 all	 efforts	

done	by	marketers	and	others,	who	function	in	trade	and	business	affairs,	is	influencing	

on	customers’	decision	making.	Profiting	of	any	given	business	is	related	to	customers’	

buying.	 If	 an	 organization	 can	 not	 satisfy	 its	 customers	 and	 enhances	 their	 buying	

decisions,	will	 face	with	 defeat	 undoubtedly.	 The	 company	 should	 delineate	 specified	

process	by	which	direct	 its	 trade	name	 to	probable	customers’	 knowledge,	evaluation	

and	 selection	 basket.	 In	 addition,	 the	 company	 should	 know	 the	 other	 customers’	

selection	 basket	 to	 provide	 necessary	 competitive	 attractions.	 The	 person’s	 buying	

selection	affect	by	four	main	psychological	factors.	These	four	factors	are	as	motivation,	

comprehension,	 believes	 and	 learning	 (Samiei,	 2011).	 All	 of	 these	 factors	 form	 the	

person’s	attitude	with	together.	It	is	very	important	for	companies	to	understand	their	

customers’	 attitude,	 because	 by	 these	 attitudes	 they	 can	 predict	 their	 decision	 and	

performance	for	buying.	 In	 this	paper	we	will	 try	 to	evaluate	effective	variables	which	

create	the	buyers’	attitude	by	using	of	an	effective	model	in	order	to	enable	the	active	

companies	 in	 this	 industry	 to	 benefit	 it	 as	 an	 approach	 to	 increase	 their	 profit	 and	

market	 span.	Our	 selected	model	 is	 a	 comprehensive	 one	which	 considered	 different	

elements.	 According	 to	 complexity	 of	 opinion	 poll	 in	 customers,	 it	 is	 necessary	 to	

consider	 variety	 factors.	 In	 our	 model,	 we	 considered	 6	 factors	 which	 influence	 on	
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buyers’	attitude.	By	using	of	 these	6	 factors,	we	can	answer	 to	main	questions	of	 this	

paper.		
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3. METHODOLOGY	
This	 chapter	 explains	 the	 methodology	 which	 used	 for	 this	 thesis	 and	 includes	 the	

purpose	of	the	research,	research	approach,	research	strategy,	sampling,	collecting	data	

and	analyzing	them	with	regard	to	the	validity	and	reliability.	

	

3.1	Research	Purpose	
Saunders,	 Lowis	 Thornhill,	 (2009)	 believes	 three	 different	 research	 approach	 can	 be	

used	for	studies:	

Exploratory	 Studies:	 uses	 when	 problem	 is	 unclear	 and	 unstructured	 and	 try	 to	

understand	what	 is	happening,	exploratory	studies	shows	specification	of	problems	by	

gathering	information.	

Explanatory	 Studies:	 uses	 when	 Researcher	 wants	 to	 expand	 theories	 from	 earlier	

survey	stage.		

Descriptive	 Studies:	 uses	 to	 explain	 actual	 situation	 and	 events	 or	 specific	 problems.	

Partial	 of	 data	 collecting	 of	 this	 thesis	 is	 based	 on	 descriptive	 method;	 this	 method	

shows	an	image	of	the	situation,	facts	and	status	of	thesis	subject.	We	used	this	method	

to	 show	 those	 factors	 that	 can	 effect	 on	 CFLs	 buyers	 behavior,	 factors	 such	 as	 price,	

quality,	brand	name,	environmental	issues,	advertising	and	reference	groups.	

	

3.2 Research	Approach	
There	are	two	types	of	Research	Approach.	(Saunders	et	al,	2009)	

1. Qualitative	

2. Quantitative		

Type	of	this	research	is	Qualitative,	because	we	aren’t	looking	to	find	Numeral	answers	

but	looking	for	deeper	understanding	of	the	demands	of	the	buyers.	Qualitative	method	

using	words	 for	deeper	understanding	of	 the	demands	of	 the	buyers	and	use	them	to	

express	things	more	understandable.	(ibid)	
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This	 research	 is	 a	 combination	of	 Inductive	 and	Deductive	Method.	 Inductive	method	

used	when	 the	number	of	 samples	 is	 too	 small	 but	 they	give	us	 adequate	 knowledge	

and	information	(ibid).	So	we	used	Inductive	methodology	for	this	thesis.	

On	 the	 other	 hand	 deductive	 methods	 are	 based	 on	 the	 predefined	 theory	 and	

considering	that	it	collects	empiric	data	(ibid).	

This	study	used	a	Frame	of	Reference	and	it	is	based	on	theory	so	according	to	above	

definition	this	research	is	deductive	too.	
	

3.3 Research	Strategy	
	

After	selecting	the	research	approach,	researcher	should	choose	research	strategy	and	

then	useful	data	should	be	collected	to	answer	the	research	problem.		

There	are	five	strategies	that	based	on	research	can	be	used.	These	five	strategies	are:		

Experiment,	Survey,	Archival	Analysis,	History	and	Case	Study	(Yin,	2009).	

Selecting	the	type	of	research	depends	on	research	questions,	control	over	behavioral	

events	and	the	current	conditions.	

Because	 this	 study	 tries	 to	 investigate	and	 focus	on	problems	of	CFL	 suppliers	 so	 it	 is	

categorized	as	applied	research.	In	the	other	side	For	Contemporary	Events	and	getting	

deep	information	about	subject	the	case	study	strategy	is	suitable.	

Case	Studies	used	for	cases	that	we	want	to	understand	why	some	decision	was	made	

or	how	they	have	been	implemented	and	what	were	the	results.	

Case	studies	are	consisting	of	single	case	or	multi	case.	 In	this	 thesis,	 in	order	to	have	

sufficient	evidence	Multi	Case	method	selected.	
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The	following	table	shows	the	relationship	between	these	strategies	and	questions:	

	

Table	1:	Different	research	strategies	and	their	application	

	(Yin,	2009)	

	

3.4 Sample	Selection	
The	non-probability	sampling	method	is	used	in	this	research	for	sample	selection.	This	

method	 is	 suitable	 for	 situations	where	 researcher	 need	 some	 samples	 to	 be	 able	 to	

answer	 his/her	 questions;	 number	 of	 questions	 is	 limited	 (Saunders	 et	 al,	 2009)	 and	

researcher	choose	the	samples	to	received	adequate	and	effective	response.	

Because	 in	 this	 research	 the	 industrial	buyer	behavior	will	 be	assessed	 so	 researchers	

choose	two	groups	of	buyers:	

1.	Representatives	of	the	CFL	manufacturers,	who	received	CFLs	from	factory	and	sales	

them	to	consumers	and	major	retailers.	

2.	The	major	CFL	consumer’s		

Three	samples	were	selected	in	each	group.	

	

	

	

	

Focus	on	

Contemporary	Event	

Requires	Control	Over	

Behavioral	Events	

Form	of	Research	

Question	
Method	

Yes	Yes	How,	Why?	Experiment	

Yes	No	
Who,	What,	Where,	

How	Many,	How	Much?	
Survey	

Yes/No	No	
Who,	What,	Where,	

How	Many,	How	Much?	

Archival	

Analysis	

No	No	How,	Why?	History	

Yes	No	How,	Why?	Case	Study	



27	
		

	

3.5 Data	Collection	
Case	 Studies	usually	 used	 combination	of	 various	methods	 for	 data	 collecting	 such	 as	

using	 archived	 documents,	 interviews,	 questionnaires	 and	 observations.	 Evidence	 can	

be	qualitative,	quantitative,	or	both	of	them	(Eisenhard,	1989).	

	In	this	study,	the	authors	used	interview	method	to	collect	the	information,	face	to	face	

Interviews,	studying	relevant	articles,	observations	and	web	sites	have	also	been	used.		

This	 method	 has	 the	 advantages;	 it	 decreases	 possibility	 of	 misunderstandings	 and	

decreases	the	chance	of	receiving	wrong	answer	(Riley	et	al,	2000).		

In	the	first	interview,	some	information	and	the	main	problems	posed	by	studied	factory	

and	 based	 on	 the	 raised	 issues	 and	 described	 model	 in	 Chapter	 2	 as	 the	 Frame	 Of	

Reference,	questions	were	raised.		

Interviews	were	Semi-Structured	so	there	were	possibilities	for	open	discussions	while	

there	were	certain	questions.	

According	to	yin	(2009),	this	method	has	some	strengths	and	weaknesses	as	below:	

Phase	in	Which	the	Tactic	Occurs	Case	Study	Tactic	Test	

• Data	collection	

• Data	collection	

• Composition	

	

• Use	multiple	source	of	evidence	

• Establish	chain	of	evidence	

• Have	key	information	review	draft	case	

study	report	

Construct	validity	

• Data	analysis	

• Data	analysis	

• Data	analysis	

• Data	analysis	

• Do	Pattern	matching	

• Do	explanation	building	

• Address	rival	explanation	

• Use	logic	models	

Internal	Validity	

• Research	design	

• Research	design	

• Use	Theory	in	single-case	studies	

• Use	replication	logic	in	multiple	case	

studies	

External	Validity	

• Data	collection	

• Data	collection	

• Use	case	study	protocol	

• Develop	case	study	database	
Reliability	
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Table	2:	Case	Study	Tactics	

(Yin,	2009)	

Table	3:	Sources	of	evidence:	Strengths	and	Weaknesses	

(Yin,	2009)	

	

3.6 Data	Analysis	
For	 data	 analysis,	 the	 authors	 must	 have	 extensive	 information	 about	 their	 research	

topic	 and	 related	 problems	 and	 because	 of	 the	 authors'	 experience	 in	 this	 industry	

partly	of	 this	 information	was	available.	Yin	believes	 that	 there	are	 four	 strategies	 for	

data	analysis:	

1. Developing	a	case	description	

2. Relying	on	theoretical	proposition	

3. Using	both	quantitative	and	qualitative	

4. Examine	rival	explanation	

In	this	step	“Relying	on	theoretical	proposition”	has	been	detected	as	research	method	

because	it	helps	to	distinguish	those	things	that	research	should	focused	on	them.	This	

method	usually	used	in	case	study	analysis	(yin,	2009)	

This	 operation	 is	 useful	 for	 understanding	 the	 data	 and	 identifies	 key	 points	 (Ibid).	

Saunders	 et	 al	 believe	 that	 analysis	 starts	 from	 Data	 gathering	 and	 all	 questions,	

Weaknesses	strengths	Source	of	Evidence	

• Bias	due	to	poorly	

articulated	questions	

• Response	bias	

• Inaccuracies	due	to	poor	

recall		

• Reflexivity-interviewee	

gives	what	interviewer	

wants	to	hear	

• Targeted-focuses	directly	on	case	

study	topics	

• Insightful-Provides	perceived	

causal	inferences	and	explanation		

	

Interviews	
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questionnaires	 or	 interviews	will	 review	 and	 restructure	 based	 on	 preliminary	 studies	

and	information	that	gathered	during	data	collection.	

	

	

3.7 Validity	and	Reliability	
The	objective	of	reliability	is	that	if	other	researchers	want	to	do	the	same	research	then	

they	achieve	the	same	results	in	the	same	study.	

In	fact	the	reliability	of	this	research	is	supported	by	the	frame	of	reference	which	was	

basis	of	our	research	and	based	on	that	the	interview	questions	are	designed.	

The	 used	 theory	 as	 frame	of	 reference	 has	 developed	 by	G.Muruganantham	 in	 2013.	

Further	inquiries	and	interview	guides	can	be	find	in	Appendix	1	for	someone	who	may	

wanted	to	use.	

However,	because	this	study	was	done	in	certain	situation	of	market,	such	as	economic	

situation,	sales	and	production	policies	then	the	possibility	of	a	similar	research	and	gets	

the	same	results	is	low.	

Validity	focuses	on	measuring	the	validity	of	measurement	and	generalizes	the	results	of	

diagnostic	research.	

To	achieve	such	a	situation,	we	should	research	several	times	with	different	context	and	

research	data	are	must	collect	from	different	sources.		

In	 this	 study,	 frame	 of	 reference	 and	 data	 collecting	 by	 different	 methods	 such	 as	

interview,	observation	and	study	helped	to	achieve	validity.	(Ibid)	
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4.	Data	presentation	
	

In	this	chapter	shows	the	compiled	data	from	researches	and	interviews	and	explains	it	

by	the	seven	clearly	stipulated	factors.	In	our	research	model	these	seven	factors:		The	

Brand	Name,	Environmental	Preference,	Psychotic	Properties,	Price,	Reference	Group,	

Product	Mind	Involvement	and	Advertisement	are	introduced	as	effective	factors	upon	

standpoint	of	buyer.	

	

4.1 Description	of	Respondent	
	

All	respondents	are	selected	from	people	who	work	through	“compact	fluorescent	light”	

or	 “vacuum	 tube”	 markets.	 First	 of	 all	 one	 off	 compact	 fluorescent	 light	 producer	

discussed	 their	 main	 problems	 and	 after	 surveying	 the	 factory	 situation	 and	 their	

problems,	 the	 specific	 questions	 for	 interviews	 was	 distinct.	 According	 to	 this	

dissertation,	 Focus	 Group	 includes	 qualified	 Industrial	 buyers	 and	 respondent	 are	

selected	within.	Buyers	would	be	categorized	in	two	groups:	

A. Main	 buyers,	 who	work	 as	 wholesaler,	 distributers,	 or	 selling	 agent	 in	market	

and	they	are	not	the	direct	user	of	these	products.	

B. Main	 buyers,	 who	 are	 the	 user	 of	 these	 products	 likewise	 large	 gas	 and	 oil	

factories.	

In	each	one	of	these	groups,	three	cases	are	elected	to	 interview.	Notice	that	A	group	

buyers,	as	a	sales	person	in	the	same	time,	are	affected	by	consumers.	So	the	effective	

factors	on	consumer’s	behavior	would	indirectly	effect	on	their	buying	process.	

Table	4:	Categories	of	Studied	Customers	

Respondent	 Type	 Category	
A1	

Sellers	 A	 A2	
A3	
B1	

Consumers  B	 B2	
B3	
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4.2			The	Brand	Name	
The	 respondent	of	A	 group	had	believed	although	 there	 is	 qualitative	 standard	 for	 all	

producers,	but	because	of	non-observance	of	laws	by	all	of	them,	different	brands	have	

different	quality	and	therefore	more	suppliant	than	others.	A1	believes	some	brands	by	

lack	of	keeping	quality	of	their	products,	would	leave	the	market	after	a	short	time	and	

they	 can	only	have	 very	 small	 part	of	 the	 final	 customers.	A3	also	 agrees	with	 this.	 B	

group	 believes	 that	 brand	 is	 an	 important	 effective	 factor	 on	 their	 buying	 process,	

therefore	to	have	the	necessity	confidence	of	the	quality	of	products;	they	would	never	

buy	anything	from	unknown	brands	even	if	there	are	many	required	standards.	B1	and	

B2	 in	addition	to	choose	famous	brands	 in	market,	 for	each	buying	process	would	ask	

for	 technical	 information,	price	and	 list	of	 latest	customers	of	 their	 required	products,	

trying	to	contact	to	some	of	them	and	evaluate	their		satisfaction.	

	

4.3			Environmental	Preference	
	

For	 A	 group,	 the	 environmental	 issue	 is	 not	 very	 important	 factor	 on	 their	 buying	

process	and	just	economize	aspect	of	low-energy	light	bulb	is	important	(because	this	is	

an	 important	 issue	 for	 final	 consumer	 too).	 A1,	 A2	 and	 A3	 had	 no	 idea	 about	

environmental	issues	at	all.	They	were	only	concerned	to	economize	using	energy,	and	

knew	nothing	about	raw	materials	used	in	lamps,	packing	and	how	to	repulse	the	waste	

of	these	products	by	consumers.	

B	 group	 responders	 had	 specific	 value	 for	 environmental	 issues,	 and	 Because	 of	 the	

necessity	to	observe	the	environmental	standards,	subjects	 like	saving	energy,	packing	

methods,	and	the	volume	of	environmental	damage	by	used	lamps	are	very	important.	

Members	 of	 this	 group	 according	 to	 rules	 and	 situations	 know	 the	 limitations	 and	

obligations	 regulated	 by	 government	 and	 other	 responsible	 organizations,	 and	 bind	

themselves	 to	 observe	 the	 rules.	 They	 also	 believe	 that	 observing	 these	 rules	 would	

increase	their	operation	costs.	
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4.4 Psychological	Properties	
	

This	factor	is	not	important	for	responders	of	A	group,	but	because	of	its	effect	on	end	

user’s	behavior,	this	would	be	an	important	factor	for	this	group,	indirectly.	

B	 group	 responders	 believed	 that	 Psychotic	 Properties	 won’t	 effect	 on	 their	 buying	

process,	and	they	would	take	action	to	buy	according	to	price	and	relation	of	price	with	

quality.	

	

4.5 Price	

	
Both	 responders	groups	believed	 that	 the	most	 important	 factor	 to	buy	 lamps	 from	a	

producer	 is	the	price.	A	group	responders	said	the	low	price	of	product	would	be	very	

effective	 help	 for	 them	 to	 sale	 it	 to	 end	 user.	 As	 they	 said,	 in	 the	 beginning	 of	 this	

market,	 the	 large	 different	 amount	 of	 price	 between	 vacuum	 tubes	 and	 compact	

fluorescent	lights	caused	to	decrease	selling	this	products.		Again,	to	compare	between	

compact	fluorescent	light,	price	is	very	important	factor	in	buyer’s	decision	making.		

B	 group	 responders	 believed	 because	 of	 business	 consideration,	 necessity	 of	 charges	

control	and	increasing	profit,	they	should	try	to	decrease	the	expense,	so	they	need	to	

notice	 on	 raw	 material	 price	 in	 their	 buying	 process	 and	 in	 the	 same	 time	 to	 high	

expense	related	to	using	energy.	Members	of	this	group	in	their	buying	process,	beside	

price	looking	for	long-term	use	of	products	and	valuate	the	profit	in	long	time	period.			

	

4-6	Reference	Group	

	
A	group	believed	that	no	Reference	Group	or	authorities	are	effective	on	their	compact	

fluorescent	 lights	 buying	 process.	 But	 B	 group	 would	 use	 the	 experience	 and	

consultation	 of	 same	 companies	 as	 a	 source	 in	 their	 buying	 process.	 They	would	 get	

fellow-	companies	help	and	consult	 in	selecting	sellers	and	products.	As	declaration	of	
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B1,	sometime	they	use	these	companies	Resource	List	in	their	buying	process.	B1	and	B2	

believe	because	of	rivalry	situation	of	market	using	fellow	company’s	resource	list	is	not	

permissible	and	they	get	only	consultant.	

	

4.7	Advertisement	
	

Members	of	A	group	believe	that	Advertisement	has	so	much	influence	to	develop	the	

knowledge	 of	 end	 users	 and	 acquainting	 them	 with	 benefits	 of	 compact	 fluorescent	

lights.	But	this	advertisement	doesn’t	go	well	through	the	shops,	besides,	producers	also	

have	 no	 any	 proper	 investment	 on	 advertisement.	 A1	 and	 A2	 believe	 there	 is	 no	

advertisement	in	shops	and	this	is	one	of	producer’s	duties.	

B	group’s	members	believe	advertisement	has	direct	 influence	on	their	buying	process	

on	those	kinds	which	give	 information	about	quality	and	benefits	of	product.	This	way	

would	cause	to	decrease	the	operations	for	gathering	information	and	knowing	proper	

products	and	therefore	the	cost	of	whole	operation	activities.	

	

	

Table	5:	Summary	of	Results	for	two	Groups	of	Customers	

Advertisement	 Reference	
Group Price	 Psychotic	

Properties	
Environmental	
Preference	

The	Brand	
Name	

					Factor 	
	

Group	

Yes		
Indirect	No	Yes	

Direct	
Yes 

Indirect	No	Yes	
Indirect	Group	A	

Yes 
Direct	

Yes	
Direct	

Yes	
Direct	No	Yes	

Direct	
Yes	

Direct	Group	B	
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5. Data	Analysis	
In	 this	 chapter,	 the	 compilation	 data	 in	 last	 chapter	will	 be	 analysis,	 according	 to	 the	

model	presented	in	chapter	two.			

	

5.1	The	Brand	Name	
	

Gathering	information	shows	that	The	Brand	Name	is	so	important	for	the	end	user,	but	

for	wholesalers	who	are	not	consumer	of	products,	The	Brand	Name	is	not	 important.	

They	prefer	any	brand	which	has	more	customers,	but	have	no	commitment	and	loyalty	

to	any	brand	and	only	work	through	the	end	user	opinion.	In	turn	end	users	give	more	

importance	 to	 The	 Brand	 Name	 and	 believe	 any	 brand	 has	 high	 prestige	 and	 more	

customers,	 is	 better	 for	 shopping.	Of	 course	 The	 Brand	Name	 is	 not	 the	 only	 or	 best	

factor	 to	 effect	 on	 their	 decision.	 Between	 all	 interviewers	 of	 industrial	 end	 user	

category,	The	Brand	Name	 is	one	of	 the	most	effective	 factors	 in	 their	buying	process	

and	they	said	if	a	brand	name	is	not	famous	enough,	they	won’t	even	valuate	it	for	buy.	

	

5.2	Environmental	Preference	
	

Gathering	 information	 shows	 that	 two	 categorize	 groups	 have	 different	 point	 of	 view	

about	 Environmental	 issues.	 The	 first	 group	mostly	 knows	 nothing	 about	 eco-friendly	

products	and	their	specifications.	They	only	care	about	the	profits	of	saving	energy	and	

that’s	because	this	would	decrease	the	expenses	and	useful	to	attract	the	customers	or	

end	users.	It	is	very	concerning	if	interesting	of	the	end	user	goes	toward	those	kind	of	

products	which	didn’t	value	to	eco-friendly	criterions.	Members	of	A	groups	only	try	to	

provide	 the	 end	 user	 needs,	 they	 do	 not	 give	 attention	 to	 environmental	 issues,	 and	

since	 there	 is	 no	 organization	 to	 control	 their	 observance	 conformity	 with	 law,	 their	

activities	has	no	bad	consequences	for	them.	In	turn,	the	environmental	issues	are	very	



36	
		

concerning	factor	for	members	of	B	group.	In	one	hand	they	are	seriously	committed	to	

observe	related	standards	which	avoiding	 it	would	cause	 them	 legal	difficulties,	 in	 the	

other	hand	because	of	large	using	quantity,	discharging	method	of	the	waste	is	another	

important	 subject,	 and	 being	 inattentive	 to	 this	 will	 destroy	 the	 environment	 and	

provide	lots	of	legal	problems	through	their	activities	and	business.	

	

5.3	Psychological	Properties	
	

All	 consumers	 commonly	 interest	 about	 environmental	 observance	 (murphy	 et	 al,	

2010),	but	business	methods	and	making	profit	of	business	 institutes	 looking	for	other	

effective	parameters.	None	of	interviewed	groups	think	psychotic	properties	are	directly	

noticeable.	A	group	would	nominate	 their	products	based	on	end	user’s	opinion.	And	

through	 this	 psychic	 affinity,	 the	 end	 user	 is	 effective	 on	 A	 group	 buying	 process.	 B	

group	 members	 include	 big	 industrial	 users,	 would	 make	 their	 decisions,	 based	 on	

technical	documentaries	and	comparing	expenses,	 so	psychic	affinity	has	no	 influence	

on	their	buying	behavior.		

	

5.4	Price	
	

Based	 on	 gathering	 information,	 the	most	 effective	 factor	 for	 consumer’s	 behavior	 in	

compact	 fluorescent	 light	 issue	 is	 the	 price.	 Responders	 believe	 therefore	 it	 is	 a	 logic	

relation	between	price	and	quality	of	products,	but	many	users,	especially	non	industry	

consumers	 know	nothing	enough	about	quality	difference	of	 products	 and	 this	would	

add	to	importance	of	price	factor.	"A"	group	members	have	no	specific	sense	on	price,	

since	they	buy	the	product	and	will	sale	it	to	another	consumer.	

"B"	group	members	have	more	 sensibility	on	price,	because	 this	group	with	complete	

knowledge	of	qualities,	benefits	and	defects	moves	for	buying	and	during	the	process,	

concerning	to	observe	the	expenses	and	anticipated	budget,	they	would	buy	that	kind	of	

products	which	there	is	more	logical	relation	between	their	quality	and	cost.	This	group	
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has	 noticeable	 information	 about	 similar	 products	 in	 market	 and	 move	 the	 buying	

process	 based	 on	 trust	 worth	 documentaries	 include	 comparing	 between	 benefits,	

defects	and	expenses	of	different	producers	products.		

	

5.5	Reference	Group	
	

According	to	gathered	information	"A"	group’s	members	have	no	reference	group	upon	

themselves	 to	 force	 them	 buying	 a	 specific	 product.	 They	 would	 move	 to	 buy	 and	

distribute	their	products,	based	on	the	requirement	of	market	and	end	user’s	needs,	but	

for	"B"	group	members	this	is	an	important	issue.	They	notice	to	consult	with	reference	

group	 as	 a	method	 of	 gathering	 information	 and	 their	 buying	 behavior	 is	 affected	 by	

these	groups.	One	of	the	reference	groups	for	B	group	members	are	the	companies	with	

similar	activities	background,	but	in	same	or	larger	size.	

	

5.6	Advertisement	
	

Gathered	information	shows	that	advertisement	has	different	result	for	two	interviewed	

groups.	"A"	group	members	are	not	affected	by	advertisement	but	their	customers	and	

end	users	are	directly	affected	by.	This	group	believes	that	producers	have	no	variety	of	

advertisement,	 and	 because	 the	 lack	 of	 knowledge	 and	 expert	 on	 advertisement	

influence,	plus	specific	situation	of	market	they	also	see	no	necessary	to	do	it	on	their	

own.	 They	 believe	 non-industrial	 consumers	 won’t	 be	 attracted	 by	 technical	 expert	

advertisement	and	more	concerning	for	TV	excitement	and	creative	advertisements.	

B	 group	 members	 in	 turn,	 believe	 that	 advertisement	 should	 be	 able	 to	 show	 the	

benefits	 of	 one	 product	 compare	 to	 similar	 products	 and	 give	 complex	 technical	

information,	which	is	necessary	for	this	group’s	decision	making.	Members	of	this	group	

mostly	prefer	 the	 informing	advertisement	 include	printed	 information,	catalogue	and	

advertising	seminars.	
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6. Finding	and	conclusion	
This	chapter	will	show	the	researches	and	conclusions;	the	purpose	of	this	research	was	

to	assessment	the	behavior	of	compact	fluorescent	light	customers	and	finding	answers	

for	propounded	questions.	

	

	6.1	Does	the	Market	have	necessary	potential	for	CFL	products?	
	

Yes,	studied	consumers	prefer	to	buy	compact	fluorescent	light	and	replace	them	with	

vacuum	tube	which	use	and	waste	large	amount	of	energy.	Of	course	it	wasn’t	so	in	the	

beginning,	 but	 gradually	 and	 by	 increasing	 the	 consumer’s	 information	 about	 these	

lamps,	 plus	 increasing	 the	 energy	 price,	 they’ve	 got	more	 interest	 on	 these	 products.	

The	reasons	of	using	this	product,	according	to	the	consumer	group	are	different.	In	this	

project	we	had	two	buyers	group	nominated,	 industrial	consumers	and	wholesalers	as	

selling	 agents.	 The	 important	 factor	 for	 the	 last	 group	 was	 energy	 using	 rate	 and	

expense.	 According	 to	 increasing	 the	 price	 rate	 of	 electrical	 energy	 through	 recent	

years,	this	sort	of	customers	were	trying	to	reduce	waste	of	energy	in	so	many	different	

ways,	 and	one	of	 them	was	using	 compact	 fluorescent	 light.	Another	effective	 reason	

was	governmental	support	for	these	products,	in	this	manner	that	according	to	the	high	

price	 of	 these	 lamps,	 government	 moved	 to	 sale	 them	 in	 lower	 price	 and	 rent	 for	

consumers,	 therefore	 had	 a	 very	 effective	 role	 to	 introduce	 these	 products.	 Similarly	

Industrial	 consumers	 group	 prefer	 compact	 fluorescent	 light	 to	 vacuum	 tube.	 These	

consumers	 consider	 about	 benefits	 of	 saving	 energy	 in	 addition	 to	 environmental	

benefits	 and	 legal	 obligations.	 Therefore	 for	 both	 studied	 consumer	 groups,	 the	most	

important	reason	to	use	compact	fluorescent	 light	 is	 long	term	use,	saving	energy	and	

deceasing	expenses.	

Gathered	data	from	observations	and	interviews	shows	that	customer’s	tendency	to	buy	

vacuum	tube	had	decreased	and	replaced	toward	compact	fluorescent	light.	this	means	

the	variety	of	needs	and	necessity	of	produce	and	distribution	new	varied	products	to	
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answer	 the	 varied	 needs	 of	 buyers.	 Also	 the	 number	 of	 factories	 producing	 compact	

fluorescent	light	has	increased	and	they	have	more	stock	in	market.	This	caused	them	to	

harder	competition	and	necessary	to	produce	varied	products	and	cover	more	needs	of	

customers.	 In	 spite	 of	 these	 facts,	 looking	 on	 gathered	 data	 in	 researches,	 most	

products	in	market,	regards	to	their	technical	specification	and	package	are	similar,	and	

would	 bring	 difficulties	 for	 customers.	 Researches	 data	 shows	 in	 cases,	 especially	 for	

industrial	end	users	buyers,	 few	kinds	of	 these	 lamps	with	specific	 technical	 specs	are	

needed,	which	 is	 not	 produced	by	 any	 producers,	 and	 they	 have	 to	 fix	 their	 order	 to	

change	the	produce	line	and	meet	their	needs	after	a	while.	By	the	way	the	package	and	

number	of	product	 in	one	pack	 is	another	 limitation	which	can’t	prove	the	customer’s	

needs.	These	problems	according	to	increasing	number	of	customers,	getting	worse	and	

mean	that	the	market	has	capacity	for	compact	fluorescent	light	new	products.		

Conclusion:	 Industrial	 consumers	 prefer	 to	 buy	 compact	 fluorescent	 light	 products	

because	they	want	to	decrease	expenses	and	noticing	to	increasing	number	and	variety	

of	customers,	and	shortage	of	market,	there	is	potential	for	new	products.	

	

6.2 Does	 brand	 impact	 consumers	 to	 purchase	 a	 specific	 CFL	

product?	
	

Incoming	data	shows	that	the	brand	name	has	no	similar	importance	in	all	interviewed	

groups.	 All	 groups	 give	 value	 to	 this	 factor	 but	 they	 believe	 that	 price	 is	 the	 most	

important	 factor	 in	 buying	 process.	 In	 spite	 of	 having	 few	 known	 brands	 in	 market,	

because	of	the	marketing	situation,	they	avoid	keeping	legal	observance	and	standards,	

and	 there	 is	no	qualified	 spec	 in	 their	products.	Because	of	 limitation	 to	provide	high	

quality	material,	 in	many	 cases	 producers	 try	 to	 produce	 low	 quality	 products	 which	

destroy	 their	 brand	 name,	 but	 again	 according	 to	 the	 market	 situation,	 compare	 to	

others,	still	they	are	better	renowned.		

This	would	make	disable	 all	 brands	 to	 provide	qualified	 products,	with	 constant	 price	

and	 warranty	 and	 they	 can’t	 make	 confidence	 within	 customers.	 In	 other	 words,	
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customers	would	 not	 trust	 to	 any	 specific	 brand,	 but	 they	would	 recognize	 few	 good	

producers,	and	through	their	buying	process,	value	on	their	products.	

These	 problems	 cause	 the	 industrial	 buyers,	 who	 have	 technical	 ability	 to	 value	 the	

products,	looking	for	brand	name,	besides	valuing	the	quality	of	products.	In	other	word	

brand	name	as	a	parameter	to	limit	the	extent	of	valuing	is	an	effective	factor	for	sellers,	

but	in	selecting	the	product	and	finally	buying	it,	quality,	price	and	reasonable	relation	

between	them	are	the	most	important	factors.		Also	for	non-industrial	buyers,	because	

the	 lack	 of	 information	 and	 not	 enough	 knowledge	 about	 quality	 of	 different	 brand’s	

productions,	brand	name	is	not	an	important	factor	and	price	is	the	main	parameter	in	

selecting	them.	

Conclusion:	 brand	 in	 final	 selection	 of	 product	 doesn't	 have	 highest	 value;	 price	 and	

quality	are	the	most	nominated	factors	for	buyers.		

	

6.3 Limitations	
	

This	dissertation	focused	on	large	and	industrial	buyers,	include	three	industrial	buyers	

and	 three	 selling	 agents,	 which	would	 limit	 this	 dissertation.	 Also	 based	 on	 a	model,	

focused	on	effective	parameters	in	large	and	industrial	buyer’s	behavior,	since	behavior	

of	 agents	 has	 direct	 relation	with	 end	 user’s	 behavior,	 there	 is	 no	much	 information	

about	these	categories	of	customers.	

	

6.4 Future	Research	
	

To	complete	the	researches	of	this	Thesis,	varied	subjects	could	be	selected	for	study,	

likewise:	

• 	Research	on	non-industrial	customer’s	behavior,	who	have	the	most	part	of	the	

target	market.	

• To	 improve	 the	 result	of	 this	 research,	 this	 is	possible	 to	 increase	 the	cases	 to	

have	a	better	observation	of	customer’s	behavior.	
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• Since	 there	 is	 no	 any	market	 valuation,	 especially	 in	 nominating	 the	 effect	 of	

price	and	advertisement	in	selling	process,	it’s	a	good	basis	for	research.	

• There	 are	 numbers	 of	 specific	 situations	 in	 	 market	 like;	 problems	 to	 provide	

good	 quality	 materials	 for	 producing,	 problems	 to	 access	 to	 modern	

technologies,	 many	 effective	 factors	 in	 marketing	 process	 for	 instance;	

governmental	 decisions	 which	 change	 the	 natural	 process	 of	 supply	 and	

demand.	Therefore	research	on	customer’s	behavior	in	a	similar	market	could	be	

another	interesting	subject	for	future	studies.	
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8.		Appendix:	Interview	guide		

1- Are	you	familiar	with	the	term	eco-friendly	products	and	eco-friendly	brands?	

2- Do	the	CFLs	have	sustainable	quality?	

3- Do	the	brands	are	Committed		to	sustainable	development	for	Brands	

4- Do	the	brands	have	uniformity	in	quality	of	their	products	portfolio	(for	example	

the	 100-watt	 light	 bulbs	 are	 high	 quality	 but	 35	 watts	 bulbs	 are	 low-quality	

production)?	

5- Do	the	brands	have	commitment	to	product	specifications	and	quality	standards	

that	have	been	committed	 (for	example,	 lifetime	of	CFLs	 should	be	more	 than	

10,000	hours	on	average	but	in	fact	it	is	less	than	5,000	hours)?	

6- Do	 the	 CFLs	 have	 environmental	 benefits?	 (for	 example	 saving	 energy,	 reduce	

global	warming)	

7- Do	 you	 often	 seek	 out	 the	 advice	 of	 others	 regarding	 brands	 and	 products	

purchase?	

8- Do	 the	 CFL	 brands	 have	 harmony	 between	 price	 and	 quality	 and	 services	 of	

product?	

9- How	is	CFLs	Price	stability?	

10- How	do	brands	pack	their	products?	Is	it	based	on	customer	needs?	

11- Do	the	manufacturers	produce	some	variety	of	products	that	match	with	specific	

customers’	needs	or	their	orders?	

12- Do	 the	brands	have	any	good	advertisements	 to	 increase	customer	knowledge	

about	CFLs?	

13- Do	the	brands	present	their	new	activities	and	products?	

14- Are	there	appropriate	advertising	in	stores?	

15- How	is	access	to	sales	departments		of	companies	and	getting	their	appropriate	

respond	

16- Is	delivery	time	and	abide	by	the	sales	agreements	acceptable?	

17- What	do	you	think	warranty	and	guarantee	
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18- Do	 brands	 invest	 large	 amount	 for	 beautiful	 appearance	 of	 packages	 and	

products		

19- Is	 Innovation	 in	 producing	 new	 products	 considerable?(for	 example,	 most	

manufacturers	produce	products	with	similar	specifications	and	appearance)	

20- Do	 the	 CFLs	 have	 Proper	 and	 protective	 packaging	 to	 protect	 them	 during	

transport	and	storage	

21- What	 do	 you	 think	 about	 Improving	market	 conditions	 (due	 to	 uncompetitive	

market)	

22- Are	there	any	varieties	of	sales	method	by	considering	volume	of	purchase	and	

credit	of	each	customer?	

23- 	Are	there	efficient	distribution	channels?	

24- Do	 manufacturers	 do	 any	 continuous	 measurement	 of	 bulk	 buyer's	

performance?	

25- Are	 there	 some	methods	 to	 measure	 the	 success	 of	 the	 brand	 and	 customer	

satisfaction?	

26- Is	 it	economy	to	use	CFLs	regarding	the	cost	of	purchasing	the	products	due	to	

their	high	price?	

	
	

	

	

	

	

	

	

	

	


