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Abstract

Business to Business (B TO B) marketing differs from business-to-consumers (B
TO C) mode of marketing, corporate clients in marketing their buying behavior has a
process and characteristics. Therefore, the choice of marketing analysis model can’t
simply follow the applied theoretical model for the average consumer.

B TO B marketing although Chinese scholars have begun to attract attention,
but the buying behavior of industrial customersin Chinais still ininfancy stage. This
according to ABB-owned transmission and distribution equipment industry, marketing
characteristics, influence the development of China's power transmission equipment
market situation description, choose Webster & Wind Organizational Buying
Behavior model on the impact of externa factors ABB customers purchase and
purchase behavior factors were analyzed. On this basis, this utilization level analysis,
Delphi method and linear weighted evaluation method such as built for the industry,
the role of the core group of customers purchasing buying behavior questionnaire,
ABB business cases were analyzed, and ABB The current marketing strategy to sum
up the problems and make recommendations. Finaly, further research directions are
briefly discussed.

This questionnaire survey based on actual user data, data anaysis, empirical
research and theoretical summary of the combination of the methods of mathematical
statistics and model as the main means, in theory, the Webster & Wind Organizational
Buying Behavior model theoretical framework to guide to study the many negative
factors in the current under the influence of customer marketing strategy ABB
summarized the problems and made recommendations accordingly. Expect to study
marketing in industrial buying behavior of customers to make modest contributions to
the theoretical study, but also for our industrial enterprises to provide practical
information to enhance their competitiveness.

Keywords: B TO B Marketing; Transmission and Distribution Equipment Industry;
Webster & Wind Organizational Buying Behavior model; ABB
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Order growth by region
Q3 2009 vs Q3 2008

{in local currencies)
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U.S. -39%

China -5%

Americas
+4%
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