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SUPPLIER EVALUATION CRITERIA FOR SPECIAL PRODUCTS:
DIFFERENCE FROM STANOARD PRODUCTS

by
‘Subhesh C. Mohta
C.Ps Rao
Gets Kisar

ALl organizations, public or private, prefit or non—profit, production _
or service oricntod, havo to buy goods and services Ato conduct their activie
tios and achievo their organizational missions. Whon ona considops that
pqrchaaes in a typical manufacturing fiom consume more than 60 porcont of
éalas ‘revonues, tho Oppﬁrtmity for improving profitability through effective
purchasing management is impossiblo to match in any other area of business
operation, Organizational buysr hel'nauioﬁr, thus, has omerged as an important
field of studys!

These organizations purcﬁase plant and machinery, rauy matbrials, components,
consumablos or sesvices which may be of f~thomshelf standard items or non-
standard custom made speocial pmdué’cs. Thoe marketing =~ purchasing siwﬁtims
in such instances arc charactorised by marked complexXity emanating from tho
high degree of interpersonal interaction between the solling and the buyingi
compan ies involving many deci_sion makers on both sides of tho exchangse rala—
tionahip.r Several considerations go into the making of purchase decisions
and these vary across organi.zatio_ns.z

Though responsibility for organizational buying is often shared by
sspverel functionaries, spread across many departmenta mith;f{n the organie
gmtion, purchasing personnel do play an important rols in the decision
jp‘chBS. Puréhasing hgads and othar exscutives within the department gene=—

rally share the responsibility of identifying, selocting, evaluating

Authors are thankful to Mr, Udayan Bhatt, Research Associate at IIMA for
‘his valuable assistance in the preparetion of this paper. Financial
“support provided by Reseagch Committes of IIMA for thae conduct of this
rasearch is gratefully acknouledged.
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and petaining or discarding a sourcc of su;:;:,nly.3 The particular approach
that a supplier should adapt towerds tho buying company is considorably
influenced by the way purchase executives porceive and owlwete potential
vmdors.4 It is, therofore, essontial that markotcrs should sharpan thoir
wnderstanding of the choipce criteria considerod most importent by tho pup
chasing wxecutives for ovaluating suppliorse. Tha fact that buyofs Gan,
end do, artioulatc the reasons for imaking a choice, docs suggost the oXis—
tonce of such a seloction criteriz .5‘ However, no rascarch effort has been
ﬁ:ada to systomatically invostigato the supplior evaluation critoria uscd by
Indian purchase exacutives in making their purchase decisions. Studies
done 4n the UlS. mey not be fully rolevant to Indim conditions, whore
importanca attached to various cvaluation critaria can be quito difforent
besausc of a totally difforent markot m-uimnmmt. Roalizing that findings
on the importance attached to difforent critoria for cvalueting altomative
sources of supply have important ilﬁplications for markoters in designing
offoctive markoting strategios for doaling with organizational buyers, the
presont study was undortaken to understand tho reiativa‘ﬂrportanco of various
supplicr attributes as perceived by purchase axecutives in Ihdia, The
supplier cvaluation criteria for both standard as woll as special products
was scpayatoly investigated and the proscnt paper doals Qith_ the findings
on tho spooial products’ only. The Pindings on the supplicr evaluaticn‘I
griteria in regard to standard products have alpoady been roportoed olso-
ui'tcn':c;"'&al.j

The study also E;'imed at finding out whother there woro any significant
differences in the perceived importanco of supplier attributes for special

products when the evaluation w2s dong by top purchesing eXecutives as

* T _ ‘
Spocial products were defined as any item, which is not of the of f=tho-
shelf kind and roquires adjustments/modificationa/meking to an indivi-
duals spocifications or requirements.



-3
comparcd to other lovels of purchasing personnol. Those findings could
help in formulating morkobing strotegiscs spocific to the hiomerchisal posi-
tions of the purchasing oexocutives if such diffeorences in percoptions did
in fact exist.
flail survoy

. A purposive samplo of 500 purchasing exccutives, reprosonting a cross—
section of industrios in India, were apprpached through a mail questiomnaire,
which solicited the background details on the responding executive and
.-hia organization. It, then, asked him to rate, on a sevahepoint Importance
$vale, 65 different supplior attributocs which werc considored significant in
choosing venders for special products. In all, 173 completed quostionnaires
were receivods

The averago age of the responding c)éacutiuas tume& out to bo 40 years. '

70 percont of them werc in the age group of 30 to 50 years, vhile the rcet
-Pell equally in the 2ge groups hboslow 30 and above 50 yearé.' Bf._ the 173 -.
rospaondents, 49 wore tho heads of the purchasing departments in their
companics whilc the rest 124 exccutivos wore senior lavel purchase managers,
mostly just below the purchasing heads. AvVerage to.tﬂl experience for the
gntirc sample came to 14 yoars whoreas average oxperiencc in purchasc
dopartment was 9 yoars. For 65 por cont of the respondents, eXpcrisnos in ‘
~ the purchase depa‘rtmant rangad betwoon 5 and 20 years. 32 porcent had less
than 5 ycars oxpoerionce and only 3 percent above 20 yoars oXporionce in
ﬁ.'bnéchase dopartment. 89 percent of tho responding oXecutivoes hqd oither a
dlogree', or somo technicai or profossional qualifications. Only 6 pc.-r.ccnt
of them had aducation bolow undergraduate lovel, and about 5 poercont did
not aspocify thoir acadomic gqualifications, 31 porcent of the respondents

had enginecring background, followod by 23 percont in arts and conmcrca,' 21
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percent in management, 13 percent in sc.ienca and 1 percent iIn costeaccounte
ings The rest were either undergraduates or did not indisate their area
- of specialization.

The annual scles ﬁumo\!ar of the companies to which the responding
eXecutives bslonged had & wids range with an avemage of Rs. 15 croras. 41
percent of the nits had tumover above Rs. 20 creres while 21 percent
fell below Rs, 5 crores, the remaining falling anywhere between Rs. 5 to 20
crores saless The total purchase to s2les ratio in 69% of the organiza=
tins was between 0.30 to 0.69, while the purchasss formed less than 20
percent of the sales revenue in 6 percent of the units and above 80 percent
in 19 percent of the units. The average ratio was found to be 0,60

The sample comprised of 60 psercent private sector companiss and
34 pnercent public sector organizations, the rest 6 percent bselonging to
the cooperative or the joint sectors. The industry profile of the

organizations represented in the final sample was as follawss

TIyps x_

Consumer products {non-dureblaes) 15,61
Consumer durables B.67
Light engineering 9,83
Heavy engineering ' 2,31
Elestrical enginesring 5.78
Electronics  2.89
Chemicals __ 12.14
Industrial éupplias 10.40

Others 32,37

100,00



FINQINGS OF THE STUDY

Exhibit I lists the 65 vendor attributes grouped wnder six sub-heads,
namely, convenience, image-dependability, scaliben-capacity, servica,
sconomic~Pinancial and inter-corporate relations. Against each attribute-
item appear the mean importance ratings for all 173 respondents and also
the break up for 49 heads and for 124 other purchasing axgoutives. Based
on the overall mean importance ratings, each attribute is ranked, te faci-
litate somparison. Rank 1 sipnifiss the highest importance while rank 65
‘stands for the least importance. Each sub-qroup catagory has been arranged
in descending order of importance of the varisbles included in the group,
bassd on retings given by all the 173 respondents,

Dut of the entirs list of 65 items, the five top ranking attributes
relate to the image-dependability, caliber~capacity, and services offered
by the suppliers, The most ﬂnportaﬁt of all attributes was reliobility in
gquality Pollowsd by reliability in delivery, regularity in meeting quality
specifications, faimess and honasty in dealings and willingnass to coope~
rete in the face of wnforeseen difficulties. Their mean importance ratings
varied between 6,62 and 6.14. The high ﬁnﬁortanca given to these attributes
can be explained by the non-recurring nature of special producté? purpchases,
Generally meant\to fulfil specific stipulated needs, such products have
nique quality and time specifications. Often, many subssquent operations
depend on their effective procurement. Since a special product is not
available off the shelf, any concession in time and quality can have sericus
adverse repurcussions on the functioning of the-purchasing unit or its image.
In view of such critical requirements, considerations based on convenisnos,
economic and Pinancial aspects and inter-corporate relations are given

relatively low prierities,
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Secondly, unlike mass produced items, economie3 of scale are rarely
available in vase of special products, rendering them relatively more
e¥pensive, Under these circumstancss, the buyers would expect that their
vendor doss not take undue advantage of their dependence and is fair and
honest in dealings with them.

Also, because of the non~recurring nature of the special products
purchase, it is possible for the byying organization to miss out on certain
details or there mey be some ambiguity in specifications or terms of purchass.
In such situations they would expect their supplisrs to be empathetic and
helpful in meesting unforeseen difficultiss.

Technical ability and knowledgs, adaptation to specific needs, prompt
and efficient handling of rejections, delivery without constant followp,
and prompt handling of communications were rated next in importancs with
ovemll ranks of 6 %o 10 respectively and mean ratings falling between
5,99 and 5,86,

The necessity tc go in for special products is often invoked by a
certain specific need arisen at a given tima, Hence, it is essential that
the supplisr organisation has not only the technical ability but alsoc will=~-
ingness to adapt its technical skills and knowledge to satisfy the stipulated
specifications. Moreover, since specizl products can potentially be bugged
by many uneXpected problems, -p-rompt handling of rejects becomes an important
criteria, The remaining two important attributes related to promptness in
delivery and communigation, which avery purchase sxecutive would hormally
axpect from his supplier, especially in the case of special products uhere
close liasion between @ number of functionaries in the purchase organiza-—
tion with the selling organization is roquired at varicus stages of thae

axcoution of the order.
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The next Pive important attributes having renka 11 to 15, were keeps
promises, helps in emergencies, can deliver. quickly, provides price proteo—
tion guarentee and is a direct source of supply. Four of these five variables
further reinforce the idsa of closs cooperation with the supplier becauss of
the critical nature of the special products and complete dependence of the
buyer on the seller. Unless the supplier keeps promisss, helps in smsrgen-
cies, delivers promptly, and is in direct contact, the purchasing organi-
zation oan, at best for the time being, be in thick soup with very little
choice to gat the item Prom another altamate source at a short notics.
Similarly price protection becomes quite raleuant.in the case of special
products, particularly if product development and designing are expected
to take considerebls time and can run into unforesesn technical problaems.
The five least important supplier attributes for special products
weret provides infommation through advertising, is affiliated with our
firm, provides information through promotional activities, utiliscs
affeetive selling methods and it is a large fimm. Their mean imbortance
ratings ranged from 3.70 to 3.21. It is very obvinus that the purchase of
special products, being a non-routine affair based on specific naeds,‘ the
gignificance of the aforesaid supplier attributes gets diminished. More—
over, the large size of a sellsr firm doass not necessarily represent
competence, éépeeially in regard to the supply of the concemed special
product. B |
Faptors likamaintains consignment stock at vendor plant, recommended
by our ather departments, offers broad product line, helpful i providing
special handling squipment and offérs well knoun brands/products do not

parry much weightage in case of speci2l products because these are made to
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specific orders and thess attributes are not very relevent for thesc products.

IN TER=GROUP_ COMPARISON

1. Image~dependability attributes:

There wers, in all, 13 attributes in the group, which got an avermge
attributc score of 5.55 with standard deviation of 1,09. Thres of theo
five most importaent vendor attributss in the entire list of 65 itoms
belonged to this group. Thoy are reliabiliby in quality, roliability in
delivury, and faimaess and honestly in dealingse Though thosec are not
directly rslated to the product under order, these are important gualities
of @ good supplicr and got added importance in the caso of special products
begause of their noneavailability instantly clsewhera. Other important
items in this group, which got average scoroes abova .S*xuora ability to keep
promises, reputation and dasire for business. Gencral popularity of the
firm,. its product line, size and qualiﬁy of selling methods are all consi-
dered of little importence in the chaoice of a supplior for special products,
2. [Convenience related attributess

Items in this group got an averags score of 5.3 with @ standard dovia-
tioh of «70. OF tho 12 items included in tho group, tho five most important
attributes wore adapts to specific noeds, handles rojoctions promptly and
of ficicntly, dolivers without constant follow-up, answers all communications
promptly and can deliver quickly. Other itoms of medium importance with
mean scorces above 5 wore dircct sourceo of supply, adviges of any potential
trouble and accopts amall quantity ordera. Proximity in looation, anticipa-
tion of customer requ;i:rements, credit for scrap and breadth of product line
woprs oither -irralev'ant factors or wore considored of little importance in

the purshasc of spoecial products.

*
Sinpoe overall moan of attributes was 5.0, any attribute roseiving a scors
of >=5,0 ws oonsidored of above average importance.
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3.  Eponomig~financial attributcs s

On an overall basis, this group tumod out to be third in importance
with itoms included therocin roeceiving an aveorege score of 5,07 and standard
doviation of 457. This group, in all, had seven items in it. Four of those
items, namely guerantecs prico protection, hes competitive prices, has
Pavourable finencial position and offors oxtended paymont terms had scores
above 5. Lower prices and volumz or cash discounts were not considored
important oritoria in the purch2se of special products. Customers arc more
interested in competitive prices and price protection, probably dus te high
inflation and rising oosts, than in lower prices. Of courss payment temms and
sound financial position continue to remain an important concarn; irrespactive
of the type of purchase involved,
4. Lalibep-ca écit attributosgs

Considered fourth in importance among the six groups, and with 8 items in
it, attributes in this group had an average rating of 5.05 with 2 standard
deviation of .72, Attributes considered most important in this group werc
rogularity in mooting quality spocification, technical ability and knoulesdge
of the supplier, énd his R & D facilities. flso to some axtent, knowledgo of
salesmen and managemont caliber of tho supplicr werc considered important,
Rest of the items in this group appear to bes insignificant.

5. Servige Rolated _attributess

This group waé the lapgest with as many as 18 differont variables but
many of these itcems aro not considored critical in the purchase of specinl -
products. Tho avcr;ga scara for these 18 variables was 4,73 with standard
doviation of .75« Supplicrs helpful attitude, with willingness .to coopera ta

in the event of unforesaon difficultics or cmergencies and his warranty temms,
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é‘va:'labjlity of technical ssrvics in ﬁhé field, repair Pacilities and prompie-
naess in providing the needed information were the major factors considered
important. Many of thess variables become important either becauss of lack
of experience of the customer with the spscial product or the wcertaintiaes
involved in finding a suitable soutce which can do a good job of supplying
the special product bhecause of its criticaliﬁy as well as peady nonavailabie
lity slseuhers.
6., Intsr-corporets relations attributes:

ylith seven variables in it, this group tumed out to be the least
inportant with average score of 4.23 and standard doviation of .43, Nona
of the variables in this group figured in the top half of the entire list
of 65 by renk or got 2 score above 5, Prior sxperisnca with the source or
its agcaptance by user departments were the only variables which reseived
some importance. Considerations of reciprocity, familiarity or relationship
and axtent of other busineas with the supplier did not seem te weigh in any
significant manner as far as choice of @ source for 2 special product is
soncemed,

COMPARATIVE RATINGS OF PURCHASING HEADS AND OTHER PURCHASING CXECUTIVES

To arrive at significant differences in ratings of the supplisr attributes
ag viewed by the purchasing heads and purchasing executives at second or lower
levels, the mtings of the groups were subjected to a t-test. Diffsrences
were found to be significant at .05 level on only three variables, namely
direct sourcs of supply, sells at a lower price an;/sknoun to our firm, ALl
these three attributéls were given higher retings by the lower purchasing
sxeoutives relative to those of the purchasing heads, Exoept for direot

souxce of supply, which had an gverall renk of 15, both the other remaining

items were, in any cass, of minor importance in the purchass criteria used by
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purchasing exesutives in source selection for spacial products. Thus; bapauas
of cotVen ience of follow up and need Por continuous fesdback on the progress
s;xpplier is making with the ordar for special products, other purchase
axecutives seem to be far more concemed with directness of the s«:ux‘:-ce than
the purchass heads. Follow up, in any case, has to be dane by these axgou-
tives and their high concemn appears quite legitimate, On rest aof ths 62
items, there were marked similaritiss in the c riteria used by the tws grows
at different hisrarchical levels.

DIFFERENEES IN EVALUATION CRITERIA BETWEEN SPECIAL AND STANDARD PRODUCTS

Of the 65 items included in the questisnnaipe, on which retings were
sepapately provided by the purchasing executives for special and gsbandard
products in regard to the importance of each item in ths evaluation of the
suppliery mean ratings on 2s meny as 45 variables were found to be aignifi~
vantly different for the two types of purshases. Me2n importance rating
for 35 of these 45 significantly different variables ws higher for special
products compared to the standard products. Teble I prasents data oy these
35 itéms. Table II presents dat2 on remeining 40 variahles where mean mtings
received by spenial prooducts wsre less than those for standard producta. An
examination of these two Tables slearly points out that on almost 211 vapiablas
sXcept econemic=financial attributes group, oriteria of svaluation is 5ign i=
ficanily more si::ringmt in the case of special products as compared to standard
products, Of the 10 items, where stricter standards of evaluation are applied
to steniderd products, 5 are from the sconomic-financial attributes grodp and
the remaining 5 items are widely spread out among the rest of the 5 aroups and
generelly appear irrelevent in ths cass of svaluation criteria for special
products. Matters like maintaining up~bomdate stocks, availability of broad
product line and well knoun brands with the supplisr, affering of freguent -

deliveyy seavice and maintenance of consignment stocks at wendor plants are
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. Special Products Mean Ratings Greeter Than Standard Products Mean Ratings

-

Mean  Impo rtancs Ratings
Sfandard Special Perceived .

B ]

81, Attributes ' ¥
Wee o Products Products Diffarence
1 2 3 4 - -
INAGE-DEPENDABILITY ATIRIBUTES
1. Reliability in quality 6451 5462 D
2. Has Pavourable reputation 540 5452 D
3, Exhibits desire for business 4,82 5,23 p*
4, Has favourable attitude 4.81 5,10 D*
5. Maintains fewourable labour - *
management relations 4,08 4,89 D
6, Is a pmgressive fim 4415 4482 D*
7. Is a well-known firm 4.5 . A461 D
8, Isa large firm 3,39 3,70 D
CONVEN TENCE~RELATED ATTRIBUTES
9. Adapts to specific naads 3.2 5.06 D*
10, Handies rejections promptly and sffix
ciently" 5.69 5495 D
11. Answers all comuniications promptly S.44 5,496 9*
12. Advises of potential trouble 4.41 B.60 'D*
13. Aocepts small order quantities 3.58 5,25 D*
14, Allous credit fur scrap or salvage 3.75 4.27 D
_ ECONOMIC -~ FINANCIAL ATTRIBUTES
15, Has favourable financial position 4,75 5443 D
CALIBRE~LCAPACITY ATTRI BUTES
164 Has taechnical ability and knouledge 4.28 5,99 D*
47. Has research and development Facilities  3.48 5.19 D*
18, Hasg high calibre tﬁanagamant 3.98 4487 D*
19, Has knowledgsable salesman 4410 4,86 D*
90, Has potential to expand capacity 3442 4,40 D*

¥ D and D*, rapresent that tha importence retings for tur product categories
were significantly difforont atex!= 0,05 and o= 0.01, respectively.



Tahle 1 {Contd.)

e - - —

S1, . ' —__Mean IMportance Ratings

is. Attributes T e e
Praducts Products Differmce

1 2 , 3 4 N

SERVICE~RELATED ATTRIBUTES

21, UWilling tc cooperate in the face

of unforeseen difficulties 5.84 Be14 D*
22, Offers better warranties 5,02 5,36 D*
23. Maintains technical service in the »
field 4420 5421 o
24, Pmovides needed information 4.80 S5.20 D\‘t
25, Maintains repair service 4.42 5,09 D*
264 Suppliss parts list and operating
: manuals ‘ 4,51 4.88 D
27, Helpful in overcoming our oceasional, *
BITOrS ' : 4443 4,74 D
28, iakes available test/demmastmetigh »*
models 4,05 4,72 D
29, Makes salssmen available as needsd 4,32 4,67 D*
30, Supplies special reports ‘ 3.687 4450 D*
31« Halpful in providing special handling ' »
equj.pments 3.32 4,09 D
INTER-CORPORATE RELATIONS ATTRIBUTES
32, 1Is ancepted by our other departments 3.98 4,40 o
33, Is a oustomer of ours 2,99 4,25 D*
34, Is known to our firm _ 4,02 4,23 D .
35. Is recomended by our other departments 3.70 4,06 o
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Tablg 2

Spesial Products Mean Ratings Less Then Standard Prmoducts Mean Ratings

O T U

Mean Immportance Ratings

51.

No, Aotributes Standard 5peciil  pepoetved 4
7 Products Products Diffsrence
a2 i ' 3 4 E T
IMAGE~DEPENDABIL ITY ATTRIBUTES
1« Offers wsll-knouwn brands and/opr ®
products 5,13 4,09 D
CONVEN IENCE = RELKTED ATTRIBUTES
2. Offers broad product line 4,38 4,06 D
ECONOMIC = FINANCIAL ATTRIBUTES
*
3« Has competitive prices : 5.98 5.01 D
4. Offers extended payment terms 5.45 5423 D
*
5. Offers volume discounts 5,25 4,43 D
: *
6« Sells at a lower price 5.08 4,66 D
: #*
7+ Offers higher cash discounts 4.80 4.36 D
CAL IBRE=CAPACITY ATTRIBUTES
- *
8. Maintains up=to=dats stock 5.08 4415 D
SERUICE—REI;HRTED ATTRIBUTES
: *
9, 0Offers frequent delivery service 5,39 4,94 D
10, HMaintains consignment stock at vendor *
plant 4,75 4.05 D

~

. :
* and D represent thet the importance reting for twe product categorfeg
wers significantly different at s{= 0,05 and¢} = 0,01, respectively.



ponoems which are of little relevance in the purchase of special pmducta;
n faot_ these items were included largely bscause of their relevance for
standard products and sinee a common questioMnaire was ~used with the same
list of statements or itams, one would sxpect lower importance ratings for
spooial products on thess items. It is, thus, clear that by and large
gvaluation criteria for suplisr selection in the case of special products is
mare rigid on most of the evaluation dimensions sXcept sconomic and financial
ooisiderations, On this dimension, concem is much higher for supplier
gelastion in the cass of standard products, which are by definition widely
available off the shelf and because of their standard natupe, with little
product diffsrentiation, concems with pricing, payment temms, and‘ﬂiscomts
bacome more pronounced. |

Some significant differsnces wsre also noted betwesn the responses of
purohasing heads and other level purchase exXscutivesin regard to their res-
pective svaluation criteria for the tue types of purchases. While mean
ratings of the purchasing heads wsre found to be similar for special and
standard products, on the following items, signifisant differences wers
notieed in the. matings_given to thess variables for two types of purchaases

by the other level purchase eXecutivesi _
Maan Ratings

51. Items Special " Standard
"‘Noo products products
‘e HandleS\ rajections promptly |
' and efficiently 6,03 5.66
2. Answers all comunications promptly 5.87 D443
3e Allous credit for gserap or salvage 4432 3467
4 Has favourable financial position 5.40 4,73
5e Has Knowledgeable salaeasman 4,83 354
Ge Exhibits desire for businaess 5438 4486
7.  Mainteins Pavourable labour— -
management relations 4,85 ' 393
B. Is recommended by our other departments 4.06 3.;?3
9.1 Provides needed information 5,16 4.;?9

10, Maintains repair service 5.02 4;38
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Purphasing exscutives, -athar than the purchasing heads, considared all
the above items mors important in the ease of zpeecial products purohizes,
No suoh distinction wes drawn by the purchasing heads who considercd thesa
items of similar importance in the case of both types of purchases.

Thoy, in fact, cohsidered two other items as more importznt for special
products purghases relative to standard products; while nao sucsh distincebion

ws drawn by ths other level purchase axecutives. Those two items werzcs
Mgan Ratings

Bmeak

Spocial Standard

Items Products Products
1« Offars better warmentias 5.43 4,80
2, Supplies parts lists and operating manuals 5.02 4.27

SUMMARY, CONCLUSIDNS AND IMPLICATIONS

Sixty=Pive supplier attributes were reted by 123 purchasing exeoutives
from a wide gross—section of Indian industry (49 of whom were the heads of
the purchase departments), to measure the relative importancs given to various
ariteria in the choice of suppliers for standard and special products pur-
ohesogs, A seVen-point scale ranging.from least important to most Important
wEa used énﬁ all-;:hha. 65 items were-mted by the respondents to provido a
measupe of theil‘*.parceiuad importanes. The 65 attributes or characteristics
sarc arrenged in the guestiomnairs in first weord alphabetic2l order in 2n
attempt to avoid eclustering similar attributes, Directions for completing
the questionnaire required respondents to separately rate the importance of
gach ohareotoristic whon selacting supplisrcs for standard products as well
1g for special pmducté.' The present papor prasents ths analysis of the ros-
:u:n.ses in regard to special producte and points out some of thae majox
differcnees in the choica -critaria usod for special products purchases

sompared to standard products purchases.
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The data wepe subjected to the following analysiss:
To detewnine the relative importance of each supplier ssloction

attributé, medn scores were computad for all respondents, togathar

- as woll as separately for heads and other loval purchase executivea.

2,

3.

Aa

6.

Those data are presented in Exhibit I.

To obssrve whether perceptions in regard to special and standard
pooduct buying situations ars significantly difforent for each attri-
bute, a .two-tailed ‘t' tost was utilized. Data on percepturl differonce
between the tue buying situations are given in Tables Y and II.

The sixty~five supplier attributes were grouped under six broad cato-
gories, nameoly, imago~dopendability attributoes, convenienco relatod
attributes, calibre capacity attributes, scrvice relzted attribut‘:es,
sconomic-financial attrlbutes, and mtan—cnrpcrate relatz.ons attributes,
These summary data enabled a .comparigon of intep~atiribute oategorles.
On the b2sis of the abgve analysis, the following major conclusions

wers draun:

- Given below are the 10 most important attributes in the purchase of

special and standard nroducts:

Special Products Rank Standard Products
Reliability in quality *1. Raeliabil ity in quality
Reliability in delivery - *2. Reliability in cfalimry
Regularity in meeting quelity *3. Fair and honest in dealings.
specifications
Fair and honest in dealings *4. Regularity in meeting quality

specifications

*
Willingness to cooperate in the face 5. ODelivers without constant
of unforeseen difficulties - follouw=up

Technical ébility and knowledge 6 Has competitive prives
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7. Adaptation to specific needs 7. Helps in emergency situations
o : o #*
8s Handless rejections promptly and 8, Willing to ocoopemate in the
ef ficiontly fage of wnforesean difficulties
*
9. Delivers without constant follow- 9, Kesp® promisas
Upe.

10. Answers all communications promptly 10. Can deliver quickly

It can be noted that 6 of the top 10 attributes, vhich have baen starrad,
are common to both buying situations and thase can be construed as ="oritidal»'
variables from tha perspective of industrial buyers in India in thair
purchases of both speéial and standard products,
bey: In many ocases mean importance retings did not uary‘by tlass of product,
Different ratings cocurred in 45 veriables while in 20 cases retings were
statistically the same., Of thess 45 different retings, in 35 oases, mean
importance ratings for special products were higher than those for standézﬂ
products, _

c. An arraying ‘nf the ratings in each atiribute category indigates that
importance of different attribute groups variss considerebly across the

tuc buying situetions. The relative ranking is given belouws

Special Products Standard Products

Rank Group Mean  Rank Group Mean

Te Imaga-dapendabulty attri- 5,55 "1s Economic-financial attrz.-- 5,30
butas _ butos

2, Convenichce-rslated attri- 5,30 2. Image~dependability attri~ 4,97
butaes butes

3o Emnomia—fmanclal attri- 5.07 Je Cmumience-ralated attri- 4,80
butas . ' . butes :

4 Callbraucapaclty attr.i- 5.05 4. Service-related attribye 4,48
bUtBS tas . . .

5. Service-relatad attribu- 4,73 5. Caliben-napaclty att:c:.- 4.27
tas - butea :

6. Intep~comorate relations 4.23 Ge Dwter—cdrporate relations 3,98
attributes attributos
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Mazn grOUp ratings are consistantly higher for all attributs. ocatagordis:
with respect to spacial produckts except esconomic—financial category. Also,
while image~dependatility attributes received high impartancs tatings in both
types of purchass situations, convenience-relatsd attributes are more importa
in the pase of spacifl products and economic.financial attributes are of
greater importance in the case of standard pooducts.

Singe attributs groups were formed with unequal number of attribuytes, a
pomparison of the overall means of the groups for their relative importance
may not be fully @sppropriats, since categories uwith larger number of variable:
may have some Very unimportant attributes ineluded in them. It was, tharsfore
depided to compare atiributs groups for their relative importsnce by taking

the avemage of the top six variables in each category. This new comparison

gave the following rankes to tha two types of products:

Bank, . Group _ . Mean Rank . Group ~ Nean

1« . Imago~dependability attri~ 5.99 1. Imagsadependability atiri~ 5,92
butes : o butes

Z, Coavenisnce-related attri~ 5,86 2. Convenience~related atiri= ©5.54

) butes . butes .
3. Sorvice~related atiributes 5.47 3. Economis.financial attri- 5,38
: - : butes

4o Calibreecapacity attri= 5,31 4, Service-rslated attributes 5.29
butes -

5o Eoanomic.financial attri- 5.18 5. Calibre-capacity atiributes 4,73
butes

6. Inter-comorete melation 4.32 6, Intep-comorate relation = 3,98
attributes attributes

Uss of this criteria makes sconomic~finencial-ettributes rank laower foz
both special products and standard products with considarable downuward chenge
rin the case of special products, Alsg, image~dspendability and covvenisnoce re=
lated attributes hacome more importand then economicef inancial attributes
in thercass cf standapd e:oductaag_

d, Some important differences wsre noted between the rasponses of purdhasa

heads and othor level purchese eXecutives in regard to their pespective
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evaluation criteria for the twe types of buying situations,
On the basis of tha above findings, the following implicatisns amarge
for industrial marketeprs in Indias
1«  The natupe, dimensions and intensity of perceptual similaritias
and differonces in rogard to supplier attributss for special and
standard products provide guidelinaes for industrial marketers to
delingata the pcelevant ;:hoice ‘criteria' of industrial buyers.
2, Industrial marketers have to develop marketing strategios aimed
at satisfying the 'cora' choice critaria which has been indicated
in this research. These ‘core! choice critoria olements are ma inly
related to quality, delivery and dependability aspscts of indugtrial
buying and are somewhat similar for both standard and special prcducks.
3e- After meeting ths core choice critsria  necds of the customers, the
mdus;l'.rial markaters should strive to satisfy tho additional dimensions
of the choice criteria which are more relevant to the purchasa situation,
For exampls, research indicates that economic-financial considorations
are morc important additional choipe criteria in thoe purchase of
standard products uhile in the cass of special products dimonsions relat=
~ing to technical and service capabilities of suppliers are perceived
as more important. |
Thus, an analysis of perceived impoztance of the supplier atiributos
offers great opportunity for industrial marketers to focus their efforts _
more procisely on attribdtes of critiecal importance through proper adjust—

ments in the marksting mixes,

Or. Subhash C, Mehta is Professor of Marketing at Indian Mnstituts of
Management, Ahmedabad, Dr. CsP, A20 and Dr., G.E. Kiser ape Professors
of Marketing ag the University of Arkansas {U.S.A.).
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Exhibit 4 -2

T S A et

Moan Importancc Ratings of Supplier ﬂttrfbutes t Spesial Products

Mean Impoxtance Ratings

o,  (ebTibutes ALl Ras— Purchesing Othar  Overall
' pondents Heads Puxcha-- Importance
sing Ranking®
Executi-
vas
(N=173)  (N=49) (v=t2a)
i 2 R 3 4 5 8
IMAGE ~ DEPENDABILITY ATTRIBUTES (5.555 1.09)7F
1. Reliable in quality: 6462 6.45 6470 1
2. HReliabls in delivary 6,50 B.41 6458 2
3. Is fair and hontost 1In dBaljﬂgs 6.14 G 1C 6.15 4
4., Koeps promises : 5,85 5475 5,92 11
5, Has favoureble reputation . 5,62 5,63 5.62 %
6, Exhibits desire for business 5,23 5.00 5.38 22
7. Has Pavourabls attitude 5.10 5.26 5,06 27
8¢ flaintaine favoureble labour— -
management relations 4,89 5,00 4,85 30
9, Is a progressive fiem 4,83 4,79 4485 34
10, Is a well-known firm 4,67 4,63 4,60 - 43
11, Offors well-known brands and/or B
groducts 4,09 4.12 4.08 56
12.. Iz 2 large Pirm ) 3.70 3.57 3‘?5 &1
13, Utilizes effective selling methods 3,55 J.41 3.56 62

CONVEN IENCE~RELATED ATTRIBUTES {5.303 G.70)

14. Adapts to specific needs 5,56 6.04 5492 ?
15.5- Handies »ojections promptly and

ef Ficimtly : 5,95 5.71 6,03 8
16, Dolivers uithout constant Pollou=up 5.92 = 5.61 6,04
17. hnswers &1l comunications promptly 5.86 5,80 5487 10
18, Can daliver quickly 5,78 5.5 §.83 13
19, Is a dircet source of supply 5.68 5425 5,89 15

FRank 1 meens highest importange and 65 lowesta

**tigurca In brackets give ovamll mean retings for a1l the attributes included
in the category and standard dsuiation, respoctively.

» _
The importancc ratings given by purchasing heads and other purcha sing. oXeot-
tivee were significently diffarent for these attributes atOf = 0.05.
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Exhibit 1 (Contd.) -~

S 2 3 Z e BB
20, Advisgs of potential trouble 5.60 5,61 5.;58 18

21 Aocapis small order quantitics 5425 5,55 85,15 21

22+ 1s located in close proximity 4,74 4,59 474 36

23. Anticipates our reguiremonts 4,55 4,25 4.62 44

24, Allows crodit for serep and salvage 4,27 J.82 4,32 51

25, Offors broad product ling 4,06 4410 4405 &8

ECONOMIC = FINANCIAL ATTRIBUTES (5.075 0.57)

26, Guarantees price protection 9472 5443 5.77 14
27+ Has competitive prices 5,61 5.43 563 17
28, Has favourablo financial pasition .43 5,53 5040 19
29,) OPfors extonded payment toms 5.23 5,15 5426 23
30. Sells at a lower pric:e* 4,66 4420 4.83 42
31. Offers volume discounts 4,43 412 4,58 a7
32, Offers cash discownts 8436 4412 4,42 50

CALIBRE-CAPACITY ATTRIBUTES (5.053 0,72)

33« Regularly meets quality speci=

Pications 6422 610 6430
34 Has technical ability and khow- 5,99 6410 S«94

ladge
35 Hzs pessarch and deuelopmant -

fapilities 5.19 5.39 575 26
36« Has high calibre management 4.87 5.02 ~ 4.85 32
37. Has knowledgoable salesmen 4,86 5,00 4,83 33
30, Has good p‘aclag:.ng, including

packing slips 4,72 4.7 4,76 39
3% Has potontial to expand capacity 4,40 4447 4e35 48
40, Maintains up~to-dato stock 405 - 4,18 4414 55
' SERVICE~RELATED ATTRISUTES (4,733 0.75)
41e Willing to cooporato in the face

of unforesesn difficultios .14 6420 6403 5
42, Helps in emergenciss 5,84 5.50 5.83 12
43. Offers bettor warmnties 5436 543 5,35 20
44, Maintains technical servit:a - o

" in the fisld 5.21 5.41 5,13 24

45. Pro¥ides necdod information 5,20 535 5416 25
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Exhibit 1 (Contd,) .
- R 2 3 4 5 &
46, Maintains repair servies Ge 05 5.14 5,02 28
47. Offers frequent delivery servics 4,94 4,75 5.02 29
48, Supplies parts Lists aid operating _

manuals 4,88 5,02 4483 K]
43, Helps in overcoming our occasgional :

. aITors 4474 4.79 4,73 37
S0." Invoises correctly 4,73 4.69 4478 38
51s: Makes available test/demonstration

mode], s 4472 44,02 4404 40
92« Makes salesmen available as needed 4,67 4,71 466 41
53. Supplies spacial reports 4450 4.61 4,48 45
54, Maintains frequant sales oalls 4447 4445 44,47 46
55, Helpful in providing special -

handling equipments 4.09 4e14 4,06 a7
56. Maintains consignment stock at

Vendor plant 4,05 4,16 3456 60
57 Provides information through

o promotional activitias 3.51 3,71 347 63

58, Provides information through

aduertis.il"lg 3.21 3.43 3.15 65

INTER = CORPORATE RELATIONS ATTRIBUTE (44233 0.43)
59, Souroe has been used before 4.77 4494 4475 35
60, Is accepted by our other- depart~ : :

ments 4,40 4433 4,52 49
61s- Is a oustomer of ours 4425 44,45 4e15 52
" ! : e * \
62, Is known #o0 our fimm 4,23 3482 4edd 53
63« Is a purrent supplier 4,22 4,08 4.28 54
64. Is recommended by our other

departments 4,06 4,08 4,06 59
65 1Is affiliated with our fimm 3.29 3.18 3.34 64




