TOHe[At 20 +80f ofsh A
. RFID FfOj2Z4 ZS4Ho=2

MBS (MBS cfstel Zstn) Btatnis)y
Tl (MBCHSD Thstel Zstnt patutm)
MBS (MBOHSIR Cfstel ZYstn; raE)™

g4, Zle"Ay 484, deAT
2 veEhga, ()ARIHAE FAIT
A

S dEATH) A 2E AF A% dasds, 24 9o &%, 223 B
TFulAbEe) od 3 AR 52 FA I A5, @TNABAL FEE A
B ST ge s 99, Fe W FAE

Toe] Afele ety wA 2 =

el 4 bR 22 A 9P 5 deATHY Aeels Bo UL AFE
Tl tiet 713 Ed3 22 vE 713 &4 AP Fol vebdy, (4)FulAlE
AT AT Fgols AREEA, Z1HEA Pl Eola, dEATEe A
Folle AFEFAM, TERA Eolw, () FHlAEAGAE FFH LS

GARE Aol g Bolal Qlou AYF Wk ARERA, T]ERA, FulFA e nFe]
=4 v

Ehtet,

L ol O )
T A BE

* AFetn st HG st} Al aprosps@hit.co.kr
wx AlFcety st A eat v jangyi@fte.go.kr
sk A Fohsty ok FFE ) vAY kssim@skec.co.kr



.M B

=Y 56 A ARV A A 2 A U &% VIdEY HY
B3] AE ZEAOE vy vk 53] A T3 AETN =M
ARE TMTToE olgAZH LA, /Mt ARE A o= A¥RUT {4
A e EUT VY AEY 2HE Y8 719y YRR EAS AR
£ TR olE a&80F #AYstuA =¥tk AE T AFEL Alo]9 =}
TEE R FHE BT 719 284 Sdstet AN G Aigel d3)
aoglew, o Jhed HT MR & #HAE B 3 Aol #ulAHA HFH
(ubiquitous computing)©lt}. FH]HEI AT Eoig ‘BE o Q) e £
7B golgA AEFNY 7MY #4249 5C, Fcomputing,

communication, connectivity, contents, calm 9% Q4Eo°] AZk(time), F&
(where), WIE$ A (network), A8 A (service), &3] (device) 8] FAE Hojdo] A
WA (every) & B e £ 9l B2YA #8738 A e,

ol H=YA A& MEFY Fad AdAels fulAEHA AN V& FUR
H7FE 32 S0+ RFID (Radio Frequency Identification)+ 42w, =9, &%
2R, 98, BAEA FoF T oE5Y A ARt A HE g o]g5u th

A el AL Al danZe BuAR FEgT AF, Yo 02 Az 7

, BAN/ALL A, EAEY AL ZA, AF B Z2 FR, AA 5

) A=

A<
a.
E A g A9E A, B4 2 &A7A, 299 AEAHY da, 238089
Z

’ = =
e, BATY MELE =B BN B4, T 0l Ao B84 Y EIRL,
Ane, A4 FEE P4 F2 B AFAIER, HF, 2HAL 049 22, 1
AnEs P 5 Be =9 59E B 4 3o
¥ 47 RFID AFTE Fulsts 176 g 7o 2 o) 458 24 2
Naba, FHIAER) FFE WAL 29 =l

= olgistA FoEM mHAHES oy nHA
3ol i}

IE¢Y AR A7 T ALGAY e BF AFE auA Fds AT b))
FAA LR SEA ATV AgEH g, N3 nAx ol QF SR (HET, 9F
g, o]87], 1998), QR(quick response) AH71&S ol&% A9 (Porter &
Miilar, 1985), QRS H7}7}X 7 (Value adding management) (Hunter, 1990),

ol
ral
i)
¥
r®
o,
i)

O
o
N
il
117
o
2

Ir
=,
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T A Ak el AbA g oM e AlE, FEA A, TR 9 El]
D (ol53], ol93t, a4, 2007; Lawrence, Lorsch, 1967; Pingry, 1974;
Maumann, 1981), AAA AgeA 7€ AzgaA FaAd @, 484,
2006; Anderson, Narus, 1990; Doney, Cannon, 1997; Ganesan, 1994;
Kalwani, Narayandas, 1995)¢f st dA-t50] o} mst /@dd mdpds 24
o2 A4 Tl EE A (Moriarty, 1980; Sheth, 1977), trebA 9 JApa A 3}
g (Cardozo, 1983), W& 2 A& 3 vpdA A4 34 (Choffray, 1977), A
FHEY, TS 2 2 Gl wel 2 o] @& whEEE £3EH wEA
Al (Moriarty and Calper, 1978)7} Qlow, FwWIAdd s4g& Anjate] g%
AE A7 (Kotler, 1983), Fm5F o2& ol ga] A4 Foidse] A&ue A
2ow A4 AT (Robinson, Faris, and Wind, 1967)7} Itk AFEA 2w oA
T AR Aol Zoist AR THAE Yo r ARG AF(AFY, £A4F, oA
o 1999)5 3 o] tifEe A AE ATEL PR Pl A%, vEr 9
TEiJALEA FEFLQ ol dF F4 olgivtn E 5 it

2+ AT FHIAE A A Fold LS gae s A z2AEY
otyel A FollAE HA £FHY AAE Fgol ojA B -‘Hiﬁﬂi
A Esta Tl oA Ed FgolA ojudt Hel A3 AR o)
= 8te 7hE AFAHoE 24 myuE HdA 9o e £ 9l

rr oy

ﬂsg

II. O|=X HiE

2.1 &Y

ARAE AASA o7 Folatd AAA, = A9 AEA 187 £9 = B
T vk AR BN B O AMEEA] HF 2uy oy thE A
A Flojikel whel FE F ok A AFE g2 2uAECA #dE )
&olu MB|AE sk fs dag A AuAs pujshis v, V1w, 4R
H FOoE FAEG
A e anlAe AR 9, ?UHDMA A7 g gxbdaA e gee 3
oA FHET Kotler (1997)E AFAAE AR, BF, An), Ay, 22F 9 7]
BAOR Eietel T NulazkA 2Eh F *@*Wﬂ e An ddw

=k E2]
BHAOR Qo] JFL vAE BE PES AR BR&2 ok

SSWAZURY FRGAGH 20088 118 259



i

A e EE g ARE ke 5FHo] Jdon, AujA FujRtE
Hop Hoja Fujztel FFAgtel 93 @A FA4 Aot ZEA AT A
AHE o] FollE WHE A T F& = A el A4

AAAE Fste AdE AFY A, 4, U+ /B
et A7 Al o AE (Buying Center) 7} %5 o] F 1 %E}

A A= BN # e A 2 Ak v AbEe] Hdlola g
Atarel] fztete] A Tul, s, B, FAEA 4F E AjA" Fajg é“’ Ho]'
Moz g shA ok

2
u=) nﬁ
o

2.2 MRIX TOjRS HE A K0l

27 AFE Fliste dEdEe] dFE uXE 2AES 794E (purchase
situation) ©]2}3 stk olel st Aujxe] ol MEH T JEFS o
M4, BAREY BUEA 59 vhAY 229 AME, €3, del § 84 248 X
g,

Kotler (1997)% 4n)4te] 7w} Auaise] g nxt Q452 B84 o4

&3, AR, AAAF 5, A0E 2 EANW, 7}% A E Ags A3),
AQH 2227, A4, AAH o7, Pz avd, AY F), HeF 2805, %

72, g, A, HE)ES S3lth

AGA FHAES GAEAL & W B FFRAS) Hetel weTh 15L
TR7YY AFSo| fARGA AF A9 Zo] WA HEE AAHQ oA
O oBe MFEE A 83, /A9 AFEC] B Aol QoW 159 A
U g AYL A Hef AAE 2Ase Be ¥FES FA A 2§ 158
o4 JPRW obist B4A, 244 4, A @ AU AT W

2

Bl AISE AAH AR DA ABE VLT, FAAEE BAAN A1EA, B
A, WEA, ARH FA0 JANE
Q AFE BH], 1 2T of
= o3 BAE /52 AL

© =44 949

7o) 2He 1 AAY SAs 28, 48, A%, 24 Pz U A29e 23
otk 012 ZAA ddoletn e, TUHIFS sefaty]) Aetel nAHES bse

W oold AEL @ Yopo} #rh.

ki
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© Hqad 24

THALE S oj2) Folxzke] o FolX L A7y BE B, A, A9, #A o]9)
2 A5ES e, o8 tad Q9lolekn @tk of Ea shAE T Qlojol &

=2

=

TH s 9 2cloltt,
@ M4 el

T ALAA B 7} Fodzrt jHEA o7 AolF Er] Ho
89 =

A A Fe
23 e 2L WAL ol AES FIRY A W% SE A9 A

= P
A, 70 9 Yo disk B @ 23 5o g vt}
2.3 MAHX tof npAEol EH X}

Webster and Wind (1972)% ZA A FojoAl Ao A4 Bolst= AJFES
FOIA T AlE (Buying Center) 2l gol5 23 @ch TajdlEle FALEL 3 E
o BHEE Za dAEAS s, o] 0B 9P TR oo Fak= A
#dEol etz A8 e o] EHE S U

D AFEAF(user): 7Y ® AFo|} MHIAS AH AFLEE Al

© %Y A (nfluencer): F7F 71Eo vt Hrl7t Q3 ARE Agete] +
WAge] & - bR QS nRE Alg

© T2 A (decider): e AFE T} ﬂaﬂxﬂ_% A e Ale

® T buyer): £AAA AAR T AGde At FeiAete A
TAH e 20 e AFHOEAM BE Fugd oAby T diElel 9 FE§S
ZEA ALl

@ AR EA A (gatekeeper): FHAE R Eo]o= ALY B2 BAT 5 9

A3e 7 Ao g A Fudiglel, FeF-e Y P wdd, 34} Ao o

l' r[r

2AA AEE B e BIHES BRAAY P FHAEH 1
TgEel BERT Gt TS ool Buh 19w 25 FFY FEE ol
AEolm, ol Fr1Ee o WA S otolop Fhu,

2.4 +0f S2 Ol ¥ Fof &%

Robinson (1967)3} Faris and Wind (1967) 2] F %% o2« w=d FulAtst
= A, gEAT, AT Sos Uirolxn, olgd 7S
AEE dijke] 1y, EA 2L A% 59 A apdo] o] &5 gtk
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<E 1> Foj Atge| 72

2Hdo M22 Hx g7 Mz ofete] e
Al ooy =} o] Eesict
Eha=xY L0 St B4 Zegitt
TR0 st st s Elct

Z}%: Robinson, Faris, and Wind (1967).

FA T Aol fle AT Ao FulFg] Fols A
= A85To] W Fov, e ARE AIFFHog gy v o
3 HER F Fujgrrdy & st

aHA A s °}°ﬂ/\1“ AZtE A8 S A2AA F 7 U Aoy FEE
ZHAIL Qe EEol HEVL Ve B B AHS ag gl ol J¥Y =
g An, FjdArE A 4721‘: Au B3

\_T‘_—ZH:FLUHL A7) e AEE vhFoE 7] Wil sdiery dEIY M=
Ao Eg glo] Had Tl AAsty H3e JAEA A AXNA gE

FAAFE Auel G Tuie] E7hEe Fujdeo]n, o)== Alfujo] &3}
© AlEl e 7l BEol Aozl wet AFTuledl & Aol At &
ATl Fote AFY 7IeA B4 2 o] FAH o= AE AAFLRE
e BE 9y g

2.5 7oA 2E Y

Choffray and Lilien(1979)2 2JAFEA W E¥ A (decision matrix) & %3 2JAF
A% 3L FA Fe sgod, gAEA fEHAE O A B 47 . A
A Q4E F7F(who), T FHAIH Rt Aot B4 24E AA (when), F
Zogzte] oAMEA g Al719 BEAXolth AA 4= dulvt(how much), &

A7b GAkske Y BHoITh UM it T (wha), & FolAst Bxet =
A9 Aol
A FHEAE FHRHS AN BAY A4 WA R T 2 A

I HEo] o2& oY wAY Fugal AAHFE AXA Hub ol# e 2
AL AZAAFE o8 sxEo] dF8lF on, 1% Robinson et al. (1967)2 Ak
A FEAAER HF S 8HAR RSP, BE Tl Frigard gy

o] Zgo] WAYAL ghvhn TR
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stz e AF B4, 7 o] wAle wet Gk

BEAH FRe BAY T 7=, ddde B, 27 W FA, #ujde
FH A, FF39Ae 33U E, 1221, e-MAIL, Web A%, $HE 31,
wARY AF-AE, &N ol ek, AE, BA, A B E S Ad F3, A
A3 o] Uth

w4 ofd

2.6.3 Xzl ?IE

Baver (1967)& 437t QA4 Askeh dxbdy A B8 o Ak
Holl 1gol #ud AL AgtE Aol o HAusty] A% VFL A Avkx
Bgrow, wHel Cox (1967 X748 99¢ snae] Faid 7122 Fu 7
Wege] 23z QA B £do] AT BFAYe] d A2 FH2 B

Upah (19800 A2 139 #9492 $394 Bd 9%, AF 24 93, 12
4d A8, AT BA 99 9 73 BA A9, 14 Ba 99, 9E DY 9¥o

5 A

D TFRYA A AY - FoAE L7 AFY TFH, W2 © AuAE 3FA
o Frow BASNE 9%

@ AF BB AP - W AFo] TG NERED BA @G F7) )
g0 BARE 5 Tl §7F FHA71A Fakol wAsHE AY

DA B AF - P ARE AZE AFl T nAesRY B

A g dehgona ofrHt 4

@ 714 B AF - A AF HHol AF AN Ha HRUSLe] B A4
oz wiHAY FAAF = AF A4nn 2tz Bgs] FuHE A9,

® A% B AY - Qo Er Fohel BeF AFW BAY BARA A1 A
27 go] Az o] FolAx] ol WAt 4F

® W B AY - Tl AN WEHA BA AL 0 Y= 99

@ FY B 9Y - FIL Dot 87 FH 5 TR AFL Ao
A5 2% A% 4ed W wss 99,

A7 Aol BE 7 AFEAE AHRY, A2 ¥ FHLLE 1 R
s gololA ol molm Yok EAoleks EPL Aol IR MBAAA
A7, $H AokEde deHe 9oz B 5 dor, 9 S8 AAA

APOE AT & Utk TF FALLE AHA fWoE oA 4 Ytk
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25

NE

el

- 3

Lemann and O’ Shaughnessy (1974)¥ A3 7|&E, AAZ 7=, 1491 &
e 2ATHAY FEHA AgrFEeE A eH, Mcmilan (1972)2
%, "éJJr el 37.‘4 59 Xﬂ% - tﬁ-’ﬁﬂ A=A 7"‘3, ok& o] AFA 59 7l
@ -
Al

RIpr
ey
2.‘:
oftf
ld
e ©
>
2
i
o .
_9.
2
2
o
Aol
N B
JH? _!

2 3 2 Fre RF 14 8
V& NE, HEATA G FR5 2 GRES LARIAE FEAA 43
WsE AlAse T

mepd B ATelAi HBATFNH AN WFEL DA so] TR ©
WARER A WS B T A 4§ sbsetn BuHE 34, 45, AR
0, ARBA, AT AHY, 7H, ATE, W19 NG, TENEAN2AT, 54
Az, 2Ely AR B BT 140 95 TEUA H9540s AY

aHA

Dempsy (1978) 2} Moriarty and Spekman (1984)& Fwje] AZo)| wa} FR
dHe Forrt dekvtn FAsH e, AT Al AR AFAR, F
HA Y FAYE Fol Ao E FQsty, AT AdE #ulgdoZRES] Hs
74221, }A9 Tujr]Fo] o Fastcha s

& AT E olso] AAT AR zdJJr FIu7Ide #Hd, ¥4 #ER
4 7tgdz, dgReld ug 5 RAETL 23 U9 Ve, AEo] L€ A,
AFol st 71Ah} =%, DM, TV 1;-1 Hg% o] 7 Jgﬁ AEFA Fi, e} Fuizt
9] oA 9 AR AFY A5 HAE A1 5 EF 11749 "‘% ARYA W
T2 AR

=

1-

3.3.3 A[Zt= ?IE

PP TR AYA we 99rEe s Ak o2 %49 343401
23 shedl, Baver (1967 X170 9130] 2844% 249 F 714 244
TAEGT B3, TR o] BAUA A5Y 5 gt AuE xddE 7}%@
o2 93¢ Aodsdh oldl Matel Cox (1967 %= A7d AWe TR 2
Bz A B &40 YT LHAN U@ A2 Foz Wkt

ol B ATIAE HRYATANN AR A5 A, VAR AP, A 98, A
94 A%, 499 99, A0 99, w9 sed 5 R 42D 999 §
oz Y F FoAAAA 1A & Y B WrE APsHdh
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3.3.4 Toi&tE

Robinson et al. (1976)& Fujd3s A Mz AR, ARLT 9 QYz2&
gere] 18 F& VIFo® & Ay, gy agn FAA4TE R
Aok ZHY B AT FuidEs Ao A g Aol glo] AL T
St A Alvtrvlel A Fuie AEo] gl A FAdE FFAERH AS
gto] AAE Fulshs A5 daegd e TR

facs

3.3.5 AL A&

71990l T A S & wol Fold ARt obe} B B pHYET F
osto] FFAANAALE st Aom HyAF Aol Jebdar 9tk Robinson et
al. 2 FFYAAA o7 = ARAEY ARA T TArE g S 5k
Fojsle Be A o st B dAfelME poiate] ot
oy T ALl degFE = ¢ e FA 9EE gFHUE AFEA Yol AA
H olEES wEeR Tuxeds AFs oo FuiAd g AbEAN, Y
AL, iRy, Al g2l AR EA AR RS

3.3.6 FOHSlAFEAEEA

Woodside et al. (1978) fa&ahu|otolA] 14709 A=A FHaea=
e AAS AFE Foj e o Fols oAt A G @A o wekd Aol st
2L gtk B Ao Fujard g gAlE Woodside et al. (1978) <
A, Fdg FEEA W Fdowk Ay FHQ F5E84 W Jaow

J Al
[e] b
AP A5, B4, Hoh FEAA Ags Ew L G AR 2E

BRANPHEN ZYGa4Y 20088 11¥ 267



b 92.5%, AL 7.5% % Vyebtth M2 204~294 219, 304]~394] 33

W, 404~494 219, 831 504~5 9xﬂ 5o et :zah AQHEE A

€ 1474, o= 179, #3184, 24 149, ¥4 109, 183 949 63 Fold, ¥

250 &A&H Qe Ak Hd9 drE 1d~3d nw 51, 3»3_~5Ld o gk 139

59~7d wwt 149, 7d~10d vk 1794, 293 10d o4 319 o2 e
T 3JALY] wiE TEE 50009 9 o)ite] 16W oz sb wWkew, 30~509

A Ul‘%] 1ge= 7}7& Ao, 3)ALe] JHl= ARAMF 7 B2 3082 UE

3, 3AH A4 = Hd 3,793W 0% YEhth

<E 3> SERS YU SY

-2 Hig () H| (%) & BIE(H) B|Z(%)

g = 74 925 204 D[gt 0 0
o{x} 6 75 20~30A| Ojat 21 26.3

Atgd 14 175 A9 | 30-40M| O|Tt 33 M3

cHa| 17 21.3 40~50AM| oot 21 26.3

hibS 18 225 50~60A| O|at 5 6.3

g Azt 14 17.5 14 ojgk 0 0
b 10 12,5 1~34 0|t 5 6.3

ol 6 7.5 BALT a5 ojgt 13 16.3

gzl

2get 1 1.3 e | 577 ojg 14 17.5

RE 10 12,5 7~104 Ojat 17 213

=1 6 75 ERI 31 38.8

ES 30 375 109 ojst 7 8.8

REIESE 14 17.5 10~202f 0ot 2 25

/sl 10 125 20~30%1 0|ot 1 1.3

n=oe 1 1.4 30~50% O|2t 8 10

3|t 28 2 25 50~1002{ O]t 6 7.5
B [ ymEA 1 1.3 ojs | 100~20091 OJgF 10 125
RHEA 1 1.3 72 | 200~5009f ojat 7 8.8

7|2 2 25 500;] (.53094 9 11.3

ZEA 1 13 1000;'2;00(;4‘ 10 125

226t 2 25 50002 0|4 16 20

f8¢ 4 5
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4.2 A7tde 43

421 7I'AE“i 19' 7:4,% —gﬂ-o':l'ixl» A-|EH_/_1|\_A-| %REOH EHgl. 74_705_

14N AFTuel ATl Aol RFID 54 $R948 Ao
AM FoAGH: HAS AWE A <E 4>o)A BE uke} o] ATy
AE AR, 1% BAY FRY, BAH SANS ANs, Telm A2

&4 0 7 Ehyt),

WA ST 39 b, AE A=A, % A A8, 190 18T §
Aug s ol Fad 450w hebic

T FRAA Agsge] 9ol AFTAzl geATauct And Fexst &
A ek, 58, 3849 w54, ¢F A4, g A% AE, a9y A
AHY Fol 19 FEAN foT HOS Ut AR, 1% dAe B,
ol g N, AF 01§ AFT, w&FH FEANA AT, 197 BEF} §4

B MH2 Fol 5% el fod Aoz vehyith

<I 4> saUX MElEMo| EQT Ao BB
Tooix Meiaa = ¢
NEE cra ) o)

SoAe g4y 3.93 3.56 3.768**
HE AN 3.96 3.51 5533**
3= KT NE) 343 311 3.969**
R E2HA 3.23 3.05 2.402*
HNE A=A 4.46 4.08 3.764**
Jls BASl e 126 403 2558"
zhl e AlzlA 3.68 3.49 2.063*
714 409 4.10 -179
HE O|8xte M 3.93 3.60 3.191*
=H21e MEid 3.61 3.46 1.718
2= HolM 3.26 3.10 1.776
WD J|SAMuA HE 3.99 3.80 2.549*
n2Il FX|E M|~ 419 4.03 2.020*
EfAtel HE AH 3.50 3.33 1.560

*p<.06 ##p<.01
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T S

422 74 29 HE: YEYUM Q20| UE AS

RFID £54 344 A9 Al Algdhs JRAHE 29nw <E 5>eA R
vheh ol Agtuie] Aeells AFe dw HaE A%, 23 W9 jeR, 18x
ERAE FEiAbEe] o 8 AR e 5& T PRE de FHoE vekth

& AT AeolME AT B¢ vhairbA ] At ekt
By 2 FaReAE Aol ez, At rerh ge AT kAl S
=7 A debe.

M

<E 5> JEAHM 0|8 Xo| H2E

E2E

S=a Aol Cha= x| <ol ‘
Sa271gel Eojdl 3.58 3.33 2.730%
S271e ®HER L Fietza 3.39 3.19 2.188*
sihEolel ue U LIF MEJ} 3.71 3.14 5.924*
ZE o] ZisER} 4,04 3.85 2.412
ZE0| g Azt 3.1 293 2412
HEZEO| CHSt 7|Ab} M2 2,93 271 2.565*
a7/ AEYRH 2.50 2.45 587
TV 2 2 ofjH 22 2.58 2.46 1.380
M2 FHX 21 2.88 2.64 2.512*
EtAb FOHXIZ Q] o|A Y ZAE &0l 3.96 3.68 2.805*
HEZEe 4= HAE Z3f 4.51 4.14 4.560%*

*p<.05 **+p<.01

T 395 AEesh B TeiAEd 97

il AR7t 1% oM FAd Aew e
w7199 FER H AERO, 24 Yo 71eA, AEe] oW © AR, AFE
It A, 2R3 AE FA B Fol 5% FEAM frd Aes ve

4.2.3 7td 39 ZHZ: XNZE FTHAE ST s HZS
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A Study on Purchasing Decision Making and Adoption
: Focused on the RFID Purchasing Customer

Seo, Pil Su*-Jang, Jang Yi*-Shim, Kyeng Su™
Abstract

RFID (Radio Frequency lIdentification) is regarded as a core technology of
ubiquitous computing. Although it has some technical limitations such as
technological standardization of RFID tags as well as economical limitations,
many companies around the world have already accepted RFID to improve
their management efficiency. In this regard, this study is to meet with
results that the adoption of RFID technology willbring opportunities that
companies' operational process are improved and customer satisfaction is
highly strengthened.

This research focuses on providing more understanding for building RFID
marketing strategy to suppliers who want to sell their RFID products to
customers through analyzing purchasing process.

The findings are as follows;

First, the study shows that buying center members usually take product
reliability and precision of technical specification in the case of new—task
buying situation while they put their first purchasing priority on prices in the
straight rebuy.

Second, the finding presents that in new—task buying situation and the
straight rebuy purchasing personnel get information about new products
through product performance test, organizational engineers, opinions from
other companies' purchasing personnel, and checking out samples.

Third, this research demonstrates when it comes to purchasing risk in

* Ph.D. course, Graduate School of Business Administration, Sejong University
#* Ph.D. course, Graduate School of Business Administration, Sejong University
**+ Ph.D. course, Graduate School of Business Administration, Sejong University
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their first purchasing, the persons who are in charge of material purchasing
are inclined to be aware of the risk most in technical problems, followed by
financial problems and time delay problems in order. And in addition to those
risks are mentioned above, once—again—purchasers take the risk like an
opportunity loss for better products into consideration.

Fourth, the study shows that the role of concerning departments makes no
difference in each purchasing stage. Accordingly marketers need to beef up
the differentiated strategy to persuade their customers

Fifth, the findings of this study demonstrate that purchasing decision
making is much influenced by the final users. So suppliers are supposed to
perform the most active marketing strategy at the first stage of purchasing
through various resources.

Finally, the study presents that the suppliers who will have had close
relationships with their customers need to give consistent information to
them so that their customers can have lower motive in purchasing products

from competitors.

Keywords: Buying Center, Purchasing class, Purchase situation, Purchasing

decision making
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