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Abstract: 

Industrial consumable products are the products which are generally consumed by an industrial organization 

but they are not used as raw material for final product. Thoughbeing named as consumables the characteristics 

of these products are not same as commodities and moreover the marketing strategies are more linked towards 

core industrial products than a general consumable product.Since the subject is vast hence, we will analyse in 

context to only one consumable product i.e. switchgear as it will reflect the behaviour of whole category & will 

be a relevant sample as its used widely & irrespective of the final finished product of that particular industry. 

The purpose of this paper is to analyse and understand the nature of the product & the applied marketing 

strategies for the same. The paper will also draw a limited comparison of these approaches in contrast to a 

typical consumer product marketing approach. 
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I. RESEARCH METHODOLOGY: 
This paper will be based on the current and historical literature review. The conventional as well as 

modern approaches for the marketing have been considered and since the research material is available in global 

context hence an Indian context is attempted to be drawn. This paper uses descriptive research methodology and 

the literatures reviewed involves both industrial as well as consumer product marketing approach domain. 

 

II. FINDINGS: 
The findings of the paper suggest that Industrial consumable products have similar characteristics as a 

core industrial product and its marketing approaches also have to be adopted keeping its view of an industrial or 

engineering derived product. It has certain influences of consumer products like retail set up for final point of 

sales or increasing wave of commoditization but the most appropriate marketing strategies for this segment are 

still a lot different than the consumer durables or consumer products. 

 

Limitations: 

The paper is based upon the literature available in the public domain &websites of switchgear 

manufacturers along with the current and historical literature available on the internetportals and other online 

resources. The available resources have been used as secondary data for the paper and hence the future scope 

can be to extend the research as an empirical research by collecting primary data and drawing conclusion based 

on the data analysis. 

 

Research Gap: 

While switchgear represents a good sample as its use is wide & doesn‟t depends on the final product of 

industry but it is still a field of specialization & has limited manufacturers. There are very limited research 

papers which are focused on the switchgear market. Also, the entry of new players and the reconciliation by 

means ofmerger & acquisition between existing players also impacts the ever evolving distribution model. The 

available literature & other publications may not be directly linked with then switchgear market but a bridge is 

been built between two so that the findings of one can be utilized in other without impacting the sanctity of the 

subject. The researchers of the paper have attempted to bridge the gap by discussions on available piece of 

information and its real-life comparison with the practises of Industrial world as well as widely practised 

consumer product marketing approaches. 
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Research Objectives: 

Marketing approaches are the guiding pillars of any organization as these are the basis of any action in 

market & generally are directly derived from the long-term strategy of the organisation. Marketing is generally 

confused with promotions or advertisement but that‟s possibly the smallest part of the whole exercise, perhaps 

marketing is linked with anything & everything which is associated with product & especially in Industrial 

products a marketing approach can mould or change drastically in context to the portion of the value chain 

which would be the target audience in that action like the way product will be promoted to an End User will be 

different than the way it will be for a System integrator and so on. The purpose of this research is to identify the 

best suited marketing approach for an Industrial consumable product. The secondary objective is to gauge the 

importance of these approaches and also to analyse its relevance with respect to the consumer products 

marketing approaches. The major research objectives of the paper can be summarized as: 

 To analyse various available marketing approaches / strategies adopted for distribution network and 

determining their impact on industrial consumable product‟s distribution network. 

 Its contrast with the typical consumer marketing approaches & citing the major differences. 

 

III. RESEARCH METHODOLOGY 
This research paper involves exploratory and descriptive research methodology. The researchers have 

tried to explore as many online and offline research papers and other available and accessible literatures on 

switchgear manufacturers and the scenario for adoption of this strategy over other available strategies. The aim 

of the deliberation is to study the distribution models adopted by electrical consumable companies and the cause 

& effect of the same. 

 

IV. LITERATURE REVIEW 
The literature review has been divided in to various parts where we will first explore briefly about the 

Industrial consumable products and followed by analysingthe globally practised marketing approaches for this 

market and at last we will analyse impact and importance of those in context to the model with consumer goods. 

 

Industrial Consumable Products 

Industrial consumable products as defined by Directorate General of Foreign Trade in India‟s Exim 

Policy (Chapter 9, Clause 9.15) states that “Consumables” means any item, which participates in or is required 

for a manufacturing process, but does not necessarily form part of end-product. Items, which are substantially or 

totally consumed during a manufacturing process, will be deemed to be consumables. 

Different usages of industrial consumable products classify them in various categories like the products 

which are used for providing energy to machines are classified as fuels, the products which are used in 

preventive maintenance against regular wear & tear are termed as lubricants.  

In terms of economics the industrial consumables have zero elasticity or inelastic demand as 

irrespective of the economic front or the price points the consumption pattern doesn‟t changes much. It has 

similar characteristics as coarse food grains (Praduman Kumar, Anjani Kumar, Shinoj Parappurathu and S.S. 

Raju, 2011) as the staple food grains have inelastic or even negative demand and while we understand the 

impact of marketing strategies for distribution network, it would be worthwhile to analyse the demand elasticity 

of Switchgear as Industrial consumable product. 

 

Business to Business Approach in Industrial Consumable Product 

Although these products are used as consumable products but they still fall in the category of industrial 

products family and have the similar characteristics of a business to business (B2B) scenario where two 

organizations work together in order to fulfil the needs of one as customer & the other one as supplier. As per 

Cambridge Advance Learner‟s Dictionary & Thesaurus the B2B is defined as “Describing or involving business 

arrangements or trade between different businesses, rather than between businesses and the general public”. 

The discipline of the business to business marketing has a long history (Hadjikhani and LaPlaca, 2013) 

and for almost as long researchers have sought to understand and explain how business to business market 

operate (Hunt, 2013; Moller, 2013; Sheth, et al.1988; Connor, 1991). However, for the greater part of the 20
th

 

century, the bulk of academic research in the field of marketing has focused on consumer products (LaPlaca and 

Katrichis, 2009) rather than business markets. Itonly started in 1971 with the introduction of Industrial 

Marketing Management (IMM), the first journal dedicated to business to business was made available (LaPlaca, 

2013) 

Researches still agree that branding in Industrial markets is still an under researched area (e.g. bendixen 

at al. 2004; Benerland et al. 2007; Lynch and De Chernatony, 2004; Mudambi, 2002: Mudambi et al., 1997) and 

the major cause as well as implication for the same is that the brands mean very little to industrial customers and 

this may be the reflection of the assumption that industrial purchasers are more rational then the purchasers in 
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consumer goods setting (e.g. Murphy, 1990) however on the contrary the brands are also hypothesized to play a 

significant role in the purchase behaviour of the industrial end customer (e.g. Bendixen et al. 2014; Mudambi, 

2002). 

 

Distribution Network for Industrial Consumable Products and Marketing Strategy 

For the last few decades, close inter-firm relationship in various stages of value chain gained serious 

popularity in practise and research, and a substantial number of studies on close channel relationship have been 

published in recent times (Anderson and Narus, 1990; Anderson and Weitz, 1989; 1992; Frazier et al., 1988; 

Morgan and Hunt, 1994) 

Manufacturers are increasingly leveraging the capabilities of the channel members in recognition of the 

values that accrues when partnership magnifies strength and benefit (Sink and Langley, 1997) and it‟s not 

inaccurate to say that today‟s distributors, standing between production and consumption (Merritt and Newell, 

2001; Shipley and Jobbers, 1994).These distributors also function as the manufacturer‟s marketing arm, 

transferring knowledge of customer‟s needs and market trends back to manufacturer (Paun, 1997) while 

enhancing customer satisfaction (Mudambi and Aggarwal, 2003) and with this exchange of information and 

market insights the manufacturer can gain benefits from a committed distributor such as easier access to market 

information (Fites, 1996), stronger support for its product (E. Anderson, Lodish and Weitz, 1987) and reduced 

promotion of competing brand (E. Anderson and Weitz, 1992).  

Distribution network or channel business is the essential part of a companies‟ strategy plan and it is 

critical for sustainable growth for any organization, it is impossible to define the distributor‟s role in marketing 

strategy if the marketing strategy is not clearly developed (Frederick E Webster Jr, 1976). Generally, every 

organization has a long-term strategy plan and distribution is essential part of it as not only this gives the depth 

or penetration in market but also gives strong insights of market with current as well as future trends and 

orientation. 

 

Value Proposition of Distribution Network: 

The value of distribution channel consists of two parts, “Value of its own” and the “Value in use” 

(Hanssens, Rust and Srivastava, 2009) which is a bilateral relationship and based on above explanation, the 

channel is an invaluable component of business value chain where the value of its own emphasizes the basic 

function of a distribution channel that creates value for a firm directly through making markets and executing 

transactions (Anderson and Coughlan, 2002) whereas value in use is the essence of customer freaking out about 

the whole experience (Dr. Barclay Burns, 2015) 

Value creation and value appropriation are two processes whereby distribution channel strategy 

contributes to firm value (Mizik and Jacobson, 2003). The value creation process contributes to the “Size of 

pie”, which is the value basis from which channel members taking a “share of the pie” through a value 

appropriation process (Jap, 2001). The value of distribution channel strategies to a firm is determined by the 

amount of value created during the distribution process and by the value appropriated by the firm (Collis and 

Montgomery, 2008) 

 

Industrial Buying Behaviour 

In order to be successful in business to business the sellers or the industrial distribution organizations 

needs to understand the Industrial organizational buying behaviour (Bunn, 1993; Johnston and Lewin, 1996), as 

the understanding of the behaviour impacts the overall performance of both buyer and seller. 

While this understanding is important, this is also true that arriving at such understanding is a difficult 

task and that‟s predominantly because of the dynamic and complex nature of process (Bunn, 1993) and the ever 

changing external factors like Price disruption, competition, political & social environment, technology changes 

make it even more complex (Kraljic, 1983; Lindgreen at al., 2013) 

Being such a dynamic field, it attracted lots of interest in study of organizational buying behaviour  and 

past research work identified range of variable which affect or influence these decisions in a variety of industries 

(Bunn, 1993; Johnston and Lewin, 1996; Moon and Tikoo, 2002), however every research is focused on certain 

aspects of cause and effect relationship and produces contradictory or mixed results (Bunn 1994, Lewin and 

Donthu, 2005) and because of this there is no universal tropology available or been agreed upon. Most of the 

research work has happened in matured economies like USA and hence there is lack of study in emerging 

markets like India (Bunn, 1993, 1994; Brashear et al., 2011) 

 

Theoretically the buying behaviour is grounded in following three models: 

1) BUYGRID framework developed by Robinson mentions that there are different buying situations which 

affect buyers‟ behaviour, such as new purchases or task, changed or altered repeat purchase and no change 
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repeat purchase (also mentioned as New Buy, Modified Re-Buy and Straight Re-Buy by Robinson et al., 

1967) 

 

 
Figure 1: BUYGRID Framework 

 

2) General framework which is also known as skeleton model (Webster and Wind,1972), assumes that 

organizational buying is a complex process that involves many people and departments, multiple goals and 

potentially conflicting decision criteria, often taken over a long period of time, require information from 

multiple sources and involve many inter-organizational relationships 

 

 
Figure 2: General / Skeleton Framework 
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3) Sheth developed a model based on three distinct aspects of organizational buying behavior, the 

psychological world of the individuals involved in organizational buying decisions, the conditions for joint 

decisions among these individuals and a process of joint decision-making marked by inevitable conflict 

among the decision makers and the resolution of disagreements by resort to a variety of tactics (Sheth, 

1973). 

 

 
Figure 3: Sheth‟s Hybrid Framework 

 

Few years later, an integrative framework proposed by Johnston and Lewin (1996) incorporates the original 

constructs suggested by Robinson et al., Webster and Wind and Sheth in their framework, and adds two new 

factors: decision rules and role stress.  

 

Their model contains purchase characteristics, organizational characteristics, group characteristics and 

participant(s) characteristics, and describes organizational buying behavior as a process which consists of eight 

stages:  

1) Need recognition determination of characteristics. 

2) Establishing specifications. 

3) Identification of potential sources. 

4) Request for proposals. 

5) Analysis of proposals. 

6) Evaluation of proposals. 

7) Selection of supplier. 

8) Post-purchase evaluation. 
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Figure 4: Integrated model of organizational buying behaviour. 

 

Since there has not been enough research material available on emerging markets hence, we would 

consider the integrative framework proposed by Johnston and Lewin (1996) as the closest model for our study 

and after the study of the customer buying behavior. 

Based on all the above explanations & analysis we can conclude that an Industrial product marketing 

approach needs to touch the following points & till the same is not been done it will not be considered as a 

success marketing approach, for the benefit of drawing contrast, we have also highlighted the consumer goods 

approach to achieving the same under the same head. 

 

Marketing Effort on the Product (Awareness) 

For the industrial products the value chain is much longer than a consumable product where an 

individual choice or at max choice of family makes the decision & generally a domain expert is never involved, 

in Industrialproducts a consultant is hired to make the evaluations and even the executors like OEM or System 

integrator plays a vital role in making the selection hence the awareness only to End User or one aspect of value 

chain may not serve the purpose. Even in the value chain every influencer has a different motivation and hence 

the marketing approach has to be adopted to suit the needs of that entity like a consultant may need compliance 

to standards or coordination with other devices or products however a system integrator will look for ease of 

fitment and also the potential saving in terms of size or adaptability, the end user who will eventually use the 

product will look more for life and potential replacement availability, in such case one size fits all won‟t work 

and as a result a segment or entity oriented knowledge based awareness campaign would be required & a TV or 

media advertisement may not work at all. 

  

Availability or interchangeability of the Consumable Component  

Since the industrial districts are normally outside the populated areas and the public access is also not 

convenient hence use of a product which may not be available at the time of need or in event of urgency then the 

whole point of the product usage goes down the drain. Keeping the production in plant and running it without 

any interruptions is the primary motive of organization hence the marketing approach propagating the 

availability or promoting the Point of Sales (POS) becomes even more critical than any other product, in 

contrast to the same the consumer good products can be placed at significant places where the 4Ps can be 

satisfied and customers can either travel to malls or superstores or even order them at home using online mode 

while the same cannot be done for industrial products. In case of the industrial products the availability can 

sometimes be compensated with interchangeability of the products and this can be an excellent marketing 
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approach while the same may not work for consumer goods and in those cases the choices are driven by 

personal performances and even with availability of substitutes doesn‟t makes them potential replacement.  

 

Criticality & Reliability of Consumable Component 

The marketing campaigns for industrial products across entities emphasizes on the reliability and 

versatility of usage as these products are at critical locations and every such product has a specific role with 

almost no back up hence criticality of application and reliability of components is the most preferential 

marketing attribute and even the approach is to promote and communicate this function, while in consumer 

products approach the preference and taste defines the purchase paradox and the whole approach is drafted 

around these. 

 

Point of Sales Operations 

Point of sales operations is the most important aspect in any of the marketing approaches & irrespective 

of industrial or consumer products, this aspect is the most celebrated venue for implementation or measurement 

of effort in marketing approaches. In consumer products the sense is achieved by branding with posters and 

ensuring that even the secondary sales network including the retail shop of neighbourhood has access to it, the 

marketing approaches are focused on the individual purchasers and aimed at the aesthetical aspects of the 

product while the POS branding for industrial products is more focused on unique selling points, reliability, 

criticality and availability of the products. 

 

Findings & managerial implications: 

On the basis of the literature review and various industrial and consumable product marketing 

approaches it can be suggested that the marketing approaches of industrial marketing approaches even for 

consumable products are much different than the consumable products, while the industrial products focus more 

on the criticality, reliability, versatility and availability of the products and have an entirely different approach 

toward every entity of the value chain and the every audience gets a tailor made treatment and designed to cater 

their specific needs however the consumer products have a single view of consumers and design all the 

strategies around them, the system of review and feedback is not detailed and the revamping of approach is 

generally not done. 

 

Limitations & future Research: 

The paper is based upon the available literature on the websites of switchgear manufacturers and the 

current and historical literature available on the internet portals and other online resources and hence can be 

considered as secondary research only. The future research can be on one of the specific cases in form of a case 

study where we discuss and analyse each aspect of marketing actions in detail. 

 

References: 
[1]. A.L. McDonald, Jr., “Shaping Distributor Channels,” Business Horizons, Summer 1964, p. 24. 
[2]. Academy of Marketing Science, Vol. 34 No. 3, pp. 324-340. 

[3]. Alexrod Joel N.and Hans Wybanga. (1985) Perceptions That Motivate Purchase, Journal of Advertising Research 

[4]. Amjad Hadjikhani, Peter LaPlaca (2013), 'Development of B2B marketing theory', Industrial Marketing Management 42, 294-305. 
[5]. Anderson, E. and Weitz, B.A. (1989), “Determinants of continuity in conventional industrial channel dyads”,  marketing Science, 

autumn, pp. 310-23. 
[6]. Anderson, E. and Weitz, B.A. (1992), “The use of pledges to build and sustain commitment in distribution channel”, Journal of 

marketing research, Vol. 29, February, pp. 18-34. 

[7]. Anderson, E., Lodish, L, M., and Weitz, B.A. (1987). Resource allocation behaviour in conventional channels. Journal of Marketing 
Research, 24, 85-97. 

[8]. Anderson, J.C. and narus, J.A. (1990), “A model of distributor firm and manufacturer firm working partnership”, Journal of 

Marketing, Vol. 54, January, pp. 42-58. 
[9]. Anderson, Paul F. (1982), "Marketing, Strategic Planning and the Theory of the Firm," Journal of Marketing, 46 (2), 15-26. 

[10]. Baker, M.J. (1993), Editorial. Journal of Marketing Management, 9 (3), 215-218. 

[11]. Barefoot, Donald. L.(1978),”An analysis of distribution channel strategy for industrial markets”, Master‟s Thesis, Sloan School of 
Management, MIT. 

[12]. Beena, P.L. (2004), „Towards understanding the Merger Wave in the Indian Corporate Sector:A Comparative Perspective,‟ 

Working Paper No. 355, Centre for Development Studies,Thiruvananthapuram  
[13]. Bendixen, M., Bukasa, K. and Abratt, R. (2004), “Brand equity in the business-to-business market”, Industrial Marketing 

Management, Vol. 33 No. 5, pp. 371-80. 

[14]. Berthon, P., Ewing, M., Pitt, L. and Naudé, P. (2003), “Understanding B2B and the web: the acceleration of coordination and 
motivation”, Industrial Marketing Management, 32 (7), 553-561. 

[15]. Berthon, P., Lane, N., Pitt, L. and Watson, R.T. (1998), “The World Wide Web as an industrial marketing communication tool: 

models for the identification and assessment of opportunities”, Journal of Marketing Management, Vol. 14 No. 7, pp. 691-704. 
[16]. Beverland, M., Napoli, J. and Lindgreen, A. (2007), “Industrial global brand leadership – a capabilities view”, Industrial Marketing 

Management, Vol. 36 No. 8, pp. 1082-93. 

[17]. Blois, K.J. (1998), “The challenge of the market space”, Marketing Intelligence and Planning, 16 (2), 83-89. 
[18]. Brannen, J. (2007), “Mixed methods research: a discussion paper”, NCRM Methods Review Papers 



Marketing Approach for Industrial Consumables in India 

DOI: 10.35629/8028-0910024050                                 www.ijbmi.org                                                     47 | Page 

[19]. Bunn, M.D. (1993), “Taxonomy of buying decision approaches”, Journal of Marketing, Vol. 57 No. 1, pp. 38-56. 

[20]. Bunn, M.D. (1994), “Key aspects of organizational buying: conceptualization and measurement”, Journal of the Academy of 

Marketing Science, Vol. 22 No. 2, pp. 160-169. 
[21]. Cambridge advance learner‟s directory & Thesaurus. 

[22]. Campbell, C., Papania, L., Parent, M., & Cyr, D. (2010). An exploratory study into brand alignment in B2B relationships. Industrial 

Marketing Management, 39, 712–720. 
[23]. Carratu, V. (1987). Commercial counterfeiting. In J. Murphy (Ed.), Branding: A key marketing too. London: The Macmillan Press 

Ltd. 

[24]. Collins English Dictionary 
[25]. Combs, James G., David J. Ketchen Jr., Christopher L. Shook, and Jeremy C. Short (2011), "Antecedents and Consequences of 

Franchising: Past Accomplishments and Future Challenges," Journal of Management, 37 (1), 99-126. 

[26]. Copulinsky, J.R. and Wolf, M.J.(1990), "Relationship marketing: positioning for the future", Journal of Business Strategy, pp. 16-
20. 

[27]. Coughlan, A. T. (1987), " Distribution channel choice in a market with complementary goods", Journal of Research in Marketing 

Vol 4, p. 85-97 
[28]. Deeter-Schmelz, D. and Kennedy, K. (2002), “An exploratory study of the internet as an industrial communication tool: examining 

buyers‟ perceptions”, Industrial Marketing Management, Vol. 31 No. 2, pp. 145-154. 

[29]. Designing channels of distribution, Harvard Business School, 1994 
[30]. Diamond, William T. (1963), “Distribution Channel for industrial Goods”, Ohio State University 

[31]. Directorate General of Foreign Trade in India‟s Exim Policy (Chapter 9, Clause 9.15) 

[32]. Distributor List - Hager UAE "https://www.hager-me.com/company/find-us/7066.htm" 
[33]. Distributor List - Hager USA "https://www.hagerco.com/distributor-locator.aspx" 

[34]. Distributor List - Schneider UAE "https://www.se.com/ae/en/locate/388-partner-locator" 

[35]. Distributor List - Schneider USA "https://www.se.com/us/en/locate/257-us-distributor-locator/where-to-buy" 
[36]. Distributor List - Socomec UAE "https://www.socomec.co.in/worldwide-locations_en.html" 

[37]. Distributor List - Socomec USA "https://www.socomec.us/locations-partners/" 

[38]. Distributor List - www.hager.in 
[39]. Distributor List - www.hager.in "http://www.hager.co.in/services/where-to-find-us/21369.htm?showall=J" 

[40]. Distributor List - www.schneider-electric.co.in 

[41]. Distributor List - www.schneider-electric.co.in "https://www.schneider-
electric.co.in/en/locator/?locale=IN_en2&type=search&locator=distributor&header=se" 

[42]. Doney, P.M. and Cannon, J.P. (1997), “An examination of the nature of trust in buyer-seller relationships”, Journal of Marketing, 

Vol. 61 No. 2, pp. 35-51. 
[43]. Dr. Asif Ali Syed, Dr. Rakesh and Sumit Pundhir, Study of Merger & Acquisition Strategy for Sustainability of Switchgear 

Companies, Adalya Journal, Volume 9, Issue 1, January 2020, pp. 530 - 545  

[44]. Dr. Asif Ali Syed, Dr. Rakesh and Sumit Pundhir, Marketing Approach of switchgear companies – Shift of Paradigm or Change in 
Strategy, Adalya Journal, Volume 9, Issue 4, April 2020, pp. 582 - 601  

[45]. Dr. Asif Ali Syed, Dr. Rakesh and Sumit Pundhir, Distribtion Model for Electrical Consumable Products:An Indian Landscape, 

International Journal of Business Management & Research (IJBMR), Volume 10, Issue 4, Aug 2020, pp. 11-22 

[46]. Dr. Asif Ali Syed, Dr. Rakesh and Sumit Pundhir, Distribution Model for LV Switchgear & the Indian adaptation, International 

Research Journal of Management Sociology & Humanity (IRJMSH), Volume 11, Issue 6, Year 2020, pp. 66-77 
[47]. Dr. Asif Ali Syed, Dr. Rakesh and Sumit Pundhir, Study of Different Distribution Models for Industrial Consumables & 

applicability in India, EPRA International Journal of Multidisciplinary Research (IJMR), Volume 6, Issue 6, June 2020, pp. 145 -– 

153 
[48]. Drèze, X. and Hussherr, F.-X. (2003), “Internet advertising: is anybody watching?”, Journal of Interactive Marketing, Vol. 17 No. 

4, pp. 8-23. 

[49]. Eastman, Jacqueline, Robert E. Goldsmith, and L. R. Flynn. (1999) .Status consumption in consumer behavior: Scale development 
and validation. Journal of Marketing .Theory and Practice (Summer): 41–52. 

[50]. Enyinda, C.I., Dunu, E. and Bell-Hanyes, J. (2010), “A model for quantifying strategic supplier selection: evidence from a generic 

pharmaceutical firm supply chain”, International Journal of Business, Marketing, and Decision Sciences, Vol. 3 No. 2, pp. 25-44. 
[51]. Fites, D.V. (1996), Make your dealers your partners. Harvard Business Review, 74, 84-96. 

[52]. Foster, T. (2005), “Creating digital value: at the heart of the I-E-I framework”, Journal of Business & Industrial Marketing, Vol. 20 

No. 4/5, pp. 245-252. 
[53]. Foster, T. (2006), “Industrial marketing communication: a (r)evolutionary journey from marketplace to market space”, paper 

presented at the Academy of Marketing Science 

Conference, San Antonio, TX, May 24-27. 
[54]. Fournier, S. (1998). Consumers and their brands: Developing relationship theory in 

consumer research. Journal of Consumer Research, 24(4), 343–373. 

[55]. Frazier, G.L., Gill, J.D. and Kale, S.H. (1989), “Dealer dependence levels and reciprocal actions in an industrial market”, Journal of 
Marketing, Vol. 52, October, pp. 52-67. 

[56]. Frazier, G.L., Spekman, R.E. and O‟Neil, C.R. (1988), “Just-in-time exchange relationships in industrial markets”, Journal of 

Marketing, Vol. 52, October, pp.52-67. 
[57]. Frazier, Gary L. (1983), "Interorganizational Exchange Behavior in Marketing Channels: A Broadened Perspective," Journal of 

Marketing, 47 (4), 68-78. 

[58]. Frazier, Gary L. (1999), "Organizing and Managing Channels of Distribution," Journal of the Academy of Marketing Science, 27 
(2), 226-40. 

[59]. Frazier, Gary L. (2009), "Physical Distribution and Channel Management: A Knowledge and Capabilities Perspective," Journal of 

Supply Chain Management, 45 (2), 23-36. 
[60]. Frazier, Gary L. and Raymond C. Rody (1991), "The Use of Influence Strategies in Interfirm Relationships in Industrial Product 

Channels," Journal of Marketing, 55 (1), 52-69. 

[61]. Frazier, Gary L. and Walfried M. Lassar (1996), "Determinants of Distribution Intensity," Journal of Marketing, 60 (4), 39-51. 
[62]. Frazier, Gary L., Eliot Maltz, Kersi D. Antia, and Aric Rindfleisch (2009), "Distributor Sharing of Strategic Information with 

Suppliers," Journal of Marketing, 73 (4), 31-43. 

https://www.se.com/ae/en/locate/388-partner-locator
http://www.hager.in/
http://www.hager.in/
http://www.schneider-electric.co.in/
http://www.schneider-electric.co.in/
http://www.schneider-electric.co.in/


Marketing Approach for Industrial Consumables in India 

DOI: 10.35629/8028-0910024050                                 www.ijbmi.org                                                     48 | Page 

[63]. Frazier, Gary L., James D. Gill, and Sudhir H. Kale (1989), "Dealer Dependence Levels and Reciprocal Actions in a Channel of 

Distribution in a Developing Country," Journal of Marketing, 53 (1), 50-69. 

[64]. Fredrick, J. H. (1934). Industrial marketing: A century of marketing. New York: Prentice Hall. 
[65]. Gardner, E. H. (1945). Consumer goods classification. Journal ofMarketing, 9(3), 275–276. 

[66]. Gattorna, John. (1978), "Channels of Distribution Conceptualizations: A State-of-the-Art Review," European Journal of Marketing, 

12 (7), 471-512. 
[67]. Ghosh, Amit K;Joseph, W Benoy;Gardner, John T;Thach, Sharon V (2004), “Understanding industrial distributors' expectations of 

benefits from relationships with suppliers”, The Journal of Business & Industrial Marketing, pp 433. 

[68]. Giannakis, M., Doran, D., & Chen, S. (2012). The Chinese paradigm of global supplier relationships: Social control, formal 
interactions and the mediating role of culture. Industrial Marketing Management, 41(5), 831–840. 

[69]. Gronroos, Christian . Management Decision ; London Vol. 35, Iss. 4, (1997): 322-339. 

[70]. Grunert, K.G., Jeppesen, L.F., Jespersen, K.R., Sonne, A.M., Hansen, K., Trondsen, T. and Young, J.A. (2005), “Market orientation 
of value chains: a conceptual framework based on four case studies from the food industry”, European Journal of Marketing, Vol. 

39 No. 5, pp. 428-455. 

[71]. Gummesson, E., "The new marketing - developing long-term interactive relationships", Long Range Planning, Vol.20 No. 4, 1987, 
pp. 10-20. 

[72]. Hadjikhani A. and LaPlaca P. (2013), “Development of B2B marketing theory,” Industrial Marketing Management, 42/3, pp 294-

305. 
[73]. Hakansson, H. (Ed.), International Marketing and Purchasing of Industrial Goods, Wiley, New York, NY, 1982. 

[74]. Heikki Karjaluoto and Nora Mustonen, The role of digital channels in industrial 

marketing communications, Journal of Business & Industrial Marketing 30/6 (2015) 703–710 
[75]. Heikki Karjaluoto, Nora Mustonen and Pauliina Ulkuniemi (2015),'The role of digital channels in industrial marketing 

communications',Journal of Business & Industrial Marketing 6, 703–710 

[76]. Hlavacek, J.D. and T. J. McCuiston (1983), “Industrial Distributors – When, Who and How”, Harvard Business Review, 86 (March 
– April), pp 96-101. 

[77]. http://www.hager.co.in/services/where-to-find-us/21369.htm?showall=J 

[78]. https://www.schneider-electric.co.in/en/locator/?locale=IN_en2&type=search&locator=distributor&header=se 
[79]. Hunt, David M. and Radford, Scott K. and Evans Kenneth R. (2013),” Individual differences in consumer value for mass 

customized products”, Journal of Consumer Behavior, Vol. 12, pp 327-366 

[80]. IEC Standard – IEC 60947-1 
[81]. IEEMA LV Division Homepage 

[82]. IEEMA Quarterly Review & Analysis 

[83]. Industrial Regions: 8 Major Industrial Regions of India by Smriti Chand -  http://www.yourarticlelibrary.com/industries/industrial-
regions-8-major-industrial-regions-of-india/14159 

[84]. IS/IEC Standard – IS/IEC 60947 – 1 to 6 

[85]. Järvinen, J., Töllinen, A., Karjaluoto, H. and Jayawardhena, C. (2012), “Digital marketing in the era of social media: use, 
measurement, and barriers in the B2B 

sector”, Marketing Management Journal, Vol. 22 No. 2, pp. 102-117. 

[86]. Johnson, Jean L. (1999), "Strategic Integration in Industrial Distribution Channels: Managing the Interfirm Relationship as a 

Strategic Asset," Academy of Marketing Science Journal, 27 (1), 4-18. 

[87]. Johnston, W.J. and Lewin, J.E. (1996), “Organizational buying behavior: toward an integrative framework”, Journal of Business 
Research, Vol. 35 No. 1, pp. 1-15. 

[88]. Kandemir, D., Yaprak, A. and Cavusgil, S.T. (2006), “Alliance orientation: conceptualization, measurement, and impact on market 

performance”, Journal of the  
[89]. Karjaluoto and Mustone, Journal of Business & Industrial Marketing 2015 

[90]. Kelly, E.J. and Lazer, W., Managerial Marketing, Irwin, Homewood, IL, 1973. 

[91]. Kraljic, P. (1983), “Purchasing must become supply management”, Harvard Business Review, Vol. 61 No. 5, pp. 109-117. 
[92]. Kumar, Nirmalya, Lisa K. Scheer, and Jan-Benedict E. M. Steenkamp (1995), "The Effects of Perceived Interdependence on Dealer 

Attitudes," Journal of Marketing Research, 32 (3), 348-56. 

[93]. Kumar, Nirmalya, Louis W. Stern, and Ravi S. Achrol (1992), "Assessing Reseller Performance from the Perspective of the 
Supplier," Journal of Marketing Research, 29 (5), 238-53. 

[94]. LaPlaca P. J.  (2013) “Research Priorities for B2B marketing Researchers”, Industrial Marketing Management, Vol. 17, pp. 135-

150. 
[95]. LaPlaca, P. J. & KATRICHIS, J. M. (2009)., “Relative Presence of Business-to-Business Research in the Marketing Literature”., 

Journal of Business to Business Marketing, 16. Pp. 1-22. 

[96]. LaPlaca, P. J. (1997). Contributions to marketing theory and practice from industrial marketing management. Journal of Business 
Research, 38(3), 179–198. 

[97]. LaPlaca, P. J. (2009). Improving B2B marketing process. Industrial Marketing Management, 38(3), 237–238. 

[98]. LaPlaca, P. J., & Katrichis, J. M. (2009). Relative presence of business-to-business 
research in the marketing literature. Journal of Business-to-Business Marketing, 16(1–2), 1–22. 

[99]. Larsson, Al. (2005). Design and Selection of Industrial Marketing Channels, Lulea University of Technology 

[100]. Lewin, J.E. and Donthu, N. (2005), “The influence of purchase situation on buying center structure and involvement: a select meta-
analysis of organizational buying behavior research”, Journal of Business Research, Vol. 58 No. 10, pp. 1381-1390. 

[101]. Lewis, Edwin, H. (1968), “Marketing Channels: Structure and Strategy, McGraw-Hill, New York. 

[102]. Lewis, M. C. and Douglas M. Lambert (1991), "A Model of Channel Member Performance, Dependence, and Satisfaction," Journal 
of Retailing, 67 (2), 205. 

[103]. Lilien, G.L. and Weinstein, D. (1983), “An international comparison of the determinants of industrial market expenditures”, Journal 

of Marketing, Vol. 48 No. 1, pp. 46-53. 
[104]. Lynch, J. and De Chernatony, L. (2004), “The power of emotion – brand communication in business- to- business markets”, Journal 

of Brand Management, Vol. 11 No. 5, pp. 403-19. 

[105]. Malhotra, N.K. & Dash, S. (2012). Marketing Research: An Applied Orientation (6th ed.). Pearson. 
[106]. Manchanda, P., Dubé, J.-P., Goh, K.Y. and Chintagunta, P.K. (2006), “The effect of banner advertising on Internet purchasing”, 

Journal of Marketing Research, Vol. 43 No. 1, pp. 98-108. 

http://www.hager.co.in/services/where-to-find-us/21369.htm?showall=J
https://www.schneider-electric.co.in/en/locator/?locale=IN_en2&type=search&locator=distributor&header=se
http://www.yourarticlelibrary.com/industries/industrial-regions-8-major-industrial-regions-of-india/14159
http://www.yourarticlelibrary.com/industries/industrial-regions-8-major-industrial-regions-of-india/14159


Marketing Approach for Industrial Consumables in India 

DOI: 10.35629/8028-0910024050                                 www.ijbmi.org                                                     49 | Page 

[107]. Mangold, W.G. and Faulds, D.J. (2009), “Social media: the new hybrid element of the promotion mix”, Business Horizons, Vol. 52 

No. 4, pp. 357-365. 

[108]. Merritt, N.J. and Newell, S.J. (2001), “The extent and formality of sales agency evaluations of principals”, Industrial Marketing 
Management, Vol. 30 No. 1, pp. 37-49. 

[109]. Michaelidou, N., Siamagka, N.T. and Christodoulides, G. (2011), “Usage, barriers and measurement of social media marketing: an 

exploratory investigation of small and medium B2B brands”, Industrial Marketing Management, Vol. 40 No. 7, pp. 1153-1159. 
[110]. Moller. Dan. (2013), “The Epistemology of Popularity and Incentives”, Thought, A Journal of Philosophy, Vol. 2, pp 148 – 156. 

[111]. Moon, J. and Tikoo, S. (2002), “Buying decision approaches of organizational buyers and users”, Journal of Business Research, 

Vol. 55 No. 4, pp. 293-299. 
[112]. Mora Cortez, R, Business to Business Marketing History, Industrial Marketing Management, 2017 

[113]. Morgan, R.M. and Hunt, S.D. (1994), “the commitment-trust theory of relationship marketing”, Journal of Marketing, Vol. 58, July, 

pp. 20-38. 
[114]. Mudambi, S. (2002), “Branding importance in business-to-business markets – three buying clusters”, Industrial Marketing 

Management, Vol. 31 No. 6, pp. 525-33. 

[115]. Mudambi, S. and Aggarwal, R. (2003), “Industrial distributors: can they survive in the new economy?”, Industrial Marketing 
Management, Vol. 32 No. 4, pp. 317-25. 

[116]. Mudambi, S., Doyle, P. and Wong, V. (1997), “An exploration of branding in industrial markets”, Industrial Marketing 

Management, Vol. 26 No. 5, pp. 433-46. 
[117]. Mulhern, F. (2009), “Integrated marketing communications: from media channels to digital connectivity”, Journal of Marketing 

Communications, Vol. 15 No. 2, pp. 85-101. 

[118]. Murphy, J. (1990), Brand Strategy, Director Books, Cambridge. 
[119]. Narus, J.N. Reddy and G. Pinchak (1984), “Key Problem facing Industrial Distributors”, Industrial Marketing Management, 13, 

139-147. 

[120]. Nevin, John R. (1995), "Relationship Marketing and Distribution Channels: Exploring Fundamental Issues," Academy of Marketing 
Science Journal, 23 (4), 327-34. 

[121]. Nevins, Jennifer L. and R. Bruce Money (2008), "Performance Implications of Distributor Effectiveness, Trust, and Culture in 

Import Channels of Distribution," Industrial Marketing Management, 37 (1), 46-58. 
[122]. Oxford University International Directory 

[123]. Parasuraman, A. and Zinkhan, G. (2002), “Marketing to and serving customers through the internet: an overview and research 

agenda”, Journal of the Academy of Marketing Science, Vol. 30 No. 4, pp. 286-295. 
[124]. Park, J.E. and Bunn, M.D. (2003), “Organizational memory: a new perspective on the organizational buying process”, Journal of 

Business & Industrial Marketing, Vol. 18 No. 3, pp. 237-257. 

[125]. Perren, L., Berry, A. and Partridge, M. (1999), “The evolution of management information, control and decision-making processes 
in small growth-oriented service sector businesses: Exploratory lessons from four cases of success”, Journal of Small Business and 

Enterprise Development, 5(4), pp. 351-361. 

[126]. Porter, M.E. (1985), Competitive Advantage, The Free Press, New York, NY. 
[127]. Porter, M.E. (1998), Competitive Strategy: Techniques for Analyzing Industries and Competitors, The Free Press, New York, NY. 

[128]. Praduman Kumar, Anjani Kumar, Shinoj Parappurathu and S.S. Raju, (2011), Estimation of Demand Elasticity for Food 

Commodities in India, Agricultural Economics Research Review, Vol. 24 pp -1-14.  

[129]. Roberto Mora Cortez, Wesley J. Johnston, The future of B2B marketing theory: A historical and prospective analysis, Industrial 

Marketing Management 
[130]. Robertson, T.S. and Wind, Y. (1980), “Organizational psychographics and innovativeness”, Journal of Consumer Research, Vol. 7 

No. 1, pp. 24-31.  

[131]. Robinson, P.J., Faris, C.W. and Wind, Y. (1967), Industrial Buying and Creative Marketing, Allyn & Bacon, Boston, MA. 
[132]. Rosenbloom, B. (1991), Marketing Channels, 4th ed., The Dryden Press, Chicago, IL 

[133]. Rosenbloom, B. (1999). Marketing Channels. A Management View, 6th Edition, The Dryden Press, Harcourt Brace College 

Publishers. 
[134]. Rosenbloom, B. (2004), Marketing Channels: A Management View, 7th ed., South-Western, Cincinnati, OH. 

[135]. Rosenbloom, B. (2007), “Multi-channel strategy in business-to-business markets: prospects and problems”, Industrial Marketing 

Management, Vol. 36 No. 1, pp. 4-9. 
[136]. Scott, D.M. (2010), The New Rules of Marketing and PR: How to Use Social Media, Blogs, News Releases, Online Video, and 

Viral Marketing to Reach Buyers Directly, 2nd ed., Wiley, Hoboken, NJ. 

[137]. Sharma, A. (2002), “Trends in Internet-based business-to-business marketing”, Industrial Marketing Management, Vol. 31 No. 2, 
pp. 77-84. 

[138]. Sheth, J. N., & Gross, B. L. (1988). Parallel development of marketing and consumer 

behaviour: A historical perspective. In Terence Nevett, & Ronald Fullerton (Eds.), 
Historical perspectives in marketing (pp. 9–33). Lexington, MA: Lexington Books. 

[139]. Sheth, J. N., & Parvatiyar, A. (1995a). Relationship marketing in consumer markets: 

Antecedents and consequences. Journal of the Academy of Marketing Science, 23(4), 
255–271. 

[140]. Sheth, J. N., & Parvatiyar, A. (1995b). The evolution of relationship marketing. International Business Review, 4(4), 397–418. 

[141]. Sheth, J. N., Gardner, D. M., & Garrett, D. E. (1988). Marketing theory: Evolution and evaluation. New York: John Wiley & Sons, 
Inc. 

[142]. Sheth, J.N. (1973), “A model of industrial buyer behavior”, Journal of Marketing, Vol. 37 No. 4, pp. 50-56. 

[143]. Shipley David and Prinja Sunil (1988). The Services and Supplier Choice Influences of Industrial Distributors. Service Industries 
Journal. 8. 176-187. 

[144]. Shipley, D. and Jobber, D. (1994), “Size effects on sales management practices of small firms: a study of industrial distributors”, 

Journal of Personal Selling & Sales Management, Vol. 14 No. 1, pp. 31-43. 
[145]. Shipley, D.D. (1984), “Selection and motivation of distribution intermediaries”, Industrial Marketing Management, Vol. 13 No. 4, 

pp. 249-56. 

[146]. Shipley, D.D., Cook, D. and Barnett, E. (1989), “Recruitment, motivation, training and evaluation of overseas distributors”, 
European Journal of Marketing, Vol. 23 No. 2, pp. 79-93 

[147]. Shipley, David (1987), “Problems confronting British Industrial Distributors”, European Journal of Marketing, 21 (3), 77-88. 



Marketing Approach for Industrial Consumables in India 

DOI: 10.35629/8028-0910024050                                 www.ijbmi.org                                                     50 | Page 

[148]. Sink, H.L. and Langley, C.J. Jr (1997), “A managerial framework for the acquisition of third-party logistics services”, Journal of 

Business Logistics, Vol. 18 No. 2, pp. 163-89. 

[149]. Stern, L.W. and El-Ansary, A. (1992), marketing Channels, 4th ed., Prentice-Hall, Englewood Cliffs, NJ. 
[150]. Walters, P.G.P. (2008), “Adding value in global B2B supply chains: strategic directions and the role of the internet as a driver of 

competitive advantage”, Industrial Marketing Management, Vol. 37 No. 1, pp. 59-68. 

[151]. Webster, F.E. and Wind, Y. (1972), “A general model for understanding organizational buying behavior”, Journal of Marketing, 
Vol. 36 No. 2, pp. 12-19. 

[152]. Webster, Frederick E. Jr (1976), “The Role of the Industrial Distributor in Marketing Strategy”, Journal of Marketing, pp. 10-17. 

[153]. Weinberg, B.D. and Pehlivan, E. (2011), “Social spending: managing the social media mix”, Business Horizons, Vol. 54 No. 3, pp. 
275-282. 

[154]. Welling, R. and White, L. (2006), “Web site performance measurement: promise and reality”, Managing Service Quality, Vol. 16 

No. 6, pp. 654-670. 
[155]. Wertime, K. and Fenwick, I. (2008), DigiMarketing: The Essential Guide to New Media & Digital Marketing, Wiley. 

[156]. Wilkie, W. L., & Moore, E. S. (2003). Scholarly research in marketing: Exploring the „4 eras‟ of thought development. Journal of 

Public Policy & Marketing, 22(2), 116–146. 
[157]. Wise and Morrison (2000), “Beyond the Exchange: The Future of B2B,” Harvard Business Review, November-December 2000, 86-

96. 

[158]. Wotruba, T.R. (1996), “The transformation of industrial selling: causes and consequences”, Industrial Marketing Management, Vol. 
25 No. 5, pp. 327-338. 

[159]. Wren, B.M. and Simpson, J.T. (1996), “A dyadic model of relationships in organizational buying: a synthesis of research results”, 

Journal of Business & Industrial Marketing, Vol. 11 Nos 3/4, pp. 63-79. 
 

 

Mr. Sumit Kumar Pundhir. “Marketing Approach for Industrial Consumables in India.” 

International Journal of Business and Management Invention (IJBMI), vol. 09(09), 2020, pp. 40-

50. Journal DOI- 10.35629/8028 

 

 

 


