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Key Success Factors of Operating in Business Marketing
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Abstract

This paper aimed to present the concepts of the business market and key success
factors of operating in business marketing. Business marketing is characteristically different from
consumer marketing due to business marketing being specific to industrial goods; for example, there
are less bulk purchases suppliers and systematic buying decisions. Business marketing consists
of marketing of goods and services of industry in production and support of industrial operation
utilizing process of exchange of product, information, finance, and society systematically. The
competitive advantages in business marketing consist of quantity, delivery, price and the expertise

in production process design. Therefore, to keep pace with the rapidly changing marketing situation,
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businesses have to conform to the key success factors that are comprised of (1) conformance to

specification and differentiate from competitors (2) short lead time and punctuality of delivery (3)

competitive price and (4) capability to design process.

Keywords : Key Success Factors, Business Marketing
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