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STELLINGEN

»X
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Het inkoopgedrag van agratiërs wordt in algemene zin gekenmerkt door het
streven om de koopbeslissing te vereenvoudigen en tijd te besparen.
Dit proefschrift

Ondanks het feit dat agrariërs over het algemeen worden gekenmerkt door veel
herhaalaankopen, bieden de verschillen in leverancierstrouw de mogelijkheid
tot een gedifferentieerde marketingstrategie.
Dit proefschrift

3.

Een veel gehoorde Stelling dat agrariërs voornamelijk op basis van emotionele
c.q. irrationele gronden inkoopbeslissingen nemen, wordt niet ondersteund
door theoretische argumenten en empirische onderzœksresultaten.
Dit proefschrift

4.

De betrokkenheid van bedrijfsleden bij inkoopbeslissingen wordt voornamelijk
bepaald door variabelen waarmee een agrarische bedrijf getypeerd kan worden
en is vrijwel onafhankelijk van de koopsituatie.
Dit proefschrift

5.

Ketenmarketing is gedefinieerd als de gezamenlijke marketing-operatie van
twee of meer opeenvolgende ondernemingen in een agrarische marketingkanaal
die gericht is op een derde partij. Gegeven deze definitie is ketenmanagement
een uitvloeisel van ketenmarketing.
Meulenberg, M.T.O. en M. Kool (1994), Chain Marketing of Agricultural Products.
In: G. Hagelaar (ed.), First International Congress on Chain Management. Wageningen:
Landbouwuniversiteit, Vakgroep Bedrijfskunde.

6.

De huidige druk op de prijzen van A-merken toont aan dat consumenten hun
koopbeslissingen rationeler nemen dan door marketeers wordt verondersteld.

7.

Wie uit de leegloop van de kerken de conclusie trekt dat de kerken niet in
de religieuze behoeften van mensen voorzien, doet een theologisch juiste
uitspraak.
Becker, I.W. en R. Vink (1994), Secularisatie in Nederland 1966 - 1991: de verandering van
opvattingen en enkele gedragingen. Rijswijk: SCP.

8.

Natuurontwikkeling in de directe woon- en leefgebieden van mensen is
milieuvriendelijker dan de ontwikkeling van natuur zoals voorgesteld in
de ecologische hoofdstructuur.
Ministerie van Landbouw en Visserij (1989), Natuurbeleidsplan: beleidsvoomemen.
Den Haag: SDU

9.

Mensen met zeer progressieve denkbeeiden zijn wat betreft de concrete
toepassing van deze denkbeeiden in de maatschappij zodanig dogmatisch
dat ze altijd progressief blijven.

10.

De behoefte aan zekerheid neemt toe naarmate men meer zekerheden heeft
vergaard.
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CHAPTER

ONE

INTRODUCTION AND OVERVIEW

1.1

INTRODUCTION

This thesis deals with the buying behavior of Dutch farmers. Purchasing has become
an important management task on the farm. From 1980 to 1990, Dutch farmers
spent an average of 60% or more of their farm revenues on inputs purchased from
off-farm suppliers: arable farmers about 59%, dairy farmers about 62% and livestock farmers about 79% (LEI 1981-1991). In particular, purchasing has been
affected by increased productivity and specialization. During this century, output per
farm has expanded dramatically due to a continuous 'technology push': new breeds,
new machinery and new production methods. Machinery is substituting labour and
the use of various inputs (e.g. chemicals, compound feed, fertilizer) has been intensified.
The farm supply industry is confronted with an increasing level of competition as a
result of three important trends: (1) stabilizing or shrinking markets; (2) internationalization; (3) shorter product life cycles. The negative development of the farm
input market is, among others, caused by (a) decreasing number of farmers, (b)
changes in the Common Agricultural Policy (CAP) of the European Community
(EC), in particular the McSharry plan, which aims to diminish agricultural surpluses, and (c) decreasing prices for agricultural products. Moreover, the farm input
market is characterized by increasing internationalization. In several regions, such as
the EC and North America, trade barriers are lifted. Very large firms now tend to
sell their products globally because of the unfavourable internal market situation.
Finally, as a result of the growing speed of technological innovation, products
become technically obsolete at a much faster rate. Consequently, producers of farm
supplies are forced to cut down on the time-to-market by means of internal adaptation, such as multi-functional R&D teams and concurrent engineering, and external
adaptations, such as strategic alliances and cooperations (Millson et al. 1992; Vesey
1992). Shorter product life cycles also increase the level of competition in the farm
input market.
1
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Chapter 1

The above mentioned developments have increased the need for understanding
farmers' buying behavior. In order to make real progress in this respect, a general
framework of farmers' buying behavior is needed. More specifically, our theoretical
knowledge with respect to the buying choices within a product category should be
improved.
Many theories have been developed and much research has been done on the buying
behavior of consumers and industrial buyers. Consumer behavior is concerned with
the buying behavior of individual consumers or households who buy goods in order
to gain satisfaction/utility. Industrial buying behavior is concerned with the buying
behavior of organizations which buy goods for production purposes. Attention is
generally focused on the buying behavior of formal organizations, being compartmentalized, pursuing functional specialization, and operating on the basis of
prescribed policies and procedures.
Farmers' buying behavior can be perceived as a specific type of industrial buying
behavior, because farmers buy inputs to produce farm products. However, the
organizational context of farmers' buying behavior is completely different from the
buying behavior of industrial companies. In Western societies, farms are in general
small-scale businesses without compartmentalization and formalized procurement
procedures. Management, including purchasing, is primarily the responsibility of the
farmer, and the labour is provided by the farmer, his family and sometimes
employees. Although the farmer often carries out the purchase, the buying decision
can be made autonomously by the farmer or jointly with other family members. This
buying situation is very similar to the buying decision-making within households. In
this context, one member of the household does the shopping, but the whole family
may decide about which products are bought. For this reason, fanners' buying
behavior can be characterized as industrial buying behavior as far as the product is
concerned and as households' buying behavior from the organizational point of view.
Another important aspect of the buying behavior of family farms is the interdependency between expenditures on household consumption and on means of production.
Given a particular income level, an increase of the expenditures on farm production
goes at the expense of expenditures on consumption and vice versa.
Although the buying behavior of consumers and industrial organizations is thoroughly investigated, there is a lack of theory and research with respect to the buying
behavior of farmers. This study may contribute to increase our understanding of
farmers' buying behavior. In this way, our analysis contributes to the understanding
of the purchasing by small-scale family businesses. In order to develop a theory of
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farmers' buying behavior, the theories and concepts of both industrial buying
behavior and consumer behavior will be used and combined.

1.2

THE OBJECTIVES OF THE STUDY

In general, buying decisions involve at least two choices: (i) product choice, i.e. the
decision to buy or not to buy a particular product (class); and (ii) choice within a
product class, i.e. the selection of the specific product type, brand, and supplier
within a product class (Sheth et al. 1992). This study is focused on the analysis of
farmers' decision making processes with respect to choices within product classes,
given that a purchase in the product class will be made. In the following, it is
assumed that the farmer has a buying problem. The buying problem is defined here
as the situation in which the farmer is convinced that he has to buy a certain input
(good/service), and wherein he has to choose between a number of alternatives
(different product types, brands and suppliers). This buying problem will be taken
for granted and we will concentrate our research on the farmers' choice-making of a
specific product in a product class.
The outcome of planning models in farm management refers to product choices, i.e.
how much of a certain input should be purchased. For this reason, the analysis of
farmers' choice-making within a product class is complementary to these planning
models.
From the marketing point of view, the development of a theoretical framework of
farmers' buying behavior requires a combination of theories and models concerning
industrial buying behavior and consumer behavior. Although several authors have
noted the similarities between industrial and household buying behavior (Woodside
et al. 1977; Sheth 1979; Zaltman and Wallendorf 1979; Fern and Brown 1984), to
the author's knowledge, no study has combined the models and theories of these two
streams of marketing research, and which could enhance the understanding of the
buying behavior of small-scale family businesses.
So far, only few scientific articles have focused on the decision making processes of
farmers with respect to their choices within a product class. Studies have been
carried out about farmers' purchase of tractors (Foxall 1979), herbicides (Funk
1980), fertilizer (Funk 1982), and broiler feed (Funk and Tarte 1978). These studies
are, however, very descriptive and of limited scope. A general model of the buying
behavior of farmers was not developed.

4
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The objectives of this study are two-fold. Firstly, it develops a general model of
farmers' buying behavior to identify key variables in this buying behavior and to
provide a framework for their relationships and their function. Secondly, a number
of hypotheses on farmers' buying behavior are empirically tested.

1.3

OUTLINE OF THE BOOK

The first objective of this study, the development of a general model of farmers'
buying behavior, is covered in part I (chapters 2 to 4). In chapter 2, the context of
farmers' buying decisions is discussed. Buying decisions are preceded by a number
of choices concerning the allocation of available income. These choices determine
the budget available to buy within a product class. A general framework is proposed
for the farm income allocation process.
In the buying behavior literature, much attention is devoted to the decision making
of industrial buyers and consumers regarding the choices within product classes.
Some general characteristics of farmers' buying behavior are discussed in chapter 3
by positioning this behavior within the field of identified buying behaviors.
A general model of farmers' buying behavior with respect to their choices within
product classes is proposed in chapter 4. This model is developed on the basis of
concepts and theories on industrial buying behavior and consumer behavior. This
chapter marks the end of the theoretical part of this study.
The second objective of this study, the empirical testing of a number of hypotheses
on farmers' buying behavior, is covered in part n (chapters 5 to 11). In chapter 5,
the structure of the empirical study is discussed. This chapter includes a discussion
about the design of the empirical study, the sampling procedures, the field work and
the operationalizations of the study's variables. Chapter 6 provides a justification of
the method used to measure the influence of buying center members on farms.
According to the model proposed, farmers' buying behavior consists of three dimensions: (i) buying process, (ii) buying structure (decision making unit) and (iii)
relationships with suppliers/loyalty to choice alternatives. On the basis of the general
model, concrete hypotheses are proposed and tested using the data of the empirical
study. The results are reported in the chapters 7 to 11. Four types of farmers were
included in the empirical study, i.e. arable farming, dairy farming, pig farming and
greenhouse market gardening. The buying behavior of these farmers was investigated with respect to a particular type of equipment (tractors, fertilizer spreader or

