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Abstract

This study aims to examine the purchasing decision-making process for Copper Busbar in the
electrical and energy industry, with a focus on identifying the key factors influencing industrial buyers’

(B2B) selection of manufacturers.

The factors investigated include price, credit terms, lead time, and production and supply
feasibility/availability. The sample consists of purchasing decision-makers from electrical and energy
companies across multiple regions. Respondents were asked to evaluate the attractiveness of 20

manufacturer profiles. The data were subsequently analyzed using Conjoint Analysis.

The findings indicate that credit terms are the most influential factor in the decision-making
process, particularly Open Account arrangements offering payment periods of 30—90 days. This is
followed by fast and reliable lead time. Price has a secondary influence and is not the primary
determinant of purchasing decisions. In addition, the ability of a single manufacturer to ensure stable

production and supply significantly enhances buyer confidence.

The results suggest that purchasing decisions for Copper Busbar in the electrical and energy
industry emphasize risk management, project continuity, and financial liquidity rather than price
reduction alone. The findings provide strategic implications for marketing policy development,
customer relationship management, and capability enhancement for manufacturers operating in

industrial markets.

Keywords: Purchasing Decision-Making, Copper Busbar, Industrial Market (B2B), Conjoint
Analysis, Supply Chain
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2

Attribute Level Utility Estimate Std. Error
Low (< 9,000) 0.202 0.083
Price Medium (9,950-10,199) 0.042 0.097
High (10,200-10,500) -0.243 0.097
50/50 -0.984 0.107
LC at Sight -0.049 0.107
Credit
T/T before shipment -1.004 0.107
Open Account 2.036 0.107
Immediate (This Week) 0.498 0.083
Leadtime Short (2-3 Week) 0.136 0.097
Medium (4-6 Week) -0.634 0.097
Partially possible -0.139 0.062
Feasibility
Possible 0.139 0.062

Constant 5.324 0.068
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