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Corporate Buying Trends 2026
How the people who actually buy inside Malaysian organisations are changing — their 
expectations, channels and behaviours, and what it means for suppliers and platforms.
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Transparency
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Corporate buying is being reshaped by the people doing it. A new generation of buyers expects the 
same speed, transparency and self-service at work that they get as consumers — and they are 
increasingly unwilling to wait days for a quote or navigate opaque, manual processes to place a routine 
order.

This report sets out the corporate buying trends shaping Malaysian organisations in 2026: the shift to 
self-serve digital catalogues, consumer-grade expectations, consolidation onto fewer platforms, and 
data-led decision-making. Figures are illustrative, representative benchmarks drawn from Lapasar's 
marketplace operations across Peninsular Malaysia and engagement with buyers — see the sources 
note below. They describe directional behaviour, not a verified survey.

Key findings
• Buyers increasingly expect consumer-grade experiences at work — search, transparent pricing, real-time 

stock and delivery visibility, and self-service for routine purchases.

• Routine, high-frequency buying is shifting to self-serve digital catalogues, reserving human effort for 
strategic sourcing and exceptions.

• Buyers are consolidating onto fewer platforms and suppliers that can serve breadth reliably, rather than 
juggling many single-category vendors.

• Price transparency and total-cost visibility now weigh as heavily as unit price in supplier and platform 
selection.

• Data is entering the buying decision at the point of purchase — availability, lead time and compliance 
surface alongside price.

The consumer-grade expectation reaches procurement
The biggest shift is expectation. Buyers who shop online in their personal lives now expect the same at work: 
instant search, clear pricing, real-time stock, delivery tracking and the ability to complete a routine order 
themselves without a chain of emails. Processes that fail this test increasingly get bypassed — the root of 
maverick spend.

The benchmark below is representative of buyer behaviour Lapasar observes across Peninsular Malaysia. It 
captures the direction of travel: routine buying moves to self-serve, while human effort concentrates on the 
decisions that actually need judgement.



Behaviour Direction Illustrative strength

Self-serve for routine buys Rising Strong

Demand for price/stock 
transparency

Rising Strong

Consolidation onto fewer platforms Rising Moderate–strong

Data-led buying at point of purchase Rising Moderate

Manual, email-based ordering Falling Moderate

Illustrative representative directions for benchmarking only — not a verified survey.

What buyers now weigh in a decision
Unit price still matters, but it no longer decides alone. Buyers increasingly weigh availability, delivery 
reliability, breadth of catalogue, contract pricing and the ease of the buying experience itself. The suppliers 
and platforms that win are those that reduce total effort and total cost, not just headline price.

• Availability and delivery reliability rival unit price

• Breadth of catalogue reduces the need for multiple vendors

• Contract pricing and transparency build repeat trust

• Ease of self-service keeps buying on-catalogue

What it means for suppliers and platforms
For suppliers, the message is that reliability, breadth and a frictionless digital experience are now competitive 
necessities, not differentiators. For procurement leaders, the opportunity is to meet the new buyer 
expectation with a single managed marketplace — one that offers consumer-grade self-service while 
keeping spend on-contract and under management.

Common questions
How are corporate buyers changing in Malaysia?
Buyers increasingly expect consumer-grade experiences at work — instant search, transparent pricing, real-time 
stock, delivery tracking and self-service for routine orders. Routine buying is shifting to digital catalogues, 
reserving human effort for strategic sourcing.

Why does self-service matter for procurement?
When routine buying is easy and self-serve, buyers stay on-catalogue and on-contract; when it is slow and 
manual, they bypass the process, creating maverick spend. Meeting the self-service expectation is how 
procurement keeps spend under management.

What do corporate buyers weigh besides price?
Increasingly, availability, delivery reliability, breadth of catalogue, contract pricing and the ease of the buying 
experience — total effort and total cost, not just unit price. Suppliers and platforms that reduce friction win repeat 
spend.

What do these trends mean for suppliers?
Reliability, breadth and a frictionless digital experience are now competitive necessities rather than differentiators. 
Buyers are consolidating onto platforms and suppliers that can serve breadth dependably, so single-category, 
manual vendors are increasingly bypassed.

Sources & methodology
• Lapasar marketplace operational data across Peninsular Malaysia (aggregated and anonymised) — spanning 

10,000+ suppliers and 2M+ SKUs.



• Lapasar's direct engagement with corporate buyers and procurement teams.

• Global B2B commerce research literature, used for directional framing only.

• Methodology: figures are illustrative, directional descriptions of behaviour for benchmarking. No confidential buyer or 
client data has been disclosed. Behaviour varies by organisation and category.
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