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In this paper, we offer critical reflections on several contemporary issues in B2B marketing research. 

Specifically, we consider value, customer solutions, temporary organizations, governance models and sus- 

tainability within this literature. Our reflections lead us to suggest that further B2B marketing research 

is necessary in terms of four main areas (i) integrating complex offers for solutions, (ii) integrating func- 

tional activities, (iii) understanding the inter-related societal effects of B2B marketing, and (iv) under- 

standing B2B marketing in information-poor environments. We develop an agenda that could serve to 

motivate further B2B marketing research while also reminding scholars that ‘it’s not just about Artificial 

Intelligence (AI)’ or Information Technology (IT). 

© 2019 Australian and New Zealand Marketing Academy. Published by Elsevier Ltd. All rights reserved. 
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. Introduction 

The recent business press offers many predictions as to the

uture of B2B marketing. These mostly relate to the effects of

rtificial Intelligence (AI) and information technology (IT). 1 The

merging buzz word is ‘personalization’, or the ability for new

echnologies to create personalized customer experience through

he clever combination and use of data ( Shriber, 2017 ). Scope now

xists to develop specific content for users while also automating

ts targeted release ( Barac et al., 2017 ; Järvinen and Taiminen,

016 ). In effect, AI allows suppliers to simulate rich, engaging

ustomer relationships without having to invest in significant

uman capital ( Huang and Rust, 2018 ). Despite the considerable

edia attention, we contend that AI and IT are only one domain

f a broader set of contemporary issues facing B2B marketing. If

e consider that buyer–supplier relationships have a much longer

nd deeper history as a research area ( Palmatier et al., 2007 ),
✩ The authors would like to thank Sue Holt, Javier Marcos, Mark Davies, Malcolm 

acDonald, Richard Vincent, Anne Blackie, Stan Maklan, Raj Jobanputra, Richard 

rooks, Richard Daniel and members of the Key Account Management Forum at 

ranfield University, UK. 
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ttp://www.squaredot.eu/blog/b2b- marketing- trends- 2019 , https://marketingland. 

om/5- predictions- for- b2b- marketing- in- 2019- 252623 . 
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e also need to acknowledge their importance as a fundamental

ontext that requires closer examination in the wake of current

evelopments. 

Recent B2B marketing research encompasses a suite of trends

ffecting buyer–supplier relationships in broader terms than the

mpact of AI and IT. Perhaps the single biggest issue is value man-

gement ( Eggert et al., 2018 ; Keränen, 2017 ). Research in this area

s now manifest, with this primarily demonstrating the ambigu-

ties of the ‘value’ concept and its continued importance to B2B

arketing. Other areas of interest include customer solutions, the

mplications of temporary organizational forms, the governance of

 broader set of loose network ties, and the sustainability of B2B

elationships. The current state of B2B marketing research suggests

hat a reminder of a broader set of emergent trends requires at-

ention at the present time. In noting the foci of previous reviews,

e selected a series of issues that are particularly relevant at the

resent time, some of which previous reviews do not address. 

. Contemporary issues in B2B marketing – beyond AI and IT 

.1. ‘Value’ 

‘Value’ is now one of the most pervasive concepts in contempo-

ary B2B marketing research. The use of the term is broad, largely

ue to its multiple interpretations in the marketing literature

 Kumar and Reinartz, 2016 ; Payne and Holt, 1999 ). From a cus-

omer perspective, B2B marketing studies tend to focus on value as

ither an input (desired value), as benefits from resources utiliza-
Ltd. All rights reserved. 
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tion (value-in-use), and/or as an outcome (perceived value/value-

in-exchange). From a supplier perspective, B2B marketing studies

largely focus on creating customer perceptions of value and engag-

ing customers in value creation. Recent studies suggest that both

perspectives are relevant to a variety of stakeholders ( Eggert et al.,

2019 ), with the traditional definitions of ‘supplier’ and ‘customer’

roles now blurring ( Grönroos and Voima, 2013 ; Pires et al., 2015 ;

Rönnberg Sjödin, Parida, and Wincent, 2016 ). In short, the use of

the ‘value’ concept is a double-edged sword. In one sense, it offers

some additional substance to understanding benefits. In another

sense, the ‘value’ concept introduces additional ambiguities in a

range of ways, thus making it necessary to re-examine long-held

interpretations of established ideas. The following sub-sections at-

tempt to summarize the vast B2B value literature. 

2.1.1. How and when to engage customers 

Engagement between the supplier and the customer is essen-

tial to the creation and realization of value ( Conduit et al., 2019 ).

Of interest in B2B markets is value co-creation. Defining value

co-creation has become increasingly difficult due to the prolifer-

ation of interpretations in the literature ( Ranjan and Read, 2016 ).

The essential components involve participation from the customer

in value creation activities and the focus on value-in-use ( Ranjan

and Read, 2016 ). Customer participation can take many forms.

B2B marketing studies typically focus on task completion and

problem-solving ( Aarikka-Stenroos and Jaakkola, 2012 ; Petri and

Jacob, 2016 ; Powers et al., 2016 ), with knowledge or information

exchange holding common interest ( Petri and Jacob, 2016 ; Prior

et al., 2019 ). 

How and when to engage customers is a perennial challenge.

Where value co-creation is necessary, customer involvement is cru-

cial. However, individual customer representatives may engage dif-

ferently, making value co-creation a fickle and difficult-to-manage

process ( Prior et al., 2019 ; Prior and Marcos-Cuevas, 2016 ). There

is a need to develop and implement a series of capabilities that

support value co-creation ( Kohtamäki et al., 2013 ; O’Cass and Ngo,

2012 ; Ramaswamy and Ozcan, 2018 ). B2B interactions also reduce

the scope for automation of customer experiences through systems

and technology ( Prior et al., 2019 ). Yet, emergent studies show that

customer engagement is a broad concept and one worth invest-

ing in, despite its challenges ( Prior, 2016a ; Steward et al., 2018 ;

van Doorn et al., 2010 ). With this in mind, studies now consider

B2B customer experience as a long-term phenomenon that evolves

symbiotically and involves multiple touchpoints across the buyer–

supplier dyad ( Jaakkola and Aarikka-Stenroos, 2018 ; Wilson, 2019 ).

2.1.2. Communicating ‘Value’ 

Realizing benefits is often difficult to understand in B2B con-

texts. Creating a perception for customers that they receive value

is difficult due to the varied nature of their roles ( Eggert et al.,

2018 ). The subjective nature of value perceptions also requires cus-

tomer judgements as to whether they feel they receive benefits

from supplier activities ( Macdonald et al., 2016 ; Pinnington et al.,

2016 ). The advent of value co-creation as an activity in which sup-

plier firms wish to engage has led to different dynamics when

considering customer perceived value. The collaborative nature of

value co-creation complicates the nature of customer perceptions

by increasing information flows ( Zhu and Zolkiewski, 2015 ). Cus-

tomers face increasing information processing burdens that shape

their ability to understand value, and this makes it more difficult

to communicate value successfully, thus reducing customers’ abil-

ities to understand the nature of value ( Hultén, 2012 ; Lynch and

de Chernatony, 2007 ; Pinnington et al., 2016 ). In summary, value

is difficult to communicate since it relies on subjective interpre-

tations of multiple actors with heterogeneous interests who face

increasing demands on their information processing capabilities. 
Please cite this article as: D.D. Prior and J. Keränen, Revisiting contemp

ligence, Australasian Marketing Journal, https://doi.org/10.1016/j.ausmj.
.2. Customer solutions 

There is growing recognition that designing and implementing

ustomer solutions is desirable for supplier firms ( Ulaga, 2018 ). The

otential to capture greater share of customer spend while also

reating stronger customer relationships has led to considerable in-

erest in customer solutions ( Hakanen and Jaakkola, 2012 ; Jaakkola

nd Hakanen, 2013 ; Restuccia and Legoux, 2019 ). To create a gen-

ine customer solution, a supplier firm engages with a buyer firm

o design and customize a unique set of products and services (of-

en from multiple vendors), to implement them, and to provide

ost-sales support ( Biggemann et al., 2013 ; Tuli et al., 2007 ). This

ontrasts with the simple provision of products and services. The

upplier firm must develop a set of capabilities that enable cus-

omer solutions, customer firms must have capabilities that allow

hem to engage with this process ( Petri and Jacob, 2016 ; Powers

t al., 2016 ; Storbacka, 2011 ). 

Customer solutions research has begun to mature. There are

ow questions as to the viability of developing true customer so-

utions. In a recent study, Worm et al. (2017) suggest that provid-

ng customer solutions has positive associations with profitability

or firms that have strong sales capabilities and in industries with

trong buyer power, but not necessarily in technology intensive in-

ustries. Many firms have taken a somewhat skeptical approach to

ustomer solutions provision, instead opting for mass customiza-

ion since this accommodates fragmented market contexts better

han true customer solutions provision ( Kowalkowski et al., 2015 ;

alonen et al., 2018 ). For many B2B markets, the importance of

ustomer solutions is likely to continue, particularly since there

re many industries that have strong buyer power. The ability to

evelop customer solutions is still inherently attractive due to the

ompetitive advantage on offer to successful supplier firms. There-

ore, many supplier firms continue to ask how they might develop

ustomer solutions efficiently, how they develop the appropriate

apabilities, and how they align their effort s with buyer firms pro-

uctively ( Panagopoulos et al., 2017 ; Ulaga and Kohli, 2018 ). 

.3. Temporary organizations 

Many B2B engagements involve a temporary set of employ-

es. First recognized in the B2B literature in the context of buying

enter decision-making ( Dawes et al., 1998 ; Jackson et al., 1984 ),

emporary employees perform discrete tasks that are time-bound,

enerally on fixed employment contracts. Buying center members

re often necessary for specific inputs, particularly those that re-

ate to the use of their expertise ( Ghingold and Johnson, 1997 ).

uying centers themselves are temporary organizations since they

re time bound, they control discrete resources, and they focus

n a specific task. Recognition of temporary organizations, as a

roader concept, has a longer history, particularly in contexts such

s feature film production ( DeFillippi and Arthur, 1999 ). More re-

ent studies use the term ‘project-based organization’ for much the

ame purpose ( Bechky, 2006 ; Burke and Morley, 2016 ; Lindkvist

t al., 1998 ). 

Current studies suggest that temporality has important effects.

everal studies highlight ‘citizenship’ as in the degree of physical

nd emotional investment an employee chooses to invest in project

ompletion as potentially problematic ( Blatt, 2008 ; Braun et al.,

013 ). The finite engagement of an employee in a given project

ighlights important questions as to the quality of their work and

ts timeliness. Temporary organizations also have important impli-

ations for knowledge creation and dissemination. The retention of

nformation becomes more difficult in the absence of information-

haring systems or processes, particularly when employees do not

ave an incentive for sharing ( Bakker et al., 2013 , 2011 ; Tempest

nd Starkey, 2004 ). 
orary issues in B2B marketing: It’s not just about artificial intel- 
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Temporary organizations are important in B2B marketing, par-

icularly when considering solutions implementation processes

 Biggemann et al., 2013 ; Brady et al., 2005 ; Prior, 2016a ). There

re important implications for buyer–supplier relationships beyond

he purchase decision that the buying center makes. Buying center

embers are often part of an implementation team. Where tradi-

ional B2B marketing research largely considers the relevance and

nvolvement of buying center members to conclude once when the

uying decision is final, understanding their impacts beyond this

oint is an emerging area of interest in B2B marketing research.

here has been some consideration on the impact of conflict be-

ween temporary workers ( Ojansivu and Alajoutsijärvi, 2015 ), and

here is also evidence to suggest post-project effects of imple-

entation team dynamics that have important implications for

he buyer–supplier relationship as a whole ( Ojansivu et al., 2013 ,

015 ). 

.4. Governance models 

An ongoing concern in the B2B marketing literature is the pre-

ention of opportunistic behaviors by relationship partners ( Heide

t al., 2007 ; Wathne and Heide, 20 0 0 ). Opportunism emerges

hen one partner firm decides to act in its own self-interest to the

etriment of the other partner. The substantial investments neces-

ary by each partner to engage with their counterparts are often

diosyncratic, which adds to the difficulty in relationship break-

owns ( Samaha et al., 2011 ; Wang et al., 2010 ). Research in this

rea tends to focus on the interplay between the contractual forms

hat govern B2B relationships. On one extreme, formal governance

echanisms (explicit contracts) can influence the relationship by

learly specifying the terms of engagement and by articulating

he expectations that each partner holds regarding the relationship

 Ryall and Sampson, 2009 ; Wuyts and Geyskens, 2005 ). On the op-

osite extreme, relational governance mechanisms are largely im-

licit. By considering a relationship in terms of an ongoing re-

ision in partner expectations, communication and consent to a

onger-term vision, mechanisms such as trust and commitment be-

ome more effective ( Mahapatra et al., 2010 ; Stephen and Coote,

007 ). The net outcome of research in this domain highlights the

eed to adopt plural forms of governance to accommodate explicit

utcomes while also overcoming emergent, unforeseen challenges

 Cannon et al., 20 0 0 ; Heide, 2003 ). 

The crux of B2B governance research is how partners can ul-

imately control the activities of each other. In a recent meta an-

lytic review, Crosno and Brown (2015) suggest that process and

utput controls can enhance relationship quality, but increase op-

ortunism, and, that using both forms of control in unison can

ave positive performance effects. Importantly, control mecha-

isms need to account for the nuances that shape the relationship.

his observation is important since there has been no real attempt

o understand how control mechanisms interact with temporary

rganizational forms, with multiple partner arrangement that are

ecessary in assembling and implementing customer solutions and

hen considering the emergence of technologies that automate

ome of the functions that contracts normally fulfill (e.g. such as

utomating procurement decisions). Part of this issue is the need

o control service-related elements which are inherently difficult to

ater for in traditional performance metrics ( Prior, 2016b ). Hence,

here is a clear need for research into B2B governance in the wake

f several emerging factors. 

.5. Sustainability in B2B 

There is growing recognition that buyer-supplier relationships

ave important social and environmental impacts ( Lacoste, 2016 ;

harma et al., 2010 ), and sustainability has emerged as one of the
Please cite this article as: D.D. Prior and J. Keränen, Revisiting contemp

ligence, Australasian Marketing Journal, https://doi.org/10.1016/j.ausmj.2
ey themes in contemporary B2B scholarship ( Johnsen et al., 2017 ;

umar and Christodoulopoulou, 2014 ). Consequently, B2B actors

re increasingly encouraged to demonstrate environmental and so-

ial responsibility, and go beyond economic profitability to con-

ribute to long-term societal well-being ( Kotler, 2011; Nailer et al.,

019 ). However, two key issues appear to hamper this at present. 

First, understanding ‘sustainability’ in B2B contexts is challeng-

ng. As research in the supply chain discipline highlights, under-

tanding whose responsibility it is to engage in sustainability is

ifficult, particularly since it is challenging to influence supplier

nd customer relationships beyond respective dyads ( Chen et al.,

017 ; Huq et al., 2016 ; Meqdadi et al., 2017 ). Institutional norms

t the ecosystem or network level could offer an important means

o improving B2B sustainability ( Nakamba et al., 2017 ; Selviaridis

nd Wynstra, 2015 ; Wu and Jia, 2018 ). 

Second, adopting sustainability practices requires firms usually

o absorb immediate costs and momentarily weakened competi-

ive positions ( Tura et al., 2019 ), while the potential benefits are

nly realized long into the future. Hence, investments into sustain-

bility are often seen as risky proposition ( Ramirez et al., 2014 ),

nd understanding and communicating how different environmen-

al and social practices translate into business impacts to different

takeholders remains a key challenge to many suppliers ( Keränen,

017 ; Patala et al., 2016 ). 

. Discussion 

It is interesting to note that we are largely sympathetic with

he idea that many of the fundamental issues remain the same

 Meyer, 2018 ). AI and IT are likely to offer the greatest benefit

s by improving information accessibility and by presenting it in

eal-time. AI and IT can enable greater efficacy of inputs to au-

omated behaviors such as order taking and fulfillment. B2B mar-

eting, as a subset of the broader marketing discipline however,

aces bigger challenges that largely relate to the acceleration of

nformation flows and the need to accommodate new develop-

ents such as sustainability ( Kumar, 2018 ). There is also higher

ncertainty that emerges from increasingly complex B2B relation-

hips that involve temporary employees and loose coupling be-

ween exchange partners. We aruge that the current state of B2B

arketing research suggests a need for additional consideration of

 range of issues in future studies (see Table 1 for a summary of

hese). 

.1. Problem # 1: integrating complex offers for solutions 

For supplier firms that wish to present customer solutions,

n initial challenge exists in conceptualizing the nature of the

olution. At one level, there is a need to understand the value

roposition. Recent research suggests this involves in-depth com-

unications with target customers and, in B2B markets, this

ven involves co-creating value propositions ( Cova and Salle,

008 ; Frow and Payne, 2011 ; Pires et al., 2015 ). This contrasts

ith the traditional notion of value propositions as a didactic

otion whereby a supplier ‘delivers’ the solution to the customer

 Payne et al., 2017 ). While there is some recognition that value

ropositions are co-created and that this requires a set of organi-

ational capabilities ( Baumann et al., 2017 ), there is a need to also

nderstand the implications of communicative, co-created value

ropositions. 

Communications practices are at the heart of the issue. Where

alue propositions resemble a product (or combination thereof),

here is little scope to vary its composition. This is particularly the

ase when products are already in their final form. Where value

ropositions are co-created, there is much greater scope for vari-

tion. All dimensions of the value proposition are ‘on the table’
orary issues in B2B marketing: It’s not just about artificial intel- 
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Table 1 

Future research directions for B2B marketing research. 

Issue Specific challenges Questions for Future Research 

1. Integrating complex 

offers for solutions 

• Developing a clear vision for customer solutions 
• Integrating diverse offers to deliver seamless 

customer experience 
• Sourcing at the global level 
• Managing co-opetition 
• Determining when to pursue customer solutions 

• How can supplier firms engage productively with buyer firms to develop 

a clear vision for customer solutions development and delivery? 
• How can supplier firms develop the necessary capabilities to lead 

customer solutions development and delivery? 
• How can supplier firms integrate diverse offerings from multiple 

suppliers for innovative, future-oriented customer solutions? 
• How can supplier firms determine when to engage in customer solutions 

development? 

2. Integrating functional 

activities 

• Integrating functional team activities 
• Managing temporality, including citizenship, 

knowledge management and governance 
• Developing appropriate linking mechanisms 

across diverse teams 

• What contractual forms are most likely to create cross-functional 

integration to affect a seamless customer experience? 
• How can supplier firms address the need for customer alignment as both 

a strategic and interpersonal phenomenon? 
• How can suppliers use processes, procedures and other infrastructure to 

support cross-functional alignment, noting the fluidity of functional 

definitions? 

3. Understanding the 

inter-related societal 

effects of B2B marketing 

• Societal impacts 
• Conceptualizing and understanding accountability 
• Conceptualizing and understanding transparency 
• Encouraging circularity 

• How can B2B relationships serve as a platform for addressing societal 

problems? 
• How can agency problems be overcome to encourage a societal-level 

awareness of B2B relationships? 
• What are the appropriate societal mechanisms (e.g. regulation) that 

could encourage more responsible B2B relationships? 
• How can we conceptualize sustainability performance at the service 

ecosystem/ network level? 
• How can zero waste production, transport and exchange processes 

integrate into B2B relationships? 

4. Understanding B2B 

marketing in 

information-poor 

environments 

• Information asymmetries 
• Capability asymmetries 
• Imperfect linkages 

• How can B2B firms develop customer solutions for customers that 

operate in different market contexts, noting the challenges above? 
• How can B2B relationships promote strong linkages with customers in 

emerging markets? 
• How can B2B collate, analyze and understand diverse information and 

distribute it to appropriate stakeholders seamlessly? 
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and, in this case, the supplier faces new challenges. Many B2B

value propositions have the potential to introduce substantial in-

novation in the customer firm ( Coviello and Joseph, 2012 ; Leek and

Christodoulides, 2012 ). Understanding how additional value cre-

ation can occur is unclear to the customer firm and this often leads

to difficulties in conveying the potential of a product/ service com-

bination (customer solution). 

Several scholars argue that designing, developing and imple-

menting customer solutions requires a set of new capabilities

( Eisenhardt et al., 2010 ; Ulaga and Reinartz, 2011 ; Wang et al.,

2013 ; Worm et al., 2017 ). Existing studies highlight the importance

of boundary-spanning to integrate resources from multiple sources

( Hong and Snell, 2013 ; Skålén et al., 2014 ). Despite progress in this

research, there is little consideration of the need for a clear direc-

tion or sense of purpose in negotiating or developing co-created

value propositions and/ or the customer solutions that relate to

these. 

Perhaps the simplest way to convey the nature of this problem

is that a supplier firm needs to have capabilities that allow it to

navigate the development and co-creation of a value proposition,

which leads to a customer solution, which normally requires the

integration of a diverse set of complementary offerings. So, there

is a need for purpose, for clarity in the scoping of a customer so-

lution, and a need for a network of actors to engage productively

in the development and implementation of the customer solution.

Some of the ability to do this depends on the composition of the

network or service ecosystem and the supplier firm’s ability to ac-

cess disparate parts of networks that are often global in their geog-

raphy ( Friend and Malshe, 2015 ; Meynhardt et al., 2016 ; Nenonen

et al., 2019 ; Vargo et al., 2015 ). 
s  

Please cite this article as: D.D. Prior and J. Keränen, Revisiting contemp

ligence, Australasian Marketing Journal, https://doi.org/10.1016/j.ausmj.
.2. Problem # 2: integrating functional activities 

The need to present a coherent and seamless customer experi-

nce suggests a need for coherent integration across multiple parts

f the supplier firm. Indeed, there is considerable research in this

rea, particularly in understanding the role of marketing ( Moorman

nd Day, 2016 ) and how it relates to other functions, particularly

ales ( Liinamaa et al., 2016 ; Piercy, 2009 ). Studies suggest that

oundary-spanning also is important at the intra-firm level to en-

ure coordination of activities and to promote knowledge exchange

 Panagopoulos et al., 2017 ; Piercy, 2009 ; Zhang et al., 2011 ). In the

ge of the temporary organization, however, the meaning of cross-

unctional integration is adopting new meaning. 

At the interpersonal level, the limited citizenship behaviors of

ndividuals probably reduces their inclination to engage produc-

ively across internal functions. The nature of internal functions

hemselves are also more fluid, with several studies highlighting

ales as a profession that experiences high churn rates ( Grewal

t al., 2010 ; Román, 2014 ; Sand and Miyazaki, 20 0 0 ). At the firm

evel, cross-functional integration may be an important objective,

ut it is often difficult to reconcile this with the experiences of

ndividual employees and individual customers ( Laurie and Mor-

imer, 2019 ; Moorman and Day, 2016 ; Skålén et al., 2014 ). 

Attempts to address the disconnect between corporate and

nterpersonal perspectives through the alignment of the firm’s

ctivities and functions have generally focused on contrac-

ual forms in B2B marketing research. The most apparent

xample is performance-based or output-based contracting

 Howard et al., 2016 ; Nullmeier et al., 2016 ; Sumo et al.,

016 ). This approach serves as an impetus that catalyzes the

upplier firm’s various functions to pursue a common goal,
orary issues in B2B marketing: It’s not just about artificial intel- 
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ather than focusing on process alone. Performance-based

ontracting involves the simplification of contractual arrange-

ents by focusing on discrete targets that buyer firms assess at

redetermined points throughout the contract life. Other cross-

unctional integration in B2B marketing include collaborative new

roduct design ( Bonner, 2010 ; Raddats and Easingwood, 2010 ). 

It is fair to say that cross-functional integration is a strategic

oncern for many firms. There is a current need to understand how

lignment can take place in modern B2B engagements. This not

nly relates to traditional notions of functional alignment, but also

o strategic/ interpersonal alignment. Noting the growing fluidity

f organizational forms and the temporality of employee engage-

ent, there is a need for a better understanding as to how the

ultiple layers of complexity interact. There are some broad no-

ions of ‘capabilities’ and ‘contracting’ that may be useful in the

urther exploration of these concepts ( Barac et al., 2017 ; Guo et al.,

018 ; O’Cass and Ngo, 2012 ). There are additional needs to un-

erstand the role of processes and procedures, integrating infras-

ructure and even culture, all of which are likely to help develop

reater depth in cross-functional integration as a meaningful con-

ept for B2B marketing. 

.3. Problem # 3: understanding the inter-related societal effects of 

2B marketing 

There is a growing awareness of the societal impacts of mar-

eting. Whether this be through ethical conduct in product or ser-

ice failures ( Zhu and Zolkiewski, 2015 ), targeting vulnerable con-

umers ( Craig Smith and Cooper-Martin, 1997 ; Silvera et al., 2012 )

r ethical advertising ( Milton-Smith, 2002 ), it is clear that mar-

eting activities have broad implications. In B2B marketing, there

re a set of more profound implications than those that current

arketing research currently recognizes. B2B interactions consti-

ute part of the service ecosystem or network, hence multiple

takeholders face impacts ( Hoejmose et al., 2012 ; Laczko et al.,

019 ). This perspective highlights some important challenges. The

nterdependence of actors across the service ecosystem or network

uggests there is scope for influence. Indeed, this is a core tenet

f power-dependence theory ( Berthon et al., 2003 ; Kumar et al.,

995 ; McFarland et al., 2008 ). 

.4. Problem # 4: understanding B2B marketing in information-poor 

nvironments 

B2B marketing studies recognize the importance of information

reation, sharing and dissemination to the success of B2B relation-

hips ( Biong, 2013 ; Kim et al., 2005 ; Lanzolla and Frankort, 2016 ;

on and Benbasat, 2007 ). Problems in information management

re, however, acute in certain B2B contexts ( Lilien, 2016 ). This re-

ates to complex B2B engagements that generally involve customer

olutions, and, when considering emerging markets. As we have

iscussed, B2B customer solutions require the integration of a di-

erse suite of actors. Understanding employee preferences, their

erceptions and coordinating their behaviors is challenging due to

he quantity of individuals that this involves. These individuals are

lso knowledge workers, meaning the content of their jobs is often

echnically sophisticated and specialized ( Forman et al., 2007 ). This

ncreases the difficulty in coordination since it is often the case

hat specialist knowledge is necessary and relatively few individu-

ls possess the necessary knowledge ( Ahern et al., 2014 ; Franklin

nd Marshall, 2019 ). 

The emerging world is also an environment with significant in-

ormation management challenges. The dearth of available infras-

ructure to collect, collate and transmit information to decision-

akers is acute in many developing countries ( Luo et al., 2012 ).

iven the importance of information exchange to B2B relationships
Please cite this article as: D.D. Prior and J. Keränen, Revisiting contemp

ligence, Australasian Marketing Journal, https://doi.org/10.1016/j.ausmj.2
 Pimentel Claro and Oliveira Claro, 2010 ), identifying means to

vercome the challenges in emerging markets is essential. This is

oteworthy given the expected population growth in many African,

outh American and South Pacific countries over the next twenty

ears. Poor information availability can also hamper accountability,

o there is also a need to understand system-level impacts on the

orld’s supply chains, with countries in the developing world most

ikely to experience the consequences of poorly managed global

upply chains ( Kalaignanam and Varadarajan, 2012 ; Luzzini et al.,

014 ). 

. Conclusion 

In this paper, we reflect on a series of contemporary B2B

arketing issues in the current literature. We take a somewhat

rovocative view, that AI and IT are indeed important issues, but

hat they overshadow other more profound issues that are at the

eart of B2B marketing. Our review builds on recent reviews of

2B marketing research ( Grewal et al., 2015 ; Keränen et al., 2012 ;

eek and Christodoulides, 2011 ; Lilien, 2016 ; Lilien et al., 2010 ;

ordin and Kowalkowski, 2010 ) that tend to focus on a single

omain only, such as B2B branding, customer value and customer

olutions. We generally concur with Lilien’s (2016) notions that

2B marketing research faces limitations in terms of data avail-

bility for complex phenomenon, and that this is particularly acute

n emerging markets. In noting the foci of previous reviews, we

elected a series of issues that are particularly relevant at the

resent time, some of which previous reviews do not address. 

We can see that AI and IT will continue to emerge as impor-

ant phenomena for B2B scholars. Current trends suggest that AI

nd IT will aid in reducing the difficulty of information inten-

ive tasks. Managing customer data, for instance, should become

ore straightforward with AI leading to easier data input, process-

ng and analysis ( Hsieh et al., 2011 ; Krasnikov et al., 2009 ; Moutot

nd Bascoul, 2008 ). Understanding customers will continue to pose

hallenges though, particularly since customer values are often im-

licit and the nature of value is ambiguous. The growing com-

lexity of implementation processes poses an opportunity for AI

nd IT in terms of centralizing and streamlining knowledge flows,

hich then facilitate easier coordination between a set of tempo-

ary, disparate employees. AI and IT may also help to coordinate

iverse resources and manage data flows more efficiently in in-

ormation poor environments, which implies it may help improve

ccountability. 
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