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While commerce between firms, i.e., business or B2Bmarkets
is roughly comparable in monetary terms to the commerce
between firms and consumers (B2C), the volume of high-
quality academic research devoted to issues in B2B pales in
comparison to that focused on B2C.1 Our goal with this spe-
cial issue is a focus on important new research in this
understudied domain.

The special issue comprises four articles—a perspective
piece, which we coauthored with several of our esteemed col-
leagues, and three research articles. Our overview piece lays
out our thoughts on the agenda for research in business mar-
kets, so we will keep this introduction brief. (Note that in line
with journal policy, the articles appear in alphabetical order
based on the last name of the first author of the article).

The first article in the special issue is the perspective piece
by Grewal et al. that lays out challenges and opportunities
associated with understanding and managing buying behavior
in B2B markets. The authors identify four trends that are af-
fecting the nature of B2B buying and the associated research
needs: the changing landscape of B2B buying, the increasing
sophistication of buyers, the impact of technological changes,
and the increasing impact and growth of emerging markets.
For each of these trends, the authors provide an overview of
the domain, a conceptual framework and a research agenda.

Next, Mahr, Rindfleisch, and Slotegraaf examine the im-
portance of creative and deliberate problem-solving styles in

increasing the success of crowdsourcing platforms to solve
innovation-related problems. Based on dual-processing theo-
ry, the authors use survey and archival data to show how the
success of creative and deliberate problem-solving styles
varies depending on the amount of time invested and famil-
iarity of context.

In the third article, Sridhar, Voorhees, and Gopalakrishna
study business trade shows with a focus on short- and long-
term outcomes of lead generation and sales conversion. The
authors use attendee-level data from several trade shows of
Fortune 500 firms to show how key outcomes are driven by
pre-, at-, and post-show marketing efforts.

In the final paper, Yim, Josephson, Johnson, and Sisodiya
study the link between innovation and the influence of inter-
firm relational strategies, i.e., relational proclivity and rela-
tional capability as well as the influence of interfirm relational
traits, i.e., information flow and relational embeddedness. The
authors also conceptualize that marketing and R&D intensities
moderate the influence of interfirm relational traits on innova-
tion outcomes. Using primary and secondary data from a sam-
ple of firms in the high-tech industry, the authors provide
support for their theoretical framework.
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