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Abstract Business-to-business customers are increasingly demanding total solu-
tions in response to suppliers who are increasingly seeking to grow their revenues
by focusing on providing customers with end-to-end solutions. Given that the solu-
tion sales process in business markets is inherently complex and significantly dif-
ferent from the traditional sales process, there is evidence that many salespeople
are unable or unwilling to meet the requirements of solution selling. Although
researchers have begun focusing on business-to-business customer solutions, the
very nature of business-to-business solutions suggests that there are problems to be
solved, and research exploring business-to-business solution provision at the inter-
section of problem solving and sales is extremely limited. In this research, we focus
on the customers’ perspective of salesperson’s problem solving approaches.
Specifically, we provide a brief overview of problem solving literature in the con-
text of personal selling and sales management. Second, from the perspective of
B2B customers, we develop a model with the consequences of the creative and
deliberate problem solving routines of business-to-business salespeople and their
direct and curvilinear effects on customer outcomes. Third, we provide details of
our data collection efforts. Specifically, data collection was accomplished through
an online survey of purchasing managers (respondents had purchasing manager,
buyer, procurement manager, or similar titles) from a panel managed by a reputed
research company. Respondents were (i) screened to verify that their purchasing

S. Madhavaram (P<)
Texas Tech University, Lubbock, TX, USA
e-mail: s.madhavaram@ttu.edu

V. Badrinarayanan - I. Ramachandran
Texas State University, San Marcos, TX, USA
e-mail: vb16@txstate.edu; i_r38 @txstate.edu

R. Appan
Cleveland State University, Cleveland, OH, USA
e-mail: r.appan @csuohio.edu

© The Academy of Marketing Science 2020 349
F. Pantoja et al. (eds.), Enlightened Marketing in Challenging Times,

Developments in Marketing Science: Proceedings of the Academy of Marketing

Science, https://doi.org/10.1007/978-3-030-42545-6_107


http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-42545-6_107&domain=pdf
https://doi.org/10.1007/978-3-030-42545-6_107#DOI
mailto:s.madhavaram@ttu.edu
mailto:vb16@txstate.edu
mailto:i_r38@txstate.edu
mailto:r.appan@csuohio.edu

350 S. Madhavaram et al.

role required them to interact frequently and extensively with salespeople of differ-
ent vendors and (ii) asked to think of one of their important vendors and complete
the survey with respect to that vendor’s salespeople. Here, we also screened the
respondent for interaction and knowledgeability. Fourth, we discuss the method
and analyses corresponding to the testing of our framework. Finally, we conclude
with a discussion of our research’s implications for research and practice. Indeed,
the results of the curvinear effects found in this research provide significant impli-
cations for firms in managing the role of salespeople in solution provision.
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