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Abstract Caused by increasing competitive pressure, more and more companies in
B2B markets are turning from providers of products into providers of customer
solutions. Solutions are highly individualized offerings consisting of product and
service components that are specifically tailored to customer needs. The process of
selling such offerings encompasses (1) a thorough understanding of customer needs,
(2) developing and implementing the offering in line with these customer needs, and
(3) support of the offering in post-purchase activities to generate positive outcomes
for customers.

While much research has investigated solution selling from the supplier’s point
of view, the customer’s perspective on solutions has received less attention in the
literature. Because an understanding of customer needs is crucial for solution effec-
tiveness, i.e. the extent to which solutions satisfy customer needs, close cooperation
between customer and supplier is necessary to ensure that customers truly benefit
from purchasing a solution. Customers need to be willing to engage and adapt
throughout the relational processes associated with solution selling, e.g. by sharing
relevant information and data. Thus, a central aspect that drives solution effective-
ness is customer adaptiveness.

Building on previous research in the area of solution selling and Transaction
Cost Economics, we develop a framework to investigate (1) the role of customer
adaptiveness for solution effectiveness from the customer’s point of view, and (2)
customer-, supplier-, and relationship-related drivers of customer adaptiveness. We
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use data collected in 2021 by means of a large survey of different customer groups
purchasing a diverse array of solutions from a large B2B supplier and supplement
this data with objective secondary data from the supplier’s databases. Our results
provide valuable insights for industrial customers into how their adaptiveness
facilitates the implementation of solutions and under which circumstances solutions
are more or less effective. Furthermore, our results help suppliers to better under-
stand the drivers of customer adaptiveness and assess customers regarding their
solution suitability.
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