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June 8, 2026 With the emergence of generative artificial intelligence (Al), business-to-business (B2B) sales

processes are undergoing a fundamental transformation. Despite the growing body of research
on Al-driven marketing, the application of generative Al in B2B sales—particularly within the
software industry—remains underexplored. This study aims to identify generative Al-based
B2B sales strategies in software companies and conceptualize the relationships among their
key components within a comprehensive model. A qualitative approach was adopted, using
thematic analysis. Data were collected through semi-structured interviews with eight B2B
sales experts in the software industry and analyzed using ATLAS.ti. The findings identified
12 subthemes and three overarching themes, which formed the basis for developing a causal
conceptual model of generative Al-enabled B2B sales. The results indicate that generative Al
can enhance sales performance by transforming sales processes, optimizing decision-making,
and improving sales interactions.
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1. Introduction intensified this growth, placing Al at the center of

transformation, businesses must adopt innovative Although ~ considerable attention has been
digital solutions to remain competitive. Among devoted to the role of generative artificial
these technologies, artificial intelligence (Al) has intelligence (GenAl) in business-to-consumer
emerged as a key driver of operational efficiency. (B2C) marketing, its potential in business-to-
Al development has accelerated in recent years, business (B2B) contexts remains relatively
and the release of ChatGPT in late 2022 further underexplored,  despite  the  significant
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competitive advantages it may offer (Liu, 2020).
Forbes (2023) reports that the global software
market, particularly cloud-based and shared-
service models, has grown more than fivefold
over the past seven years. This rapid expansion
has created new challenges and intensified
competition, making the optimization of sales
methods particularly important for software
companies. Therefore, investigating the effects of
generative artificial intelligence on B2B sales
processes in the software industry—especially
within Iran’s distinct economic conditions and
market challenges, including economic sanctions,
currency fluctuations, and difficulties in
international transactions—is an important area
of research (Honarmandi, 2019). Accordingly,
this study seeks to answer the question: “What
B2B sales strategies can be developed through
the use of generative artificial intelligence?”

2. Methods

This study adopts a qualitative research design to
identify B2B sales practices based on generative
artificial intelligence (Al). Given the novelty of
generative Al and the need to develop an in-depth
understanding of experts’ experiences in this
field, thematic analysis was selected as the
research method. Thematic analysis was
conducted based on Braun and Clarke’s
approach, and specialized software was used for
data analysis. The study population consisted of
experts in B2B sales within the software industry.
Based on the established selection criteria, 18
semi-structured interviews were conducted.

3. Results

Given the dynamic nature of B2B sales in the age
of generative artificial intelligence, explaining
the  relationships  among  technological,
organizational, and strategic factors requires a
coherent causal conceptual framework. The
findings of the thematic analysis indicate that this
transformation is not limited to the adoption of
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technology; rather, it takes shape through
interaction with organizational implementation
requirements and challenges and ultimately
influences strategic foresight and policymaking.
Accordingly, a causal conceptual model was
developed to systematically illustrate the
relationships among the main themes and explain
the pathways of direct and indirect effects. This
model is presented in the following figure. The
findings demonstrate that artificial intelligence is
bringing about a fundamental transformation in
B2B sales processes within the software industry

4. Conclusion

This transformation affects not only sales
methods and techniques but also the role of
salespeople, the nature of interactions with
organizational customers, and the structure of
decision-making in sales. Based on the thematic
analysis, the findings can be interpreted along
three main dimensions. First, generative artificial
intelligence is transforming B2B sales roles and
processes. Second, its implementation in
software  organizations  entails  specific
requirements and challenges. Third, the use of
generative artificial intelligence in B2B sales
produces important strategic consequences and
influences organizational performance.

Funding
There is no funding support

Authors™ contribution
All the authors contributed equally to writing the
article

Conflict of interest
Authors declared no conflict of interest

Acknowledgments

The authors consider it necessary to thank the
editor and referees of the magazine for providing
constructive and scientific opinions.

Zeinab Rostami Khavas, Azim Zarei, Maryam Asgharinajib. Generative Artificial Intelligence-Driven B2B Sales Strategies: An
Exploration of the Software Industry



P b2l oo dolidingy
b ——— Journal of Executive Management

%

sl YV B VIO Olxaw \Fef )l ) 9 ).ub An OJLA,CO Vo9

8l oy Cusivo I (OS] 13Jgo (sLoiuaclign ) (ine B2B (g9 la)Sel,

O r iz g,20l BV ®*Vu°ﬂ) palac O olgs () A

ol qlew (boaw o &isls wsyldl Pglc 9 U 3o dbaidl saSuiils ‘@lf))b Cag o 2yl ol S ggmiislat
0l colow «yliown 8BSl o, 13l pole 9 Ca e lasdl 03Sisls wa pae 09,8 Sliwl”
.Q|).3| «yLoww ‘Ua\l.w| .>|)T o&ils «©yboww .).:>|9 :L;Jlf))b SRSV og)f JlﬂbLL.uP

d 10.22080/jem.2026.31463.4042

18l &,b
°-‘-.§S-‘.,? 1Eed ep39,3 1V
sl g3 40,25 Jlo 53 (B2B) ol s ol a8 slasiulyd 3o egiuan Lboe gl by &0
Sgha0 Uhge 38 (Leban Ghge p (e RLL 059> ) ylegly A 3929l Aime ‘Foa.'sb)% U.\.
D30 el i8S )18 (a5 3)90 yiaS liges 38l Cusiuo 5 852940 B2B (ig,d > Wgo :le &b
EotSul )3 go (esban Ubse ik BB Ubesd wlalSal, (lwlid sk ool el sl TO
ol Lusghy .l (09980 (Jao B )3 ol (534S (sloadlie olie lasly) i 9 6)8lp
slodizlias Gb jl osls o plul ggesde Jud=d (g, Sl eolaiwl b g (225 6259, U
5l eslaiwl b g )9035 Ll8ley casiuo )3 B2B (igyd oBus Sl 85 1A b aidly)lislwdos
ol gt ¥ g o6 tsaidn W ilolidh 4 Liagly auls .33ab Julos ATLAS I f3ln5
28,8 )18 Mga gl Lge 1 siie B2B Liigyd e U (ohlo sline 45 b oo
Glwdings (g losiahd ,o Joxi @bl syglid ol S dede plis sl
iS50 Wl 9,9 3Sac 39440 )3 lolize (ol (g9 DMl ()] g (g lwpaaual
o 65lgadS
Sgan Ghge B2B (g8
e )8l o 3o
obgy9 Jluzd
1) 595 (530, B wigd 85w 32 Jbuaus dodde 1

GSoan Lgo dog 9l cpl ple 5 aiS s>
LS bl S Jolge 51 (S olgicay Mgo
D Sguan e .l 63,5 el ildec

S o » iz glowdin < grac o
slod>ol, wuSys b .)J)J_)gb lo,SgunS Wl

Sl padac 1 giumo 035ug *
a_zarei@semnan.ac.ir :Juoql bl (ol (ylioww 6BES1S ST

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy



file:///C:/Users/SDS/Desktop/صفحه%20آرایی/10.22080/jem.2026.31463.4042
mailto:a_zarei@semnan.ac.ir
https://orcid.org/0009-0007-1780-1321
https://orcid.org/0000-0002-8719-6338
https://orcid.org/0000-0002-8403-6136

PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

Journal of Executive Management

Lol (Souzn Lazgil ()8 9 (g
#3338 B2C b 4wl 5 45 B2B (49,9 9 (2b)lL
Db i sl odlwe ey g
5 WL cleaild ) Slellbl Sl aSlesTl
) d9=>90 k.JLol).” L awlés 5 B2B U.ug)s
g Jkwe yip &lie g douzy B2C HL)LL
‘(Y"\Y ‘Wol)&m 9 (SJJM YoVo ‘wobl.imz)
golz Aol ¢)la,3 glows,l HUaily)ge Joles
9 dlwise 51900 ) UBgyd 3=y g I WleMbl
Lamzyy 5 ) DMolse ¢l 5o 5lisjge Jolsi Gas
53 oaidgyd (Voo (hlSes g 5)5)59)) 3850
as .))L) 03pE ) (040 Cudgius B2B slodiuw)
=l 1380 Uig,d S R Sz U
9 omw>) BBl e b Code allgie @S
aole x4.\9).u.\.u GLQGJQLLQ Pl.c.\l (Vo) :\FCJ).‘;.LS
oSz aihd ol )3 o eghas Ghge
Ohge udls dezgl Ao sl i
9 bl glowaled oSdsxio sl (seouas
» ol =Blg Gyl 0,y setuwe bz (g9
slogilly Sl as s s929 )l a8
OleMbl (5)9U8 lod=ol, (gjlubunlpa (Suiuos
9 ie8) deibise (L S glaspel, b
Yol Moguiy g 0l Yool 1904 Ken
N\)bl&cﬁ: 9 L_iJLJJ YolF “V&IS 9 kSQ.M.\..JQ)b

(VelV

s b adpls nl Mge segiuan Gliga (Jlnlb
Sy 9 (59004 «Fie LT 0jg> A H> &S
FN0hlSas 5 993) 3w Jgdio |) B2B oVled ()8
Glgixe lgie (59l0 ol (JUo @l (VoYW
slel oadinggjlw sz G99 sloslgiiinny 9 ladie

11 Dwivedi

2 Rodriguez et al

13 Agnihotri

14 Hossein & Gilbert

15 Gutierrez et al

16 Tallon & Pinsonneault
7 Charoensuk & Khang
18 Liang et al

19 Deweo et al

Sl g aid)S ool by sl glad
639381 Wlids ol PoP¥ Jlw 519l ;> ChatGPT
o3> L8 azgi vgilS )3 1) Mge (segiuan g g
Lot (siiww slaxe B,y (FoPF M6VgS) Canl
3515 35505 (Swoi b gaaddo @S (cguan
lgsizxo 393 (2Ulgs Moo (couan g slos,9Ld
) =8y lgizo aS 35)l5 |y (g3u3s laosls U
‘u_é)g.o YoVF :Yobl&m 9 UAJ)Lm) .\.usuo .\..tl.Q.)
L5|¢cga;;o)gj _)Jg.o (€0 U9 :8§|9).> (VoYY
oS Cawl (opuiblo (5350 590 &5 S5L ¢gi
39 (50 Yo U (segiuan (g 0j9> I (s S9>

(YoYY ‘Fu-éJ9*°)

Uhge a5 13,5 plgie (Yo¥)) i, ¢ Kilge
9 PLLL slowulled @idiS ass )5 eguas
L SeS L Nlgige 9 035 Jexie ) g8
(STP) 2Lelile g ()l38ban sy
Glops )bl S Jagand | (2LLBL locadled
ohge bl ol 4 @Lbb 9 Ubgss
L ju5 Mgo (eghuan hge - ilesds Jaadi (segiuan
Lol ol ,o (M8 (g hST by ()5 S.92
230 ojlal B2B slocSpd 4 g 03,5 sl
35S jieskw (4293 oo 4 1) 395 Olilec
Agaso VY Y 38 So VoV F ol S g 5 5m)

(YoYF

Mgo egluas g LI 41 (5)luw a>gi 4z 3l
OT Cadyls wuwl o Wglase B2C u_)l.:)l)b 3

Llgi 0 4S 500 sbljo 3929 B2B lodisg 4o
Wbl oligen S pobd 8 bl
Do YoV F S gmyiy 9 5550,39,) sl s35le 8
G ol (Yo DohlSen g (sauged VeVo

! Kalota

2 Hartmann et al

3 Deep Learning (DL)

4 Murphy

5 Huang & rust

6 Peres et al

7 Mckinesy

8 Meaby

9 Rodriguez & Peterson
0 Liu

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy



I;\"rgl b=l Ca e wliuegly

b ——— Journal of Executive Management
by

YV G V1O Olrdio NFF ¢liwo) g b FF o)l AV 0)95

wloaihd Cusal Ol cul b )85l @l
A5lassl

2 Mg (eolan Glge Zodild aldezgl
0 (o2 JolS ybo 4 jeie B2B (slodi)
Rl (VoY (o, 50 g (53399 YeVeo ) ol
slopilly b as plal l0le) o ) S
S6 gl glodinje gVl Al (daxis
ozl - oo Cuslad pac g (g locule>
O g gyl Wlblwgs «(oolai8l slops =i
3> 3929 ju Wl azlge - (Mallpn OMolse
Yol Llosinyin AFel ()50 g b, gais)
L Slgiee seguan Ghga aSlsl (Yole Flgij)
el e @ by slodalod i eslaiwl
U Gy PN Yolo) a8 S o il
b olel Jh8ley sio )5 Mgo (scgian Giige
Sy so B Ay (64900 () Catjo S g )
ol U gl @ o Pl phegly pelwlonly
» e B2B w99 wlo,Kal) uwl Ul
GP¥ler glS,d 5> Age (egban Glge

(Sxlplss

Lo 9 50 ez )l> 2
0’0:93-.3

JBSl 50z Sl 2 olgicas BZB (yig,8

U990 2iahd 4 g g0 WSLd (g)lad DVl
Ppanasi g oz (Ghe)d g9 vl 21> o)Ll
Lo Spanal b Ygomo g cawl B2C Gig,é |
CS)lie g (Voo g8 lodsyz (xlawsiz
ohao (Slojlw 30,5 il > dasie yledied
Seg) 5 ogimole PV Aaul 5 Olo) Cawl
5w lwoleiel g Gowssl lailg, (V995

6 Brezhneva

7 Han

8 Hutt & Speh

9 Johnston & Lewin

(ko logiiw g osly §uds Jud=i L S
w8395 Gl 9 b gupwd 1) s,
o3 ol 900 wo)SS sloculed

.(Y°Y\C ‘\Ol)&nm 9 L_g).uuS)

Jolo > Mgo (eoian (9o sl 5 I )k
6l 0303 oSl ko i)l3851 (g yido yhuw
650 lodsesl i ()18 000 ¢ Gy
Ol boe  leidy bl paid
6l )i g cudlsgSs lasnel, 2l
Lﬁbu.d.:ls L’):’.' (VoYY ¢le$~o.® 9 99.)) Lg).uww o
Cudyls Mge cguan g 45 e old
WJealb o)l 1) Ghgyd lasiald )5 s skl
5601 BSleasis zlysiwl B2C diuw) ;5 slgul i
PR LQWLJ[B C):’.' N ‘9)0:!')' (VoY ‘YQIJlS.o.tb 9
D Garo lidleyi usiso )5 ohigds B2B dis;

S50 o

0590 Wgo (Louan Lige ;> psl Glodydy
0L Slwdine) Ailgige hdley Cueio o
aS sileslsy ¢lis Wlidxi sl g lad glos e,
iy lgize Sl (Ulgs Mo (eoiuas g
L (g8 Ollelei g 03,S0g, Mlgise aS 3l |
Gao (YolA F( SGlg) g yguigly) suisa dgugs
b dVers) ol Olidss Sph iyl
3lilio FIVNS 51 Cacpuvety l3lpy5 asgs Sloss
YoV Jlw 5 35Ldie OOG,AA 4 YoVO Jlw >
9 byilley @ 2by ol ol @sly Gl
©weing 9 29lise ohed @ x> gloculs,
S 5,13800)5 sloS b gl ) Lg% lauby,
syl Ghpdy 9 oy Gihdl aiS oo pge
(Soas  hge gy b byl Cupase
0 e slaylil 9 g8 Ogawlogil (slap ey

1 Kshetri

2 Alves et al

3 Davenport & Ronanki

4 The Business Research Company
5 Honarmandi

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

Journal of Executive Management

U9 lgime adei s Xlgie
9 U998 WIS I (Sluidy @b lu pasd
o onl )3 Slojlw glyie )T der
obge Sl eslaiwl g enll S Kl e (o
G s sl o ad)l 9 (2LBL > egian
b ezl el dzgl oisied)l o

(VoM s 9 Slge) ol @izl

sl 4 lodlw Jdob > (egbas (g
Gloxd o 5| 5o 9 ol 428U JalSI g3 8
Cawl ity Mgo (£9an (g d=wgi OTW
E9an g (YoVF FolBen o w9 8l>)
Ailgi o aS g0 FUbl (lopiumgw 4 Moo
Lm‘o.u».uu ol S sudgi kool g 3> slaesls
ooc ploaSud g9 Groe (6530 wladse
Rpal i 3l (lolyize sdgi gl oduay
SaS e ooleiwl puwgidely 35 L Suwge
9 GPT Glodso Jolis ¢l GYgye0 sladiges
(Yoo &5 30T) sitime ChAtGPT sisle lolj0l
robai skl gl Mgo (eghan Ghge Cud)b
sloul g ol Cdlls Giglisl oSl @l Sedly
b grar 2bL Glgize sdgi Slas8l ,o Jo=xi
@)l (YoVF Ful5en g od)la) 3iS 0 pal)d
slodigsd dogiuaghy po 9 2LILL lodg) po
g (1 8lde=d loubls I (g Sz (o)
YoVV :VL_i)Ij 9 59) Bl6s,S U'b)bf Mgo sS9a0
(Yor¥ A IS

ol 205 9 38l sl gladlw o

S oo 4 e 5 LU 5 sl
9 (Yo¥Y ;qob&o.aa 9 9|9.3.)) Cawl 4.;9'..1 L)"*Jl)gl
B2B (slaiz 5o 1) i) 9 (5590542 (5 5o 452
()l lasil a5 ologis ol 03,5 Jo=io
699 Lalg, sl gl 02iiig,9 (Llgs 4y Loy
Sohen g ,5352)39)) Mleses (Sie Waesil g

6 Hartmann et al
”Noy & Zhang

8 Kelly

9 Deveau et al

10 Rodriguez et al

Moyl g plaaw) 39550 Hlais 44 T pgo sl Sig
an

slogSpamal CubsS oo oz )3

9 Jul=i aZo e ) laglojlw (Ulgi o Ligyd
38 o Ll plojlw g g Gigyd 3)Sdas Soag
¢).l.'>| LSLKZ)JL»J PR (Vo\F (Y‘JLMJ)LO 9 U9.s.u.ul.‘>)
obge  ohoy  (Jlumd  ulogigld iy
9 Uh9d leaihd Cuwl 0ad uzgo (coan
e 9 i lo,Sg) Sl zyaiar B2ZB (L)L
3,5, Gawds g 4i9)S aliold (53,9 4y
Ol Bes g jiu8) siS &S > .\.l.oroUé:.) 9 J9==00630>
2 Olgiear l8le)0 Lo (o ol Ho (VoY
aS 3l ol Shg B2B lo,liL 5L Gsbas
b9 RSB Gl calio gy W | o
2 ge (£gbas (hge  ojugds  «(Lolan
Ui sl 035 s U sleauld
slo)oal, p e Vgeze (Slojlw lo)lisles
owm Wlas sl gleslyhd esuzs
9 Sl Slojlu b yidio b el Jolsi g (g9
(Gre  gosly )l L;JULJ x> RS IET
slods,z Cupse g lolgidy ilugpasd
(Yol apwl g Wla) 3l Lo (SVsb (g9
2 e glog,gls I gleailid jelo 4y B2B
bl Lolds woiw e eoas Ghgo
9 GIBCLd  (lwdiap (WhgP  logimw
olaiwl (g9 lagsSeamal I (Sluidy
9 ).w;.*_‘) Yo VY ‘le&m 9 k.SﬂlSu.o) _).usun
Eouan uge LAy (Jlepll (VoY () Sen
9 Slolign) uwl 39320 (lizxan B2B (g9 o
Jims Cople aamgily (VoD FonlpiSen
L 0_))3.“5 WS g L5)|}§|P)"’ OVga=o
Mgo (coglas Glge e )18 gloosls
! Siam & Sharma

2 Johnston & Marshal

% Hautamaki & Heikinheimo

4 Chakraborty
5 Alphadin

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy



I ;4";| b=l Ca e wliuegly

b ——— Journal of Executive Management
by

YV G V1O Olrdio NFF ¢liwo) g b FF o)l AV 0)95

SSloe p (sSghan Ghge sl Simld il
ol (2ilo Giuds ¢38,5)00)5 b | Slojlw
#5069 Voo gulid 9 35 (o p B2B (0L )5L
L;JLOJLN 38 dee glas)l s Lng.quLw ol Gl

bl auSt

L logiagh « B2BJluzs L)LL oje> o
b bold)l a0 53 (segian (hge (Ui o 55l
‘(\\C°Y) Ubl&o.m 9 69Su.ul.: ol 60U Pla.;l (s)uu.o
Gl e il (63509, I Seme U
3 356 b B2BJlames bbb silwesly
(sLHuan Jlge p (siise (5o b bL)l a e
aS by plis Ghegl ol wloasl 35,8 )l
bli)l Cu e 55 Mg glog,9ld ;I eslasuwl
CaadiSgo > g3lS (L Llgie gsidne b
az S (Jlooll S Lyl B2B Jluzs b,hb
e Jemedine; Jae ALl L phegh ol
Obge  p e Jlxmd QLLL ilwesly

(58S (ugiy > (1Fe)) Lipabe g (530 (aizon
bl 30 opimw 9 Cokas Giga 4G
SS98 sl bl s Ggyd 3 Slec o (g i b
oslaiwl aS ssly i g 233,S (owyp ,B2B
9 Souas 9o » Siwe le CRMjI plojeo
sl g S el Jlusws  glaJUlS
Dlwise pal)d 1) Ghgyd 3)Slac deug) 9 L yikdie
9 3w )i;cbwu_xf wosly e loaidl ¢l
Rl 33130 1) (s b U8, Swuie Cubls
Glwazd 5> Mge (eguas Ghge (Ulg

Al 630 @4i8)8 03050 s lgiiun

a0 (g 4S 3@ 0 i Wl Rel> 9,0
09> > gl el clapbye Sl S b
Uit g (VFeo (80ylg=) ol oaud Juaws (2LLL
Bl 9 S paal glosiahd Jomi 5> 5y9L8 il
Cowl ool dwzp B2B O QLGL > Gl

3l Ul lgizxe gl Gilo 1 gigld ol (Voo
Gialidl 1) s piine Moled @aig )l patd s>
S 3900 b 3485 ladaded LI L g a0
Lol 2 09l aSe o b sy Lol
b 69002 «Ub9d Jsame iylbg (55l 5e5
L Jolsi gl sy 0l g @300 Gl
Mg (£gan Ghga djlwie pald gyl
I wesidne ow Job > Mlgie puizes
i8S )hb gloosls Gulwl p plbloe gy
il (s5lupated o OlSlie s 6jglin <ll
Wb Zadpls 5929l oS bl pgo (S (g8
S 2adize oo jl 5 lww e cgias g
S (613500542 3)90 JolS jobo 44 jgim (559U
oslaiwl 35,15 HUawl LT susys Yo g ol @id) S5
S egog0 t3b Vil el ladlw )5 of
loiahd )5 6)9lS Ll Fdec pledl Dy90 5

(Vo1 S g pili)) 3iS 50 35U (sl

91 P
=

pogo i (A3 Gloghegh I ezeidiB Gl
P ol Ui g (egmas Lhge slo Sulion
Solasils 38505 B2B (L)L sloculd aswgi
R D paliims jobo 4 a5 Lhaghy (Jlenll
b sy, B2B i) 5o Moo (coiuan oo
Sl (1Fe¥) oLan g esslpl 3o Cdl
Uhee slo Siwgls 9 B2B L)L Oyl
ol U o Gl eseke Jae sgiuan
3Slace g B2B 0L,LUL slacuLls l.aa‘_s.{.u;ul.w
olso 13 J3o ual vge)l @l 35,8 il Silojlu
oo (sl Sl 45 5l olis il (gloniS,
WL glocahB Cogdi @b I (eoluan
gl o e (Slojlw 3Slec dgup @ B2B
slo Sy 4 Ghegh ol 69l el
slowallB g 039 3930 (scgan g (sogac
29252 line jglo @ .l 4id)S 63050 1) 3ge

(B - ES (M5 62509y I ealaiuwl b (1FeY)

1 Ransbotham et al

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

Journal of Executive Management

L;Jb.ul.u.u L ;u.uz: 93 OIS UJ| Lo 9.)
Sehan Ghge (i B2B (igyd slo)Sel,

..))'b),g_uo _)Jg.o

Shoslaiwl b (Yo¥Y) ¥l as g oS olais bw
g ilwosly wyp @ wolled 4l
B2B Ls_JLJ)|)LJ (i (_ngog.wu ) S9uan
31 098 il cpl a8 sl lis 9 RVES R
Slojlw 9 (Sio)8 (8 lagidly b bbe skl
slossly Mlgie Gesuas bse Ly
szl 9 QLSS wly  glosdo syt
WJoae)d bl ol aidly oo a4 (Silojlw
sl 5 G8ldems Ol jludiseg
b 0 bk

L (YorY) Fpblen g pind diwl, uoo )
O9s8 A3)z )3 (eghan Gga l@,0,S 2 jS,el
Ls"w‘m .)J|9JUA (5)9Llé U.J| as sl olis B2B
loosls Jul=xi i)l glagdmw (plwlid )5 pgo
23S Ll Ghgyd 3bs silwdiagy 9 oL e
eeian Gge 1 po jo Gheglh il WJleenll
9 Wby ;S5 B2B (g9 dasyz jo (segec
aile Wge  eguas  hge  loculld
[, « B2Bbg 9 o l.a:.)Le,:.Mu.) 9 lgizo L;Jl..wu.-am»
ol o.>)$.‘; I

» 58 Slinoiy Uhee b ladbe glagiegh
B2B L,LL 55 je=o0sls Ls)_afp.w.aa.! Caool
51 oslaiwl b (VoV0) OnlSen o 4L .35)ls ST
Glu i Ghge aS 205l Hlis (53590 Wikllas
09381 .35 SwS B2B (L)l Caidge il
Ol Gl 0 5505 L (Y eVe) "ol e g (pibly il
ovge a5 3335 oo « B2B g8 5 Syidis

4 Fischer et al
5 Gabler et al
6 Paschen et al

slagiegly plizes (Jloeull (Vo) doSliaw)

Obgs9 ) Mgo (eglas Glge (s 4 SN
Gao L ol vaegiy g enll Lolaisl>,B2B

V9 (52l iy 4

Ulse LS xes 0jo> cnl o lagiegh
9 2LbL louhB daswgl )3 1) (Juw e9ias
ohSee o )')%.’.)-‘9) 35102,S (o0 B2B (g8
51 oslasl Ll «npm oiglol plasl b (Ye¥0)
CSph Sy Glgyd  p Mae (couan g
OS2l 2038 (o |y blags glacadlye
2 o 686 Mga Sgian g 59l oS Sl
H:ac g @bl LS Ggyd aahS (s )l
2 38yl o e Colas ol 32 09380315 (g9
Jeoll al 138,50 6 9L8 ol 5l eslatuwl
G wels e 5 e Glegh ol
Cabls g ol o plol «iblags slocudlye
sl oS b ohdley oo @ s
Bz 0IREYsb 9 DVgaxe g wgelol
)10 (g 9

09031 9 BhI L (Yo¥V) "ol,Koo ¢ WS
Ol (gl loSh ple jo (eggde (Jae
Gl Sl (eshan g slo Sl a5 s>
e Aozl B2B (ob)hL glocaB Caggds
Sfac deugr 4 dzl g (gitely Olelsl
Obge Gl ) loaidly ol . 3gd e sxin (Slojln
s3bwiallgd sl o0l e vlgicas (seolan
WJleoll 30l 38U g9 9 2LLLL sleail)
0391 jSyalia (0908 (sSgian siga i lodidly ol
£239l030] Caws U diblasiwgi (5lo)giS Jiww )3 g
Awgid>)s glaygds pols glogille (lplo
Ll 630k Jgaso o] )5 ol pl sk

.)HJLS )‘| (S Gm0L _)LQ.)| jes L;Q.;S Olllas
gy ) B2B (g8 9 (2L,lL 3 eghan (g

1 Siemieniako
2 Mikalef et al
3 Keegan et al

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy



{2

¢

Journal of Executive Management

Slojlw b i g oBaidg 9 ol laslg, Cagis
PG00

0aiSly slaosls g gie Jul=xi gl gaiald (g,
sosls il cpl o S e Jusd Juadi
l.moT L.SI)'.’ 9 Ls)I.SS/)S (U.wl.;a.o) O.X»Jd.t.lx
WS g (5 yam2 (sule) 90 D] oz
0,L)3 sogo OIS 035)l550,5 ygeuae o (1196
w9 sl Glegh Gl L ladde glaoesls
olis eslsacgamo )3 1) 3508l sliso b b
SUS 9 vglp (Yeof «SUS g (gl) @30
L)'}.\.AiJ ).) |) 09‘0.@.0 ‘J.'e.lk.i 'DL‘.X.J‘ LJD').O ‘(Y°°;)
Cawl HS36LLD 0l65)S Slpady (V JSb) al>ye
slouby) I Gl ble gmde Julxi aS
5 o Sl el GES  Gheo
53S0 R0l 1) 5Bl g g piyblasil
9 aS ) Jhisl Glhuei Jlel ol (pnlply
W95y ol 53 315 3929 2iald Jobo )5 uelide
Wosly Jul=igan =i (sl ATLAS.t 3810y S

FPV G V10 Olxio NEoF (liso) g 5y FF o)loid 1V 6,95

e

G395 g9 esdgilwpazd  gloduog
9 Uh99 leaild (gilwaing 4 LSS wllsg

BYB (9,9 slo)Sal, (luwlilh by Glagiy vl
O8ley miuo )3 Alge (sgluan Lige o (S
S0 s RS By b (gl (oo
Cawl o)l (lodineg 5> 6hgd (&S 3,
ldiun) lacadlls ¢ oSl daslBays )5 S
e loogud  (owyp dle )by Gyguo
Eouas Lhge (1391 H9eldgr Lazgily .B2B g9
0l 23 OB oy Gras ) @ ko g Mo
Ohegls Ubgy lsiey 'vgesde Jal=i 0je>
slogby) I o wemas Jal=i b okl
Juleigarsad gl &S slaghegsy 5o 2285
L;)l,g)’ == d.oLw Ugmo aS Cawl ‘50.;5 Lgl.nbb.)b
Foblen g pasd) dgdise (shwogi sleodls
L an>9§.l| ol g (2wl gl aSlelsl g (YoVW
D950 ) @ e3bddegazs Sy ) 39250 (uoliao
Sedse yio lojl Sy g lagiin 4 el

(YoIA Fesgll)

b oLl 9 o (Rl Gl o) womde Julas

ol anl S sloosls 55 39290 (lagSIl Li)lS
b by PRS- b T

GANS oo - - - . .
e G0 J-\-l“-"v b o Sl o (bl Sl Ila e::l.b
iles S b 49 b
* ob i 5o 4!
o3 Jud=s Plg.‘:l d=le N JSb

9 lULlS Ojgods OleMbl ¢ )915,3 g, Jol
le_a,q,}:>ba_o J‘| o3l Lv £9> U o
il i oo
aS s leauslas jl diws ¢l @l )izl

GLa)chba.o ol

g 5150 Vlgw @ 0L Olf_mz,_s@»lg QT 3D

3 Elliott et al
4 Walters

bl 95 yo I lgise @3 Julod e esls Rl

5 vly) g ezl lodily, gl (il
sloghyy ole I (Y15 F5ly Yeos WSS

Ui ) (ogiy ol 5o esly (g glres alie

! Thematic analysis
2 Naeem et al

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

i

BYB Ubg,9 0j9> 55 Jlw ¥ J8lss ()8 adslw )
6¥lpy slos,d o

b (09,9 b ladiie 3lS oy 5o Jlaidl .Y
R399 pe b (Sl (LLL
Jypaxo e b Jolepse (bl

659U 51 05laianl 4y ,m03 ) pasrlie b (il ¥
(L ugrlegil (CRM jlad) (9,0 (ng0
(g Dbz (seghan Lige

solBaus 9 Whoyas oy > RUle 9 Jales .F
Lwolbae pulwl ) Geadi Ojgody (pasd
(a9, bisbwaess

Jso by wbtleys wlowSus s Jasl .0
L oloas oxissall) i BYB oS
03358 pas ;lQ).;o G g lypbjlw 4 WVgpaxs
=W

2 J8ley mio o8t @alllanyyge Cusoz
bl Lol ol Sl @S 539 BYB (g6 0j9>
wolas ;85 WA 0ol pasi lee R
SUlgw | Joaz sy plal @bl lisluday
SS90 oSy ¥ dodz 9 Loyl
2230 ol ) Ghegy > OBAS S, Line

Journal of Executive Management

slodolas  aig)e LS 4 xS
Olgicay 035imS jobo U Gaoc g wiBlylis Loy
gl Lol b 5,8 Sy b Jletis! axobias B
9 0msS) doddise ol 698 Sy L >
g0 (6 S Bgad (umlilnl (Yoo & gl
b3l e U laaigas Gl .ab plal siadie
2 S gl g o3V Colas @y osls aS 5,8 s
OleMlbl (32 glodiges a5 b, Sl
sl s ilatie
o o3l (5 gTRes (Yol Fals g cawlasy )
oLk gludl dlad) 4 3w 9 wslias 1A pledl
g 63:55,913,5 slwesls Luel Gialidl gl bl
il RS dadx 4 lsnges
shodae Wygpody Ghegl ol 3 oBigddslias
slacgomo hSibiogly dimly Gl )3 i8S plasil
bybgie lgie |) ole g pasiio glojlio |l
ol 8 Hlas 53 aslias sihé @ sh3l 39 9
Ol e bl 1 olaelol Bao b a)lise
oaizen g Gaind Egdge U oainsSes)liv
slo)lie Slosd i phaghy las Lhels

Sl 3layle lass)g0

auslbaos WVlgw.) Jga>

XV

OJLQA:J

Ozl Ll 1) Saigie bzl g wobb Wigo 4z @ lab Sub 55 BYB Gig,d loaild pols Jls 55 | )

(Lo b ol

Ulado o (wline slayliul b ChatGPT siile sge (coinan bgd 63090) (Coiman Lige jl Lo Sy LT | ¥
a0 Zudgl lala) Sl 63,5 ;89 ol jl eslaiuwl @ b 03,5 eslaiwl (oL )KL b g9

Sz BYB Gbg)8 3l 1> lge sesian Gga 1 ol o il 5 U oipge b ey | ¥

Sz Sasimn Al o ise Olbli)l b Gg,9 Sleas iy eslel ¢lul )5 BYB ¢y LT daud 30 F

Egkan Glige U g sloul e (8 glocd by b (lojlwSin,d (Sl sg,w )3 2L Shasiaz | 0
o9 aid)S IS @y BYB (vg,8 55,550 yguody go

OF 43S liogs Gligsd > Moo egiuan Lbsa Sl oxliiul by S0 6 hiler oS b 4 salgsy S|

2 Prendergast & Maggie

I Corbin & Strauss

3

el
—=

gy I¥ o

&asl

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy



|;\“I;I b2 S se doliliagy
— — Journal of Executive Management

==

o gk
Hoaslsb—r1s

FPV G V10 Olxio NEoF (liso) g 5y FF o)loid 1V 6,95

e

iSlidiuses glopdio uogi.¥ Jgaz

30> 09,5 SH9
%W"V.0 O L
%5Y.0 Syo S
%Yy.Y | AR A
%FF.0 Fo-Fo i 63
%YY.Y FO-00
BV | elid)S
WPV.0 | syl ol | oMans adasw
%Yo N
%Yo Jls Gy
%0 Jlo e GV &S il
YO | Jw ol Ll
BFFE | Lhg,d e
%.YY.Y Lbl e wlojlw Caouw
BFF.D | Joleyw

slr bl DLl ISy S wogllao (L
2 el ot a8 Coue g plans] Lhes
I easbas (Ll Gl @y ol Glhegh
Jaml .o eslaswl HI38aS 95 e G8lgT o
do651d 305 Vo dga> (Jolee doduzlas jl (ciusky
Moo Sy g Koyl lowgi Jitue )ygod
b o)l3835 s om0 (g)3838 Lale
JI383S 93 lao @lgi apd b duglio K0S,
Joaz 338 dwlos (G8lg5 3uo)ys I el b
Wl 03 @Sl ¥ Jgaz 53 13848 95 ¢l §8lgI

(aogh sosls Jud=i 505 glel ane b
Sl Giolil gl )l (S Jalss aihé (g
oslaiwl S es)line (Jwjb g, I oasdl

9 sl ao\ls a5 Ujgo  pu b
e e add legainaiinn

b LoVl Wllas b s Jlwyl o8 sigdbausbao
oS 9 olS)) d9d @il GUT (s 3wl
9 0BT sh3l sindse Lkl b yuicen .(19A0
o 5> BYB (Ng,8 0jg> > iy b
by g Geee odhy sb GBI h8le)s

9 (59158
093l U 2L ¥ g3z
Lo s 135S el 5l Juols gl
50 2bh | wldlgi slasi | loaS JS slasi | dusbias 55 | wyd,
AO% \V Yo P, \
AY% \A Yy P, Y
AV ¥% Yo FY Js

1 Lincoln & Gooba

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




Journal of Executive Management ==
PV V0 Olodio NFoF oo 9 b PV o)loud 1V 6,95 Gkt

S bl g laaslas Julos :Jgl al>e

ol
Voo lodolao oo alod g upn b alogo ol o 812000 Jalad 209 i 0 ol 0
FOMPYVIPURTINC: Uzse so gl g oad @bl wgede Julad

Ll 63l )l AoMs O)jquoay
o gl galgl b3S I (gldigas .F Jgam

4yl 35 )

Vgo (segian Ghga b g8 aslgidny gl Igixe j839> 3uJgi |

Mo 5L sladre b g9 slagy)liuw sl Y

BYB 9,8 wlilSe (sl ChatGPT I osliiuwl v

Moo egias Gge b ol pasd glodsal 3Js ¥

Mgo (coiuas g b (g yide sloosls Gulwl p Ghgyd ply (ohlo | 0

Mgo gladse b Gligyd Sludz 8365 (jlwauolls 4

Mgo slapiy 98I b 69l o)l e (53339l v

Moo coian Liga L U yidne 63l o)l Sw i A

s udno HdS Juloi g9, 51 Gbgsd slgidien 3lgs q

NLPJJgongdMUGMJJPWUM Yo

Moo (colan 9o SaS b ol yidie 3)955b Jul=xi \

Mgo (egian Lo b Ghgyd 3)Skee GiliS 8395 g v

Mgo glodse b logaS gl & 55 gjlwaing s

Mgo (segian ybga b Ghg,s8 oudgjlwand DlalSo slx \¥

Mgo (eoian Ghga 1 o 4edlSo jludud b By d Ghjgel | 10

Mgo oo b (g8 Cubidgo glogSl Juloxs \7

Mg (coiuan g lawgi 03ubadei lgizo b (5 yidie 4yl (oLl | WV

Moo slo o lawwgi diugy 05130 e slgidy \A
PL?_H LQQT ol bl Y 9 [ouzsLo.o A ldo oxoliao ‘sgbul.i.ﬁ: 9 laas AW (pgd al>;0
51 labgs bl Sy e a5 338 (olwlidds g wWlio oS gl (o,13855 aloyo 5l Lm
0590 labye pasleos Fpamio (509920 lodiwy B 5 lisops

oS 8o j90 Gyl 5l sul9 pl 3o PLé.)l
=9 ppeliae B 55 adgl glosS (g3iadtiws .0 Joa

adgl 38 =9 Ugaudo )
slodse b Ggy8 lags)luw skl (9,8 aslgidiey (sl lgixo J8395 3gi | Jadign lgixe Sudgs ‘
lodued gl (bgyd WLie  ghy ChatGPT I eslaswl  (Sbj | eghas Lig o s
wloosly pulwl 5 Ghgyd ply (2l BYByl b gl o3dig)lu pasi Mgo
3Sdos GiyliS 3ulgi s yidine H1aS Julad Gulil 1 g3 Slgiiiug 349l (s o
&)l pasd (g e o iuug (599 sloguwly 3o g sloosls b (g9

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy




Journal of Executive Management

e

¢

FPV G V10 Olxio NEoF (liso) g 5y FF o)loid 1V 6,95

e

lawgi 9,9 puled oSl (Hhb (Silojlw ol yiie sl (Slealid (glgi=e
sladlisrgrn okl sy Mgo (eouan Lhge ;I eslaiwl ge (couan igo
Gl slogy )l H395 3ol (go lgie b gy sloouseS (>hlo (g9
loizo 393 o (egian 9o b Aibjsiz slaguwly adgl s ik Lolyiel

g8 il gl GUS loosal 3dgi (Ghgs9 slages ¢l e

SoS U CRM glavosls Judsei g pidinn 30,5 s S5 (gl sdgo NLP 1 sslasiwl
ol (ite oosls pulwl p yie 30,5 hled Julod e ladse
U9 b Glig,9 Oludz (g3ulS WIS Zhadwl oS o I (5 yidio Blwlus|
S pandd selaizl glodSud 5> oliie 39550 Jul=i ge (cgias
b @ ino glooshs I G zhaiwl wse egas Gige b (Jlojlw 2,5
gt )l Jadodi a2 glogSl S sl (g9 ool Julai ge glods

Mgo SUj sladse b 25y oBole Julad g )3 o by ke Ololss

ol g 630> Julxi
(390 NLP) (2o 1

Sl (g5luyS95 age (segian Giige b gy Olud> j5395 (5jlwaslls
308 (558395 8395 (g9 aallSo Ll (b daplsiml 4 (eSEuwl
O DLl (55l 8395 inibiga g 8 Dbz skl waill b e (¢S
Wh9yd i sl Medbige 689eniS lnl bl (LLL 9 Uigd aolg
L Uhg)d adyz oloj GhelS o sloes,sSdl b bgyd shd US (sjlwaing

sgo sl se

9 Ogawlogil
38 (5 lwasoige
U9 8

Whydo 030l 5L Gwii oo lodse L ol Coglgl (lwlid
0,130 ypuso () idtingy Slgivdan go sl 931 b (9,8 Euwly &5 (s lwaing
o b (s Seamial caeyw Gial8l gy ()13 o8 slodse >l (g9
OB xiiig 8 5 S(eamal 0lg3 g (o Jalad U (s yikino Labs & 5 S9ag0 3go
R0k D Gl desly)h8 Cuddge olise (FaUin o (scolan hga b
sEoian (ge SeS b (g yiine a3 E55 Uil age eolan Ghge L sal)

Mo

38doe (g5lwaing 9
sSoban Ghge b g )9
Mgo

Ol GloBdld (plwlil «og 5o abadel lgixe ulwl o LS, Jul=s
232 gladig, LiS (lgo (segian Glga I eslaiwl b )L laald (gjlwad
L) cass blis luwbud L8y Julss GyliS sudgs U8, )18, g5lwdae b
Jala (g8 iy e3isslpiduy el (>hlo LB lesig) (ot

Mgo sloosls b osial ;o 5L Wil

Jad= g lous)d oS
LU L,,_n.:ls) lu=o

Mgo slodao

6383 polwl 52 (9,8 Wslgiudy Il @S jlwagud b oBxidg,d Ghjgel
Jo lawwgs (g9 (sl iy (> blo (g 8 (sdjgel (slgizeo 3udgs 4y S (350
> > oxidbg,8 | slalan) Sluidy oBaibgyd Jalod ©)ad gl «Sbj

Mo (sguan Ghga b g9 pai 900 Uil w0)S1ie

- ~'~9m L;', .”u 3 J
e 5l Judod g (Sldee
Uhg 9

¢ CRMU (g5lwaz ) LSy daosly cabsS Gl aawwlin glosly csluyj 4 jlo
()8 o031 39u0S b pyaily g Il Ll (Wgo o 3w (9 ARVE
iy (09 lopyiily dmwgi Wge eguas Glge wlalil (gjluies

29 Rl glayinn

9 sl Upl.w)JJ ulol)”
sl sl (5 9U8
Mgo (segian by

9200315 iy asid (Sl Lids GialS 1 (SIS (Slusl (59,00 Caoglie
pac (Pl CodUS Caueial Gusl Hlodd Lo e (asasio ©lag s d9meS
i sl b 6,850l ha)lS slaicl GualS dossly e Jolss

(Pl glo il
»elislwg LM/‘ 9

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




Journal of Executive Management ==
PPV BV Olocuo NFoF ¢limo) g juls FF o)loi .1V 0)93 et

sEean Ghge Gl
Ngo
il dooslsy cuSlb doosly (pogas ey lads (sl OleMbl 3gi Hlas Sl g loSuw, q
Cadlady pac (SBUS lastuwl s daesls Sgw ol Olelb Ollas\o g sigiol
Slaiel gzl Hlagd () dU oslaiwl Suw ) (gjlwpaeal | Ghga SUS| - Seb>

Mgo (s£gua0
55 low)lge damuwgi (pglae (5500lL 4 LS (g9 HUSH Lhjgel @ 5l | (silwaiesled (ijgel | e
Sl lwoskel (o (jgel sladelip (Jle glhose Ghjgel (g SAl + | Rilio asuwgi g (i)lge
9ol Ll
o3l 935 gm003s o 38l US @il o933 opd | s lyinl o9 0

WJlazd Jo=ai b 5lwaz)bSo ol slapasls sl ) aids >l (o9 9 638l
Mgo (seghuan Gga (slo Al (9T o slialaz (glwdlad | o (siine Ubgy8 (oS>
Mo (s£guan Hige
Ol (5,800 (g9 3332 slodse (5 S USD (g8 o3kl Hlislw ot | bbb g eeReskl | Y
09,8 (silwg low bb 03l (gilwand (g S pde LR oo wable 9 | oS g sladse

Yoo U jlaolesdis pawys 0ai] BYB
doaz 5o &S Cwl ol (geua0 diwd ¥ (oLl ovbwl 5639 uolan (gaiudiws Ao ol o
RV Sy D DL pogho 9 (xS agz jd aS ol
ol paobas (Hlwluh & Jga=
= Vgasdo slol pgasan )

0bj Gl g 031> Jul=i (alge (segiuans hgn i (Sire diadign lgize 3dgi | 50 BYB (g9 Jo=xi )
9 Gilwdings gy bl (gilwiiadige g9 pgawlegil (sge NLP) (mulo | (cghas Glige pac
o) by Jud=i g locus,d BiS wlge egluan Ghse b Gigyd (gjlwpraal Mgo

U999 el | Maudige (Sluidy ge sladse b L
(Sl glogillz oo egiuan Ghga ly ild g 03l Slwn; Wil | glagidly 9 Gl v

9 Casiol doSuny ) Sl Wgo egiuan Ghge Ly 3 G lislw g (Sied 2 ilwesly
&lo lgo s3lwiadlyl g Ghjgel ge eghuan Ghga (SUSI - (Sedo Dllax e loglojlus
s
BYB (299 1295 (slod 0 9 (293203501 53008 9 (6,138 amlyms (s 3ilunl (2935 9 505 v
38 Cwlw

BYB g9 <S5l

ol 69> Ulf).xo L aslas g (&S loodly
slisigls plgicds o (egiuan g A4S 3030

slosighs a,sil 4o bline ad (sgbs V9,8 syl (lwlid B30 b pol> Jhagly
3 oBaidigd Jui Jgad g B2B ug,d 8529 503 b 9 Mgo (£guan Lhge o (Sine B2B
wazgl wSe Wl ihtles Glaes,s B ldelals sl el il casio

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy




I ;\"rgl b=l Ca e wliuegly

b ——— Journal of Executive Management
b,

YV G V1O Olrdio NFF ¢liwo) g b FF o)l AV 0)95

» (o le.m)lS.ml) dj|)| 9 LS)M L5Lmo.>|_>
..\J)gTUo “9) 649_) OleMbl

Uh9e 4 Cal T Sl loaidly (sl Hlaio |
) #2656 Gt (55w 5395 b wlge (seginan
Glgizo g alazjl (igyd (5SS loadles
ol 9 ol 9, Julxd olpiidiny
2 OB xig,8 by 5Syed oSl (Slojl (slasls
pald ) 3lS ol yiine b o9TGh))l Ololss
Sl i Lialidl @ ol ol ol 03,8
B2B Wlelei > (g yidie dpyd @l 9 (g9
Bpo ilsd 5l 1 Gogd oule g o ia
0313 )l (3,0l 5 (5l (siaje 4 (Sililac

Ol a5 32350 Lo Jo=i ol (509920 Hlaie
Bsudg ) (iSle plgicay U go egiuan
doe OUT LS )5 slwsieilys )bl olgiedy aSh
L oBaus ol ol Luegh sloaisl .aiS
Casiso > B2B (g9 eail aS 3uiS o Caugdl
slogisily ple (2h8lea 5 e lole)
Siosign slos ol (lulad slacabllé g ilul

dg) _\.m|9:'>

Uigs  gwosly glagille g bl oY
loolojlw ;5 Vgo (eginas

Moo (cgbas ge 42gi bl bl d929b
iwosly «S a0 glio Juegh sleidl
pabd piliue B2B (hgyd )5 (5)9ld ol @930
wlglid o lojw Syl 5l lacgomo 592
slocs by Cassl p BausSes)lin .l
Sl g (63959 leesls CuasS aoamnlio (glools
U g wlogold Gl wle Sl
SO Jluzad ol 5l a8 plaplojlw js .auils
U sgo (egiuan Ghga I oslaiwl i 13,955
9 KilhB,ue slozg,5 3y ulas aloille
Do g0 Azlge 9,9 Slaal b (oliwhpe 9.
S8 g Sl slgilly Gl
g0 jl (5)100,42 Jme )3 (532 (Hlgo lgicay
obS,8 Caogléo .a5losu C)Ja.o Mgo (90

wgalol alozjl ) hdley cumive Lols (sloSig
CSpamai b Ssumm WJeame 03
5l G rSors (99 sz 390V 9 (ilojlw
CabsS Algie Mg egan g
L Oleled )il 9 Ghgd sl Seaeas
o @)l (42951 Holo 4 |y (Slojluw (il ke

Olge a5 e ol phegh ol slewisl
3 odlis Joxi sl Jlb )5 3ge (£giuas
(awl 1810 Casiio ;3 B2B (g9 slosil,d
B 1y g, 096 o bl Lgides oS o3
L Jol=i 6guds 03iilg9 Liuds aSb e 0 1,8
0998 )3 Spamal il g Hlojlw b e
oeban Jubs sl 085S 55 |
51 eslaiwl @S cuwl o 5l (Sl HBauses,line
ety lgyglid plgicds Wgo (sguan Hhg
) Gilwpazd 9 Caepw 8y Gulbl Cgo
e b dae) 9 ol B2B (g anls

Ll 03,5 ‘o.mb_ﬂ) o3l> gavev) LsLmLs)S[oMJ

Liarg sloaidly deosls gasae Jalad Lulwl
Jo=i auwss 135 s (B Lol jg=o aw >
rac ;> B2B (g9 lasiahd g o3y, (s
slopilly 9 Sblll (pg> Wgo (couan (g
9 (¥l glaplolw 15 (5)9ld ol g5lwesly
5l oslaswl WIS 9 op0l) slosaly pow

(Plojlw 9,8 53 Mgo (segian Gige

Eouas g pac ;> B2B (g9 Jo=i .0-)
Mo

Uh9o S8 a5 sese Glis Lhegl mli
Gk Cuale B2B GBgd 3 Ase (cguas
G 4 b2l Bro 5050 Sl 1 e
bl ol o3l jui 9o 0)9liie g (Julxi
sloloa=s > Ulf.)..uugp ‘Olf.).i.LSCJ)l.ai‘w olf.),p
aSOT 51 G edgo (seghuan (oo slaylil 4 5o
U bl (pasd @i g 629 depd p (Sie
Jul= adige glodilelu glo>g)s sl

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

Journal of Executive Management

b

e

It

slogiagl b Ghegly cladidly dulis .O-F

> ol Gioegh glodidl oKl ud jolaisdy
Olalllas b Giuogly ol gl 9290 (sole Olool
B2B (9,9 9 cguan Ghga L ladie iy
Jl s a5 22550 YLD ooy b duglis
oy Olellas s b pol> Gheghs loaidl
0,05 ooy ol @t (Jlo gl )5 (gumen
s sSprul Sougp 4 Soan Uhge LS
L Selei (gjlwpazd alaw (ioli8l (b,
«Wwh9,9 leail9 (LB i)l g (Slojlw O yidue
Uy 9 Dyeaighs yulai (alaiuegly gledisl b
ol Liwhpa (Yo¥1) ol)Sos g o2z g (YoIA)
0315 Jud=i 5l (6,50 ,0 Cuanol 1 0 Olelllas ¢l
9,9 loled Jo=i )5 Miodbgo glms)sbé 9

slazils 3.5B LU,

L G (VoY) ohlSes 9 5,539, diwly al o
slocudlo CSb Sy ) nlol pll
Ceuan 9o (5)9l8 4S 355)S ST ((SLblag
2hlS (Ug,9 3iahd (s )il Cuble (6,50 ge
UJ' GJLU LJ as 6'4.&9[) 5.))|.) L}‘"9)'9 _))&Lﬁ.c 9 (_5)|_)|
GEgkan Ghge o 81dsxd LU o)l ek

ol ganon B2B (9,9 laosiuld o sgo

i o))y yols Guegh lodidlh uizen
9 G Ulg8 Sl ES)e g oBaibgyd s
L 920 0)gldie g (lul=i g9 4 je=oJguamo
SHlozaa (Yo19) phles g bl Glegh gulo
sloggls a5 s o v Wlellas ¢l .3l
DholS azgo (Louan hge ojugds Maiige
9 (sl Gludls gl g g9 (6,185 slacled
2 &S egoge g oBsibgd (g3l
Nbley casio oBps b oadpll sloaslias

S 30l pugale Wjg0dy G
s Sklga &S5 gl diwl oo )
sloulB aS 35S o 3l 50 (YeV0) gaulpiSin
az)Se Gl Ca e glesinld (g plne

Sl G GrolS 1 (S5 s pla ) Gig 8
wholoe alozjl 3V (=i slalge laid o
Dol 1) (5,9l ol (sl 3i5lgi e 45 Siime
slaplbjlu a5 uese plis lbaidlh s
22 Gl lopmn b wjem ol )3 GBge 138l
B ivg 8 i 8,55l 9 (Sl (59,0 )l
23S il Cuoyd 4 ) loidle ol solasiuilys
S cuwl of Sile pisn ol @l oo
< B2B ng)s 53 Mgo (sEGa0 U»?m GJLW°->L.‘.E3
9 Plojlw (Jo=i asly iliglid Bpo lojg
2 5 g h8les glapleilw 55 ,lislw 9

099,38 13 (520l (6138 amluan 9 55503507 .O-F
Vgo (seghan g ) il B2B

5l eolaiwl a8 o500 plis Ghegh sloaisl
Nlgise B2B (g9 > Age (cgbas (g
2 Jd slaglojlw il sogo 350l) slosoly
ol Aozl 3l 4dls ohas 4 lley casin
2 ot 98 Gl 4 glgise lesaly
i)l g glie Lasaxi dorgr (L9s9 lopsaal
B2B oxzn wla)hl > lplejlw 0B, oly
aS 35590 ,9L Rl p Ulf.\.LASk_ASJLu.LA 35S oLl
5l 20830 (6 S0y sy Sisg) 45 (Rlaglojlw
2y Caje Slesil ) wiS LSy (5,9U8 ol
S siolg )15)95 5 51k

Sl O 5 (Slo Glaagh 2l «s 5503501 Hlate 5|
e 354 )1i8lp,0 asivo 45 B2B g8 S
9 Wiy silwpard wils p G lod
Guao ol 53 5,5 svlgs Sy siedige Ollolsd
Calse g g8 mliw )3 g Gl LS
Caeol Mgo (eguan Ghga I eslaiwl (g3,
slowgz)lz 4 azgi )bl abie leail;d
o Sam ) o 3o g ladye GUS (s S pa0uas
62900 datiye clodlg g Cuziuo plaw 55 <ilyglis

S50 plad

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy



I ;\"rgl b=l Ca e wliuegly

b ——— Journal of Executive Management
b,

YV G V1O Olrdio NFF ¢liwo) g b FF o)l AV 0)95

G g (Rl pbls Ghegh ,50 5)91ss
B2B (bgd wlojlal, ;I lacgexs siwpllas
5 logitine oS ol Mgo egiuan Giss 5 (s
o dlosd zhidiwl oS loosly Juls
W92 Ry U Gpud R vl do)lSal,
gy s3igm ,ldley 9,9 5 Mge (egiuas
9 o3y CElup; (Sl o wsilid vl
R as (_g.\.:g.u f.\.l.'«SU.o )|)§).) u.)Lo)'Lw J).}ml)
A>933)90 4,50 Wygodu JieS iy Wiellas

Ll @id S 1,8

9o 1 plojpe jS,e3 b pol> Jhagly gaxa)d
2 Jh8lep Ceio g BZB (hg,9 e (scouas
ol ale Olusl azuwgi @4 Lgidas «lnl o i
9 6B ezly b Al SeS oje>
ObIS il g Ubgyd Olpae sy H9modisej
Gl gy e g9 250 dbl (Slojlw
IS (50 ey )90lo93 0592 el 53 (ST slo ek
Uig3) (63,8 olgidiiy

0,0 pol> (hegh yleaSh azgil U
obge » e B2B (g9 ylo)Sal; (olwlid
il placgazo 8l Casio )3 Ago (segiuan
ol 9 oluse ©ly 208 leslginyg
laslgidy ol gl Al ojg> ol ,o Jlrd
9 bl ule Sles ploial) vlgicds 2ilgi 0
slogld e (g sledpel, el
259 i8S S @ s

GlSdh ) slojgline Gligyd (5jlwaieslgi )
Mgo (Louan Ghga jl eslaiwl b (s)l30le,

obge I h8ley sloSph dedie Slgiduy
09,9 el Ol )lil Vlgicds lga (segian
Moo (Lguasn Guge .auS eslaiwl (gle)glive
3l ol iine (Hlojlw lajls Jal=xi )5 S5lg5 e
9 lodlsgn wilweslel (g - (6 (slgize
ol S Ll S350 (A8 905 slagy,luw (b
R 3500 Gl 338 50 SaS oy )9 @ 2,509,

9 o8 (639 golaw o 1) eglas Glge U
ol gy > Al ol .aiS 0 Cusd (Sl
Siodige  (Slidy) pgde (bl b 5w

b 30 (298 a3 5 el 5 (Jlelas
sloaidl 0315306 10,0 olo Llagly Wil
lojalel (8 Wlalllas ) Cuud 9 o iy
Fye0 aSSl Cawsd )l (g blise sl gles 9
Oh9e 5 asie oo W Ghkegl il Lol
fCawl B2B Glgyd 5o ol L 9 Ve egiuan
e e} Sl 4298 sy S )
B > lisee g IS Sygody | (seghuan ige
sr Wb vgawlesil b Jd=i slalil
il (YoPY olan g iud swl) les,S
eouan Ghge glowubld o 3Sed b hegh
dud=i 5l ).JI)B w6 9Ld ¢pl S 223 o0 ol Jgo
(W98 logylw (>hlo dgize 3ugi 5> 0ol
OMolsi =il g gjlwpsnial Sl (Sl
S (0 Ll Jled (s )l3810)0 Camino )3 (g9

256 b G (VeVE) Gamyis 5 35,0,
33,5 plgie (bgyd losiuld p (eouan g
Uhoe Ll @ pols b @y (Sl laiegsy <
S g Mlasslay B2B (9,8 sl 5 egiuas
Ol 3929 Aoy ¢l ) JSGres w500
o8 Ogaas W olwlid b Gols Luegs
2 S ol Gldey gz 53 o8 Slles

ol @il )8le,s Casivo

9 S (62,599, Ml b ol gy 4SST pgs
o OBy diug; Wylad 0 1L g j9m0dive;
sl 43 4 32350 Bl oz bl Jsles
e  glovu=dly  oxiedoliL  padiue
9 Siyd lagilly (islwp; loysgass
aS Cawl LsJl:> PR Ogl e (509) uﬁl)?l \ZJLo|)'J|
» e o Olllas I glosee Lo
Olallas L gl gloosls (35 slogie,
Slesgy dibhaewgi (gla)gdS yuww ;3 o3l
3 ey gl (2! o Ssumn U jeS 9

Sl daswgils) (sleygins

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

Journal of Executive Management

O8ley Loy osls Cuuwlus azgil
gy slowgz)le laglolw g oo sleiinn
doosls (oGS 2> Lo~ L.Sl)-.’
23 G RJCA e g Moo slo>g,5 (iwlcl
oyl b e Sledicl 318 (2935 (5,18 paoual
9 Moo eqguas hge jl Ailgiuse oslaiwl 4
o ol jd L9y Caudbge (sl Jolge

S soyings; Bolgiduy

P Caole d929L  Ghegh ol sloash
W90 p (i B2B (9,9 alizo slal (olwlbud

. ". |

sloojox oo aS 235l HLid Wgo (couas
D> 3929 (eSS glaghegly gl goasie
Bl g &S Uhg) wloludgime wazgil
Sgdiso Slpiday Ol Casio  asllas
1o plovil ) slojemxo 45 0aiT slogiegl
lagoo aSlouljl igalue plw 4 Gihegy Gy )
Yl g ylizlw lowglai calio giluo )5 (g9
Ohge G T slapiegly dge Slpiduy
(5593 gluo )3 B2B (g3 ;5 |y sgo (segiuan
Wwipl 9 Gimwo Ol (Jb Olas sl
pald (snom unlie Gl U 35S )y
g

Lazgil il 9 (58S lagby) Sl eslatwl Y
253lg3 50 03501 Olellas (hagh ol asS Cuole
OWsles (g 5lwsne (85 sloghg, I esléiwl U
sio p3U ums Julo b (SEM) (gL
SSlac g (g ie Sladel «5yl8 Gpdy il
Ologis ol sesbe Jdo ozl > | g9
23S )

Vi3 53 o g Sieyd Jolge G awyy Y
sl (SlojlwSin,d 3ge eoban Lige
9 loygds o Jlusus Eob alaw o bpe
Olellas Pl:k_ﬂ ‘UJ|)JLu ol ugLo.w LQ\_AS).UJ
slodiso) &S 325 i Llgige ks - (Sie)d

o J= g Gl G5 2 Jgame sla Siag <)
SIS 35 pa3 (g e

ool (So)LSs g o3> sl sl Y
9 9 U9

Pl Uhgd  jemeosls  Cuele  daazgily
wolwosly Sl Gl glole dede slgidiny
Gwaz, Sy O Couwd Wge (guan Ghge
SleMbl  (Jpaxs gloosls (CRM  gladilblw
pladl (S8 Sluidy sleeslh g (g8 Ololss
lgi g0 Cuino ¢l jd osly ol CuasS auS
lonag Blg et b sl sloslgisiuy o
g oo Moo glose

OBy )9 udexi g Yl o) lgo dsuwgs ¥

S8l
slp )l)'élro).i Ulf_x.wgp aS o5 0 plis loaisly
4 g (Lguas uge I 550 eslaiwl
s GBS (s slasiallyd S b3 lacles
L,,.w)g.o‘l- ol 395 50 Slgidiy oplply i)l
U9 lo29yS i by Julxi dinej 5o
oolaiwl g bl - plwl Joloi « cgiuao
bzl g >l go (segan Lhga I jlaegls]
o b Ll8leys (9,9 syl (g5lwbinmlypa . F

Jbazd

2L lbler GlonSyh > g plue
spely jl Ghda |) Mgo (eguan Ghge I eslaiul
shal 3580 L 5o Japamo 9 Ghgyd OMS
G Nlgie WaeeligS gl lesjen
0293 g yie (Hlojlw Cuoglie b (s30T,
slp - SPEY] U‘z’l) i) g Blad glocawlbow
629Ul ()il Age (segian Glga HLduwl
o300 bl |

olide Slaiel o GUS Swu) oo 0
lojlw

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy



I;\"rgl b=l Ca e wliuegly

b ——— Journal of Executive Management
by

YV G V1O Olrdio NFF ¢liwo) g b FF o)l AV 0)95

SRl b o GO iz 950 bogaye )1i0le
bl 4 oliws ¢ plBauses,lin swdse
Ologh o @b Gl lbaidl jlLdel (g ks
OB 5l pasuine (29,5 ool 6305
D d9=>90 LSLmolf_),p Uol.o.) Cawl US*“"‘ 9 Cawl
slousgame 505l Laes Gibgy ) i
sl oS Jisly  olgie  Lhegl
38 olal LaS Glaosly Jul=i s Sdegh
250 Gl s Som ol LBelS gl 4z S|
Stiwl Lawgs bl 3l g S )y dossls

Ll olpoo Gl L o)lgen S sloyiuagh

Ub9e P9pte U9 J9eldgl LaAxgil wialel)d
53 Dl WVg=i (YU Cucyw g Mgo (sE9a0
oy il aslllas plosl iloj byl 1,3t
o)l ey o Gleghy ol @l I eslaiwl
G sloed iy b cunlisio 655550 9 Hlujo,

dg) _).m|9> oung L;Lm(_;)gbé

&L o)l
3929 OB3mg) o =le o)lel UgSzue
..))l.\.)

S g i
ol &S SBus g aslwl jl (Hl5)a8 ¢ S
2033k 5L b 4 e

Uhse ()il o Uhedy 2 U8z (5002 9 Si)d
SIS (50 55U (Slojlw B9,s8 )3 Mgo (segiuan

1obgy8 030l )3 dilglid L sl lisy Juloi ¥
Uh92 Ol (29lee (ST lellas 3950 Slgidny
Juli aile dag s plw g alge (cgian
sletllw (Predictive  Analytics)  «lu i
Reinforcement ) ;ugés (5 a8 g Sioubge CRM

) B2B (g9 (gjlwaiugy o |, (Learning

3L ojom cnl 4o Glogly eail e (S)sbay
9 ljglis TP SPYRVS L;L{bolg_),p PL(:)| 1Y LE
982 Sl s pBmee Sy B suS Sy B
Mgo (s£gian (hge pac )3 (Slojlw g9 Jo=xi

Uil slotudgaxe
(ol slopiegly nlw siles G ol Ghagh
@ dzgi a5 Cawl 6390 olee (gloludgaxe U
loaidl ;I (5,506,009 2ol s ;5 Blgi oo o
Cuole (gl Cadgame o bl 550
sloaslbas 5l edlaiwl ¢ ol S
OBl Gigy ol a8l .l @il lislwdos
) a=llassyge 6333y I Grae (S0 @ (olowd

9 &luo plw 4 2l g piypsess S0 pald
jlw 0 3930 |y oo

Slasd 8] tuu.mg)J Cadgdxo 209

Cusiuo U@PJJQQ.]UQA)S).OJQU@JJ.LSK.AS)L\M

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

Journal of Executive Management

Abedi Jafari, H., Taslimi, MS., Faqgihi, A. &
Sheikhzadeh, M. (2011). Thematic anal-
ysis and the network of themes: a simple
and efficient way to explain patterns in
qualitative data. Strategic Management
Thought (Management Thought), 5 (2),
151-198. (In Persian)

Agnihotri, R., Kothandaraman, P., Kashyap, R.,
& Singh, R. (2012). Bringing “social”
into sales: The impact of salespeople's
social media use on service behaviors
and value creation. Journal of Personal
Selling & Sales Management, 32(3),
333-348.

Alpaydin, E. (2020). Introduction to machine
learning (4th ed.). MIT Press.

Alves, M., Martinho, D., Marcédo, R., & Sobreiro,
P. (2026). Generative Al adoption in
B2B firms: Ethical governance, innova-
tion capabilities, and long-term competi-
tive performance. Systems, 14(4), 410.

Bashokouh Ajirlo, M. and Mohammad Khani, R.
(2023). Designing a B2B Digital Market-
ing Implementation Model with an Em-
phasis on Artificial Intelligence-based
Customer Relationship Management.
New Marketing Research Journal, 13(3),
133-158. doi:
10.22108/nmrj.2023.138898.2952

Braun, V., & Clarke, V. (2006). Using thematic
analysis in psychology. Qualitative re-
search in psychology, 3(2), 77-101.

Brezhneva, V. M., & Petrushina, V. V. (2020).
Strategic directions of B2B sales devel-
opment in modern economy. Bulletin of
Kemerovo State University. Series: polit-
ical, sociological and economic sciences,
5(1), 15.

&lo

Chakraborty, S., Kumar, R., & Gupta, M. (2024).
Generative artificial intelligence: Foun-
dations, models, and applications.
Springer

Charoensuk, S., Wongsurawat, W., & Khang, D.
B. (2014). Business-IT Alignment: A
practical research approach. The Journal
of High Technology Management Re-
search, 25(2), 132-147.

Corbin J, Strauss A. (2008). Thousand Oaks, Cal-
ifornia: Sage Publications. Basics of
Qualitative Research: Techniques and
Procedures for Developing Grounded
Theory.

Davenport, T. H., & Ronanki, R. (2018). Artifi-
cial intelligence for the real world. Har-
vard Business Review, 96(1), 108-116.

Deveau, R., Griffen, S. J., & Reis, S. (2023). Al-
powered marketing and sales reach new
heights with generative Al. McKinsey &
Company. Retrieved:
https://hernanrosas.com/wp-content/up-
loads/2023/10/ai-powered-marketing-
and-sales-reach-newheights-with-gener-
ative-ai.pdf (Accessed: 10 April 202).

Dwivedi, Y. K., Ismagilova, E., Rana, N. P., &
Raman, R. (2023). Social media adop-
tion, usage and impact in business-to-
business (B2B) context: A state-of-the-
art literature review. Information Sys-
tems Frontiers, 25(3), 971-993.

Ebrahimi, S., & Vazifehdoost, H. (2024). Al
competencies for organizational perfor-
mance: A B2B marketing capabilities
perspective. In Proceedings of the 17th
National Conference on Management
and Humanities Research in Iran. Teh-
ran, Iran. (In Persian)

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy



I ;4";| b=l Ca e wliuegly

b ——— Journal of Executive Management
by

YV G V1O Olrdio NFF ¢liwo) g b FF o)l AV 0)95

Elliott, V. (2018). Thinking about the coding pro-
cess in qualitative data analysis. Qualita-
tive report, 23(11).

Fischer, H., Seidenstricker, S., Berger, T., & Hol-
opainen, T. (2022). Artificial intelligence
in B2B sales: Impact on the sales process.
Artificial Intelligence and Social Compu-
ting, 28(28).

Gabler, C., Seebacher, T., & Seebacher, U.
(2025). Case study predictive communi-
cation intelligence for educational insti-
tutions. In Mastering CommTech: Un-
locking the Potential of Digital Transfor-
mation in Corporate Communications
(pp. 329-366). Cham: Springer Nature
Switzerland.

Gutierrez, A., Orozco, J., & Serrano, A. (2009).
Factors affecting IT and business align-
ment: a comparative study in SMEs and
large organisations. Journal of Enterprise
Information Management, 22(1/2), 197-
211.

Han, R., Lam, H. K., Zhan, Y., Wang, Y.,
Dwivedi, Y. K., & Tan, K. H. (2021). Ar-
tificial intelligence in business-to-busi-
ness marketing: a bibliometric analysis
of current research status, development
and future directions. Industrial Manage-
ment & Data Systems, 121(12), 2467-
2497.

Hartmann, J., Exner, Y., & Domdey, S. (2024).
The power of generative marketing: Can
generative Al create superhuman visual
marketing content? International Jour-
nal of Research in Marketing. Advance
online publication.
https://doi.org/10.1016/j.ijr-
esmar.2024.09.002

Hautamaki, P., & Heikinheimo, M. (2025). Fully
leveraging Al in B2B sales: Exploring
sales managers’ capabilities and organi-
zational knowledge processes. Journal of

Business Research, 194, Article 115396.
https://doi.org/10.1016/j.jbusres.2025.11
5396

Honarmandi, Z., Sepasi, S., & Azar, A. (2019).
Comparing the impact of brand value on
corporate profit in B2B and B2C busi-
nesses: A case study. Interdisciplinary
Journal of Management Studies (For-
merly known as Iranian Journal of Man-
agement Studies), 12(1), 121-147.

Hossain, M. T., & Gilbert, J. R. (2021). Satisfac-
tory listening: The differential role of
salesperson communication in (co) creat-
ing value for B2B buyers. Industrial Mar-
keting Management, 98, 222-240.

Huang, M. H., & Rust, R. T. (2021). Artificial in-
telligence in service. Journal of Service
Research, 24(1), 3-27.

Hutt, M. D., & Speh, T. W. (2013). Business mar-
keting management: B2B (11th ed.).
South-Western Cengage Learning.

Jahanfar. H., (2021). Artificial Intelligence in
Marketing: A Systematic Review and
Future Research Path. Smart marketing
management, 2 (4), 1-14. (In Persian)

Johnston, M. W., & Marshall, G. W. (2016).
Sales force management: Leadership, in-
novation, technology (12th ed.).
Routledge.

Johnston, W. J., & Lewin, J. E. (1996). Organiza-
tional buying behavior: Toward an inte-
grative framework. Journal of Business
Research, 35(1), 1-15.

Kalota, F. (2024). A Primer on Generative Artifi-
cial Intelligence. Education Sciences,
14(2), 172.

Karamipour M. (2023). Designing and explaining
the model of artificial intelligence com-
petencies on organizational performance
considering B2B marketing capabilities.

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy



https://doi.org/10.1016/j.ijresmar.2024.09.002
https://doi.org/10.1016/j.ijresmar.2024.09.002

PPV B0 Olxdio VEF ¢lis) g s FF o)loid AV 6,95

Journal of Executive Management

journal of value creation in business
management, 3 (2), 20-41. (In Persian)

Keegan, B. J., Dennehy, D., & Naudé, P. (2022)
Implementing artificial intelligence in
traditional B2B marketing practices: an
activity theory perspective. Information
systems frontiers, 1-15.

Kelly, C. (2023). Coke asks consumers to gener-
ate art with new Al platform. URL:
https://www.marketing-
dive.com/news/coca-cola-coke-genera-
tive-ai-marketing-art/645465/.

Kshetri, N., Dwivedi, Y. K., Davenport, T. H., &
Panteli, N. (2024). Generative artificial
intelligence in marketing: Applications,
opportunities, challenges, and research
agenda. International Journal of Infor-
mation Management, 75, 102716.
https://doi.org/10.1016/j.ijinfo-
mgt.2023.102716

Liang, H., Wang, N., Xue, Y., & Ge, S. (2017).
Unraveling the alignment paradox: how
does business—IT alignment shape or-
ganizational agility?. Information Sys-
tems Research, 28(4), 863-879.

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic
Inquiry. Sage.

Liu, X. (2020). Analyzing the impact of user-gen-
erated content on B2B Firms' stock per-
formance: Big data analysis with ma-
chine learning methods. Industrial mar-
ketingmanagement, 86, 30-39.

Mansourian, S. , Daneshvar, A. and Radfar, R.
(2024). Cloud computing adoption fac-
tors for digital transformation in Iran's
software industry. Innovation Econom-
icEcosystem Studies, 4(3), 19-48.

McKinsey & Company (2023). The state of Al in
2023: Generative Al's breakout year. Re-
trieved: https://www.mckinsey.com/ca-

pabilities/quantumblack/our-in-
sights/thestate-of-ai-in-2023generative-
ais-breakout-year (Accessed: 1 April
2024).

Meabe, C. (2024). Generative Al in B2B. Foun-
dation Inc. Retrieved: https://foundation-
inc.co/lab/generative-ai-b2b (Accessed:
1 April 2024).

Mikalef, P., Islam, N., Parida, V., Singh, H., &
Altwaijry, N. (2023). Artificial intelli-
gence (Al) competencies for organiza-
tional performance: A B2B marketing
capabilities perspective. Journal of Busi-
ness Research, 164, 113998.

Murphy, K. P. (2022). Probabilistic machine
learning: an introduction. MIT press.

Naeem, M., Ozuem, W., Howell, K., & Ranfagni,
S. (2023). A step-by-step process of the-
matic analysis to develop a conceptual
model in qualitative research. Interna-
tional Journal of Qualitative Methods,
22, 16094069231205789.

Noy, S., & Zhang, W. (2023). Experimental evi-
dence on the productivity effects of gen-
erative artificial intelligence. Science,
381, 187-192. https://doi.org/
10.1126/science.adh2586.

Paschen, J., Paschen, U., Pala, E., & Kietzmann,
J. (2021). Artificial intelligence (Al) and
value co-creation in B2B sales: Activi-
ties, actors and resources. Australasian
Marketing Journal, 29(3), 243-251.

Peres, R., Schreier, M., Schweidel, D., &
Sorescu, A. (2023). On ChatGPT and be-
yond: How generative artificial intelli-
gence may affect research, teaching, and
practice. International Journal of Re-
search in Marketing, 40, 269-275.
https://doi.org/10.1016/j.ijr-
esmar.2023.03.001.

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (et iy


https://www.marketingdive.com/news/coca-cola-coke-generative-ai-marketing-art/645465/
https://www.marketingdive.com/news/coca-cola-coke-generative-ai-marketing-art/645465/
https://www.marketingdive.com/news/coca-cola-coke-generative-ai-marketing-art/645465/

I;\"rgl b=l Ca e wliuegly

b ——— Journal of Executive Management
by

YV G V1O Olrdio NFF ¢liwo) g b FF o)l AV 0)95

Prendergast, G. P. & Maggie, C. H. W. (2013).
Donors' experience of sustained charita-
ble giving: A phenomenological study.
Journal of Consumer Marketing, 30(2),
130-
139.https://doi.org/10.1108/0736376131
1304942.

Ransbotham, S., Khodabandeh, S., Fehling, R.,
LaFountain, B., & Kiron, D. (2019).
Winning with Al. MIT Sloan manage-
ment review.

Rodriguez, M., Deeter-Schmelz, D. R., & Krush,
M. T. (2025). The impact of generative
Al technology on B2B sales process and
performance: an empirical study. Journal
of Business & Industrial Marketing,
40(10), 2013-2027.

Rodriguez, R., Svensson, G., & Mehl, E. J.
(2020). Digitalization process of com-
plex B2B sales processes—Enablers and
obstacles. Technology in Society, 62,
101324

Rodriguez, M., & Peterson, R. (2024). Artificial
intelligence in  business-to-business
(B2B) sales process: a conceptual frame-
work. Journal of Marketing Analytics,
12(4), 778-789.

Siemieniako, D. (2019). New perspectives on b2b
marketing—connecting marketing and

technology. Engineering Management in
Production and Services, 11(3), 7-7.

Siam, N., & Sharma, A. (2018). The role of IT in
sales processes: A resource-based per-
spective and research agenda. Journal of
Marketing Theory and Practice, 26(1),
65-85.
https://doi.org/10.1080/10696679.2017.
1389246Tallon, P. P., & Pinsonneault, A.
(2011). Competing perspectives on the
link between strategic information tech-
nology alignment and organizational
agility: insights from a mediation model.
MIS quarterly, 463-486.

The Business Research Company. (2026). Soft-
ware development services market report
2026 (Report No. 6215411). Research
and Markets.

Walters, T. (2016). Using thematic analysis in
tourism research. Tourism Analysis,
21(1), 107-116.

Zeidi, F., & Moghadam Nia, E. (2022). Investi-
gating the effect of artificial intelligence
and CRM on sales performance of the
marketing maturity model in B2B e-mar-
kets. In Proceedings of the National Con-
ference on Human Sciences and Manage-
ment in Iran. (In Persian)

8 oy amiso | (Sl :3ge (segiansiigr 1 (siire B2B Giigyd slaylSely om0l 0 (2l palae quoles (setiay iy




