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Abstract

B2B marketing of enterprises has been testing the management cognition and
insight of business operators and management. The industry will describe B2B
marketing as relationship marketing, inter organizational marketing, decision chain
marketing, solution marketing, service marketing, knowledge database marketing
and trust marketing. The academic community will explore the decomposition of
business behavior in B2B marketing under the background of servitization, value
co creation and solution concept. Through in-depth interviews with enterprises, the
previous qualitative research literature has summarized a variety of factors that will
affect the marketing results of suppliers' enterprises over the years. We divided the
formation process of solutions and the participation roles in the service process, and
at the same time, compared with the research on enterprises. The analysis
perspective, elements, content scope and even naming of relevant content are
different.

Based on the literature on B2B marketing and solutions, this study built a
"supplier domain relationship domain customer domain" model for the formation
of solutions. Through in-depth interviews with Wolong group's internal managers
and customer managers, we learned the respondents' understanding of the elements
of corporate behavior. Based on this exploratory research, this paper summarizes
the relevant literature variables in the past, obtains the element variables that this
paper hopes to carry out empirical analysis, and puts forward relevant assumptions
and theoretical models. To better distinguish the similarities and differences
between suppliers' and customers' understanding of enterprise behavior elements,
my paper uses the supplier customer bilateral perspective of comparative research.

This paper summarizes and analyzes the factors that influence the effect of
solutions in many previous studies through two steps: a review of previous literature
and in-depth interviews with suppliers and customers. After combining the research
purpose of this paper, the conclusion of previous literature and the characteristics
of enterprise behavior elements, we get two company-level capability elements
belonging to the supplier field, named as business process capability and
organizational structure capability. And we also get a company-level element



covering a variety of relationship process field elements, named as customer
integration. We select the customer field element with certain observation value and
feasibility - price sensitivity. We take the above four elements as the main variables
of this paper.

Through literature theoretical derivation, model building, exploratory research
and empirical analysis, this paper finds that: from the supplier customer bilateral
perspective, the supplier's business process capability, organizational structure
capability and customer integration can positively affect the solution effect, and
customer integration plays a positive intermediary effect in the relationship between
business process capability, organizational structure capability and solution effect;
From the perspective of customers, price sensitivity can significantly affect the
effect of solutions, and customer integration plays a positive mediating effect in this
impact relationship; From the perspective of suppliers, the relationship between
customer price sensitivity and solution effect is not significant, but customer price
sensitivity can significantly and positively affect the degree of customer integration
of suppliers. At the same time, it is found that from the perspective of customers,
customer price sensitivity will negatively regulate the positive effect of business
process capability/organizational structure capability on the solution effect, but
such a regulatory effect does not exist from the perspective of suppliers.

The findings of this study indicate that supplier companies can improve
solution effectiveness by enhancing business process capabilities, organizational
structure capabilities, and customer engagement. Specifically, improving
management can begin with understanding the lower-order constructs of the three
variables and identifying potential management methods based on the scale
measurement items of these constructs. Furthermore, price sensitivity is a crucial
customer factor that suppliers should pay close attention to. The fact that the
supplier's perspective failed to identify the moderating role that customers perceive
should exist suggests a lack of true understanding of customer needs and mindset
regarding the supplier's solution effectiveness evaluation mechanism. Based on
these findings, this paper concludes by summarizing the practical value of this
research for business operations and proposing corresponding management

recommendations.
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