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Abstract 

How business-to-business (B2B) firms succeed in 

digital transformation in sales will determine if they 

flourish or perish. The adoption of digital technologies 

creates new opportunities and challenges for firms. 

Successful adoption can lead to increased revenues and 

improved customer relations. For B2B sellers and 

managers to succeed in the digital economy, they need 

to understand and adapt to these changes. A thorough 

analysis of the available literature and the strategic use 

of dynamic capabilities are required due to the 

changing nature of the B2B sales marketplace. In this 

systematic literature review, we bring together the 

digital transformation research of B2B sales 

management by synthesizing major themes and topics. 

We analyze the findings with a lens of dynamic 

capabilities and identify seven dynamic capabilities that 

managers need to pay attention to in B2B sales to win 

sales in the digital economy. Additionally, we propose a 

future research agenda. 

 

Keywords: Digital transformation, B2B sales, B2B 

sales management, digital economy, dynamic 

capabilities  

1. Introduction  

Change in our society is fast and volatile. In May 

2022, the European parliament announced that one of its 

priorities is the digital transformation (DT) of Europe 

and that it is investing billions of euros into the Digital 

Europe Program, which aims to “facilitate the 

digitalization of the European society across all vertical 

sectors” (EU Monitor, 2022). If the European DT is 

successful, the EU’s economy could grow by an 

estimated 2.8 trillion euros by 2030 (Amazon, 2022). 

Societal economic success depends on how companies 

manage digital transformation at all levels of their 

operations, including sales. Still, today, and perhaps 

because of the rapid development of AI, top-performing 

CEOs suggest that digital disruption is one of the biggest 

phenomena impacting how they will lead their 

businesses this year compared to previous years 

(McKinsey, 2023). How successful company leaders 

and managers are in implementing digitalization 

strategies and tools in sales will determine whether their 

businesses will keep up with the competition (Zoltners 

et al., 2021). 

The digitalization of sales is an ongoing process 

(Wengler et al., 2021) that requires strategic and 

operational choices and decisions. In firms, 

digitalization gradually evolved into system integration 

of data and IT, and in recent years, the digital 

transformation has taken giant leaps toward the 

integration of artificial intelligence and machine 

learning. The digitalization of B2B sales has made 

product offerings more complex due to the bundling of 

products and services and the development of 

technology (Ingram et al., 2005). New types of sales 

jobs are emerging, and they are characterized by new 

skill requirements, such as relationship selling and 

expertise in social media and other technologies 

(Marshall et al., 2012). The digital transformation of 

B2B sales is a multi-faceted phenomenon that impacts 

sales as a profession (Guenzi & Nijssen, 2023), 

professional salespeople (Zoltners et al., 2021), business 

models (Linde et al., 2021), value creation (Singh et al., 

2019), and the sales process (e.g., Syam & Sharma, 

2018). Since the digital transformation impacts different 

areas of the sales function and involves different types 

of technologies, the research field is fragmented and 

typically focused on exploring one aspect of the 

phenomenon, such as digital technologies in B2B sales 

(Singh et al., 2019), technology acceptance or adoption 

(Chatterjee et al., 2021), value (co-)creation in B2B 

firms (Guenzi & Nijssen, 2023), digitalization strategies 

(Zoltners et al., 2021), digital technologies impacting 

the sales process (Guenzi & Habel, 2020), the human 

side of digital transformation (Kramer & Krafft, 2023), 

the relational perspective (Loro & Mangiaracina, 2022), 

or social media (Guenzi & Nijssen, 2020). 

The digitalization has transformed the landscape of 

B2B sales, necessitating a comprehensive review of 
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existing literature and the strategic application of 

dynamic capabilities. Fischer et al. (2023 investigated 

triggers of digital sales and the influence of digital 

transformation on sales function and environment. Our 

study complements Fischer et al.’s (2023) study by 

focusing on the dynamic capabilities that firms need in 

B2B sales to respond to the challenges and opportunities 

brought by digitalization and digital transformation.  

How the company can keep or enhance its 

competitive advantage with ever-increasing competition 

and a fast-changing business environment is a critical 

factor to company success. An ordinary sales activity 

can be copied; thus, it is not a competitive advantage in 

itself (Teece, 2014). In this paper, we investigate the 

digital transformation in B2B sales management 

through a dynamic capabilities lens. Dynamic 

capabilities is one of the key theories in the strategic 

management of firms and has since developed as a 

“multidisciplinary framework to explain long-run 

enterprise performance” (Teece, 2014, p. 328). It is 

appropriate for studies on digital transformation 

because, as a theory of strategic management, it 

examines strategic changes in an organization. Sales 

researchers have applied the dynamic capabilities theory 

in prior studies (see, e.g., Liu & Zhao, 2021; Peterson et 

al., 2021).  

The purpose of this study is to provide an overview 

of digitalization and digital transformation in B2B sales 

and explore the needed dynamic capabilities of B2B 

sales to maintain a firm’s competitive advantage. This 

systematic literature review contributes to research on 

the digital transformation of B2B sales by analyzing the 

key aspects that B2B sales management need to 

consider in a digital economy. Additionally, 

organizations need to develop and enhance their 

dynamic capabilities to effectively navigate this 

changing landscape and achieve sustainable success. 

We propose seven dynamic capabilities in B2B sales 

that managers should apply to win sales in the digital 

economy and suggest a future research agenda. The 

findings of this paper will help B2B sales managers to 

understand the impact of digitalization and digital 

transformation, and what can be done about it to 

maintain the firm’s competitive advantage.  

Our research questions are: How is digital 

transformation impacting B2B sales management? 

What do B2B sales managers need to know about digital 

transformation to keep the competitive advantage of the 

firm? What are the key dynamic capabilities of B2B 

sales management in the digital economy?  

We started our paper with an introduction to our 

research field of digital transformation in B2B sales. We 

then proceed to a theoretical framework where we 

define digitalization, digital transformation, and our 

theoretical lens: the dynamic capabilities theory. 

Following that, we explain the methodology of the study 

and present our findings. Finally, we discuss the 

implications of our findings and end with conclusions.  

2.  Theoretical framework 

First, we define digital transformation. Vial (2019, 

p. 118) defined the concept as “a process that aims to 

improve an entity by triggering significant changes to its 

properties through combinations of information, 

computing, communication, and connective 

technologies.” They further explained that digital 

transformation disrupts and changes value creation 

paths, consumer behavior and expectations, the 

competitive landscape, and the availability and use of 

data. It impacts organizations’ structures, such as 

culture, leadership, and employee skill requirements. 

Verhoef et al. (2021, p. 889) described the phenomenon 

in their multidisciplinary article as “a change in how a 

firm employs digital technologies to develop a new 

digital business model that helps to create and 

appropriate more value for the firm.” Microsoft’s 

technology executive and global C-Suite advisor, April 

Walker, defined the topic by saying, “Digital 

transformation is not just ‘doing digital.’ Digital 

transformation is a deliberate, strategic repositioning of 

one’s business in today’s digital economy” (Conway & 

Codkind, 2021, p. 1).  

Digitalization is necessary for digital 

transformation. Digital tools encourage the 

development of fresh approaches and inventive chances 

to support clients, which we call digitalization (Singh et 

al., 2019). Digitalization can lead to improved processes 

due to modern technology. Digital transformation, 

however, goes beyond digitalization. Digital 

transformation refers to the process through which a 

firm develops a plan to use technology to enhance 

operations and satisfy changing customer needs 

(Newman, 2017). Successful digital transformation can 

lead to increased revenue and customer value.  
Dynamic capability is “the capacity of an 

organization to purposefully create, extend, or modify 

its resource base” (Helfat et al., 2007, p. 1). The concept 

of dynamic capability is based on a strategic 

management theory, and it explores “how and why 

certain firms build competitive advantage in regimes of 

rapid change” (Teece et al., 1997, p. 509). Due to 

complex business environments, dynamic capabilities 

vary depending on the context and can be industry-

specific, operation-specific, or even problem-specific 

(Teece et al., 1997). The dynamic capabilities definition 

has developed into a company’s capacity to “(a) sense 

and shape opportunities and threats, (b) seize 

opportunities, and (c) maintain competitiveness through 

enhancing, combining, protecting, and, when necessary, 
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reconfiguring the business enterprise’s intangible and 

tangible assets” (Teece, 2007, p. 1319). Capabilities are 

divided into ordinary and dynamic capabilities. 

Ordinary capabilities are operational ones that are 

necessary to keep the company running. Dynamic 

capabilities entail “higher-level” activities that can 

allow a business to redirect its regular operations toward 

more lucrative ventures. The firm’s resources must be 

managed or “orchestrated” to address and influence the 

quickly shifting business conditions (Teece, 2014, p. 

328).  

Teece (2014, pp. 18–19) explains that many 

operational tasks, such as accounting and sales, no 

longer support sustainable competitive advantage as 

they “can be outsourced to the cloud.” We do not share 

this view. Instead, we argue that our literature review 

findings show that contemporary B2B sales, which have 

been profoundly impacted by digitalization and digital 

transformation, cannot simply be outsourced to a 

“cloud.” Instead, a successful B2B sales operation has 

several dynamic capabilities enabled by new 

technologies. In previous studies, researchers have 

investigated dynamic capabilities theory in a sales 

context, such as sales enablement (Peterson et al., 2021), 

partner relationship management (Chatterjee et al., 

2023), technology-enabled sales capability 

(Badrinarayanan et al., 2022), dynamic marketing 

capability (DMC) concerning company product 

innovations and company agility (Mitręga, 2020), co-

creating social media agility to build strong customer–

firm relationships (Chuang, 2020), resource 

orchestration and dynamic managerial capabilities 

(Badrinarayanan et al., 2019), dynamic capabilities in 

key account management (Guesalaga et al., 2018), and 

value-based selling (Liu & Zhao, 2021).  

3.  Methodology 

In our systematic literature review, we follow a 

four-step process, similar to Fischer et al. (2023), as our 

methodological approach. First, we defined our topic 

area and research questions. We found a gap in B2B 

sales research, and our aim is to contribute to B2B sales 

research by offering a comprehensive view on the 

digital transformation phenomenon in the sales field. 

Second, we conducted a literature search. We used the 

systematic literature review process to study the 

literature on digitalization and digital transformation in 

B2B sales. We started by searching Scopus and EBSCO 

Business Source Complete databases. We 

complemented this by searching the Google Scholar 

database followed by a reference search. Then, we 

searched the emerging journals individually. Third, 

following the search, we selected the final sample and 

then analyzed the corpus by reviewing the articles and 

coding them by emerging themes and topics. We present 

them in the chapter where we discuss our findings (4.1–

4.5). Fourth, those recognized themes and topics were 

synthesized through the dynamic capabilities lens and 

we present them in section 4.6. Finally, we propose 

dynamic capabilities that managers need to pay attention 

to so that the firm remains competitive.  

We also set some inclusion and exclusion criteria to 

focus our search. Following the example of other digital 

marketing reviews, we chose articles published from 

2000 to the present day (e.g., Herhausen et al., 2020; 

Kannan & Li, 2017; Lamberton & Stephen, 2016). We 

wanted to keep the time frame long enough to see how 

the research field has evolved, what the emerging 

themes and topics are, and what is required from the 

B2B sales managers to lead and manage the strategic 

change. Our inclusion criteria were: English language 

and academic journal articles. Therefore, we excluded 

the articles published before 2000, that were not in 

English or were published in conference proceedings. 

Our search terms were B2B sales and digital 

transformation, and phrases related to these topics such 

as digit*, digitalization, digitization, digital sale*, 

business-to-business sale*, B2B sale*, B2B sale* 

manager*, and salespeople. When selecting the articles, 

we chose technologies such as digitalization in general, 

sales force automation tools, CRM, AI, machine 

learning, big data, and social media. We included all the 

technologies that are relevant to B2B sales and talked 

about in conjunction with digitalization or digital 

transformation of the B2B sales field. We left out all 

articles related to B2C and retail sales, small SMEs, and 

COVID-related topics. We focused solely on B2B sales 

in medium or large companies, and not related to 

specifically in context to COVID-19. We included all 

conceptual and empirical papers published in peer-

reviewed journals which are at least minimum ABS 

ranked and fit our other search criteria.  

Our final sample size was 101 articles. The article 

distribution by their journals (number of articles/% of 

articles) is as follows: Industrial Marketing 

Management (48/47.5%), Journal of Business and 

Industrial Marketing (12/11.9%), Journal of Personal 

Selling and Sales Management (12/11.9%), European 

Journal of Marketing (7/6.9%), Journal of the Academy 

of Marketing Science (4/4.0%), Technological 

Forecasting and Social Change (4/4.0%), and Journal of 

Research Interactive Marketing (3/3.0%). Besides these, 

nine other journals (9/8.9%) had one article each, which 

were also included in the sample (the table of included 

articles can be provided upon request). See our literature 

search data on Table 1. 
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Table 1. Literature search 
Step Search 

results 

Restrictions Search 

results 

Articles 

selected 

1 1246 Academic 
journal, English 

207 40 

2 2029 Academic 

journal, 
English, 

business, 

management 
and accounting, 

social sciences, 

economics 

441 

3 41 200 First five pages 10 1 

4  2 

5  56 

Total  101 

 
Step 1 EBSCO Business Source complete 
Step 2 Scopus 

➢ both, search field: title, abstract, keywords 

Step 3 Google Scholar  
Step 4 reference search 

Step 5 selected journals based on the results of step one and two. 

Total = selected article for the analysis 

 

4. Findings 
 

On Figure 1 we have presented the distribution of 

the selected journal articles by year. We can see a peak 

year 2005 and a closer look reveals that nine out of the 

11 articles that year were in Industrial Marketing 

Management Journal, which points at a special edition 

focused on digitalization of B2B sales. Otherwise, the 

trend starts peaking in 2020 and is still rising.  

We started analyzing the corpus by finding the 

major themes that were studied. We placed each article 

in one major theme, but also noted if other themes were 

discussed in the paper. For example, the major theme 

was value (co-)creation, but the technology studied was 

social media. The themes that emerged from our 

analysis were: technology acceptance/adoption (30 

articles), social media (19), value (co-)creation (10), 

B2B relations/customer relations (nine), digitalization 

strategies for success (nine), sales process (seven), sales 

enablement/resource alignment (six), work 

demands/technostress (five), sales transformation/future 

of sales (four), and omnichannel management (two). 

Looking at the last two years of publications, social 

media had the most articles published (8) as the main 

theme, followed by customer relations, sales 

enablement/resource alignment, and technology 

adoption (four each). Technology adoption has been the 

interest of researchers throughout the years, with the 

first article on the theme in 2001. New technologies are 

emerging, and companies need to decide what 

technologies to adopt and how to implement them. In 

recent years (2018–2023), researchers have studies how 

the sales process is evolving with the adoption of 

technologies. The future of sales and research on 

digitalization strategies have also interested researchers 

in recent years (2018–2023). On the psychological side, 

technostress is one of the negative sides of technology 

adoption and use, and it has been discussed particularly 

in the last few years (2019–2023). 

In B2B sales, digital transformation impacts both 

sales professionals (Zoltners et al., 2021) and sales as a 

profession (Syam & Sharma, 2018). We also coded the 

articles by whether the study or the impact affected sales 

as a profession or sales professionals. Additionally, we 

noted the technology that was either studied directly or 

indirectly. Technologies mentioned ranged from 

technology such as CRM and machine learning or AI to 

more general such as digital sales, social media, or 

digitalization. Next, we present the relevant concepts 

and topics in B2B sales in the digital economy. 

Following that, we synthesize our findings and 

categorize them by dynamic capabilities theory divided 

into sensing, seizing, and transforming. 

 

 
Figure 1. Journal articles by year (2000-2023) 

4.1. Digital transformation and professional 

salespeople 

Salespeople must learn to use different digital sales 

tools, such as AI-integrated CRM systems (Chatterjee et 

al., 2021) and social CRM (Choudhury & Harrigan, 

2014), for improved effectiveness (Mahlamäki et al., 

2020). Furthermore, organizational adaptation is needed 

to achieve the digitalization goals by bridging the gap 

between departments, such as encouraging marketing–

sales cooperation (Mullins & Agnihotri, 2022). Besides 

the technology acceptance and adoption, the 

digitalization of B2B sales impacts the salesforce at the 

psychological and cognitive levels. Salespeople need to 

learn new skills, unlearn old ways of doing sales 

(Mattila et al., 2021), and cope with the stress caused by 

the application of new technology (Guenzi & Nijssen, 

2021; Kramer & Krafft, 2023). To support the sales 

force in the digitalization process, it is critical to align 

resources correctly across the organization (Lauzi et al., 

Page 4841



 

 

2023). Social media requires new ways of working, as 

some salespeople take an influencer role and aim to 

grow their expert image by posting on social media 

(Cheng et al., 2023).  

4.2. Digital transformation and B2B sales as a 

profession 

The sales profession is changing because the 

exchange of information can be automated through a 

firm’s systems (Xue et al., 2013). Digital selling enables 

the use of different sales channels (Alonso-Garcia et al., 

2023), which provides new opportunities for business 

growth but can also challenge the management to make 

the right decisions. Access to data and information is 

transforming the sales process. The application of AI 

and machine learning offers new opportunities for 

flexible pricing in B2B e-commerce (Leung et al., 

2019), and each step of the sales process can be analyzed 

for effectiveness (Guenzi & Habel, 2020). Digital 

transformation also provides new possibilities for value 

creation, which we will discuss in closer detail later. 

Furthermore, social media is changing the sales 

profession, which we will discuss next. 

4.3. Social selling and social media 

Social media is being increasingly used in different 

parts of the sales process (Kumar & Sharma, 2022) to 

gather insights through customer engagement (Lamrhari 

et al., 2022), to enhance brand awareness (Kalra et al., 

2023), and to perform better in sales (Franck & 

Damperat, 2023; Terho et al., 2022). One of the main 

goals of social selling is to engage customers and 

improve customer–firm relationships (Sombultawee & 

Wattanatorn, 2022). Salespeople are required to have a 

presence on social media to become influencers in their 

markets (Kalra et al., 2023) and thereby improve their 

company’s performance.  

4.4. Customers and value (co-)creation 

The digitalization of B2B sales is impacting B2B 

customer relations. Sales transactions are moving from 

face-to-face operations to digital channels and e-

marketplaces (Loro & Mangiaracina, 2022). The change 

from analog to digital may not be synchronized between 

the partners (Yin et al., 2023), which may cause 

problems in the relationship. However, if digitalization 

can be seen as an improvement on both sides of the 

relationship, it can benefit the relationship (Lin & Lin, 

2023). Digitalization has enabled new types of value 

creation between sellers and buyers, such as digital 

servitization (Linde et al., 2021), value-based selling 

(Alamäki & Korpela, 2021), digital solutions selling 

(Guenzi & Nijssen, 2023), and value (co-)creation in 

digital ecosystemic business environments 

(Rusthollkarhu et al., 2020). AI technologies are 

positively influencing value creation for customers 

(Singh et al., 2019), suppliers, and technology 

companies (Li et al., 2021).  

4.5. The future of B2B sales 

Sales is constantly transforming due to 

digitalization (Wengler et al., 2021). To successfully 

manage the transformation, both technology and 

humanity need to be carefully considered (Corsaro & 

Maggioni, 2022). If applied correctly, digitalization can 

offer keys to competitive advantage and superior value 

(co-)creation (Fischer et al., 2023). To enable a 

successful digital transformation of B2B sales 

management, the resources must be organized 

effectively, and cross-department cooperation is needed 

(Lauzi et al., 2023). Customer-driven change requires 

leadership skills from managers (Giovannetti et al., 

2021), and B2B marketing is, in many ways, starting to 

resemble B2C marketing, for example in social media 

use (Neuhaus et al., 2022) and business platform 

adoption (Anderson et al., 2022). 

4.6. Sensing, seizing, and transforming 

We coded and synthesized the findings and 

categorized them into sensing, seizing, and transforming 

in the dynamic capabilities framework. The result of the 

analysis can be seen in Figure 2. (1) Sensing refers to 

sensing opportunities in the external environment 

caused by digital disruption. These opportunities are the 

firm’s internal needs, emerging business opportunities, 

customer needs, and emerging technologies. This is 

followed by (2) seizing the identified opportunities, 

such as adopting the correct technologies, adapting the 

business model, managing customer engagement, and 

managing the corporate ecosystem to support the sales 

function. The last step involves (3) reconfiguring or 

transforming the sales force design so it can be agile and 

adaptive to the constantly changing environment. It 

involves modifying the product and service offering 

and, therefore, the business model if needed; adapting to 

a new and agile sales process; transforming the 

customer relationship to (co-)create more value; and 

reconfiguring the internal resources and resource-based 

view with market-oriented customer needs.  
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Figure 2. Dynamic capabilities in B2B sales 

 

These dynamic capabilities will then reflect 

organizational learning, processes, routines, and tasks, 

and management will make decisions about the firm’s 

technological position. Keeping up with rapid change 

requires constant unlearning, learning, and re-learning. 

Internal resources need to be planned so that the 

organization and people can develop and adapt to 

requirements coming from the technology and customer 

perspectives. We thus identify seven dynamic 

capabilities in B2B sales management that managers 

need to pay attention to: (1) technology recognition and 

adoption, (2) business model adaptation, (3) customer 

relations and engagement strategies, (4) agile and 

adaptive sales processes, (5) designing an adaptive and 

agile sales force, (6) sales enablement, and (7) corporate 

ecosystem co-operation with the sales function. 

There are several avenues for future research. A 

qualitative study of B2B sales management could be 

conducted to see how B2B sales managers and 

salespeople cope with digital transformation and how 

the presented dynamic capabilities are applied in the 

firm. A preliminary research agenda with research 

questions is presented in Table 2. 

 
Table 2. Future research agenda and questions 

Topic 

Questions 

1. Technology recognition and adoption 

• How to support salesforce technology adoption? 

• What are the key technologies to ensure a successful digital 
transformation of B2B sales? 

• What talent is needed in the salesforce for technology 

adoption? 
• How to help the salesforce with technology-related stress 

situations? 

• How to recognize if the salesforce is experiencing 
technostress? 

• What kind of training do salespeople and managers need to 

adopt new technology in digital transformation? 

• How to manage and lead technology recognition and adoption 

in the digital transformation of B2B sales? 

2. Business model adaptation 
• How to lead and manage customer value (co-)creation in B2B 

sales in the digital economy? 

• What is required from the organization to adapt the business 
model whilst balancing RBV and market orientation in the 

digital economy? 

• How to develop a business model when digitally transforming 
B2B sales? 

• What are the dynamic capabilities in business model adaptation 

in B2B sales in the digital economy? 

3. Customer relations and engagement strategies 

• How can a firm engage best with the customers in a digital 

economy? 
• How to adopt relationship selling practices in B2B sales in 

digital transformation? 

• How to use technology to help engage with customers better in 
the digital economy? 

• How to engage customers in social media in the digital 

economy? 
• How to manage and lead customer engagement in B2B 

salesforce in digital transformation? 

4. Agile and adaptive sales process 
• How to apply AI in the B2B sales process? 

• How to keep the B2B sales process adaptive and agile? 

• What type of salespeople’s capabilities and skills are needed in 
the sales process in the digital economy? 

• How to measure sales process effectiveness in digital 

transformation? 

5. Designing an adaptive and agile salesforce 
• How to design an adaptive salesforce in the digital economy? 

• What qualities does an adaptive salesforce have in the digital 

economy? 

• How to measure salesforce agility? 

• What do salespeople need to learn, re-learn, or un-learn when a 

firm is going through a digital transformation? 
• What technology is needed to enable salesforce adaptivity and 

agility? 

• What talent is needed to enable salesforce adaptivity and 
agility in the digital economy? 

• What is required from a manager to lead an adaptive and agile 

salesforce in the digital economy? 

6. Sales enablement 

• What type of B2B sales enablement is needed in the firm 

during a digital transformation? 
• How to manage and lead sales enablement in digital 

transformation? 

• How to measure sales enablement in digital transformation? 
• What are the key functions for effective sales enablement 

during digital transformation? 

• How can a firm develop B2B sales enablement in digital 

transformation? 

7. Corporate ecosystem co-operation with sales function 

• How to break barriers between departments in digital 
transformation? 

• What are the critical factors to ensure that collected customer 

intelligence flows smoothly between departments in the digital 
economy? 

• How to involve B2B sales in organization research and 

development projects? 
• How to improve B2B sales–marketing cooperation for sales 

development? 

• How to improve B2B sales–marketing cooperation for 
customer engagement in digital transformation? 
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5. Discussion 

With this systematic literature review, we recognize 

that digital transformation is disrupting B2B sales in 

many ways. New technologies challenge companies to 

consider how to adopt them and whether said adoption 

will bring the desired results. We used the dynamic 

capabilities theory to categorize the emerging themes 

and topics of our literature review findings. The 

adoption of digital technologies is challenging firms to 

consider whether to adopt new technologies such as AI-

integrated CRM systems (Chatterjee et al., 2021). It also 

makes us ask what the drivers of salespeople’s AI 

acceptance are (Chen and Zhou, 2022), try to understand 

salespeople’s adoption of mobile sales technology 

(Sanakulov et al., 2018), try to find out how the use of 

digital technology impacts sales organizations (Micallef 

et al., 2022), and try to decipher how mentoring or peer 

support can help overcome resistance or challenges 

(Sanakulov et al., 2018). Digital tools are shaping the 

sales process as new tools for pricing systems can be 

applied (Leung et al., 2019), social media is being used 

in selling (Kumar & Sharma, 2022; Sombultawee & 

Wattanatorn, 2022), and AI is enabling machines to 

make decisions that humans previously made (Syam & 

Sharma, 2018).  

What is important for managers to understand is 

that digitalization is constantly evolving (Wengler et al., 

2021) and digital disruption is changing what skills and 

knowledge are needed in B2B sales (Elhajjar et al., 

2023). Organizations should invest in resources in sales 

enablement to support the managers and sales 

professionals in the shift and to align the organizational 

resources in the digitalization efforts (Lauzi et al., 

2023). To bridge the gap between sales and marketing 

is important (Biemans et al., 2022) as both are crucial to 

enable success in contemporary sales efforts. On the 

psychological side, the management of the firm must 

pay attention to their employees’ wellbeing as adoption 

of new technologies can cause technostress (Kramer & 

Krafft, 2023).  

In strategic sales, it is crucial to analyze the 

business environment and the customers to position the 

company and its offerings correctly. However, there has 

been a major shift in the business environment in the last 

decade, and digital disruption is impacting all business 

functions as well as the societies where businesses 

operate. Fischer et al. (2023) suggest that the role of 

technology has changed, and we need to change how to 

manage B2B sales. We have responded to this call by 

mapping out the dynamic capabilities needed in 

contemporary B2B sales management.  

We have used the classifications of sensing, 

seizing, and transforming (Teece, 2007) to organize the 

recognized dynamic capabilities in a B2B sales 

function. Sensing is recognizing the business 

opportunities that digital disruption offers. Companies 

need intelligence and talent to sense emerging 

technologies and customer needs. This offers an 

opportunity to be in the forefront of the development. If 

this stage is ignored, companies can fall behind and miss 

out on their customer needs or fail to spot new 

technologies to improve their processes. In the second 

stage, the company needs to seize the opportunities that 

it has recognized. This can be done by adapting the 

business model or adopting new digital tools. New tools 

or business models offer opportunities to bring 

additional revenue or provide new value to customers. 

In the third stage, some transformations and 

reconfigurations need to occur to benefit from the full 

potential of the recognized opportunities. This 

reconfiguration may be applied to the sales organization 

to enable adaptive selling or improved sales process to 

get better results in selling. The organization must learn 

new ways of doing things and unlearn old habits 

(Mattila et al., 2021). The whole organization is required 

to be agile and adaptive to react to rapid change and 

recognize opportunities.  

This study has managerial implications regarding 

understanding the strategic nature of modern B2B sales 

and what managers need to know and do to maintain a 

firm’s competitive advantage. Digital transformation 

has a big impact on B2B sales management, and B2B 

sales managers play a key role in resource orchestration. 

Digital transformation is impacting the sales force (e.g., 

Chen & Zhou, 2022), sales as a profession (e.g., Kumar 

& Sharma, 2022), and customer relationships (e.g., Yin 

et al., 2023). According to our findings, in B2B sales 

management, there are seven dynamic capabilities that 

managers should be aware of. This study will be 

valuable to organizations battling with how to manage 

the digital transformation and in determining which 

choices to make to succeed in digitalization and digital 

transformation of B2B sales (Zoltners et al., 2021).  

There are some limitations. We focused our search 

on digitalization and the digital transformation concept 

and did not specifically search for articles dealing with 

aspects like CRM, social media, AI, and machine 

learning. We did this on purpose to keep the article 

quantity manageable and to keep the focus on 

digitalization and digital transformation in B2B sales. 

This naturally limits the search results on the 

aforementioned technologies. We did, however, include 

articles in those domains when they were about the 

digitalization or digital transformation of B2B sales. 

The future research agenda and research questions were 

presented in our findings. 
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6. Conclusion 

The previous B2B sales studies in digitalization and 

digital transformation have been focusing on technology 

or topics such as technology adoption or social media, 

but the field lacked comprehensive research into how 

B2B sales managers can cope with the digitalization 

challenge and maintain the firm’s competitive 

advantage. We conducted a systematic literature review 

on the digitalization and digital transformation of B2B 

sales. We then coded the literature findings and 

analyzed them through the dynamic capabilities theory 

(Teece, 2014) lens. We identified seven dynamic 

capabilities that contemporary B2B sales managers 

must master to maintain their firms’ competitive 

advantage. The findings show that B2B sales is no 

longer just an ordinary operation, instead, it has become 

more complex and requires strategic decisions. Digital 

transformation in B2B sales is still a relevant topic.  
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