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6. Conclusions

Using IMM as a proxy for an industrial marketing perspective on
PSM research, this paper has offered reflections on PSM research. A
systematic review of IMM papers over time has demonstrated that a
large and growing number of PSM papers have been published in IMM.
IMM is clearly a key target for researchers in PSM or for researchers
looking to publish PSM-related research. This suggests an increasing
focus on PSM within the bounds of industrial marketing research and
more widely.

An analysis of theoretical perspectives applied in IMM PSM-related
papers revealed a very strong reliance on the IMP Interaction Approach.
This is in stark contrast to PSM papers published in other journals
(Spina et al., 2013, 2016) and suggests a special character of PSM re-
search in IMM. Where dominant theoretical perspectives in PSM re-
search are TCE (e.g., Williamson, 1975), RBV (e.g., Barney, 1991;
Wernerfelt, 1984), and the knowledge-based view (e.g., Nonaka &
Takeuchi, 1995), relatively few papers in IMM build on these per-
spectives.
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