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Abstract 

Purpose - This paper explores how AI-powered cybersecurity solutions shape B2B marketing 

strategies, foster marketing innovation, and enhance sales effectiveness, focusing specifically on 

VIAI’s 8PO Blade solution. As AI rapidly evolves, cybersecurity providers must effectively 

communicate these technological advances to differentiate their offerings.  

Methodology - Using a structured bibliometric-systematic literature review (B-SLR) and 

VOSviewer mapping, this study identifies three thematic clusters: AI’s role in transforming B2B 

marketing processes, the intersection between cybersecurity and customer trust, and dynamic 

capability-driven AI adoption. Applying Dynamic Capabilities Theory (DCT), we analyse how 

Oktacron effectively sensed AI opportunities, seized them through strategic partnerships, and 

continuously transformed organisational processes.  

Findings - The 8PO Blade case demonstrates the critical integration of technological innovation 

with compelling marketing narratives, targeted buyer personas, and practical sales tactics such as 

trial deployments. Findings indicate that dynamic capabilities facilitate the successful 

commercialisation of AI innovations, bridging technical advances and market demands. 

Contribution - Practically, businesses are encouraged to leverage AI differentiators explicitly in 

marketing and sales activities. Strategically, our insights inform and encourage policymakers to 

support AI cybersecurity management to proactively protect digital assets, systems, and data from 

cyber threats. Future research should explore customer perceptions of AI in cybersecurity 

marketing and quantitatively assess these innovations’ commercial impacts. 

 

Keywords artificial intelligence, cybersecurity, B2B marketing, dynamic capabilities, marketing 

innovation, marketing strategy 

 

 

INTRODUCTION 

 

Given the need to manage complex, disruptive systems, it is hard to ignore that Artificial 

Intelligence (AI) is increasingly present in cybersecurity, with advanced tools now 

safeguarding organisations. Furthermore, AI-powered cybersecurity tools (e.g., threat 

detection systems using machine learning) tend to become key value propositions in B2B 

marketing strategies by bringing to the table both superior protection and efficiency. 
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Additionally, as cyber threats surge, companies increasingly promote AI-driven security 

on their platforms as a differentiator. In addition, recent studies indicate that AI-based 

cyber solutions improve threat prevention and response speeds (Rizvi, 2023; Onih et al., 

2024). This improvement in security outcomes might translate into marketing 

advantages. Therefore, companies can build brand trust by demonstrating robust AI-

driven defences, thereby enhancing customer confidence and sales effectiveness (Yanu 

Alif Fianto, 2023; Oloyede, 2024). 

 

At the same time, AI’s role also extends to marketing innovation. For instance, B2B 

marketers are adopting AI for personalised outreach, predictive analytics, and sales 

process automation (Chen et al., 2022). Interestingly, nearly 40% of all sales tasks could 

be automated through digital technologies like AI (Fischer et al., 2022). Therefore, a 

surging integration of AI into products and marketing processes draws particular 

attention to how AI-powered cybersecurity solutions shape B2B marketing strategies and 

sales performance. This intersection of topics, where cutting-edge cyber tools join with 

marketing and sales innovation, necessitates further examination. Ultimately, companies 

that effectively communicate their AI enabled security capabilities may gain competitive 

marketing advantages in the B2B economy (Mikalef et al., 2023; Zhan et al., 2024). 

 

Expanding on the previous matter, it is noteworthy that there is a lack of holistic analysis 

of how AI-powered cybersecurity tools and tech solutions influence B2B marketing 

strategy. Also, it may be interesting to investigate how they drive marketing innovation 

and impact sales effectiveness in the end. Moreover, an examination of the confluence 

of cyber-related threats and B2B buyer expectations may provide additional research 

interest that gradually builds upon the main research idea. Gradually, grounded in this 

context, this study addresses two key research questions: 

• RQ1: How do AI-powered cybersecurity tools influence B2B marketing 

positioning strategies and marketing innovation? 

• RQ2: How do such tools impact B2B sales effectiveness, and in what ways can the 

dynamic capabilities framework explain organisations’ technological, 

organisational, and market adaptation to these AI-driven solutions? 

 

In order to adequately answer these questions, the study analyses 8PO Blade, an AI-

powered cybersecurity tech-solution developed by VIAI and tested by Oktacron (as a 

client), as an in-depth case. The case is then situated within the broader literature, 

mapping how various AI-centric cyber tools are discussed in relation to B2B marketing 

strategy, innovation, and sales outcomes. Finally, the Dynamic Capabilities Theory 

(DCT) is applied to interpret how companies can effectively integrate and leverage these 

technologies. The following sections present (1) the 8PO Blade solution, (2) a review of 

relevant literature (using a structured literature review and bibliometric clustering), (3) 

an application of DCT, and (4) a discussion of theoretical and practical implications, 

policy linkages, future research, and conclusions. 
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1. BEST PRACTICE TECH-SOLUTION: VIAI 8PO BLADE 

 

The 8PO Blade, developed by VIAI, stands as a best-practice example of an AI-powered 

cybersecurity tool. As an advanced Security Information and Event Management (SIEM) 

solution, it combines generative AI and machine learning to enhance threat detection and 

response capabilities. Notably, it analyses 100% of log data in real time, eliminating 

blind spots and reducing false positives. Additionally, the system continually learns from 

new data, enhancing its accuracy and adaptability to emerging threats. Consequently, 

these features serve as strong selling points, especially for organisations whose resources 

are limited in some manner. It follows naturally that automating routine tasks allows 

analysts to focus on strategic priorities, making high-end security accessible to a wide 

range of enterprises (Oktacron d.o.o., 2025). 

 

Firstly, from a marketing perspective, Oktacron and VIAI have developed a well-

coordinated strategy centred on the 8PO Blade. More to the point, a clear positioning 

statement brands it as a “virtual AI analyst for seamless cybersecurity”. Additionally, its 

generative AI decoder, which produces human-readable reports, serves as a differentiator 

compared with competitors. Generally speaking, the marketing highlights its tailored AI 

models as a compelling value proposition that merges technical strength with business 

efficiency. Also, VIAI and Oktacron’s go-to-market strategy targets specific B2B 

segments. Large banks, insurers, and telecoms are approached with a focus on ROI and 

risk reduction, appealing to Chief Information Security Officers (CISOs). Mid-sized 

companies are offered efficiency gains, while Managed Security Service Providers 

(MSSPs) are encouraged to integrate 8PO Blade into their services (Damnjanovic et al., 

2025). 

 

Secondly, although strong competitors dominate the market, 8PO Blade holds a 

distinctive position. For instance, Microsoft’s Security Copilot offers AI-powered 

assistance, IBM’s QRadar automates threat triage, and Darktrace’s self-learning AI 

mimics an immune system. However, 8PO Blade’s full log analysis and natural-language 

reports differentiate it from others. The case of 8PO Blade also provides additional sales 

and marketing lessons. On one hand, technical excellence must be translated into clear 

business benefits like speed, accuracy, and cost savings. On the other hand, the 

partnership between Oktacron and VIAI strengthens both credibility and client access. 

Additionally, their multi-channel sales approach combines direct engagement with 

partner networks to scale reach. Gradually, this approach enables them to leverage 

performance tracking, free trials, and targeted campaigns to refine their strategy further. 

Finally, 8PO Blade showcases how an AI-driven cybersecurity tool can be successfully 

positioned in the B2B market. In the following sections, an extensive contextualisation 

of the aforementioned will facilitate positioning of the matter in an academic framework 

(Damnjanovic et al., 2025). 
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2. LITERATURE REVIEW 

 

As noted in the introduction, research interest in AI-centred topics has surged recently. 

Gradually, the quantity of novel papers related to the confluence of AI and cybersecurity 

has followed this trend. However, there are a few papers that take this confluence into 

business perspective consideration. Notably, employing AI-powered tools in day-to-day 

B2B marketing strategies enhances customer engagement and enables data-driven 

decision-making (Sharma et al., 2023). Furthermore, banks tend to utilise AI for digital 

fraud detection, which improves user experience and general system efficiency. 

Therefore, AI competencies develop an impact of network effect by boosting both the 

domain they are attached to and also offering benefits in B2B marketing and sales 

(Mikalef et al., 2023). Speaking of which, AI-centred tools safeguard activities like 

analysing, designing and guiding customer experiences (Rusthollkarhu et al., 2022). 

Also, they transform the B2B sales framework by enriching knowledge creation 

processes (Paschen, Wilson and Ferreira, 2020). However, their implementation 

occasionally raises socio-technical issues (Keegan et al., 2024). Accordingly, 

cybersecurity naturally fits well into this niche, as it fosters secure and continuous 

support in the communication process between the company or platform and the 

customer. Importantly, AI-powered cybersecurity tools like Deep Armor or Exabeam 

influence B2B marketing strategies by protecting against various threats (Masih, 2023), 

providing insights into customer behaviour. Unfortunately, due to the confluence of 

several distinct research areas, the body of literature regarding this topic is scarce and 

unstructured. Therefore, this study employs the B-SLR methodology to summarise this 

ambiguous confluence of topics, with the aim of scrutinising the literature from a 

business-oriented perspective. The underlying rationale is that too many papers examine 

solely technical improvements of efficacy and efficiency in safety algorithms, rather than 

questioning the business perspective. 

 

Herein, an adapted B-SLR methodology is used. Although B‑SLR was developed as a 

10‑step guide for extensive bibliometric analysis (Marzi et al., 2024), this study focuses 

on clustering predominant topics. Therefore, various bibliometric analyses are omitted, 

leaving topic clustering and a manual systematic review of selected articles as highlights. 

Firstly, the research idea and research questions are precisely articulated. Then it comes 

to database selection. Web of Science was used because it is a prominent database that 

indexes high‑quality scientific output under rigorous selection criteria (Li et al., 2018; 

Birkle et al., 2020). Then, standard selection criteria narrow down the number of papers 

of interest. The final dataset is formed from manual eligibility checks conducted 

independently by all authors. Additionally, classical inductive research resulted in a 

cohort of papers not included in Web of Science, but because they are highly relevant, 

they were included in the final dataset. A detailed overview of this process is presented 

in Figure 1. As depicted, the final dataset comprises 107 distinct scientific papers. 

According to the standard bibliometric analysis procedure (van Eck and Waltman, 2010, 

2017), clustering topics requires the use of functionalities of the VOSviewer software. 
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Precisely, the co-occurrence of keywords across selected papers underscores the 

complexity of examining this multidisciplinary confluence (Figure 2).  

 

Figure 1: Detailed overview of the data acquisition process 
 

Note:

Choosen scientific database: Web of Science

Data retrieved on: 10
th

 June, 2025

All fields:(( artificial intelligence  OR "machine learning" OR "deep 

learning") AND ("cyber security" OR "cybersecurity" OR "cyber-security" 

OR  threat detection  OR  security architecture  OR "personali?ed 

protection") AND  “marketing  OR "marketing innovation" OR  customer 

trust  OR  personali?ation  OR  sales  OR "sales strategy"))

Time span: 2016-2025

Language: English-only

No retracted publications

Initial research 

string

and criteria 

(#Q1):

Raw dataset #1

n=83 

scientific papers

(#Q1) U (#Q2) U (#Q3)

Consolidated dataset #1

n=243 

scientific papers

All fields:("cyber security" OR "cybersecurity" OR "cyber-security") AND 

("marketing strategy" OR "sales strategy" OR "marketing" OR "marketing 

innovation" OR  customer trust  OR  personali?ation  OR  sales  

Time span: 2016-2025

Language: English-only

No retracted publications

Additional 

research string

and criteria 

(#Q2):

Raw dataset #2

n=204 

scientific papers

All fields:  “artificial intelligence  AND ("cyber security" OR 

"cybersecurity" OR "cyber-security" OR  data protection  OR  threat 

detection  OR  security architecture   AND  “marketing  OR "marketing 

innovation" OR  customer trust  OR  personali?ation  OR  sales  OR "sales 

strategy"))

Time span: 2016-2025

Language: English-only

No retracted publications

Additional 

research string

and criteria 

(#Q3):

Raw dataset #3

n=61 

scientific papers

Eligibility analysis 

excluded n=174 

scientific papers

Consolidated dataset #2

n=69

scientific papers

Consolidated dataset #2

n=69

scientific papers

Additional inductive internet search 

included

n=38 scientific papers

Final dataset

n=107

scientific papers

 
 

Source: Authors' illustration 
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Source: Authors' illustration 

 

Since the VOSviewer output revealed overlapping topics without forming clearly distinct 

clusters, a manual clustering approach was applied to ensure a more precise thematic 

categorisation. Manual clustering was conducted by systematically reviewing the titles, 

abstracts, and main findings of the identified papers and grouping them by dominant 

research focus. Three clusters emerged from the literature. 

 

Firstly, Cluster 1 is labelled as “AI in B2B Marketing and Sales Processes”. It explores 

the impact of AI on marketing and sales. One of the papers, Fischer et al. (2022), 

underline that AI automates sales tasks in a way that fosters efficiency. Another study by 

Ravindar et al. (2022) highlights AI's strategic role in marketing and sales through 

predictive analytics and personalisation. Additionally, Todorova and Antonova (2023) 

demonstrate AI's practical applications, enhancing marketing efficacy and customer 

engagement. Secondly, Cluster 2 is labelled as “Cybersecurity, Trust, and Marketing 

Strategy”. Studies here explore the intersection of cybersecurity, trust, and marketing. 

For instance, Panditharathna et al. (2024) reveal that robust cybersecurity facilitates 

customer trust and retention. Also, Bormane and Blaus (2024) discuss risks linked to AI-

driven digital marketing, emphasising the need for robust cybersecurity to safeguard 

customer trust. Additionally, Asmar and Tuqan (2024) show AI’s role in digital banking 

security, amplifying customer confidence and brand trust. However, it is important to 

note that while both Cluster 1 and Cluster 2 address marketing and sales outcomes, they 

differ in focus. Cluster 1 explores how AI directly enhances marketing and sales 

Parameters: 

Type of analysis: co-occurrence 

Unit of analysis: author keywords 

Counting method: full counting 

Min. number of keyword occurrence: 2 

Method: association strength 

Layout: attraction 2; repulsion 0 

Clustering: resolution 1.00; min. cluster size 1 

Degrees to rotate: 90 

Figure 2: Co-occurrence analysis of Authors' keywords in VOSviewer 
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processes through automation, personalisation, and sales enablement. In contrast, Cluster 

2 sheds light on how AI-powered cybersecurity indirectly supports marketing by 

building customer trust and confidence, thereby strengthening brand reputation and 

customer retention. Finally, Cluster 3 is labelled as “Organisational Adaptation and AI-

Driven Capability Building”. This cluster focuses on organisational innovation, 

particularly the integration of dynamic capabilities in adopting AI. Chen et al. (2022) 

propose frameworks for leveraging AI in marketing automation, underlining the need for 

organisational agility and strategic adaptation. Additionally, Shahzadi et al. (2025) 

explore how personalised and gamification-based cybersecurity solutions illustrate 

innovative AI use, reflecting organisational capabilities in adapting emerging 

technologies. Moreover, Alshaikh et al. (2025) outline frameworks for standardising 

cybersecurity communication, demonstrating dynamic organisational capabilities in 

integrating AI effectively. It should be noted that in future endeavours, researchers 

should employ machine learning-based models to enhance this methodology, as a recent 

study shows a variety of possibilities this opens up  Akagić and Kadić-Maglajlić, 2024). 

 

Building on this matter, it is essential to address where the 8PO Blade may be positioned 

in the literature mentioned above. The 8PO Blade solution analysed in this study 

primarily aligns with Cluster 2, where (AI-powered) cybersecurity enhances customer 

trust, strengthens brand reputation, and supports marketing and sales through trust-

building mechanisms. However, to deepen the understanding of how such solutions are 

developed, implemented, and sustained, it is valuable to apply the perspective of Cluster 

3. By introducing DCT, this study extends the analysis to the organisational and strategic 

processes that enable companies to notice technological opportunities, seize them 

through innovation and partnerships, and continuously transform their capabilities to 

commercialise AI-powered cybersecurity solutions successfully. 

 

 

3. APPLICATION OF DYNAMIC CAPABILITIES THEORY 

 

Dynamic Capabilities Theory, introduced by Teece et al. (1997) and further elaborated 

by Teece (2007), explains how companies adapt to changing environments by 

developing the ability to sense, seize, and transform (reconfigure) resources. The 

confluence of sensing, seizing, and transforming processes enables companies to identify 

opportunities, mobilise resources, and reconfigure operations for adaptation in complex 

business settings. More to the point, sensing allows companies to identify emerging 

opportunities or threats. Then, seizing involves mobilising resources to capture these 

opportunities. Finally, transforming (reconfiguring) aligns with a tendency to 

continuously adjust structures, processes, and capabilities to preserve competitiveness 

(Teece, 2007). The rationale for employing this theoretical framework may be supported 

by a few studies in a similar research area that have used dynamic capabilities. For 

instance, Kumar et al. (2024) utilise DCT to show how organisations adapt and prosper 

in disruptive environments, especially in the context of AI’s impact on marketing 
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activities. Also, Liu et al. (2024) amplify the importance of existing dynamic capabilities 

when adopting AI-powered solutions for business model innovation. Furthermore, 

Tiguint and Hossari (2020) explore AI’s role in first and second-order dynamic 

capabilities to align with strategic objectives. To conclude, the DCT framework has 

already established extensive interaction with the field, enabling further scrutiny of this 

study’s research interest. 

 

Bringing 8PO Blade to market required both technological and organisational adaptation. 

Oktacron recognised that AI could cut through log noise and partnered with VIAI to 

build full-log models that produced human-readable reports, designing the system to 

learn autonomously; it also retrained staff and leveraged its existing Security Operations 

Centre (SOC), brand, and client relationships to integrate AI across sales, support, and 

monitoring. Together, the partners targeted sectors such as healthcare, banking and 

telecoms and defined buyer personas for CISOs and SOC managers, using multi-channel 

marketing and free trial deployments; continuous refinement based on client feedback 

and close attention to evolving regulations kept the solution aligned with market needs. 

 

A close look at the commercialisation of VIAI’s 8PO Blade, a machine‑learning‑driven 

anomaly‑detection tool, through the collaboration with a managed security‑services 

provider illustrates how these capabilities unfold in practice. Firstly, the sensing 

capability involves identifying market gaps and clarifying buyer personas. Early in the 

process, the cybersecurity provider realised that the healthcare sector represented a 

promising but underserved market. Public hospitals, private hospital chains, and smaller 

laboratories were operating with vastly different levels of digital maturity and budgetary 

flexibility; nonetheless, all faced increasing cyber risks and regulatory pressures. The 

provider therefore segmented the market based on ownership type, size, level of 

digitalisation (such as use of electronic health records and cloud services), financial 

capacity, and geographic coverage; this allowed it to prioritise institutions where 

proactive security solutions would have the most impact. 

 

Meanwhile, conversations with information‑technology directors and managers revealed 

a common persona: mid‑career professionals responsible for data integrity who were 

constrained by limited budgets, understaffed teams, and complex procurement rules. 

These insights highlighted that many organisations were still reactive in their security 

posture and unaware of the benefits of AI‑enabled monitoring. By combining market 

segmentation with buyer persona development, the provider sensed both the opportunity 

for 8PO Blade and the need to position the solution not only as a technological innovation 

but also as a strategic investment that safeguards patient trust and operational continuity. 

 

Secondly, the seizing capability involves designing a marketing mix around 8PO Blade. 

Once the opportunity was clear, the company mobilised a multi‑faceted marketing 

strategy. A distinctive brand identity signalled reliability and professionalism; the service 

portfolio clearly communicated that the provider offered more than a single tool by 
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showcasing a 24/7 Security Operations Centre, penetration testing and vulnerability 

assessment, and highlighting the integration of Zero Trust principles. Building upon 

previous statements, educational content was crafted for different audiences; white 

papers, webinars, and conference presentations used concrete examples to illustrate how 

cyberattacks can disrupt healthcare delivery and how proactive monitoring mitigates 

such risks. Furthermore, a free risk‑assessment programme allowed prospective clients 

to obtain a detailed snapshot of their cyber posture; the resulting reports prioritised 

remediation actions and demonstrated the added value of AI‑based anomaly detection.  

 

Consequently, the sales team could move beyond generic promises and discuss specific 

vulnerabilities and cost–benefit scenarios, making it easier for decision-makers to justify 

investment. Also, messages were tailored for various stakeholder groups. Hospital 

executives were reminded that data security is inseparable from patient safety. IT 

administrators were offered technical workshops on continuous monitoring. Clinicians 

received user‑friendly materials emphasising good “cyber hygiene”. The public was 

reassured that secure handling of personal data builds trust. Such customised 

communication illustrates marketing innovation in practice. More to the point, 

collaboration with VIAI allowed the provider to integrate advanced machine‑learning 

capabilities into its offering; 8PO Blade uses pattern‑recognition techniques to identify 

unusual network behaviour, enabling threats to be blocked before significant damage 

occurs. By working with an AI specialist, the provider seized the opportunity to 

differentiate itself in a crowded market and to align product features with the needs 

identified during the sensing phase. LinkedIn campaigns, direct emails and participation 

in industry events further personalised outreach, cultivating relationships that are 

essential in B2B contexts. 

 

Thirdly, the transforming element is identified through learning, refining, and scaling. 

Speaking of which, the final stage involves adapting continuously based on feedback and 

environmental change. The provider invested in staff training so that sales and support 

teams could interpret AI‑generated alerts and articulate their relevance to clients; such 

organisational learning ensured that the technology translated into actionable insights. 

Additionally, pilot projects in both public and private hospitals generated lessons that 

informed iterative refinements to the AI models. For instance, algorithms were adjusted 

to reduce false positives and improve dashboard clarity. Regulatory developments, like 

the European Union’s NIS 2 directive, were closely monitored. Marketing messages 

were updated to emphasise compliance benefits and to reassure clients that adopting 8PO 

Blade would help meet audit requirements. When a major public insurer required 

enhanced database monitoring, the provider complemented its AI tool with additional 

data‑security technologies and adjusted its service bundle accordingly. Overall, these 

transformation activities reinforced customer trust and ensured that the offering remained 

aligned with evolving threat landscapes and legal frameworks. Taken together, the 

sensing, seizing and transforming activities show how dynamic capabilities manifest in 

the commercialisation of AI‑powered cybersecurity solutions. A market-driven 
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approach, grounded in segmentation, buyer persona definition, and educational outreach, 

enabled the provider to position 8PO Blade effectively and foster marketing innovation 

and sales effectiveness in a specialised B2B environment. 

 

 

4. DISCUSSION 

 

Success in commercialising AI‑powered cybersecurity depends on more than technical 

excellence. Moreover, companies should blend dynamic capabilities with strategic 

marketing and sales routines. By segmenting the market and building buyer personas, 

educating stakeholders about the value of proactive security, offering free risk 

assessments and pilots, and tailoring messages to different decision-makers, providers 

can build trust and accelerate adoption. Collaboration with AI specialists to develop 

advanced tools like 8PO Blade, coupled with continuous training, algorithm refinement, 

and regulatory vigilance, ensures that offerings remain relevant. Finally, integrating 

these elements, education, experiential proof, partnerships, and adaptability, allows 

organisations to turn cutting‑edge technology into compelling value propositions for 

customers and regulators. Overall, by integrating DCT with emerging insights from 

academic literature, several important theoretical extensions are proposed and 

summarised in Table 1. 

 

Table 1: Overview of theoretical contribution areas 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Authors' illustration 
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Beyond theoretical implications, the findings offer actionable guidance for managers 

seeking to develop and market AI-powered cybersecurity solutions effectively. Key 

managerial recommendations are synthesised in Table 2, covering strategic, operational, 

and commercial dimensions critical for successful implementation. 

 

Table 2: Overview of managerial implications 
 

 
 

Source: Authors' illustration 

 

To summarise for managers, success with AI-powered B2B solutions requires more than 

building robust technology. It entails packaging the tech into a compelling story, 
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delivering actual proof of value, maintaining trust, and keeping the organisation nimble 

to adjust strategy. Companies that achieve this can attain both innovation leadership and 

market success, leveraging technological capabilities to drive business performance. 

Given the complexity and richness of the information in the case of the 8PO Blade, it is 

possible to derive a few policy-related insights. More to the point, these are policy 

implications for facilitating the effective development and diffusion of AI-powered 

cybersecurity solutions. While technological innovation remains primarily driven by 

companies, regulatory and institutional environments play a crucial role in enabling or 

constraining their commercialisation pathways. Therefore, policymakers should actively 

promote intersectoral collaboration between technology vendors, cybersecurity 

companies, and industry clients, so that AI adoption might proliferate within trusted and 

secure governance frameworks. Additionally, transparent clarity of regulations becomes 

particularly salient as AI-driven decision-making introduces issues concerning 

accountability, transparency, and explainability. It is also noteworthy that public 

institutions could enhance trust by supporting independent third-party audits and 

transparent standards for AI model validation. That would facilitate the mitigation of 

concerns regarding AI opacity and bias. Moreover, workforce capacity remains a critical 

enabler. Therefore, governments should invest not only in developing technical AI 

competencies but also in fostering multidisciplinary expertise that bridges cybersecurity, 

marketing, sales, and regulatory compliance. Gradually, such an endeavour would 

support the full integration of AI-powered cybersecurity solutions into business practice. 

 

 

CONCLUSION 

 

In general, this study examined how AI-powered cybersecurity solutions influence B2B 

marketing, sales, and organisational adaptation. One of the best-practice solutions, 8PO 

Blade, was used as an illustrative case study. Regarding the previously formed research 

questions, a concise recapitulation is as follows. RQ1 has been answered by showing that 

AI-powered cybersecurity solutions not only strengthen technical protection but also 

serve as strategic marketing assets by enhancing customer trust, lowering perceived 

adoption risks, and differentiating offerings in competitive B2B markets. Also, RQ2 has 

been answered through the application of DCT, revealing how organisations successfully 

commercialise AI cybersecurity by sensing emerging opportunities, seizing them 

through strategic partnerships, and transforming internal processes to sustain long-term 

competitive advantage. However, the study’s findings are subject to certain limitations. 

The analysis is based on English-language publications, a focused sample derived from 

the B-SLR approach, and a single-case examination, which may restrict broader 

generalisation. Future studies may build on these insights by applying comparative 

multi‑case designs across industries, exploring sectoral differences, conducting 

experiments to test how AI‑driven security messaging influences trust and purchase 

intentions, and surveying practitioners to capture their perspectives on the convergence 

of cybersecurity and marketing innovation. Such diverse methodological approaches 
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would provide empirical depth and help generalize the findings beyond the single case 

explored in this study. 
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