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Abstract : This paper describes the development of the buyer-supplier dyad concept over the years and proposes
improvements, clarifications and extensions to the prevailing definitions published in 1970’s and 1980’s. This paper suggests a
partition of the buyer-supplier dyad to concepts of Commercial Dyad (dyadic interaction in vertical relationships) and
Innovative Dyad (dyadic interaction in horizontal relationship) since dyadic interaction takes place in two major types of
contexts between industrial firms. Especially the context of joint product development in a dyadic relationship has not been
adequately recognized being totally different from the interaction taking place in commercial buyer-supplier interaction. This
paper provides therefore a solution to the existing gap in research by clarifying the descriptions and the context where dyadic
interaction takes place between industrial firms. This paper also illustrates and explains how the firm’s organization and the
interaction taking place inside it, is connected to the dyadic interaction structure between the firm and its partner firm. This
theme has been discussed earlier but the phenomenon has not been adequately described and has not been illustrated in
earlier research. This conceptual study has been interested in how the dyad concept of Industrial Marketing has been defined
in the earlier research and how the definition could be improved. This conceptual paper has been constructed by using the
systematic review methodology and proposes avenues for future research. The concept and existence of relationship and
interaction between firm'’s internal interaction network and external interaction between firm’s dyadic counterparts, need to be
verified through empirical research.
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