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o2t B2B 3571949 dAEARYA LA

SR Aol BlAE GRE Frehe
(Marketing Charts 2018). ©]°]l, B2B 5=
Shelgold AR Zol5olx AR
2E Sslete 902 B2B I AFH
(BRC: Business Reference Contents)l] =55t Q)
tt. B2B 1A F A ZH 2= 1A F A E F(success
story), 117 AF8-AFe|(case study)2} 20 ‘B2B A&
O] 73 & Adstr] Yol 71&x “01]74] dFH o=
A&, AHAE AlFet Bede % o7 5&3—]'
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€ MY AwyAeld ZH
(Jalkala and Salminen 2010; Jung, Lee and Kim
2017; Terho and Jalkala 2017). B2B X 45 28 =
+ B2B 719] 9] &H0]A], 221, AR AT AH|
2 59 22 AdE Fol AALASANA
Tl= Aol EAo|tt. GE, A4, IBM, Bosch,
MicroSoft 5 58 B2B 7|4 E-2 7|1 70| 24}
A& ALl Aw AFAERE A4, v
° 29, JH T 5 ot =2 AlAsto] ZpAk
Of ZH[OIA], AR EAY AB| 2, bl f S5 F
3 zﬂ%ﬁoilﬁ HA LA ZAA 45l 8l

B2B I ASFZntAIR O] FEHZ A2 F
ot 3, Zﬂﬁ/‘}ﬁ s a7l F4ol
71E1 0] 23 O A(reference)yS Eof AlEg
24 uh7E w47 o] 415 o] th(Morgado and
Castro 2016). |72 FHiAES =7 A5t
B2B 71| SJAFE Ao A Tl F- a9t At A4,

INI JS.“L

DA BHOIH AR aHE G40 7 AE T
WiE), AggS, Pl AT B BE] 0 BAn
2 9% 52 RAoRA ARUACIA AntE

=t 3}etcH(Ruokolainen and Aarikka-Stenroos 2016).
B2B A2 1A At p50] 211 EF 24
= F|ds}y] 9l 5 I)E 4R T 9k Ao
A AR/ Aatol] et AAM HAR= AL

219 PHL B3 WAA 9] AEL %<Ithung

2018; Ruokolainen and Aarikka-Stenroos 2016). ¥
¥ Hopo] A T5L B2B LAZEATE =7} 7]
184, B AL, 715 32 ol 39

F& WA= AFE-S 93 th(Godes 2012; Holliman
and Rowley 2014; Morgado and Castro 2016; Terho
and Jalkala 2017). BV, B2B 7| £ 9] FHAH
PN ARE BRI Al A A
Pehe ATAESE k. o] 5L 1) 7lETA ] A}
27k AAe] JAE 878 Akl R £
5hH, 2) 1*1H77“5°1 Sa71gell olsif A 7]

=220 FAUE= A=A gertal FHTH
(Franke, Keinz, and Steger 2009; Hada, Grewal and
Lilien 2010; 2014). T}zl B2B A5 Z €l =7}
HA LA O] o|AbAA o vl A= A= AR L

goll fltk= Aol

olefet gutd F o e &5kl B2B 1A
ZRIZ7F Al AR o w2l = dde ATH L
= 932 E e ofA AgtAelrt. tiit i AT
Z}EE gHHst7] o2l B2B A7 EAAL, ti
w0 AYAFE= AR Y 7dAkE 24
o2 A PHES Sl AT e
- B AAolnt. o A7t ol He
B2B M AF LT = A-o] oA = A 45kl lrk

(Helm and Salminen 2010; Javiene and Taiminen
2016; Morgado and Castro 2016; Ruokolainen and
Aarikka-Stenroos 2016). ©]of 2 dATo)lA= B2B
DAZAZE 27} 170 o oA e ]

A= FF MAUESS d¥ck= a4 2dS A
Asha AERAS Fof AThE AEsHgct 1 o
Fo| a2 g} 2k

A7), B2B TAF AT 20 B4 F R A
Q1410] g Hl A 2 9lo] FARIAS Bl 7}
St9tck. ol 9190, Al2Ist R AR Ao)4 ofo]
A E-8 5= ER;}A | o] H(transportation) 7l E =
EshTh, EdARY ol AL AE o] 4877}
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MAFEZ] WAE] E9](flow-like)ot F3} AskA] skl Q= AA o|ti(Terho and Jalkala
(immerse) ¥ JEHE Hlch o] A2 2B HY 2 2017). )AL B2B T A A =7} SFEA o o

W29 52 A5 5aE A¥ehe ddados
2] Q1A-9Fy QItk(Green and Brock 2000; Green
2007; Kim, Ratneshwar and Thorson 2017). B2B 1!
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B2B N AFHER == 7| ENA O] AT
A el
== B2B AR AFUA ol o] th(Kumar,
Petersen and Leone 2013; Ruokolainen and
Aarikka-Stenroos 2016; Terho and Jalkala 2017). ©]
A220009 of FHHEE B2B nHAIR A7 Y Al o] A
O] FQ FAZ =2]%]7] A2 tHRose and Pulizzi
2011). F|ofli= B2B +#1fl YJAA o] e meql 7]
Hrofl A 22l 7|Hro = J43] o] FstHA o &
HF5] &8 &= A tH(Romos, O’Neill, and Dostie
2016; Simonson and Rosen 2014). @2 B2B 7|5
o 2ol HALAS Fds| FAd71=]
(sales leads)Z2 AZAsH= IH2-E vk ¥ (inbound
marketing) 252 d%to 2 BB I AFHEH =
£ &-85t3 Ith(Smith and Chaffey 2013; Terho
and Jalka 2017).
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Stt}(Jalkala and Salminen 2010; Kumar, Petersen,

and Leone 2013; Terho and Jalkala 2017). €5 1
52 B2B I AFHZH 2 E gol= A g &

= Z6ke sl g o2 A 1A (customer

referencing, customer reference), B2B 5% (business

reference, references in business markets) 52| -8-¢]

S AH8oF¥tHGodes 2012; Helm and Salminen

2010; Jalkala and Salminen 2010; Kumar et al. 2013;
Morgado and Castro 2016).

o|2|3t B2B FHAIY 552 AR 7|EL
Z1o] et RAIH, a7l Alsst E74 A
54 7o) B9 v 2 7] 40 50 L =
bl oA fARE A0 2 ol d 4= QU =,
B2B 3570l 7| &1 0] ZA| & AL AlF
o AU AE o ARE AEAES A
ERASE 22 HAAe] JH2 SRgstel A
53 I ASA A Ak mAIR AT YA 1A
Alo|thH(Hada et al. 2014). ©]2{3F B2B 1 4FHE
H=of kS H FANLASL 7| E0 A0 v
= B o & ZH41 o Huf AuHE AP o] /1A A0 =
A& o] A(mental simulation) S22 4] 437
=A Fa7199] A5 FHristal ) AR

[

Fal ofo gt

e

re

N

57 (signal) = 283+

[¢

2{t B2B 7| ol Wi, 4
gt 24 v ez Zdia
deE]A 719,
Ze Yol A A oY
(Kumar et al. 2013;

13 AR B

|E£31 o] F=7d Z}(referrer)
2B 71| JAEA S BF
(value proposition)= A

B o] B e

oH

L1

kv

W& 4= A Fth(Hada, Grewal and Lilien 2010; HAE HAIA] o Hiet AE =
Salminen, and Moller 2006). L2 o] A
B2B I AFHAZRN == 7|ENHZ9] 349 7] (Salminen and Méller 2006).
NF gtk oA 9 2etel TAREY G4
<H 1>B2B 1M ZE
{2f e =2 og 2o
Customer reference
marketing: nEIERY B2B A2 MO E A HY
Terho(;gfjflkala Conceptualization, © na T2 AOPE JjHo| 2 X5 S
measurement and link to - 7hek
selling performance
Ruokolainen and Rhetoric in customer oo - MAHE d320| 2aA0|HH =
Aarikka-Stenroos | referencing: Fortifying sales e o), MEAZUEA 2H), O|EA
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A} A= =g SEHe ALY 20k
(2016) arguments 1n tV\./o start-up (Al2|o| A #)S 25tat
companies
Morgado and Customer referencing: - S HER HEA MO 2 M 4
Cgastro Testing a conceptual olo olo 247 |HHH S F251H = B2B
(2016) framework in the contest of a we e JEEAA =2 A E HSE
case study - DI HO| ChSH B2 &
- Business to Business =1 =
Grewal and Lilien buvine: Challensgine and oo oo - B2BA|#0| f A%t #Hatof| mat O
(2015) YIng: . .t,g & B BAE 2|g 2= 20| Z263
opportunities
Holliman and Business to Business digital - Ozd 28z Ot#El2 B2BY|Y
Rowle content marketing: oo oo O QIHIRE OHAE 7|22 M 32
W . = = =
(2014;] Marketers’ perceptions of #e #e -B2B 7| Yo 25}7t ‘TOf ol A A
best practice /ZH(helping)’ 2 2 22te|0{0} T
M| e -AM2H e D2 TR0
-L=/0E cI5kQolS 50| 5t
Kumar, Petersen, | Defining, measuring, and |- A2l 7|2} 2 2HE 2 A E 1)07‘|OEH 7T7E|' oes
and Leone managing business reference |- = 0|C|0{2Q] YAl i,_;H;—; ;; 2) TIZH7 OT =
(2013) value S2MARQ Mo | TS F2]12) 02471 ‘?o
B 3 23 ojciojo] 32
=28 4) 23 ARRYSL T 240| U
. = o 3 of
Godes The strategic impact of D=0 M i IMzH OZ e 7&,"_01 _T'_?_*,Ul.:,
2012) references in business (=) 2|8 ok 9| 7|4 2440 tist M2 &
markets - = 2+ UAS
Anderson and Purchasing higher-value, a— NxHE | 7|20 AMHE &85h= B2B 7|
. . . . e L - S =
Wynstra higher-price offerings in ;\'_“:H n_'g 2 os A Qo A2 =2 ItR|A| QU =2
(2010) business markets = = ° S HEOM HE 22T
Hemang | Deokingin reflected glony: Sl DAHEUS SUE Y
. u _ by
Salminen e e bl s s ZUA 7218 AIS5i0] 012 /8
(2010) reputzftion B oe
Practices and functions of
Jalkala and customer reference -B2B 7|¥E nHZ2HE LRA, 2|
Salminen marketing - Leveraging s ge 24 0pEE et AMe 2 &8
(2010) customer references as g UAS
marketing assets
Hada, Grewal, and Referral equity and refel.‘ral o o -1M2H RYEE 37X 2 FES
o management: the supplier A= Ere= H= 2 4O A2
Lilien (2010) firm’s perspective DM 24| TGS =S
- A2 HO| BHEHOZ LEfLI=
Jalkala and Communicating customer SSTHI7E =
Salminen reference on industrial gle gle 1) Z2lof st &=
(2009) companies’ web sites 2) A=of cist &
3) 7|23 dado st g2
Salminen and Role of references in
Moller business marketing - towards oo oo - B2B A|Z0|A D2 EEO| &t
(2006) a normative theory of e e HEILMEES
referencing
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A, IAFH FA =7 Atz o s AEed
FA2 AP A ARUAO|S] BT £
T}, Jalkala and Salminen(2010)-= B2B A& & A H]
2 719 viAR F3A JIERE 7IHre 2 719
A Z-85= B2B AAFHER=E o7 = 79
stotledl, =59 o7l £ BF AEHE R P4
ol EAS S Ittt AEHHEE 4
ol ARG AF YA o] A ZHl == A Foll THet A
A AHETS ydste HEhH AR DY 49 2
= et oir] et AP AT 2B F419]
A ZRI=IF AEe] aveh wrld dyio] A
AA ] ARG ARt T12 QI 5 olS A A
oo 2 HA LA A F ol e E Eolal T
Q1 A2 IRt A= ¥ th(Lien and
Chen 2013). TS5 HF el 2 Hopo] Wil XafolL
S ~2EHY A0 B2B uHAF ZH =7 A H
©] M4 (transmission)?} 54 (transparency)=

Yo 2N HE 1AZ FojEolil ARUA A
ANE ERlvke AR 55T Godes 2012;
Ruokolainen and Aarikka-Stenroos 2016).

<H 2>B2B 12 IHH 2| Y

- DAYBAERIS 2IH5Hs WAOIE
(201, TS

- 77 (i)_lE-l_IIE'I_Ql. A—i.T'.AEEl = EI—% Ol_-l
- DAYS U7 o TR 24

(white label stories)
- DM BUZE AIHEH 0|2 W (podeast
- HESAEL|0 CHet HIC| 2 Y 4d(video testimonials)
- DA E 27H5HE 7| RRIE (brochure)

Zt&: Jalkala and Salminen(2010)

2.B2B 174 FHIXQ OHH

%]+ B2B AFE9] AH|ASEE Ql6f|(servitization)
=

of FAlo] WA EAA Ar| 22 HF 3

A E 0 2 o]55Fal 1tk(Lusch and Vargo 2006).
W AFAHEE B2B A1) s A W3} - Sl
2 A EZA XA A AH| A FA] A|ZFo 2ol A
2FS 25519 th(Makkonen, Saarikopi and Rajala
2019). o] g H3t=2 184 B2B oAt ] #|Z
=240 A o2 A ;Eo};] At
oo, B2B F#uiAtE2 Hld& aslehes ‘?Q
= AEAR 22 A ZHE 2] 7 7
G B 4 SlE JEE 4302 B

o)

7] AIZs tH(Maechler, Poenaru, von Collenberg,
and Schulze 2017). 55|, &4 tFo] AL E &
Astal P59 4= Sl 221 g tigt oE
7} w2 7] S-7}o = S=A|tH(Angevine, Plotkin, and
Stanley 2017).
o] AT A AFRoll A 71 J

A7 o] A Zbe FHrf 919l S B = A}l uHA|
9 ARUANE FEZE FRUT 9ckJaviene
and Taiminen 2016). Anderson and Wynstra(2010)+=
ool =2 B2B FHjoll A Fa7]gol A EE
FHXE A|Zgto 2 A oA

andoz ZaAY 5 ke

O
]

214
of Abg ol ArHE S FA DA A FH T
oA TURSEL BT HAH 4TS T

Fcrn Zxsqct
B2B 1129] 2|7t ol el el A 5
217k o) 9131 0] 33 & T halo effect)o] ©]5)

= 3o} g 7

ai= uﬂz}7} OAMEA-S HFsls] 9

A&
S|4 el 91 e S BrHEstetAY Rt & ddehe
b 9= mlxieh + EE‘r o] M & Jﬂ‘&ﬂr—
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and Jalkala 2017; Jalkala and Salminen 2010). ©] &
e AYAT AapEof 7IHske] £ Aol E o
&7} e e AR

7td 1B2B nAFHIBHEE= X2 Foiflo £
A

!
(el = 02

3. E3 A 2 E| 0| M(Transportation)a} ZEIX
Mzl ol o7 e
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B2 A O]H oh(Kim et al. 2017).

2 Jof| = E5 -8AE0] ERAALEH| o]
A2 Folf Faro] AAE AR A= w E=

2t (conversion process)= “dHdoHAl ok
(Escalas 2004). 1 AY}=, Falof| A H 3784
] A& A2 07 H O] A SY(mental simulation)
Sh= & AAH ol2fgh A A E-E& Fl
A AEF 22 act g5 olsfakn 2o
dE @A 1AskE o= YERHTHKim et al.

2017).
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2] A A= 71 £ O] T o] A A o] 22|
ol ©JAFE A (organization buying decision)®f] & 4
F& v th= AHLS 918 tH(Anderson and Wynstra
2010; Helm and Salminen 2010; Jalkala and
Salminen 2009; Salminen 2006). Ruokolanien and
Aarikka-Stenroos(2016)= =3 ZAF L A ATE
5511 B2B AlollA 7]EaA 0] o] ofg
A= (credibility)= &0t H7199 F4=
koAl ZE= 0] A (rhetoric) BN &2
Aotlnt. A2}, 7|EALH | T o] AR

%, & 25293 g0 AL 49 ARA

2

ol Ao r FHIA FHAPARE A TTo=H ||
A1) AE g Eole A& gre Rt AL
52 FHH AFAEIE A4 o] A=t 414 2
2 ulwa) & 4 ok Al 5T 4 9 3
24 A5 305 7RIt A skl

AR} wgol A, AEER] Faro] Tt Ay
A4Er AEYEY F1 p8AEC] =54
(argumentative) F110] -8 2}-50] vls T ZHl
2o} B ol ) B& 470 A2E AT

= AAE S5 th(Dal Cin, Zanna, and Fong
2004; Drake and Ritchie 2007; Kim et al. 2017). A
PAF=2 2EEE F7t AAsk= 7HQ1e] A

A A= BASH] HiZel 827 FaL WA
A5 HASH] olH oAl F5AH. o] el o

5 QTS 2B 58450 ERALE O
o oA E2¥zo] AAE HRE Aot
2 IPA7 ATt Zelze] AAA
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EolE 71 A2 A, < FF7Do AFS o] AREE et
TFichs A old SR U 240 msiE &
<& 3> B29| §4 &4 21
SH 7|2 EY
T Hi= Y%
IT 68 35.1
"E HzY 65 33.5
SE/MHIA 61 314
100% ~ 3009 0|2t 82 423
soig 7 300% ~ 5009 0|2t 7 3.6
500% ~ 10002 0|t 14 72
1000 0|4 91 46.9
109 ~ 4009} 0|2k 78 40.2
o &oH 4002} ~ 1000 0|2k 20 10.3
10002} 0|4 91 495
SE2e £4
=L HiE %
" Lt 139 71.6
of 55 28.4
CEO/Y¥ 8 4.1
212 %ROF 25 12.9
24 38 19.6
/ey 123 63.4
ol 114 58.2
20 48 245
7|3l 27 13.7
H2EYR oA & 3 02
OIA} 1 .005
o 1/Itoj 1 .005
J|E} 2 01
£ 5ol A= 24 AAsk T 24 AT Be
3. H0| M|} EfSHd 2M T 7082 Nunnally(1978)7} A otet 708 Z 2}s}
Atk =4, & dFoA = el 2Q07AE 5ol
2 A= HNE Sl Bt A=Y Bl HSEFSAdS EAI5H T} x 2(84)=132.854, p<.05,
A oFE7rol YA dkAlS st CFI=.974, TLI=.967, IFI=.974, RMSEA=.055% 1}
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A, <3 4>0| A}t Zol &
T T SAACE {79
Zo 2 e 3t 2 Ae] 3 7Md 2]
o BEAFSZ(averaged variance extracted; AVE) 7
291 5 HF zi}olal TAAIE] X (composite
reliability; CR) H1X]Q1 7€ B5F A3lst= AL
2 motE]Qlth(Bagozzi and Yi 1998). ¥ EbA]
= A5 Ao e BatsE Alaol A
Ag @& A3k AE 245t (Fornell and
Larcker 1981). &4 A3}, & A19] BE A4 7HE
O] P EAFE a2 v Mg o At
A ATE 2ok A0 2 GRIF QI ofof & <
TollAel T g2 gHE o Hrigh 4
Aot apAE o 2 2 A= 27| 7Y A
24 G G2 YA (single informant design)
P o= o|fojof wet A FAIRH
(common method bias)7} T e 4= Q] TH(Podsakoff,

MacKenzie and Podsakoff 2012). 2 ¢ 54}t

AREZ A}

=23

ZA 5= HAFsH7] $15He] Harman®] T
A QN AALS 495} ¥ th(Podsakoff, MacKenzie
and Podsakoff 2012). THeF zpzof 5 H o7}
AT, R 54 M55 dEcte] 244 g
A4S shle ® (1) 2]3skA] eF2
(results of unrotated analysis)ZA] II-5-3ko] 19]
Q1 gelo] mEEAY, (2) Aol 1 oldd &
o] o EEE T shte] URFAQI 8¢lo]

T b FA4te] diFE-a A8 5HA Eth(Podsakoff,
MacKenzie and Podsakoff 2012). & oA=&
A QRIEAS Foll ¥ 178k 1 o]del 8%19]
Goh QT TR 49 het 2o E
gt EfAZEO]AE AR 21.95%F A

o

(O on K

sha, ZEl= A FAL 19.74%, 145
17.09%, Tl -2 15.30%5 ZH2H &
2] sfLto] dutAel @ elo] HhA ] 2] ¢rofrt,

<H 4> 2RI 0IFM At
B 25IoFS HZ25A14 Cronbach'a CR AVE
BRC 1 693
. ) BRC 2 768
B2B IH2H2E|I2 844 867 729
BRC_3 867
BRC 4 772
TR 1 778
TR 2 .808
EHAZHOIM = 886 906 784
TR 3 877
TR 4 800
CRD 1 778
) CRD 2 850
ZHI= Azl = 883 901 776
CRD 3 841
CRD 4 773
PR 1 760
2| 2+El 049 & PR 2 936 822 844 742
PR 3 651

Z: CR: 4412 =, AVE: BHE4t2E, *p<01
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1 2 3 4

1.B2B D2 HBE= 853 t

2. ESHATE|O|M 789%* 8851

3. 28z 42| 679% .760%* 880 t

4. 2| 2HE Fofe e 207* -246% -305% 861t
Z: Y AVE Root, *A A4

AEte 2, B At A7 94 AR EARA 4. 7H4AB
o S} 2] (single informant design) 4] S
2 o]0 Qo] et #1522 (common B ATE Eglel F41M% Aold] £ )]
method bias)?} HAE 4 QUTkPodsakoff,  wi/fHSVL AP UAH £21H ARG LS A
MacKenzie and Podsakoff 2012). 2 A= 5L shitt. o]of|, Hayes(2013)] T2 A A ndl-S 2-&
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How Business Reference Content affects B2B Purchase Risk?:
The Mediating Role of Transportation and Content Credibility
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Chang Mo Jung®, Jie Young Won**, Han Guen Lee™*, Young Chan Kim

ABSTRACT

Due to the development of information and communication technology represented by the Fourth Industrial
Revolution, many companies have been making efforts to digital transformation using digital technology. B2B
companies which have been somewhat passive in utilizing digital technology, are also actively participating in
digital marketing activities to gain a competitive advantage. Notable among these changes is digital marketing
communication activities utilizing Business Reference Contents(BRC). BRC delivers differentiated strengths of
B2B suppliers by using successful cases of existing customers and it has been discussed as a key marketing
communication tool to enhance the competitiveness of B2B companies by reducing perceived purchase risks of
potential customers, strengthening brand equity, increasing corporate brand reputation, and increasing sales. In
practice, it is already being used as marketing communication contents that B2B companies most actively share
through social network services (SNS) or corporate homepages. Nevertheless, few studies have demonstrated the
effects of BRC on the perceived purchase risk, a key factor in B2B purchasing decision making. Therefore, there
was a limited academic understanding of the BRC's effect mechanisms, as well as difficulties in finding strategic
practical use. In this study, we first tried to identify whether BRC affects the perceived purchase risks of potential
customers, and then introduce the concept of transportation and content credibility to explain the impact
mechanism. As a result of empirical analysis, BRC was found to have a negative effect on perceived purchase
risk. This means that buyers who have recognized the capabilities of B2B suppliers through successful customer
referrals are less aware of the risks associated with their products and services. This finding is in line with the
claims of previous studies that BRC effectively reduces the perceived risk of potential customers. Second, we
examined the mediating roles of transportation and content credibility in the effect of BRC on perceived purchase
risk of potential customers. As a result, it was found that transportation does not play a role in mediating the effect
of BRC on perceived purchase risks of potential customers. This means that even if potential buyers who accept

BRC are immersed in the content itself by incorporating their situation into successful cases of existing
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companies, it does not lead to a reduction in the actual purchase risk. On the other hand, content credibility plays
arole in mediating the relationship between BRC and perceived purchase risk. This means that the risk is reduced
only if the potential customer evaluates the success stories and referrals of existing customers as credible content
in the purchase decision. Therefore, it can be understood that securing content credibility is essential for the BRC
to have a practical effect. Finally, this study examined the sequential mediating effects of transportation and
content credibility on the effect of BRC on perceived purchase risk. As a result, we found the mediating effect
leading to BRC — Transportation — Content Credibility — Purchase Risk. This proves that prospective
customers who have embraced BRCs are immersed in the success stories of existing customers, increasing the
content credibility, which in turn leads to reduced perceived purchase risks for suppliers' products and services.
Therefore, BRC improves the content credibility as a result of increasing the immersion of the potential customer,
and explains the underlying mechanism that improved content credibility as a leading factor in reducing purchase

risk <Table 1>.

<Table 1> Summary of Results

Hypothesis Path B Boot 95% CI
1 BRC — Perceived Purchase Risk -.196* -.344 -.033
2 BRC — Transportation — Perceived Purchase Risk -.042 -.220 157
3 BRC — Content Credibility — Perceived Purchase Risk -.053** -.109 -.004
4 BRC — Transportation — Content Credibility — Perceived Purchase Risk - 128%* | -266 -.022

*p<.05,**p<.01

The identification of this underlying mechanism is a distinctive contribution of this study. The academic
implications of this study are as follows. First, previous studies mainly discussed the importance and
effectiveness of BRC in terms of the benefits and utilization of B2B suppliers. Therefore, there is a lack of
discussion on how buyers perceive BRC and how the purchase decision is made. This study is meaningful in that
it demonstrates the effect generation process by analyzing BRC from the perspective of potential customers. In
particular, it expanded its academic understanding by introducing the concept of transportation based on the
narrative form of BRC and revealing the existence of multiple mediation effects that lead to improved content
credibility and reduced perceived risk. Second, this study demonstrates that BRC, which is widely used in B2B
marketing communication sites, is an effective means of reducing perceived purchase risk. Previous studies have
mainly suggested the effects on supplier performance variables such as sales performance and customer
recommendation marketing value. Perceived purchase risk in B2B purchase decision has been widely recognized
as a major influence factor. Nevertheless, studies that demonstrate the effect of BRC on perceived purchase risks
are still insufficient. This study is meaningful in that it has found that BRC substantially lower the perceived
purchase risk, which is a key factor for B2B purchase decision making. Third, this study demonstrates the

effectiveness of storytelling content, which was mainly dealt with in B2C marketing communication research,
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from a B2B perspective. In the field of B2C marketing communication, various researches have been conducted
on the persuasive effect of storytelling advertising. On the other hand, in the field of B2B, research that pays
attention to the effects of communication content, especially storytelling, is very limited. Considering market
conditions in which servitization of B2B products is intensifying, it is necessary to pay attention to storytelling
contents that are effective in conveying differentiated strengths of suppliers in terms of customer experience in
addition to objective product information. There is a theoretical contribution that this study has demonstrated the
effect of storytelling communication in the B2B area through BRC, a representative B2B storytelling content.
The results of this study also provide practical implications for B2B marketers. Above all, BRC is more cost
effective than other means in reducing the perceived purchase risks of target customers. Traditionally, B2B
companies have tried a variety of methods to lower the perceived purchase risk of customers. They also use large
budgets to hold large-scale customer invitation conferences or to train sales representatives to improve their
technical expertise. It is also common to advertise in magazines and sponsor sports events to increase brand
value. However, with the exception of some leading companies, large-scale B2B marketing investments involve
large risks, and most managers are skeptical that market followers need aggressive B2B marketing investments to
catch up with the leading companies. Under these limited circumstances, BRC can be used to increase the
effectiveness of marketing communication. Because B2B products and services are highly customizable and
complex for each customer, it is very important to precisely match the communication message with the intended
purchase of potential customer. BRC can be produced in accordance with the purchase purpose of target customer
after comprehensive consideration of the industry, company size, purchase purpose, and reputation of the existing
customer. Through this strategic process, high persuasive communication effects can be expected at relatively
low cost. Therefore, BRC should be considered as a key means of marketing communication for market followers
and companies with low brand power. Second, this study examined that BRC lowers the purchase risk and
verifies that the transportation and content credibility play a sequential mediating role in the process. Therefore,
B2B marketers need to increase the level of content immersion (ie, transportation) and content credibility of
buyers in order to effectively reduce the purchase risk of buyers through BRC. For this, it is necessary to construct
storytelling that can engage existing customers with similarities with target customers and to effectively deliver
messages. To this end, the organization that is responsible for producing storytelling content should be actively

considered to recruit experts or foster internal human resources.

Key words: Business Reference Content, B2B Marketing Communication, Content Marketing, Transportation






