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Chapter 10: Business-to-business (B2B) marketing
Journal Article 1: Morgado, A. V. (2018). The value of customer references to potential customers in business markets. Journal of Creating Value, 4(1), 132–154.
Explanation: This exploratory research aims to demonstrate the value of customer references from the perspective of the potential customer. It concludes by presenting recommendations for practitioners that aim to reap the full benefits of customer references.

Journal Article 2: Boyd, D. E., & Kannan, P. K. (2018). (When) does third-party recognition for design excellence affect financial performance in business-to-business markets? Journal of Marketing, 82(3), 108–123.
Explanation: With the use of a demand shock conceptualisation to capture the signalling role and demand uncertainty of third-party recognition for product design excellence, this article argues that such recognition creates firm value in B2B markets. In terms of the managerial implication, the results identify several new facilitating conditions that aid B2B firms to create greater value from an innovation strategy based on superior design.

Journal Article 3: Cabiddu, R., Moreno, F., & Sebastino, L. (2019). Toxic collaborations: Co destroying value in the B2B context. Journal of Services Research, doi:10.1177/1094670519835311
Explanation: In relation to the popular value co-creation phenomenon, it is important to state also that value can also be co-destroyed by the same actors who interact to create it. This qualitative study approaches value co-destruction (VCD) by combining social interactions and resource integration practices with a notion of value that reveals its multiform nature.
