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Abstract

Customer reference is a key tool and way for suppliers to marketing their competencies to cus-
tomers in B2B markets. This paper put forward four methods of competence marketing based on
the role of customer reference in marketing competence: showing referrer customer lists and
their reference letters, communicating successful stories and customer cases, distributing news
material and media reports about their technology successes, and arranging potential customers
to visit referrer customer’s firm. These conclusions provide some new opinions and insights for
other scholars to research this topic, and offer some different approaches for industrial suppliers
to do marketing of competence to customers.
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