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Abstract Past academic research addressing storytelling has mainly been 
approached from the business-to-consumer (B2C) context. These studies have cred-
ited stories as a fundamental source for emotional buying behavior in consumers. 
Although storytelling has the ability to evoke greater emotions in consumers, mar-
keting research has not examined its application in the business-to-business (B2B) 
context, particularly within the advertising realm. Drawing on the B2C literature, 
this study offers an exploratory examination of the benefits of storytelling in B2B 
advertising. The authors reveal that stories told to organizational buyers foster a 
deeper, emotional connection to the selling firm. Results directly indicate that there 
is indeed power in telling stories to members of the buying center because it influ-
ences their purchase behavior and decision-making process. We also demonstrate 
that there is significance in telling stories to organizational buyers who have been 
historically thought of as purely rational beings. In fact, our findings debunk the 
notion that organizational buyers respond to marketing communications on the 
basis of economic value alone. At the heart of this research, we establish that story-
telling can be fruitful in B2B advertising.
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