The Case Study Blueprint

How to capture, share, and cash in
on customer success stories

@JoelKlettke @






Customers love ‘em...

-
.~

/8%

Case studies

Which types of content have you used during
12 months to research BZB purchasing

o ') » S2lale?
» O Gl appLy

77%

White papers Webinars

/%

E-books

67%

Third-parny/
analyst reports

Image source: https://www.orbitmedia.com/blog/how-to-write-a-customer-success-story/

Info source: https://www.demandgenreport.com/resources/resea rch/the-2017-content-preferences-survey-report
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Customers read ‘em, too...

Q 83% W case studies

CASE STUDIES OTHERS
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They influence decisions...

Of US Agency Execs Of B2B Buyers

ciled case studies as the most ciled customer SUCCess s1ones
effective content for lead as the most influential contemt
generation they consumed.

Buddy

2. Hawkeye: http://www.hawkeyeww.com/view/2013/fall/3-keys-to-b2b-success.php

Left to right: Case
1. RSW/US: https://www.emarketer.com/Article/Agencies-Use-Content-Case-Studies-Generate-Leads/1010213 Study


https://www.emarketer.com/Article/Agencies-Use-Content-Case-Studies-Generate-Leads/1010213
http://www.hawkeyeww.com/view/2013/fall/3-keys-to-b2b-success.php

No wonder, right?

Top 3 Most Effective Types of Content B2B Marketers Use
for Content Marketing Purposes

ALL RESPONDENTS
Ebooks/White Papers
Case Studies
Social Media Posts - excluding videos (e.g. tweets, pins)




LEAST SUCCESSFUL

‘ Case Studies 40%
Ebooks/White Papers 35%

Social Media Posts - excluding videos (e.g., tweets, pins) 34%
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wat.







Step 1: Define Your Strategy

(And yes, you need one.)



Four questions to answer:

1. What s our ?

2. Who are we ?

3. How will we them?

4. Who owns the ?






Goal + Target = Story

rService
| Industry ‘
rChaIIenge ‘
| Role ‘







Use Case = Format

SHORT FORMAT LONG FORMAT

 Email outreach * Lead magnet
* Social sharing * Blog content
* Pitch meetings e Staff training
* Send with RFPs * Newsletters
\ }
|
VIDEO



Do NOT do case studies
In @ vacuum.




What makes a GOOD candidate?

1. Positive

D 2. Recent

3. Relevant




N Sneaky tactic:
Escalating commitment!



Candidates: NPS

These guys.

Image taken from: https://marketplace.atlassian.com/plugins/com.codebarrel.jira.plugin.jira-nps-plugin/cloud/overview gflusgy
Buddy



Candidates: Reviews

.
R

Great for the Solo Entrpreneur Start-Ups

TRRRLT

-

What do you like best?

What do you dishice?

Recommendations 10 others considerning the product

SHARE ON Linked [}

290

0

What business problems are you solving with the product? What benefits have you realized?

.O.

Helplul? ¢
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Candidates: Surveys

BLOCKS

. I

BoDODEOOODOOOEER

We loved your feedback;

can we feature you?
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Step 2: Get Buy-In
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clients in success
stories...
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“No” is really...

1. Uncertainty
2. Inconvenience

3. Selfishness



We’'re worried about

being exposed
to competitors.

)
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Uncertainty? Control.

Nothing will be published
without your approval.
You have final say.
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Inconvenience?

A

| am WAY too
busy for this!




Inconvenience? Process.

Here’s what’s involved:
It’ll take less than an hour
of your time.
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What’s in it for me?
Why bother...

)



Selfishness? Benefit.

We’ll share this with...
How about a discount...

You'll look great...
Thanks!
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Thank them in advance

Keep it short
Give a “because”

Answer WIIFM?

Give it a deadline




Thank you for considering sharing
your success story with us.

We promise to
kKeop It Quich

Yors Nave the
a8t word




What's Involved?

SHONHT NMTIARYAR WY

FNST AW

1 ~A‘ ...VN '-“

LT RY AN




Let's get started!

— — — -

Thank you for your thme




Secret weapon: samples

rankings

< - Geanity —_ :
% CORL G : )
CANACCHEY M
(O )‘:‘\' ARy L9l ™ y e v

How Rankings.io helped
Dolman Law Group gain
4007% more cases a month

W (€ Mheutmats

had feawdd oot meutahon bedoesburdd bt X0 b, 1w iecd &9y
e w xt! Rarha o, o culpaeSarwed 1y eapectad sy AT U
v ot ok o v 1040 thes el
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Don’t give up...

%% BRAIN TRAFFIC

INDUSTRY

Financial Services

LOCATION

Global

3+

Years of Partnership

The Company

[he cltent 15 2 global fmamctal services company with 3 diverse line of products

that he :; thedtr customeey 2ve 1Rt beat Hives

[hey've dlowed us to share their story om the comation of anorymity. Chent

names have been changed
;‘u ‘ ‘ A"
| "Kristina and ber team have a great framework to start from and
experience you can't fimd anywhere clse

In partnership with them, we've ensured we're not just techmology-
,\ driven, but =ty user-centored "

00+

Riley, Assistant Director of Digital Strategy

Successful Content
Profects

The Challenge

The clienst smially engaged Brain Traffic for 2 one day working sesston with thetr
retirement services group to create a roadmap that would help them create, plan

dettver, snatnlam, and povrn the cmbine cost et
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Alternatives...

1. Agree to gate
2. Internal use only (fireside)
3. Exclusivity agreement

4. Testimonial only



H ___..u_

[

Step 3: Capture the Story



Your one job:
Maximum info, minimum time.






Planning the interview

1. Keep it to two
2. Test your tech

3. Give lead time



Structuring the Interview




Running the Interview

“What does success look like for you?”

Case
Study
Buddy



Running the Interview

“What was going on in your business when...”
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Running the Interview

“Most valuable thing brings to the table, and why?”



Running the Interview

“What results have you seen because of...”
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Lindsay’s List

https://www.casestudybuddy.com/contentiam



Interview Flow

, 2. Repetition

3. Silence



The golden rules

1. Experience, not opinion
2. Process > perfection
3. Impact over platitudes

4. Contextis critical



Secure a way to
follow up.



Step 4: Create the Study



Headline: Hook

* How (service/company) helped (client) (result)
* (Result) for (client)
e (Client) gets (result) with (service)

* How (client) (eliminated pain) with (service)



Cover Page: Bait

() () (=

Increase in Increase in Increase in Clicks
Twitter Following Time on Site on Shared Links

SOCALMATTERT HAS NOT DMLY INCREASED THE SUE OF s
AUDIENCE ON TIITTER AND UNKEDNN. BUT BROUGHT 1S The RGH!T
AUSIENCE - AN AUCEENCE THAT ISACTUALLY TESTING SUR PRODICTS
AND CONVERTING THAT IS TRE SOCALMATTER? OIFFERENCE

Yoot Dasch O Marvetg roacele

I”

* No “grand revea
* Headshot where possible

* Good enough to stand alone
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Intro: Set the scene

P
-

* Ditch the “Company” line
Paper-based quality management system not keeping pace with company growth

For businesses in the pharmaceutical, biotech, and mediach industries, meeting strict regulatory

i compharc eq et 5 Pk Falrg o ot T San * Show the consequences

mean lost business or even a complete shutdown of operations

These were fisks that Jasmine Beukema, VP Quality al SOPHIA GENETICS, knew all 100 well

"As a bicdechnoiogy company v the heath industry, we need 1o prove thal we re handing ® M a ke it p e rs O n a I

data in the most secwe way possible-—which means passing ow ISO 27001 certiicabon
SUONTS. " Jasmine says.

"We're constantly working 10 improve the guaily of our products, processes, and the way
We Work logether as a company, and iIr's essential thal we remavt comphant with

acrctogsopsbe piam * Letyour client tell the story

Case

https://casestudybuddy.com/blog/how-to-write-a-killer-case-study-intro/ gh‘:j%yy



https://casestudybuddy.com/blog/how-to-write-a-killer-case-study-intro/

Solution: The How & Why

The Solution e “Just enough” detail

PREDICTIVE ANALYTICS

 Sequential process

* Don’t leave out the why

* Focus on experience
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Results: More than Metrics

Results

4,500+ NEW LEADS & DOUBLE THE TRAFFIC

) °
It’s not just about numbers.
n the first six months of 2017, Konstruct Interactive has helped Bucars generate more than 4,500 leads
from their website. They've also increased traffic by 173%, along with a 74% increase in organic search
traffic and a 459% decrease in cost per click for AdWords

results that have surprised even Jeff.

It’s about what they mean for

ey e ilg . laughs et the business, its people, and its
future.

3
[

Since implementing their initiative to garner more Facebook and Google reviews, Konstruct has helped
Bucars obtain 67 new five-star reviews in a six-month period—a massive increase from the five reviews
that Bucars had prior to beginning the campaign.
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Context-Rich CTA

* Specific pain

* Specific outcome

* Specific action

Ready to get more customers? Want
to decrease your cost per lead?

* Tied back to the story
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Trusted Formats

The Challenge

o * Challenge/Solution/Results

. * Interesting sub-heads

OND ATV A eyt Wl @) NS prOPEm b e W ey
brwpey olive Thal we Nod e

e e * (Call out quotes visually

e vy sepemstee g te pradac e r ove 1iashey n hessse
gt a1 pony e b g (rslanes dow) The w iy

@ - e Short sentences and
frequent breaks
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Appealing to Scanners
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Reducing Cognitive Load

v

\

MARKETING GOALS

SUS had worked with othar Small o-man shops Sefons whudh had some experiendce in SEO and PRC. Bt thay werent
LONErALNg & SO return ON IMetment. TRy J0er0ached Directive CoNSuUtng 10 revamo ther entire Sgtal approach -
SLauNg from e wiry Deginning in BuliCing a keyword strategy

DIRECTIVE APFROACH

We optimized therr most proftatie pages by targeting keywords that were further Along = the Boyer's jcurmey, From there, we
Sealt DaCings 10 Sl page Suthornty and Increate rankings. We uted third-perton ad Copy 10 Incredse commwions from pakd
AC% 200 Secresnn ths pertestion of sell-promotional advwrtsements By MOreung tRelr QLM Sretence v sSvanied

TRLATRENE CAOMPMENS, W wire Abig 10 8N 3 10T BOE generating crigic SNes gromts,

RESATS

+756% -65% 1%

== -

GROWTH IH YOY ORGANK. TRAFFIC DECREAST e COST FER LEAD INCREASE It CRILRE LEADS

Case
Study
Buddy



Is there a “magic” length?

COMPLETION RATE

NUMBER OF PAGES

Case
Study
Info source: https://Ip.docsend.com/sales-benchmarks-report Buddy
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Step 5: Put it to Use!



Repurpose

Snack

'c— dinah siowm Weyeinh st Q lm

-t -- Sans

Learring and
i

Tane thanlves e wrvabasbie o ws WAN Cave
Shaty Baddy AW ve Lownd 1o Paath tumee ar WSS
ey ared ohal Dy prodhned mad la UK (Clobel
Poywd @ Nal e Ll B e mease

Pl i o
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The Challenge

Boutag coddnny m ¢ Oowede! ache

Meal

The Company

6“4

Canm w2adws are wnsbuanbie 1o s WK Case
Shaaty Baadty wa v raved wa e teve and
teanwy el what Yy prodaed wos o
bwypiwvd atatl aw iiadd du = Peinee

Challenges

Sudnyg eddiny @ & Cosond nce
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v’ Use as lead magnets

v’ Post to social feeds
v “How-to” + “Interview” blog posts
v’ Print for tradeshows

v' Pull testimonials into landing pages



TOFU: Facebook Ads

. ApMansse ¢ 10

Faicbook is Decoming an ncreasingly effective marke2ng tool %oe kocal
businesses

Check out our most récent case sy, ahers we ook 3 how 3 S3lon grew
thew emal k= by over 2000 subscrbers on 2 9ght budget!

w0 '...'.

® 1 g ..

o

CASE STUDY

How 1o buld yoor emad list on Facebook on @ UMt badged

LL

2562 peophs 1 G See Rosums

Lie Commert Share w2traes [~
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TOFU: Slideshare + Twitter

iiu

@ e 36.6K

P el wrway [ R — ‘- | mhy LV
457 8454 9.924 K3 0
Jod X
Chach 1 OAL 7/\-_0' " O LSRN N 1T eY 18T LOOO0Es OF viu
e ¢ilale
Mow Case Doy Daday Melped Faving gote 517444 of 2eals 0 0N MOrEN
L" N « < ' .

How Case Study
Buddy heiped
Rankings.io close
$179.444 worth of
deals in one month

Mow Caze Stucy Beddy Melped Rankings jo close 5170444 of deais |
HANONgs © & an SEO 20eNCy SDSCAITN M S&NVCES 1 wyers Usng) he
Saies AN Mg sasets they oot Tom Case Sudy Budsy Hey Doought

Trends for you

Mmoo

Braves

Ooogle

Mnfn; Mochado
"WiSeaDesate Y
Pﬁsdcn\ Trump
David Freece

Indiare

Haormet

Astros

fdnt profile
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Outreach Angles

Service | “How (service) drove (result)”
Industry I “Here’s how we did X for Y.”
Challenge I “If you want to X, we’ve done it.”
Role I “Why do X like you trust us to Y?”
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Metrics or quotes in subject lines

Quotes as support in body copy

Short downloadable with CTA

Video? EVERYWHERE.




Subject Line Ideas

 “lwish I'd known about them earlier...”

* % higher (metric) in (time). Interested?

* What could you do with % more (metric)?
 Howtoget % traffic foryour

« [CASE STUDY] How (known brand) got (result)



Body Copy Ideas

“Here’s what happened when we did (thing) for
(client): (result).”

“One of our clients, (client), was able to (result)
because of (service/offer).”

“Here’s what (client) had to say about (service):”



“Prominently mentioning a famous customer
in the email tripled the number of people
who replied to the email and said “yes, I'm
interested in this.”

- HipLead

Study
Buddy

Source: https://www.hiplead.com/blogs/social-proof-works-for-b2b @ Case



v' Send with RFPs

v’ Share in pitch meetings
v' Add to newsletters
v’ Drip in email series

v Equip first contact



MOFU: Retargeting

L3 Pl =t

Tharks Chariotie’ We aro 20 glad you like Sync2CRV. Magpy synong’

L 2 8 0 8 1

“Sync2CRM is 5o easy
10 use and works like a

charm.*

» Chitie Pavih,
B Mavager, SCA

% % Ak "Makes My Life So Easy!"

CHafote: “Is & G CRANGHT 10f Our Sudiddd &l £ Blowd Ul 10 &0 SOty
WOV AUWAYS manied 10 30 Dt Niwer 0Ud Dirfioee.”

4. ) Yy " Ww

Buddy

& Uke B Comment ~ Share = BN Case
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v' Add near points of friction

v' Justify an upsell



TOFU/MOFU/BOFU: signature

Joel Klettke
403-804-0493

>> CASE STUDY: See how | helped HubSpot double their conversions <<

<copywriting>




Thank youl!

©'S

@JoelKlettke
CaseStudyBuddy.com/ContentlJam




