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Customers love ‘em…

Image source: https://www.orbitmedia.com/blog/how-to-write-a-customer-success-story/
Info source: https://www.demandgenreport.com/resources/research/the-2017-content-preferences-survey-report

https://www.orbitmedia.com/blog/how-to-write-a-customer-success-story/
https://www.demandgenreport.com/resources/research/the-2017-content-preferences-survey-report


Customers read ‘em, too…

Image and info source: https://lp.docsend.com/sales-benchmarks-report

https://lp.docsend.com/sales-benchmarks-report


They influence decisions…

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

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?



Um….



wat.





Step 1: Define Your Strategy
(And yes, you need one.)



Four questions to answer:

1. What is our goal?

2. Who are we targeting?

3. How will we use them?

4. Who owns the relationship?





Goal + Target = Story

Service

Industry

Challenge

Role



Shortcut?



Use Case = Format

• Email outreach
• Social sharing
• Pitch meetings
• Send with RFPs

SHORT FORMAT
• Lead magnet
• Blog content
• Staff training
• Newsletters

LONG FORMAT

VIDEO



Do NOT do case studies 
in a vacuum.



What makes a GOOD candidate?

1. Positive

2. Recent

3. Relevant



Sneaky tactic:
Escalating commitment!



Candidates: NPS

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

These guys.



Candidates: Reviews



Candidates: Surveys

We loved your feedback; 
can we feature you? 

f



The stories you tell 
will be the stories you attract.



Money fixes politics.



Step 2: Get Buy-In



Three things to start doing now:

We often feature 
clients in success 
stories…

f



“No” is really…

1. Uncertainty

2. Inconvenience

3. Selfishness



Uncertainty? 

vs
We’re worried about 

being exposed 
to competitors.

f



Uncertainty? Control.

vs Nothing will be published 
without your approval.

You have final say.

f

We’re worried about 
what we’d be exposing 

to competitors.



Inconvenience? 

vs
I am WAY too 
busy for this!

f



Inconvenience? Process.

vs Here’s what’s involved: 
It’ll take less than an hour 

of your time.

f

I am WAY too 
busy for this!



Selfishness? 

vs
What’s in it for me?

Why bother…



Selfishness? Benefit.

vs
What’s in it for me?

Why bother…
We’ll share this with…

How about a discount…
You’ll look great…

Thanks!

f



In your pitch…

1. Thank them in advance

2. Keep it short

3. Give a “because”

4. Answer WIIFM?

5. Give it a deadline



Who should reach out?



Who should reach out?



Who should reach out?



Secret weapon: samples



Don’t give up…



Alternatives…

1. Agree to gate

2. Internal use only (fireside)

3. Exclusivity agreement

4. Testimonial only



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

B
Before

D
During

A
After



Running the Interview

“What does success look like for you?”



Running the Interview

“What does success look like for you?”

“What was going on in your business when…”



Running the Interview

“What does success look like for you?”

“What was going on in your business when…”

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



Running the Interview

“What does success look like for you?”

“What was going on in your business when…”

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

“What results have you seen because of…”



Lindsay’s List
https://www.casestudybuddy.com/contentjam



Interview Flow

1. “Why?”

2. Repetition

3. Silence



The golden rules

1. Experience, not opinion

2. Process > perfection

3. Impact over platitudes

4. Context is critical



Secure a way to 
follow up.



Step 4: Create the Study



Headline: Hook

• How (service/company) helped (client) (result)

• (Result) for (client)

• (Client) gets (result) with (service)

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



Cover Page: Bait

• No “grand reveal”

• Headshot where possible

• Good enough to stand alone



Intro: Set the scene

• Ditch the “Company” line

• Show the consequences

• Make it personal

• Let your client tell the story

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

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


Solution: The How & Why

• “Just enough” detail

• Sequential process

• Don’t leave out the why

• Focus on experience



Results: More than Metrics

It’s not just about numbers.

It’s about what they mean for 
the business, its people, and its 
future.



Context-Rich CTA

• Specific pain

• Specific outcome

• Specific action

• Tied back to the story



Trusted Formats

• Challenge/Solution/Results

• Interesting sub-heads

• Call out quotes visually

• Short sentences and 
frequent breaks



Appealing to Scanners



Reducing Cognitive Load



Is there a “magic” length?

Info source: https://lp.docsend.com/sales-benchmarks-report

https://lp.docsend.com/sales-benchmarks-report


Step 5: Put it to Use!



Repurpose

Bite Snack Meal



ü Use as lead magnets

ü Post to social feeds

ü “How-to” + “Interview” blog posts

ü Print for tradeshows

ü Pull testimonials into landing pages

TOFU



TOFU: Facebook Ads



TOFU: Slideshare + Twitter



Outreach Angles

Service

Industry

Challenge

Role

“How (service) drove (result)”

c

“Here’s how we did X for Y.”

c

“If you want to X, we’ve done it.”

c

“Why do X like you trust us to Y?”



Where to try?

1. Metrics or quotes in subject lines

2. Quotes as support in body copy

3. Short downloadable with CTA

4. Video? EVERYWHERE.



Subject Line Ideas

• “I wish I’d known about them earlier…” 

• ___% higher (metric) in (time). Interested?

• What could you do with ___% more (metric)?

• How to get ___% traffic for your ___

• [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

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



ü Send with RFPs

ü Share in pitch meetings

ü Add to newsletters

ü Drip in email series

ü Equip  first contact

MOFU



MOFU: Retargeting



ü Add near points of friction

ü Justify an upsell

BOFU



TOFU/MOFU/BOFU: signature



Thank you!

@JoelKlettke
CaseStudyBuddy.com/ContentJam


