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	1. UNLOCKING REVENUE
WITH CUSTOMER  STORIES
 


	2. 7+ YEARS.
300+ COMPANIES
2,000+  STORIES.
1. How do you align your internal teams?
2. What stories/types of stories should you tell?
3. How should you ask for a case study?
4. How do you run the interview?
5. What assets can you create from a case study?
6. Where should you deploy your case study?
2
 


	3. 3
SHIFTING OUR THINKING
•  Incidental 🡪 Strategic
Planned and intentionally curated.
• Marketing project 🡪 Organization-wide
Case studies are a team sport.
• Sporadic 🡪 Systematic
Curate and choose stories vs. relying on volunteers.
• One story, one time, one way 🡪 A campaign
Repurposed for different media, goals, channels
• Reactive 🡪 Proactive
 


	4. WHO SHOULD BE
INVOLVED?
  


	5. 5
THE PROBLEM:
  


	6. 6
Marketing, Sales/CSMs, Leadership:
1.  Goals: ROI and how to track
2. Formats: What to create, for whom
3. Process: From initial ask to deployment
4. Accountabilities: What, who, and when
https://casestudybuddy.com/blog/how-to-get-your-sales-team-to-help-with-case-studies/
 


	7. 7
Measure &
Review
Deploy
Create
Interview
Coordinate
Ask
Nominate
Strategize
OWNERSHIP &
ACCOUNTABILITY
  


	8. 8
Stage Owner Timeline  Dependencies Resources Notes
Ask Direct CSM Within 30 days
of nomination
approval
Confirmation by
strategy lead
[LINK]
[LINK]
If enterprise,
contact “@” to
determine c-suite
involvement
 


	9. TOP TAKEAWAYS:
9
• Establish  clear ownership and accountabilities
• Create ongoing internal feedback loops
• Optimize for the outcomes of every team
• Involve (and get the support of) leadership
 


	10. WHAT STORIES
SHOULD YOU  TELL?
 


	11. 11
WHAT ARE YOUR  BUSINESS GOALS?
• Enter new markets?
• Tout new features/capabilities?
• Convince new buyers/roles?
• Accelerate sales cycles?
• Take on/hedge against emerging competitors?
You want stories that support real goals.
 


	12. 12
WHERE ARE YOUR  CONTENT GAPS?
• Industry/vertical?
• Benefit/feature?
E.g. Aspect of product/product suite, etc.
• Buyer type/role? (CTO, CMO, 100+ sales seats, etc.)
• Objection/criteria?
Repurposed for different media, goals, channels
• Competitor?
Business goal + content gap = PRIORITY
 


	13. 13
WHAT STORIES SHOULD  YOU TELL?
1. Switcher: Left competitor for you
2. Upgrader: Expanded service/product and benefitted
3. Disambiguator: Demonstrate a use case
4. Buying Board: Appeal to specific roles/board as a whole
5. Playbook: “Here’s how to do X based on Y”
6. Skeptic: A tricky client who almost didn’t convert
7. Implementation: Set expectations for setup and change
8. Problem Solver: A client where you turned things around
9. Subset: Focus on an individual feature/sub-product
10. Profile: “Who are the kinds of people who choose X?”
 


	14. 14
https://www.mutinyhq.com/playbooks?filter=mutiny
PLAYBOOK
  


	15. 15
https://www.hubspot.com/startups/partner-stories/mercury
PROFILE
  


	16. 16
https://www.robovent.com/learn/case-studies/
DISAMBIGUATOR
  


	17. TOP TAKEAWAYS
17
• Consult  all departments on coverage gaps/needs
• Align stories with real business/revenue goals
• Map out the KPIs they intend to capture for each
• Intentionally curate stories based on this plan
 


	18. HOW SHOULD
YOU ASK  FOR A
CASE STUDY?
 


	19. 19
“This is who  we’re after. This is what a win
looks like. This is when and how to ask.”
ESTABLISH SHARED CRITERIA.
 


	20. 20
PROACTIVE PROSPECTING
• Audit  client database for ideals
Proactively and intentionally flag ideal targets
who fit gaps and likely have data
• Leverage surveys and escalating
commitment
Opportunity to discuss feedback, impact, or
even present the ask
• Standardize how you ask and prime
Provide templates and steps to recognize and
report wins/request involvement
https://casestudybuddy.com/blog/how-to-get-clients-to-agree-to-be-in-case-studies/
 


	21. 21
WHO IS MOST  FAMILIAR?
WHO IS MOST AUTHORITATIVE?
 


	22. 22
We’re worried about
being  exposed
to competitors.
Nothing will be
published without your
approval.
You have final say.
UNCERTAINTY? CONTROL.
 


	23. 23
I’m WAY too
busy  for this.
Here’s what’s
involved, and it only
takes ~60 minutes of
your time.
INCONVENIENCE? PROCESS.
 


	24. 24
What’s in it  for me?
Exposure, press,
opportunities,
discount, thank-you…
SELF-INTEREST? BENEFIT.
 


	25. 25
A GOOD ASK  TEMPLATE…
• Personal
Why them? Why now?
• Specific
What parts of story will you cover?
What metrics?
• Clear
What’s the high-level process?
What is the time involvement?
What are next steps?
• Succinct
Keep it focused.
 


	26. TOP TAKEAWAYS
26
• Be  short and direct
• Proactively counter fears
• Arm them to sell the idea internally
 


	27. HOW DO YOU  RUN
THE INTERVIEW?
 


	28. 28
  


	29. 29
1. Bring up
2.  Follow up
3. Shut up
 


	30. 30
1. “What made  that so _______?”
1. “Can you give me an example of…”
“Can you describe a time when…”
2. “What can you do now, or do better because…”
“What has that meant for _______?”
 


	31. TOP TAKEAWAYS
31
• B/D/A
•  Transform interviewee into a storyteller
• The art is in the follow-up
 


	32. WHAT
STORYTELLING
APPROACHES
WORK?
  


	33. 33
• Customer →  Company
• One focus
• One (relevant) KPI
• Support with proof
DIRECT
HEADLINES
 


	34. 34
• Quick context
•  Satisfy scanners
• Set expectations
CREATIVE
SUBHEADS
 


	35. 35
• Colors
• Separation
•  Emphasis
INFORMATION
DESIGN
 


	36. 36
• Tension
• Stakes
•  Hero, not ‘damsel/dude
in distress’
CHALLENGE
SECTIONS:
 


	37. 37
“HERE’S WHY THAT  MATTERS.”
 


	38. 38
IMPACT BEYOND ROI
  


	39. 39
SPECIFIC CTA
  


	40. WHERE CAN YOU
LEVERAGE  STORIES?
 


	41. ‘CAMPAIGN’S WORTH OF  CONTENT’ - 1x STORY, MANY ASSETS
 


	42. 42
CORE WRITTEN
• Characteristics:
Deep,  experience-driven, scannable,
indexable, story-focused
• Ideal for:
Onsite, printed leave-behinds, final
destination on campaigns
(remarketing)
 


	43. 43
ONE-SHEET
• Characteristics:
High-level, teaser,  quick-hit proof
• Ideal for:
Cold outreach, sales conversations,
onsite teaser, push to demo/full
 


	44. 44
REMOTE VIDEO
• Characteristics:
Short  (0:10+) and long (2:00+) cuts,
easily repurposed, polished not perfect
• Ideal for:
Onsite, landing pages, cold outreach
(short), repurpose (sizzle)
 


	45. 45
AUDIOGRAMS
• Characteristics:
Succinct and  intentional, minimal in
presentation, focused
• Ideal for:
Video not tenable, embedded
w/written, social, ads
 


	46. 46
SLIDE DECK /  CAROUSEL
• Characteristics:
Succinct, high-level, to-the-point, can
be spoken through w/o distraction
• Ideal for:
Live calls, ads/social, compendiums,
etc.
 


	47. WHERE SHOULD I
DEPLOY?
  


	48. 48
SOCIAL CAMPAIGNS
  


	49. 49
AD CAMPAIGNS
  


	50. 50
EMAIL CAMPAIGNS
  


	51. 51
VISUALIZATIONS
  


	52. 52
COMBINATIONS
  


	53. 53
COMPENDIUMS
  


	54. TOP TAKEAWAYS
54
• Leverage  stories across the entire buyer’s journey
• Have a documented repurposing plan
• Ensure consistency across formats/stories
 


	55. THANK YOU!
@JoelKlettke
https://casestudybuddy.com/newsletter-sign-up/
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