
STORIES THAT SELL:
HOW TO CREATE CASE 
STUDIES THAT DRIVE ROI



7+ YEARS.
300+ COMPANIES
1,500+ STORIES.

WHAT DO THE BESTDO TO…
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• Tell stronger stories?

• Scale their production?

• Improve their buy-in rates?

• Get their teams aligned?
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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



#1. GET YOUR 
HOUSE IN ORDER.
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THE PROBLEM:
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ADVOCATES FROM ALL AREAS ALIGNED ON…

1. Goals: 
• What does ‘success’ look like?
• How will we track it?

2. Formats:
• What serves each team best?
• Where will they ‘live’?
• How will we categorize?

3. Process
• Identification → Final deployment

4. Accountabilities
• Who does what?
• Who has final say? (Drafts? Strategy? Etc.)
• What timelines are reasonable?

https://casestudybuddy.com/blog/how-to-get-your-sales-team-to-help-with-case-studies/

https://casestudybuddy.com/blog/how-to-get-your-sales-team-to-help-with-case-studies/
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Measurement 
& Review

Asset 
deployment

Asset 
Creation

InterviewingCoordinatingAskingNominationStrategy

OWNERSHIP & 
ACCOUNTABILITY
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Measurement 
& Review

•Report to leadership

•Ongoing refinement

Asset 
deployment

•Catalogue

•Coordinate

•Disperse

Asset 
Creation

•Drafting

•Revisions

•Approvals

Interviewing

•Prepare

•Conduct

•Proliferate

Coordinating

•Project management

•Scheduling

•Securing release

•Client Experience

Asking

•Contact

•Expectation setting

•Handoff

Nomination

•Identify

•Validate

•Establish Context

Strategy

•Goals

•Coverage Gaps

•Form factors

•Ideal KPIs

OWNERSHIP & 
ACCOUNTABILITY
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Stage Owner Timeline Dependencies Resources Notes



TOP TAKEAWAYS:
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• Establish clear ownership and accountabilities

• Create ongoing internal feedback loops

• Optimize for the outcomes of every team

• Involve (and get the support of) leadership



#2: SET YOUR 
STRATEGY, PUNK.



‘HAPPY ACCIDENTS’ ARE 
NOT A STRATEGY.

- BOB ROSS, MAYBE
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WHY DO PEOPLE CONNECT 
WITH A CASE STUDY?

Marketers think leads want… Leads really want…

Big logos

Huge metrics

Glowing, perfect quotes

Trade secrets

High polish
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WHY DO PEOPLE CONNECT 
WITH A CASE STUDY?

Marketers think leads want… Leads really want…

Big logos Relatable

Huge metrics Aspirational 

Glowing, perfect quotes Credible

Trade secrets Prescriptive / Informational

High polish Compelling 



15
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WHAT ARE YOUR COVERAGE 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

• Talk to sales & leadership; look at your marketing campaigns. 

Root in real business/revenue goals! 
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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?”
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https://www.mutinyhq.com/playbooks?filter=mutiny

PLAYBOOK

https://www.mutinyhq.com/playbooks?filter=mutiny
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https://www.hubspot.com/case-studies/university-of-san-diego

SWITCHER

https://www.hubspot.com/case-studies/university-of-san-diego
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https://www.robovent.com/learn/case-studies/

DISAMBIGUATOR

https://www.robovent.com/learn/case-studies/new-species-crossfit-case-study-royal-oak-michigan/


21

https://crisp.co/video/

NO METRICS

https://crisp.co/video/


TOP TAKEAWAYS
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• Consult all departments on coverage gaps/needs

• Align stories with real-world business/revenue goals

• Map out the KPIs they intend to capture for each

• Intentionally curate stories based on this plan



#3: PROSPECT VS. 
PROCRASTI-WAIT
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“This is who we’re after. This is what a win 
looks like. This is when and how to ask.”

ESTABLISH SHARED CRITERIA.
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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/

https://casestudybuddy.com/blog/how-to-get-clients-to-agree-to-be-in-case-studies/
https://casestudybuddy.com/blog/how-to-get-clients-to-agree-to-be-in-case-studies/
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PULL / PUSH



TOP TAKEAWAYS:
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• Align prospecting to coverage gaps

• Leverage existing conversations

• Hold teams accountable

• Provide STRUCTURE



#4: MAKE A 
BETTER ASK.
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Expectation-setting creates, and solves, 
the toughest problems in case studies.
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Lack of proper release

Unclear process/false promises

Weaker story (fewer metrics, details, etc.)

No learning, refinement, or longevity

Poor buy-in (int. and ext.)
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Case study killers:

• Uncertainty

• Inconvenience

• Selfishness
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vs
We’re worried about 

being exposed 

to competitors.

Nothing will be published 
without your approval.

You have final say.
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vs
I’m WAY too 
busy for this.

Here’s what’s involved, 
and it only takes ~60 
minutes of your time.
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vsWhat’s in it for me?
Exposure, press, 

opportunities, discount, 
thank-you…
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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.
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#5: QUICK HIT 
PRODUCTION TIPS
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Info source: https://lp.docsend.com/sales-benchmarks-report

https://lp.docsend.com/sales-benchmarks-report
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• Quick context

• Satisfy scanners

• Set expectations
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• One focus

• One (relevant) KPI

• Support with proof
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• Tension

• Stakes

• Hero, not ‘damsel/dude in 

distress’
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“HERE’S WHY THAT MATTERS.”
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IMPACT BEYOND ROI
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SPECIFIC CTA



#6: SHARE LIKE YOUR 
ROI DEPENDS ON IT





Interview

Audiogram

Podcast  
content

Social
Content

Ad Content

Embedded  
Audio

Deep-dive  
asset

Blog 
Content

How-to

Interview  
with

Industry 
snapshot

Slide deck

Nuclear  
deck

Slide share  
Social

Press 
release

Internal  
training

Snapshot

One-sheet

Quote 
graphics

Synopsis

Leave-
behind

Testimonials

Cold 
Outreach

Landing  
Page

Video
Testimonial

Newsletter  
content

Wall of Love

Sales page  
support

Teaser Ad
Compilation

reel
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SOCIAL CAMPAIGNS
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AD CAMPAIGNS
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EMAIL CAMPAIGNS
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VISUALIZATIONS
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COMBINATIONS
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COMPENDIUMS



TOP TAKEAWAYS
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• Leverage case studies across the entire buyer’s 

journey

• Have a documented repurposing plan

• Ensure consistency across formats/stories
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