HOW TO
LEVERAGE YOUR
CASE HISTORIES

82% OF B2B BUYERS DEMAND THEM -
SO WHY AREN’T YOU CREATING THEM?
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WHY THIS GUIDE EXISTS

‘] BUYERS TODAY ARE DOING THEIR HOMEWORK

Before they even talk to your sales team, they’ve looked you up online, looking for proof. In
fact, 82% of B2B buyers want to see case histories before they decide to buy, and case
studies remain the most requested piece of sales content across industries.

" COMPANIES AREN’T TELLING THEIR BEST STORIES

Not because they don’t have them — but because they’re hidden.

Tucked inside support tickets, CSM notes, onboarding wins, and internal Slack threads. These
are the real moments that show your value. These are your Hidden Case Histories — and
they’re one of the most powerful (and underused) tools in your entire sales and marketing

toolkit.

" THE GOAL ISN’T TO INVENT PROOF - BUT TO SURACE THE STORIES YOU ALREADY HAVE

This guide will help you learn how to:
e Spot them early — across customer success, sales, product, and support
e Capture them in a consistent, strategic way
e Turn them into assets that close deals and build trust
e And create a simple, repeatable system your team can use over and over
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SWOT ANALYSIS

Weakness: What’s Holding You Back?

e Not documented - buried in emails

Strengths
e Trust

e HIGH DEMAND in sales cycle or chats
e Real-world proof e No system to collect or publish
e Value-— repurpose 1story for them

social posts

Threats: What If You Don’t?
e Your competitors tell better

Opportunity

e Personalize stories by use case stories
e Leverage in sales e Sales reps sell features, not
outcomes

e Give prospects the proof they
need.
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* Internal knowledge stays siloed —

or walks out when employees
|eave susan@plumblinel.com
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BUILDING A CASE STUDY FUNNEL:

1

Open a Case History Folder
During Onboarding

This mindset shift encourages
everyone—-CS, Sales, Product-to
track wins from the start.

4

Vet and Categorize Stories
by Relevance

Align case stories with business
priorities: retention, efficiency,
expansion, brand positioning.

BEST PRACTICES

2

Build a Cross-Functional
Story Pipeline

Train teams across departments
to spot potential stories from CS,

Product, Support, and Sales.

o

Get Permission Early

Add a “Case Study OK” checkbox
to your QBRs or NPS outreach.

3

Track Outcomes Early w/
Live Tracker

There is never a perfect ROI.
Start collecting metrics from
onboarding and adoption phases.

6

Activate Stories by Marketing
Channels

Customize story formats for
sales enablement, newsletters,
blogs, videos, and executive
briefings.

susan@plumblinel.com
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START HERE

Where To Find Your
Hidden Case Histories

You’re not just fixing bugs — you’re
saving launches, hitting revenue

goals, and making CEOs look good.

That’s not support. That’s a case
study. Start writing them.

susan@plumblinel.com

SUPPORT
TICKETS &
HELP DESK
REPLIES

=~ W DN

You’re solving real problems every day.
Some of those fixes? They saved a
customer’s launch, hit a revenue goal, or
made their CEO look like a genius. These
make great stories

Your CSMs know exactly who’s
growing, expanding, or
renewing early. Ask them:
“Who’s winning — and how are
they using us?”

Identify power users or accounts that
show sharp improvements in usage,
feature adoption, or account growth —
then reach out to ask “what changed?”

If your own team uses your
product/service and sees results,
that’s a story — especially if it proves
a strategic use case.

05



CASE
HISTORY 101
YOU’'VE GOT
THE STORY -
NOW TURN
ITINTO A
SALES TOOL

Your Next 10 Sales Stories
Are Already Sitting in
Support, Sales, and
Success

susan@plumblinel.com

Relevance

Nobody cares about your
product or service. They care
about their problems. Speak
to what matters:

Lost time

Wasted money
e Sloppy systems
Missed targets
Jobs on the line

Aim for Impact

e Segment by industry:

e Match the buyer
persona

e Speak their language,
not yours.

ROI

Show clear results.
What if you don’t have
perfect ROl data? Use
what you’ve got:

e Hours saved

e Response rates

jumped

e Fewer support tickets

e Time saved, errors
reduced
Quotes

Frame It

e Situation: Status Quo

e Implication: What
was at risk?

e Need: What solution,
support, or decision
helped turn the tide?
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CAPTURE QUICK WINS ON THE FLY

Use any of these formats in < 2 minutes:

Drop a 1- Voice note Jira

liner in Slack or Loom Comment
or Tag
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Repurpose Your Case History

Case histories are not a one-time deliverable! A strong customer story can (and should)
be broken into multiple high-impact assets, each tailored to a different channel,
audience, or moment in the buyer journey.

Sales, press, analyst, campaigns 0—/\ /\'—C SEO, inbound, nurture series

Blog
K/ Series
Social, email headers, decks Website, decks, one-pagers
Tile
Social posts, ABM, homepage Short Vertical campaigns, RFP support

embeds \ViTe [=Ye Sheet
Clip Excerpt
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LIVE CASE HISTORY TRACKER

CLIENT NAME:

DATE IDENTIFIED
WHEN THE STORY WAS FIRST FLAGGED AS A CANDIDATE

CUSTOMER WIN DATE
WHEN THE RESULT OR SUCCESS OCCURRED (FOR
CONTEXT & PROOF)

INTERVIEW SCHEDULED
TRACKS COORDINATION WITH INTERNAL/EXTERNAL
STAKEHOLDERS

INDUSTRY SEGMENT/AUDIENCE TARGET

KEY CONTACTS

PROBLEM/SITUATION

OUTCOME/REULTS

STRATEGIC GOAL

QUOTE AVAILABLE (Y/N)

STATUS TRACKER




A B O U T Technology Writer | Strategic Communicator |

Storyteller Who Finds the Signal in the Noise

S U S A N Contact: @susan@plumblinei.com

Turning Complexity into Clarity

With 15+ years as a senior writer and communication strategist, I've worked with Fortune 500 brands, startups, and
innovation labs to that drive influence and alignment. | do one thing really well: find the story that matters — and tell it in
a way that resonantes with the market.

Experience That Connects Strategy to Story

From launching Comcast’s internal innovation storytelling engine to ghostwriting leadership articles for Nvidia, Coca-
Cola, and Honda, I’ve helped executives and product teams ranslate complex topics into clear, compelling case stories
that illuminate value, accelerate sales, and build executive visibility.

AFrom Al, AR, and green energy to customer onboarding and product innovation, | bring a journalist’s eye and a
strategist’s mindset to every engagement. My work has been featured in InformationWeek, Inc., Forbes, and Fast
Company—-and behind the scenes, I've ghostwritten for leaders across Fortune 500s, startups, and innovation labs.
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Real Results
Proven
Qutcomes

Stories from my
own work

Comcast Labs

Increased internal buy-in to secure
executive funding Secured
executive buy-in for innovation
projects

Used storytelling to overcome
resistance around NFTs for Super
Bowl and Olympic campaigns

ResCon

Secured its first round of funding
Used my case history framework
to clarify positioning and uncover
market opportunities that
accelerated investor interest

Honda

Now uses internal case
stories to connect
engineering milestones
with business strategy

« Improved cross-team
alignment and executive
visibility through
storytelling

IGS Energy

Researched fact-based
green initiatives to create
social campaigns to lead

customers to pay more

for green energy.

11



WHAT MY
CLIENTS SAY

One of the best writers I've
ever worked with. Susie’s
style is professional, yet

personal. She easily absorbs
complex topics and brings

them to life with an engaging
and compelling narrative,

Zach Zettler, CRO, Cantana

Health Solutions

Susan helped us identify our
most marketable strengths —
and build a campaign around
what truly set us apart, Susan
Pardoe-Russ, Gencorp

Susan listens deeply, gets to
the heart of your message,
and delivers clear, grounded
stories without the jargon,
Willie Neumann, Neumann,
Co.

Susan distills complex topics with
clarity, while diving deep to deliver
thorough, collaborative, and tech-
savvy content.
Jesse Van Leemputte, Comcast.
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