How to Repurpose
One Case Study Into
Multiple Assets

A Practical Guide for B2B Marketers




Why repurposing case studies matters

You’ve worked hard to get your story finalised. You got the customer to
participate, you organised briefings and interviews, you created an impactful
draft, and the approvals took weeks and several rounds of revisions.

So why stop at just one asset?

Too often, strong customer stories are treated as one-and-done content. But a
well-crafted case study can (and should) feed an entire marketing and sales
ecosystem. Repurposing is how you increase ROI, speed up production, and even
bridge content gaps in your funnel.

What’s more, repurposing solves the common problems of limited team capacity
and resources, gaps in your content calendar, demands for multi-channel assets,
and addressing individual needs of a range of stakeholders, such as your sales
teams requiring enablement materials.

But, not all of them have a formal strategy for doing so.

This guide aims to offer you one.
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37%

of B2B marketers listed content repurposing
among their top content creation challenges!

60%

of marketers reuse content between
two and five times?


https://contentmarketinginstitute.com/b2b-research/b2b-content-marketing-trends-research-2025
https://izea.com/resources/why-60-of-marketers-reuse-content-two-to-five-times/

Start with the right story

Not every case study is a candidate for large-scale repurposing. The best stories for this
approach are relatable and emotionally resonant. They paint a compelling before-and-after
picture and include specifics you can liftf and reuse.

Look for these key qualities in your story:
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A clear business Strong quotes and Relevance to your Solid data or
problem and personal customer key sectors or visuals that
measurable outcome perspective personas (obviously) support your story

with that in mind making sure they’re ok with being quoted in more than one
medium. During the interview, ask questions that reveal emotion and clear
personal value that could be powerful in many formats.

6 Tip: If you're planning a case study for future repurposing, brief your advocates
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Repurposing paths - overview

Think of your case study as the seed or a frunk of a tree. From there, you can branch into several content categories,
each one tailored to a different audience or channel.

1. Sales enablement: 2. Social media: 3. Web and SEO: 4. Campaign content:
Tools that support direct Bite-sized visuals and Blog posts, landing pages, Email series, webinars, thought
sales conversations and help soundbites that tfease or and downloadable assets that boost leadership, talking points, gated
reps overcome objections amplify key messages across discoverability and assets, or nurture flows that
(one-pagers, slides, proof points). your social media channels. drive organic traffic. keep prospects engaged.

Each path leads to different audiences, supports separate stages of the funnel, and allows your story to have more
impact without the need to create new material from scratch. Repurposing also lets you tailor the message for all
your buyer personas or verticals, while staying grounded in a single narrative.

Let’s dive into each category and see how you can put them to work.



Sales enablement assets

Sales teams need specific proof points and persuasive assets to support their conversations. They want hard-hitting data and a case
study can sometimes feel a little foo soft or narrative-driven for that purpose. That’s why your amazing, human-centric story
shouldn’t just live in marketing. It can be transformed into clear, outcome-focused tools that distil the case study’s more emotional
arc into tangible results, tailored to the objections and needs your sales tfeam hears every day.

These repurposed assets can become:

o= one-page summary sheets | slides for decks, demos, and prospect
—— | with KPIs and customer quotes = meetings that highlight relevant results . )
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| team to find out which parts of
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::_' verfical-specific case highlights —— | of customer stories about a priority
— tailored for specific industries S Vertical or solution




Social media content

Social platforms reward short and engaging content. But fear not because your case study
is packed with moments that can be reimagined into social-first formats that educate,
inspire, and build brand credibility.

It’s a veritable goldmine for: 4 C o) ..uf.-*
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Post

short-form videos or reels such as
animated stats, behind-the-scenes
clips, or voiceover testimonials

9 9 quote cards with &

headshots, testimonials,
or branded visuals
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Empower Financial
Services teams to work

carousel posts that walk your »  key stats and facts ideal faster and smarter with
audiences through the customer 0 D\' for fast consumption or a simpler tech stack
journey or before-and-after story thought leadership snippets el el o

of sales organisations plan to

These bite-sized assets are great for generating attention and traffic, 7 consolcatether tech stack
and they create repeat exposure without repeating yourself. L 2
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Tip: Use different angles for different platforms. A stat-heavy post might & i

thrive on LinkedIn, but it won’t do well on Instagram where a compelling
= quote image or reel could be your ticket to success.




Web and SEO content

From short formats and impactful bites to something a little longer and in-depth.
Even here your customer story can give you multiple SEO-boosting assets.

Pain-point-focused Search-optimised landing Edited highlights from Downloadable PDFs or Internal linking
blog posts pages with embedded quotes customer interviews gated long-form versions opportunities to related
o . . . for lead capture solutions or products
Turn key themes or insights Showcase proof points while Polish the best moments
from the story into standalone improving discoverability. from recorded conversations Offer more detail in Guide visitors to relevant
articles. for web or social. exchange for lead info. pages for deeper engagement.

Case studies can help you anchor high-intent pages or pillar content, growing authority and discoverability over time. In short, they can support your most important
web pages by showing real results. When the story feels real and relevant, people are more likely to stay, explore, and take action. After all, the narrative elements
give your SEO content personality, turning traffic into interest and interest into action.

Tip: Use keyword research to shape headlines and descriptions that make your story discoverable.
There are some amazing SEO tools out there, so take advantage of them to help you rank high in any related search.



Campaign and thought leadership uses

Repurposed stories can also anchor your campaign content and help build your company’s
thought leadership or your C-suite’s personal brands.

For example, you can use your case study to create or contribute to:

@ an email series focused @ webinar content with the featured
E// on the industry or the customer (focused on a specific problem
¢=—===, problem solved L or a wider roundtable with several experts)
 — guest articles or bylines /\/_l tfrends-based whitepapers
U‘ o based on the challenge ‘| _| that cite several case
— and solution 1 -I examples

These assets show that you’re not just selling a solution but helping to shape wider
conversations within your industry. Done right, they can raise your credibility and spark new
business opportunities.

Tip: When building your leaders’ personal brand, it’s important to stay
consistent and strategic. So don’t start unless everyone is on the same page.




Build a repurposing timeline

To get the most value out of your case study, use it while it’s fresh and approvals are still valid.
A simple rollout plan ensures your story doesn’t gather dust and supports multiple parts of your funnel in a logical sequence.

This could look like this.
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1. Publish the full case study 2. Release 2-3 quote cards on
(web and PDF) and create 1-2 social media and publish a blog
sales enablement assets (summary post or SEO article that explores
sheet, objection-busting deck). a specific angle in the story.

In essence: Build one great story, then adapt it fo each
audience and purpose without reinventing the wheel.

Create = Slice = Tailor

G

3. Launch an email campaign to
existing customers or prospects
and schedule short-form videos
or soundbites on LinkedIn.

4. Create a long-form guide or
thought piece and add the story
to event decks, ABM outreach, or
internal enablement hubs.



Final tips for getting the most from every story

Every case study is more than a story. It’s a strategic content asset with huge value and
potential that you need to tap into. With this guide, you now have the basics to get you
started and, with practice, you’ll be able to think of many more outstanding ways o
repurpose your story.

But remember that you need to design what works for you and your teams. This guide
is not necessarily one-size-fits-all but it’s a good start for anyone in the B2B business
so, hopefully, a lot of what you just learned comes in handy and provides you with

a foundation from which to build your own campaigns.

Just remember:

Involve key teams Track performance across all

early (sales, comms, SEO). formats to see what works.

Create reusable templates Don’t wait for perfection. A 70%

to speed up production. story repurposed well is better than

a 100% story that’s never used.




Tools to help

The right tools can make repurposing easier and more collaborative. Here’s a simple stack that can support each
phase of the process, from slicing up your story to designing assets and enabling usage.

Writing and adaptation: Asset creation: Sharing and enablement:

Good Al of choice (such as ChatGPT Graphic design platforms such as Canva, Cloud-based document storage platforms like

or Jasper) to summarise, shift tone, Adobe Express, or Figma for social visuals, Google Drive, Box, or MS SharePoint to store

and reformat content carousels, and quote cards and track all the asset versions

Editing software or program Video creation platforms such as Lumen5, Enablement platforms like Highspot, Seismic,

(like Grammarly) to polish writing Opus Clip, or Descript for turning story or Showpad to make it easy for sales to find

for tone and readability snippets into videos or audiograms and use your content
Content creation apps, like Piktochart, Social media automation tools, such as MeetEdgar
for quick branded versions of visuals or Sprout Social to schedule and recycle your

newly created assets across platforms

Tip: Any smart tool can be of great use but you’ll still need a good writer/editor/designer to check or reshape the content. Smart tools
require your input to make the right creative decisions. Don’t skip that human element. This will help you avoid creating a ton of assets
- that look and feel exactly the same.



inEvidence helps B2B businesses craft and amplify compelling customer
stories. Our team has helped hundreds of organisations turn single
success stories into full-funnel content engines.

* Download our Case Study Repurposing Checklist

» Read the blog: How to Fix the #1 Mistake in Case Study Content

* Follow us on LinkedIn for regular storytelling tips and case study inspiration

Looking for more?

Contact us: inevidencecrp.com/contact el Sy TS
IN=VID=NC=

customer storytellers

AVCCP COMPANY


https://www.inevidencecrp.com/the-1-mistake-in-b2b-case-study-content/
https://www.linkedin.com/company/inevidence-customer-storytellers/

