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Case Study 

CertCare, Regulatory Compliance 

Background 
CertCare is a compliance management company specializing in helping businesses in the food 
and manufacturing sectors navigate increasingly complex regulatory landscapes. Their software 
automates compliance tracking, reduces risks, and ensures alignment across stakeholders. 
However, despite having a strong product, CertCare struggled to clearly articulate its value to 
potential customers. 

Using the Storybuilding methodology, CertCare undertook a deep dive into their customer’s 
perspective to redefine their positioning, messaging, and overall brand story. 

Applying the Storybuilding Methodology 

Step 1: Recognizing the Real Customer Journey 

Before Storybuilding, CertCare viewed their product as a technical solution to a compliance 
problem. Their messaging was focused on features rather than the actual experience of their 
users. However, through Storybuilding workshops, they uncovered a critical insight: 

• The Scope Misalignment: While CertCare saw their software as a tool, compliance 
managers saw their role as a high-stakes responsibility that often went unnoticed—until 
something went wrong. 

• The Emotional Side of Compliance: Compliance managers expressed frustration that 
when they do their job well, they remain invisible. Their success is measured by the 
absence of problems rather than proactive achievements. 

This realization led to a shift in storytelling: CertCare wasn’t just offering software; they 
were empowering compliance managers to be seen as strategic leaders rather than invisible 
risk mitigators. 

Step 2: Crafting a Customer-Centric Narrative 

Through the Storybuilding framework, CertCare restructured their story, focusing on the 
compliance manager’s journey. The narrative shifted from technical jargon to an emotionally 
resonant message: 

• Before CertCare: Compliance teams were overwhelmed, buried in regulatory updates, 
and constantly firefighting potential issues. 

• With CertCare: Compliance managers moved from a reactive, risk-avoidance mindset to 
a proactive, strategic role within their companies. 

This shift was captured in a refined tagline: “From Invisible to Indispensable.” 
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Step 3: Aligning the Offer with Real Customer Needs 

Storybuilding also helped CertCare refine their product offering by structuring it in a way that 
customers could immediately understand: 

• Good: Basic compliance tracking and reporting 

• Better: Automated workflows and risk flagging 

• Best: Full integration, predictive risk management, and compliance foresight 

This "Good, Better, Best" structure simplified the decision-making process for potential clients, 
making it easier to see the value at different levels. 

Step 4: Speaking to Different Audiences 

One of the most significant takeaways from the Storybuilding process was the realization that 
CertCare was speaking to multiple audiences but treating them as one. They identified three 
key personas, each with different priorities: 

1. Compliance Managers – Focused on ease of use, efficiency, and risk reduction. 

2. IT Managers – Concerned with data security, system integration, and minimal 
maintenance. 

3. Executives & Decision-Makers – Needed assurance that compliance issues wouldn’t 
lead to legal trouble or reputational damage. 

 

With this in mind, CertCare tailored their messaging accordingly: 

• For compliance managers, they highlighted time savings and simplified audits. 

• For IT managers, they emphasized seamless integration and security. 

• For executives, they framed compliance as an opportunity for competitive advantage 
rather than just a cost center. 

Step 5: From Features to Outcomes 

Instead of focusing on what the software did, CertCare learned to emphasize how it made their 
customers’ lives better. Their new positioning: 

Old messaging: "A comprehensive compliance tracking system with automated workflows and 
regulatory updates."  

New messaging: "Go from overwhelmed to in control in just 30 days." 

This simple change transformed how potential clients perceived CertCare’s offering. Instead of 
seeing it as just another tool, they saw it as a path to peace of mind and professional 
recognition. 
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The Impact of Storybuilding on CertCare 
By applying the Storybuilding methodology, CertCare achieved: 

• A clearer and more compelling brand story that resonated with clients. 

• A refined product positioning that made decision-making easier. 

• A messaging strategy tailored to different stakeholders, increasing engagement. 

• A simplified value proposition that emphasized outcomes over features. 

 

Most importantly, Storybuilding helped CertCare transform compliance from a necessary 
burden into a strategic advantage. Instead of being perceived as a back-office function, 
compliance managers using CertCare could now take the lead in ensuring business integrity 
and competitive positioning. 

Key Takeaways for Other Companies 
CertCare’s experience highlights several crucial lessons for any company looking to refine its 
story: 

• Look beyond your product: Your customers don’t buy features; they buy solutions to 
their frustrations. 

• Find the emotional trigger: Even in B2B industries, customers have personal 
motivations—recognition, ease of work, confidence in their decisions. 

• Tailor your messaging to different stakeholders: A one-size-fits-all story often fails to 
connect with anyone. 

• Frame your solution as an outcome, not just a tool: What does life look like after a 
customer chooses your product? 

 

Through Storybuilding, CertCare not only repositioned their brand but also deepened their 
connection with customers, ensuring that compliance management was no longer just a cost—
but a strategic asset. 
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The Whiteboard 

 

Final Thought 
Every company has a story, but the most successful ones know how to tell it from the 
customer’s perspective. CertCare’s transformation proves that when a business stops 
talking about itself and starts talking for its customers, it becomes indispensable. 

Where can you flip the perspective in your own brand story? 

 


