
1       
    

 www.nurtureinstitute.com 

 
  

  

A Nurture Institute Whitepaper 

Credibility:  

Give Your Customers a Reason to Listen 
 
 



1       
    

 www.nurtureinstitute.com 

Effective marketing involves much more than overpriced ads and flashy design. There is one 

important element that is so behind-the-scenes many companies overlook it completely. We’re 

talking about the credibility factor. This white paper by the Nurture Institute discusses why credibility 

is so important to any marketing effort. Learn how to plan for and execute a credibility strategy to 

establish trust with your audience and give them a reason to listen to you.  

 

Credibility Defined 
 

1. capable of being believed; believable: a credible statement.  

2. worthy of belief or confidence; trustworthy: a credible witness. 

 

There are some very powerful words in the above definition of credibility. Things like capable, 

believable, confidence, trustworthy – all necessary ingredients for a successful marketing recipe.  

 

Credibility on any Budget 
 

To market effectively, a company must connect with its target audience. This connection has very 

little to do with how large or small the company, and everything to do with the credibility of the 

company. It’s no secret that businesses and individuals buy from those they trust. If you’ve established 

your credibility, you’ve opened the door and given people a reason to listen to what you have to say. 

Without it, all the marketing money in the world can’t save you.  

 

Let’s think big for a moment. Microsoft, Coca-Cola, Wal-Mart come to mind as some major players in 

their respective markets. When they talk, we take notice. Why? Because they have established the 

credibility it takes for people to instantly recognize their brand and feel safe buying their products or 

services.   

 

Smaller companies with smaller budgets may never reach this level of mass brand recognition and 

instead need to rely on the credibility that comes through other messages such as:  

 

 Your experience  

 Your expertise 

 Your service 

 Your customers 

 

This is not a ‘second best’ effort to establish credibility.  Within B2B marketing, the experiences of 

your customers is one of the strongest messages you can send.  
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To establish credibility successfully in your marketing plan make sure you:  

 
Plan, plan, plan 

Knowing precisely how you will execute the credibility factor in your marketing is as important as the 

overall strategy itself. 

 

Use it everywhere 

Don’t limit this valuable message to a page on your website, use it wherever your customers will see it. 

You’ll find some creative tactics in the “Tips and Tricks” section below. 

 

Marketing and credibility go hand-in-hand. Without credibility, your marketing is weak. Without 

marketing, you can’t spread the message at all.  

 

Credibility Tips and Tricks 
 

Luckily, the tricks we’re going to discuss don’t involve any ‘magic’ at all, just some creativity and 

dedication. With the introduction of new media outlets and the evolution of internet marketing, your 

message can reach more and cost less – in mere seconds.  

 

Combine traditional marketing with online marketing to ensure your credibility hits the mark with all 

targets.  

 

Case Studies 

 

Case studies are a very effective marketing tool. The reason is quite simple. Much like other 

testimonial tactics, a third party is essentially proving your message for you which instantly produces 

more credibility than any other marketing collateral you can create. It’s a way for you to SHOW your 

expertise, not just TELL about it.  

 

 

For the most powerful case studies – keep it simple – and short. No more than 750 words (less 

than 500 is better) and use pull out quotes and bullet lists to make it easier to scan. Instead of 

stock photos or clipart, ask your client for images that highlight their product or service.  
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Quotes / Testimonials 
 

They are concise, compelling and extremely useful. A simple quote from your customer is a direct and 

powerful statement of credibility. Don’t be afraid to ask your customers, as most are happy to oblige. 

Let them speak for you and pack instant credibility into a few short sentences.  

Don’t be fooled by their small size; they still deserve a big plan.  

 

 Who will you ask? 

 How will you ask?  

 Where will you put them? 

 Should you categorize them? 
 

For every marketing activity – from telemarketing through direct marketing, events, tradeshows, and 

online – consider where a quote might fit.  

 

For example, instead of stock images for your tradeshow booth, print customer quotes on posters or 

directly on your backdrop. If you’re planning an upgrade to your website, integrate quotes into ALL 

your pages, not just a running list of testimonials confined to one page. 

 

Since most prospects start in skeptical mode, use it to your advantage. Open your testimonial 

with something like, “I didn’t think we could actually decrease production line overhead 

until…” 

 

Visuals 

 
This IS marketing after all, and visuals are important. Along with your own logo and images, utilize 

client and vendor logos and images as well. They don’t need to be famous because they are already 

known to others in their industry – your prospects. This, combined with testimonials and case studies 

will increase the value of your third party references. 

 

Articles 

 

Well-written articles will position you as the expert in your prospects industry and show how you can 

help them solve their challenges. Many marketers hesitate on this one knowing the experts in their 

company rarely have the time, or skills, to create an effective piece.  

 

The tip of the day? Outsource is not a dirty word. In fact, meet Michelle. She is my partner in this very 

paper. Hiring a professional writer for your marketing pieces is an excellent solution to not only take 

the burden off your internal resources, but to impress your audience with a first-class presentation.  
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You will need to gather your internal minds to decide on the topics and framework, then let your 

freelance writer interview, research and write.  

 

Where do I get ideas? 

 

 Most importantly – from your own clients and prospects. What are they asking you? What are 

their concerns? If you’re not having business conversations that clue you in to what your 

targets really want to know, you need to start immediately. 

 Look to industry groups and associations. What are they 

writing and blogging about? 

 Check out First Research (www.firstresearch.com) for call 

preparation reports and great information on industry 

issues and challenges. 

 

What should I write about? 

 

Business-builder topics such as: 

 

 Managing Your Business 

 How to Articles (Such as how to market in a down 

economy)  

 Book Reviews.  Check with the publisher to see if you can integrate some points from the book 

in your personal pieces 

 Tips and Tricks pieces 

 

When you invest in professionally-written materials like articles or whitepapers, be sure to use them 

liberally. (see Best Places to Use Articles above). 

 

The òNon-Newsletteró 

 

Arguably, the most widely-used and, dare we say POORLY used, credibility vehicle is the newsletter. 

Often mistaken for a nurture marketing tactic, the vast majority of the newsletters we see not only 

don’t nurture, they don’t add any credibility to the sender either. Given the time marketers invest in a 

newsletter, it’s time to take a step back and consider what, if any, value you are getting from them. 

 

Mistakes in B2B newsletters truly require their own whitepaper (yes – one is coming!) but for purposes 

of a credibility discussion, meeting the need for multiple relevant topics on a regular basis is a 

Best Places to Use Articles 

 

 Your website 
 (highlighted and linked) 

 Blog 

 Twitter, LinkedIn and other 
social networks 

 Association websites 

 Hard copies for handouts and 
mailers 

 Advertise in your e-mail 
signature 

 

http://www.firstresearch.com/
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challenge for most small marketing teams. What happens is quick “filler” content is used which is not 

relevant to your audience or your credibility. 

 

Switch your newsletter to a “Non-Newsletter” and send a single-topic business bulletin. Create 
ONE powerful article each month and stop there.  Business builder articles can be used to 

reach a wider audience. Put any specific info you want to share – offers, seminars, whitepapers, etc. – 
in a sidebar or callout area.  
 

 

Affiliations and Awards 

 

Affiliations and awards are strong elements to have in your credibility portfolio.  

 

 Industry associations 

 Relevant partnerships 

 Chambers of commerce 

 Local business groups 

 

Make sure your affiliations or memberships are listed in as many places as possible such as your e-mail 

footer, your website home page, etc. Have a separate page on your site to list all partnerships and 

affiliations and make sure you are cross-linking to each of them. 

 

Business awards take a little work, but they can add tremendous credibility and bring media attention 

to your company. Research your opportunities in advance so you are not scrambling to meet 

submission deadlines and keep a file of your submissions. Eventually, you will find yourself able to 

simply copy and paste your submissions, making it easier to apply for multiple awards.   

 

To find award opportunities: 
 

 Bing or Google phrases specific to your search, such as “local business awards”, industryname 
awards or “top business lists in geo”. 

 Search association sites for awards. 
 Check your competition to see if they have won any awards to find others that may be 

appropriate for you.  
 

Experts ð The Halo Effect 

 

You don’t have to be an “expert” to add credibility to your marketing. It’s perfectly acceptable to find 
materials from outside experts to make your point, address a customer challenge or help your 
prospect make an educated decision. You can share a book, a blog, an article from a business 
magazine -- anything that brings value to your recipient.  
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Some of these tactics can have a “per touch” cost associated with them so reserve them for top 
prospects or in exchange for information. For example, if your visitor completes a survey, they can 
download a whitepaper from Harvard Business Review. 

 
The internet offers multiple sources to find your experts. Since your goal is to establish your 
own credibility, make sure your source is trusted as well. Check out major news sites, major 

publications or sites packed with industry-specific articles such as Harvard Business Review 
(http://harvardbusiness.org) or BNET (http://www.bnet.com). 
 

 

Surveys 

How can a few simple questions add to your credibility? Because they are exclusive, they are valuable 
to the media and they can easily position you as an expert (e.g., a survey conducted by…). Creating a 
survey doesn’t take thousands, but to have statistical significance you will need a response by 13% of 
the people you reach out to.  

Consider a survey “lite” in your non-newsletters or on your web page. Ask a question or two 
and report the answers, along with your thoughts or solutions, the following month.  

  

 

Public Relations 

Unless you’re in a small geo and have signed a big client, it’s very difficult for most businesses to make 
the news. Customer wins don’t attract much attention, nor do new hires, new offices or certifications. 
While these things certainly have their place in search engine marketing, major publications or news 
outlets are less likely to pay attention. 
 
To secure your spot in the media, look for existing opportunities that attract PR such as speaking 
opportunities, awards and events. 

 Check out www.getslightlyfamous.com and buy the book for great tips on attracting 
powerful, positive PR. 

 

Associations 

 

Associations are powerful to your credibility because they give you both validity and access. However, 
before you invest in an association you should have an objective and do your research. Are you looking 
for an association with speaking opportunities? A place to publish your content online or in 
newsletters? Would you like events to attend or sponsor? Even the largest associations may not meet 
your needs so it’s important to find those that do. 

 

Create a bio or portfolio listing speeches you’ve made, topics you can lend your expertise to, 
articles you’ve written, etc. This can be invaluable in securing opportunities.  

http://harvardbusiness.org/
http://www.bnet.com/
http://www.getslightlyfamous.com/
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MultiMedia 

The use of multimedia in your marketing is an excellent way to allow your audience to connect with 
you through audio and visual methods. Using tools such as videos, podcasts and webinars enhances 
your online presence and your credibility.  

Promote your multimedia marketing through social media sites such as YouTube, Twitter, 
Facebook, LinkedIn and Blogs. Social media is another great way to personally connect with 

your customers and prospects. 
 

Your Appearance 
 

We could talk all day long about how to gain credibility, but without the right packaging, it could undo 
all your hard work. If you’re committed to invest the time in the message, pay attention to the way 
you are presenting it.  
 

 Poor Packaging = Poor Credibility 
 
A website in desperate need of updating, amateur design or writing (in any of your marketing), and 
poorly executed campaigns all take away from the credibility you have invested so much to achieve.  

Make a list of all your marketing collateral and take a hard look at your presentation. Consider 
updating or enhancing these pieces and start tackling them one by one. Work on unifying your 

message and brand.  

Be Helpful 

Credibility aside, we should be as helpful as possible in all areas of our lives – personally and 
professionally. But, since we are talking about credibility in business here, highlight your activities in 
the media and your own marketing whenever possible. 

How can you share your expertise? There are many ways such as providing free business builder 
seminars to local roundtables, speaking to or mentoring students and helping non-profits in your 
community. Whether you search for existing opportunities or create your own, just be sure to enjoy 
spreading a little goodwill when you get the chance. 

 

Do some research and you will find many non-profits aligned to specific industries.  Be sure to 
announce your support and your commitment to social responsibility. 

 
 

Use Credibility Tactics Successfully 

 
All good marketing starts with a plan and is followed through with consistent and quality execution.  
To maximize your credibility, follow these steps: 



8   
www.nurtureinstitue.com 

 

Step 1:   Identify your goals 

 

 Who is your target audience? 
 What type of activity will you use to reach them? 

 
This will help you identify the elements you need – articles, white papers, quotes, videos, etc. 
 

Step 2:    Inventory your existing pieces 

 

 Take a look at what you already have and evaluate how well it works with your current 
goals.  

 

Step 3:   Explore new ideas 

 
 What types of pieces do you need? 
 Who do you need them for? The pieces you select for a CFO for an ERP sale would be 

different than what you’d provide for a sales and marketing team.  
 

Step 4: Build a centralized library 

 

 Create a simple overview of the pieces you have, who are they for and how they should 
be used.  This will also help you identify gaps.  

 Include links and locations of items and post for others in your company to use. 
 Consider sending out updates on a regular basis – keeping the pieces in front of sales 

and marketing people will ensure they are used.  
 

Target Misc. 
Quotes / 

Testimonials 

Articles / 

Whitepaper 
Other 

CFO, Food & 

Beverage 

Distributors 

Distribution Association 

of New England, 

Member since 1985 

John Miller, F&B 

Inc 

 

Food Safety Article 

Video case study;  

Distribution Association 

of New England, 

Member since 1985 

CIO, Organic 

Specialty Food  

Organic Trade 

Association, Member 

since 1990 

John Smith, 

Artisanal Cheese  
 Software Demo 
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Step 5:  Repurpose your credibility 

 

A good topic can easily be transformed into several valuable marketing pieces. Once you invest in one, 
use it in many forms over and over. For example, this white paper began as a presentation on Using 
Credibility to Weather the Economic Storm which became a marketing roundtable and then…of 
course…this paper.  
 
 

Credibility = Lasting Relationships 
 

Credibility is all about building trust with your audience. When you meet someone for the first time, 
do you trust them right away? Probably not. It takes time to establish the credibility you want with 
your audience. The focus should be less on telling them you are trustworthy, and more on showing 
them over a period of time.   
 
With patience and persistence, you will emerge at the top of your prospects’ minds and gain a major 
competitive advantage. Instead of working so hard on the quick sale, take the necessary steps to build 
lasting relationships.  
 
We hope you’ve learned several ways to gain credibility and trust for your business.  
 
 
 
 
 
 
 
 
 
 
 
The Nurture Institute is a creative marketing agency in New Jersey with exclusive programs and services 

designed to get you noticed through the marketing clutter. Experts in the principles of nurture marketing ɀ 

persistence, consistency and ethics ɀ we can help you build relationships that last a lifetime.  The Nurture 

Institute is home to the Nurture Writers Guild ɀ a group of Nurture trained B2B writers who can help with:  

 

Bios  ·  Case Studies · Newsletters · Sales Pieces · White Papers · And more. 

 
To learn more about Nurture Institute and how you can start marketing 
with a purpose, contact Barbara Pfeiffer, barabarap@nurtureinsitute.com or 
visit www.nurtureinstitute.com  
 

Need a fast start? Check 
out our Credibility Kit   

mailto:barabarap@nurtureinsitute.com
http://www.nurtureinstitute.com/
https://www.nurtureinstitute.com/case_studies_white_papers_and_credibility_pieces.aspx

