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If you were evaluating your own product, 
would you buy from you? 



Here we are, one year later, asking the same question.




When we first published our Evidence Gap report last year, we finally 
had the data to prove our hypothesis that buyer trust was eroding 
and vendors were struggling to prove their value. The response blew 
us away. We hoped for 100 downloads in the first week. We hit that 
number within 24 hours. 




Clearly, we'd struck a nerve.




Fast forward to today, and the trust problem hasn't just persisted—
it's intensified. Between AI-generated everything flooding the market 
and buyers drowning in the crowded tech landscape, distinguishing 
real proof from polished marketing has become nearly impossible. 




But here's what's changed: The game board itself is different. 
Buyers aren't just more skeptical—they're shopping differently, 
evaluating differently, and making decisions differently than they 
were 12 months ago.




Our latest research reveals three seismic shifts that 
are rewriting the rules of B2B software buying:


AI search is reshaping discovery. Buyers are increasingly turning to 
LLMs to cut through vendor noise, which means the evidence that 
surfaces first needs to be both trustworthy and AI-friendly.
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Through all this change, one thing remains constant: relevance is still 
the north star. Buyers need to see themselves in your evidence—
their industry, their company size, their specific use case. And with AI 
getting better at understanding buyer intent, generic proof points 
won't cut it anymore.




Something is still missing: the concrete, substantive proof buyers 
need to go from “I know what it can do” to “I know what it will do for 
me.”




This year's data shows us exactly where the evidence gap persists—
and more importantly, how smart vendors are finally closing it.


Evan Huck

CEO and Co-founder, UserEvidence


Blind-but-verified are just as trusted as named testimonials. Blind-
but-verified testimonials are proving more persuasive than marquee 
customer logos—opening new doors for industries where customer 
proof traditionally stays locked away.



Competition is everywhere, but competitive evidence is nowhere. 
With 97% of buyers considering multiple solutions (and half 
evaluating four or more), the number one gap in most vendor arsenals 
is competitive storytelling.



Younger generations trust different types of proof. Gen Z is coming 
into buying power––and they’re less likely to start their search with 
traditional proof sources like analyst reports and review sites than 
ever before. 
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Methodology and demographics
Altogether, we surveyed 811 B2B software professionals across three distinct roles:


1 Buyers 2 Sellers 3 Marketers

We asked buyers about how they search for software, their biggest challenges along 
the way, and what kind of collateral and evidence they need to make a strong 
business case for a new vendor to their leadership.




We surveyed sellers and marketers about what (they think) matters to their buyers, 
what’s missing from their customer evidence arsenal, and the challenges they 
encounter in collecting and producing customer evidence.


Buyers
Most buyers worked in tech-related industries, with the two largest 
groups coming from IT and services (35%) and computer software (13%).



Respondents were overwhelmingly software purchase decision-makers.


58%

58% of respondents 
held executive-level 
roles 



86%

86% of respondents 
were decision-
makers for software 
purchases
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Sellers
While the majority (67%) of seller respondents worked in sales and 
business development, the audience included a mix of other fields, 
including 12% in revenue or sales operations, 11% in customer success or 
account management, and 9% in executive leadership roles.




Their typical functions were:


Sales management: 46%


Sales leadership: 23%

Sales development: 18%


Account executive: 13%

Most sellers said their average contract values fell within one of three 
ranges:


More than $100k: 24%

Between $50k and $100k: 21%

Between $20k and $50k: 22%


Marketers
Just over two-thirds (69%) of marketing respondents reported working in 
marketing roles, with another 17% in executive leadership and 14% in 
product management or product-led growth (PLG) roles.



Average contract values among marketing respondents were split 
among:

Between $20k and $50k: 33%

Between $50k and $100k: 23%

Between $10k and $20k: 21%
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The state of buying: Plot twist—it's 
actually getting easier

Here's a stat that might surprise you: 83% of buyers say it's gotten easier to buy over 
the last year.
 


Wait, what? In a world where we're constantly hearing about longer sales cycles, more 
stakeholders, and endless committee meetings, buying is… easier?
 


Turns out there's more to the story. The same buyers also told us that 67% of their 
tech budgets have increased year-over-year. When you've got more money to 
spend, suddenly those purchase decisions don't feel quite so daunting.


Why the budget boost?

The explanation isn't as straightforward as "the market is good." It's more nuanced 
than that.




"Economic and market signals from the past had C-suite executives preparing their 
companies to weather the storm," explains Mark Huber, VP of Marketing at 
UserEvidence. "And I think now, they’re seeing that the storm might not have been as 
bad as they anticipated. They're opening up checkbooks a little bit more, year over 
year."




Although companies battened down the hatches, expecting the worst, the economic 
apocalypse never quite materialized. Now, they're realizing that if you want to grow, 
you actually have to spend money—on tools, on people, on innovation.




There's another factor at play, too. "The advent of AI has made people much more 
likely to go out and dedicate some of their budget to experimental tools, give 
something new a try," says Jess Cook, Head of Marketing at Vector. AI tools are often 
lower-cost, monthly subscriptions that make it easier to experiment without a massive 
upfront commitment.




(That’s not to say there’s no competition, of course. As of 2025, there are 
 Many of these AI startups are launching SaaS 

products, making the need to earn trust quickly even more pertinent.)

roughly 
70,000 AI companies globally.
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The old "forever home" mentality around software purchases? It's dead. Buyers are 
more comfortable with the idea of testing, iterating, and moving on if something 
doesn't work out.




Some of this "easier buying" trend might also be driven by market consolidation. As 
Julien Sauvage, CMO at Cordial, points out: "Multiple use cases are now addressed by 
a single platform. The consolidation happening in the market makes it easier in a way 
because, as a buyer, you don't have to shop for three different point solutions. You just 
look for that one platform that will deliver on all three use cases."



When you can solve three problems with one purchase, the math gets a lot simpler.


But there's a catch
Before you start celebrating this seller’s market, here's the reality check: Having 
budget and feeling optimistic about buying doesn't automatically translate to 
closed deals.




While buyers might have more money to spend and feel more confident about making 
purchases, they're still incredibly skeptical about the evidence vendors are sharing 
with them. 


Two-thirds (67%) 
of buyers have ruled out a vendor 
due to untrustworthy evidence.

That's the paradox we're dealing with: Buyers want to buy, and they have the budget 
to do it—but they still need to be convinced that you're worth their investment.

"A lot of customer marketing has gone through the machine. It's polished. Buyers know 
that it gets approved three different times before it hits the public, and they don't 
believe it," says Devin Reed, Founder of The Reeder. "So they don't send it, and 
therefore they don't use it."




What does this mean for vendors? The opportunity is massive. But so is the existing 
Evidence Gap.
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The Evidence Gap


What exactly is customer evidence?
Customer evidence is substantive, direct proof of success and value from 
verified users. Showing ample and diverse customer evidence gives your buyers 
credible proof that your solution can solve their problems.

What it is:
Aggregated, quantifiable ROI 
data or statistical proof
Feature-specific validation

Competitive evidence

Industry proof points

Account-level stories from 
many users in an account

What it isn’t:

Puffed-up ROI stats based on your 
banner customer’s best results


Vague customer testimonials

Marquee logos without context


Together, these types of evidence can be the deal-maker that gives prospects the 
confidence to become customers. 



The Evidence Gap is the disconnect between what buyers actually need to make 
purchasing decisions, what marketing teams are creating, and what sellers are sharing 
during the buying process. 


The Evidence Gap by the numbers

92%

92% of marketers 
admit they wish they 
had higher-quality, 

more diverse evidence 
for their sales teams 


53%

53% of sellers say their sales 
process has been slowed down 
or negatively impacted by a lack 
of relevant, specific, substantive 
customer evidence and success 

stories


67%

67% of buyers have 
ruled out a vendor due 

to untrustworthy 
evidence
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Think about the irony here: You've got buyers with bigger budgets who are feeling 
more confident about purchasing. You've got happy customers, proven ROI, and real 
success stories. Yet deals are still falling apart at the moment of truth because you 
can't bridge the trust gap with the right proof points.



The Evidence Gap is the one thing standing between vendors and the deals they 
should be closing.

“The disconnect exists because what buyers value and what sellers want are 
two different things. That disconnect has always existed. Unchecked, it’s going 
to continue to cause problems now and in the future.”

Devin Reed
Founder of The Reeder


The problem isn't that customer evidence doesn't exist—it's that the evidence buyers 
trust most isn't what marketers are creating or what sellers are sharing. While 
buyers are looking for concrete, statistical proof and hyper-relevant use cases, 
vendors are still defaulting to one-size-fits-all case studies and logo walls.




The disconnect runs deeper than most realize. Buyers have evolved their evaluation 
criteria in response to tight budgets in previous years, increased scrutiny, and a more 
crowded marketplace. But many vendors haven't kept pace with these changing 
expectations.




The good news? This Evidence Gap represents a massive opportunity for the vendors 
willing to close it. In a market where buyers want to buy and have the budget to do it, 
the competitive advantage goes to whoever can deliver credible proof that actually 
builds trust.
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“Honestly, I’ve seen this play out in the middle of deals more times than I can 
count. Marketing is producing these beautiful assets, and sellers are sharing 
whatever’s easiest to grab. Meanwhile, the buyer is sitting there thinking: ‘This 
doesn’t answer my question at all.’ 




So what do they do? They find the answer themselves. We think we're arming 
the field, but in reality, buyers are already halfway down the road with 
somebody who gave them something authentic.”

Kyle Lacy
CMO at Docebo

What the data reveals:

The Evidence Gap in action
After analyzing responses from the 800+ B2B software buyers, sellers, and marketers 
we polled, we identified three major insights that are impacting how we as vendors 
need to approach this gap:


The modern buyer journey is more complex than ever

Where buyers begin their search for new software is changing. While we've been 
hearing about "easier buying," the reality is that buyers are casting a much wider net in 
their research—and that creates new challenges for vendors trying to influence their 
decisions.
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Buyers are starting their research everywhere

The days of buyers starting with a single source are over. In 2025, buyers are 
beginning their research across multiple channels simultaneously:

90
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0

Ask AI tools like 
ChatGPT


NA

58%

Google

search

47%

79%

Peer

referrals

42%

32%

Software review 
sites (e.g. G2)

48%

68%

Analyst 
reports

54%
50%

Vendor 
websites

42%
48%

LinkedIn/
Social Media	

30%

42%

2025
2024

The biggest shift? Buyers are taking research into their own hands rather than 
waiting for recommendations. Google search and review sites saw the largest 
increases, while peer referrals dropped significantly. And, a new player entered in the 
past year: AI tools have become the go-to starting point for 58% of buyers.


The AI discovery revolution


58%
58% of buyers now start their software research 
using AI tools. But the number isn't the story—it's 
what this shift means for vendor discovery.


The Question Has Changed


Before:

"What's the best tool?"

Now:

"What's the best tool for me, given 
my specific industry, company 
size, and use case?"
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Most vendors are completely unprepared for AI-driven buyer research. They 
don't have the specific, indexable customer proof that AI tools prioritize.

Why buyers are starting their search with AI
Here's what some of our anonymous survey respondents had to say:

“AI gives me quick, clear 
answers without digging 
through ads and fluff, but I still 
use Google to check facts and 
find fresh opinions.”

“With AI, I’m able to get faster, 
more concise insights, 
compare options side by side, 
and save time filtering through 
ads and irrelevant links.”

“AI favors original, verified, 
substantive data sources. The 
vendors who can create targeted 
customer evidence across their key 
segments won't just show up in AI 
research—they'll dominate it.”

Evan Huck
CEO, UserEvidence

“When it comes to searching for a new tool, AI—especially ChatGPT—has 
been really helpful. I can cut through all the noise in a Google search and go 
right to curated answers and facts that help me with my research. And you 
can talk to the AI like you’re actually having a real conversation with a 
human.”

“I use AI for its ability to synthesize information and provide a direct, 
comparative analysis, which is far more efficient for executive decision-
making than manually sifting through search engine results.”
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The evaluation process is getting more intensive

But here's what's really interesting: buyers aren't just changing where they start—
they're fundamentally changing how they validate information. 

This skepticism is driving buyers toward multiple validation sources, which creates 
both an opportunity and a challenge for vendors trying to influence early-stage 
research.


97%

97% of buyers are evaluating multiple products, with 
almost half (48%) considering 4 or more options.

This presents a bit of a contradiction: Buyers feel more confident about purchasing, 
but they're also being more thorough in their evaluation. The stakes feel lower (thanks 
to bigger budgets and subscription models), but the options feel endless.




The competitive implications are massive. In this crowded evaluation landscape, 
vendors need to excel not just at being discovered, but at standing out once they're in 
consideration. Yet as we'll see, most are falling short on the competitive evidence 
front.


“The most compelling way to stand out is by building a product people 
genuinely love and want to talk about; that gets you on the evaluation list in the 
first place. Real customer outcomes give end users confidence that you can 
meet their technical requirements and give decision-makers the business case 
they need to unlock the budget to fund it.”

Emily Coleman
Sr. Manager of Customer Marketing & Advocacy, LaunchDarkly
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Why deals don't close

Buyers’ explanations for why purchases fell through:

0% 20% 40%

Internal approval delays 27%

Integration complexity
 23%

ROI not proven 12%

No budget
 10%

Lack of live references
 8%

Went with a competitor 8%

Chose a DIY alternative 6%

No clear differentiation

from competitors 6%

With an aggregate of 26% of deals failing due to customer evidence-related reasons 
(“ROI not proven,” “lack of live references,” and “no clear differentiation from 
competitor”), we're looking at 1 in 5 deals that could have potentially been saved with 
better customer evidence. And that’s likely a conservative estimate, given that nearly 
every objection above could be mitigated with better, more relevant customer proof. 


“When we prioritized collecting and sharing customer proof that clearly 
demonstrated ROI, stalled deals gained new momentum and we influenced 
millions in revenue. Strong customer proof not only helped overcome ROI-
related objections but also unlocked new growth opportunities.”

Ciana Abdollahian
Head of Customer Marketing at Klaviyo
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The evidence buyers actually trust is shifting
To get to the heart of The Evidence Gap, we have to start with the most important 
group in the room: buyers. What they really trust should be our North star––but as we’ll 
cover a bit later, that’s not quite the case.


Buyers: Which types of customer evidence do you find most 
trustworthy?


0% 20% 40% 60%

Analyst reports 60%

Third-party reviews
 57%

Peer recommendations/
word-of-mouth 54%

Case studies and 
testimonials 52%

1:1 customer references
 38%

Influencer 
recommendations


Statistical evidence

34%

33%

Analyst reports may still top the trust list, but the gap is slim. Third-party reviews (-3 
points YoY) and peer recommendations (-6 points YoY) are right behind. Incorporate 
the factors that buyers consider most important when evaluating customer evidence, 
and things get even more interesting. 
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Buyers: Which factors are most important when 
evaluating new software?

78%

The vendor can prove they’ve delivered 
success for similar customers


72%

The vendor can deliver a compelling 
and statistically significant business 

case around potential ROI

29%

The vendor has impressive logos on 
their website

55%

The vendor's product appears to solve 
my problem

42%

The vendor's product is rated 
highly by industry analysts

Over three-quarters (78%) of 
respondents cared most about proof 
of success with similar customers, 
compared to just 42% who rely on 
analyst feedback. The takeaway? 
Analyst reports matter, but relevance 
matters more.
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Blind-but-verified testimonials carry (almost) equal weight to 
named ones

While 68% say they trust vendor data either "completely" (34%) or "more often than 
not" (34%), they're still looking for external validation: 66% of buyers trust third-party 
review sites more than they did last year.  And this carries over into how buyers 
perceive blind-but-verified testimonials.

Buyers: How much do you trust each of the following?

Trust Levels

Don’t trust at all Trust sometimes Neutral Trust it more often than not Completely trust it

Named testimonials

2% 17% 17% 39% 26%

Blinded testimonials (that are verified by a third party)

2% 15% 24% 33% 27%

Anonymous testimonials provided by vendor

11% 19% 28% 29% 15%

While named testimonials are the most trusted (64%), blind-but-verified 
testimonials are a close second (60%). Buyers want authenticity, regardless of who 
said it.
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The Gen-Z effect: Younger buyers are changing the game

Our data revealed some striking patterns among younger buyers (ages 20-30) 
that signal a fundamental shift in how the next generation evaluates software.

They're skipping traditional starting points. While most buyers kick off their 
research with analyst reports (50%) and third-party review sites (68%), younger 
buyers are significantly less likely to start there—just 31% (-19 points) begin 
with analyst reports and 35% (-33 points) with review sites.


How Younger Buyer Trust Differs

Influencers
Younger: 45%


Overall: 34%

Difference from overall trust levels (percentage points)

+110

Third-Party review sites
Younger: 45%


Overall: 57%

-12 0

Statistical/ROI evidence
Younger: 17%

Overall: 33%

-16 0

Case studies & testimonials
Younger: 21%

Overall: 52%

-31 0

Higher trust than overall Lower trust than overall

They want to talk to real people. Perhaps most tellingly, younger buyers are 
nearly three times more likely to say deals have fallen through because they 
couldn't get a live customer reference (21% vs. 8% overall).

“There’s a massive (and well-documented) parasocial relationship between an 
influencer and their audience. Old school brands don’t really understand how 
powerful that relationship is. Brands that are early on this shift will stake their 
claim in the largest trust land grab we’ve ever witnessed.”

Brendan Hufford
Founder, Growth Sprints
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Vendors think they know what buyers trust… but they don’t

This is where the “gap” part of The Evidence Gap starts to really take shape. When we 
compared what buyers trust with what sellers think buyers trust, we found some 
glaring disconnects.

Sellers are significantly off base

Sellers consistently underestimate how much buyers trust:


Analyst reports

by 21 points

39%Sellers

60%Buyers

Third-party reviews

by 20 points 

37%Sellers

57%Buyers

Influencer recommendations

by 7 points

27%Sellers

34%Buyers

Case studies + testimonials

by 4 points

48%Sellers

52%Buyers
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Meanwhile, they overestimate buyer trust in:


1:1 customer references

by 11 points

49%Sellers

38%Buyers

Peer recommendations

by 8 points 

62%Sellers

54%Buyers

Marketers didn’t fare much better


Marketers underestimate buyer trust in:


Third-party reviews

by 20 points 

37%Marketers

57%Buyers

Analyst reports

by 19 points

41%Marketers

60%Buyers

Case studies + testimonials

by 13 points

39%Marketers

52%Buyers
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Despite buyers ranking case studies 
and testimonials as the 4th most 
trustworthy type of evidence, over a 
third (36%) of marketers produced 2 
or fewer customer stories in the last 
6 months. A staggering 78% created 
5 or fewer.


The volume problem gets even worse 
when you consider the relevance 
challenge. Buyers don't just want 
case studies—they want case 
studies that match their specific 
circumstances.


With most vendors serving multiple 
industries, company sizes, and use 
cases, the math becomes daunting 
quickly. Yet most marketing teams 
are producing customer evidence at 
a rate that makes meaningful 
coverage impossible.


“Most companies treat customer 
stories like one-off trophies, and the 
process is full of dependencies outside 
marketing’s control, from customer 
approvals to legal reviews. That’s why 
output stays low. But the goal isn’t 
volume for volume’s sake; it’s creating 
proof with real quality and impact. The 
opportunity is to operationalize 
customer evidence so it’s not rare, but 
a consistent growth engine.”

Kevin Lau
VP of Global Customer 
Marketing, Freshworks

“Buyers crave matching. Whether it's 
industry, company size, or use case, 
buyers need to see themselves in the 
evidence.”

Evan Huck
CEO, UserEvidence
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The gap goes beyond just “vendor vs. buyer”

One of the most overlooked parts of The Evidence Gap is that it actually gets wider 
when we dig into the gaps within GTM teams themselves. Marketers and sellers are 
often at odds when it comes to sourcing, creating, and sharing evidence. 


Marketers are struggling to source the right evidence

Marketers: What are your biggest challenges in creating 
customer evidence?

0% 20% 40% 60%

Getting access to 
customers

47%

Customer approval 
processes

45%

Time and effort required
 43%

Customers can't quantify 
impact


35%

Too many products/use cases/
personas/industries to support

20%

We can’t call this a bandwidth issue anymore—it’s a strategic prioritization issue.




Think about it this way: If 80% of the time, marketers don’t feel like there are too many 
products, use cases, personas, or industries to support, and 65% of the time, 
customers can quantify the impact… what actually prevents marketers from creating 
this proof? 




This lack of prioritization shows up for sellers, too, as they continue to share customer 
evidence that, frankly, isn’t changing buyers’ minds.
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“We, as sellers, are closest to the story; we're closest to the product. We 
believe in it. Obviously, the buyer is coming from a totally different perspective, 
where many buyers have been burned with empty promises and lack of follow-
through, so they have to be skeptical. ”

Jen Allen-Knuth
Founder, DemandJen

Marketers and sellers are still missing the mark with buyers

Which types of customer evidence do you typically create for/share 
with your buyers?

Marketers (create) Sellers (share)

Statistical evidence 

1:1 customer references

Competitive battlecards

and comparisons


Third-party reviews

Case studies and testimonials

Analyst reports

Other

57%

47%

35%

37%

47%

42%

3%

52%

36%

3%

37%

32%

57%

61%
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Compared to what buyers trust, sellers are dramatically under-sharing:

Analyst reports

by 24 points

36%Sellers

60%Buyers

Third-party review sites

by 20 points

37%Sellers

57%Buyers

But they're over-sharing what buyers trust least:


1:1 customer references

by 19 points

57%Sellers

38%Buyers

This isn't just about efficiency—it's about effectiveness. In other words, sellers are 
defaulting to the most resource-intensive, least scalable form of customer evidence 
when buyers would actually prefer something else.


“If you have an SMB deal, and your rep thinks they need a 1:1 reference, that 
might not actually be true. If you have really good customer proof, it often 
obviates the need for a call.”

Evan Huck
CEO, UserEvidence
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The creation gap is just as problematic. Marketers are under-creating:


Third-party reviews

by 20 points 

37%Marketers

57%Buyers

Analyst reports

by 19 points

41%Marketers

60%Buyers

Case studies + testimonials

by 13 points

39%Marketers

52%Buyers

At the same time, they’re over-creating:


1:1 customer references

by 9 points

47%Marketers

38%Buyers
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The competitive evidence crisis


Here's where the evidence gap becomes 
particularly costly: a stark lack of meaningful 
competitive intelligence.




Remember, 97% of buyers are evaluating multiple 
options, with nearly half considering 4 or more 
products. Yet when it comes to helping buyers 
understand why they should choose them over the 
competition, vendors are falling dramatically short.




Only 35% of marketers create competitive battle 
cards, and just 32% of sellers share them. But 
here's the bigger problem—even when they do 
exist, buyers don't trust them.


“I don't know if I've ever 
asked for a battle card as 
a buyer, because I'm 
already doing that 
evaluation on my own 
elsewhere. And if I do get 
one, I’m not sure  I 
believe what's in there 
because, of course, 
they're going to say that 
their solution is better.”

Mark Huber
VP of Marketing at 
UserEvidence


The solution isn't better battle cards—it's customer-driven competitive evidence. 
When it comes to why your solution beats alternatives, buyers want to hear from your 
customers, not from your marketing team.

TL;DR
Buyers have gotten way more sophisticated—they’re doing 
deeper research, cross-checking multiple sources, and 
spotting generic vendor content from a mile away.

Meanwhile, most vendors are stuck with outdated playbooks: 
a few case studies and begging customers for references. The 
result? A widening evidence gap.

But… the upside here is huge: buyers want to buy, they’re 
clear about the proof they need, and vendors who can 
deliver trusted, scalable, and hyper-relevant evidence will 
win faster in today’s market.
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So… How do we close The Evidence Gap?
In a market where buyers want to buy and have the budget to do it, the competitive 
advantage goes to whoever can deliver evidence that actually builds trust. The best 
teams––the ones truly closing The Evidence Gap––are the ones who are taking on 
these strategic shifts, organization-wide, by:


1. Rethinking what customer evidence looks like

Stop thinking "one customer equals one case study." Start thinking 
"one use case equals one story."

The traditional case study playbook—that polished, three-page PDF with the same 
Problem/Solution/Impact format—isn't working anymore. 



Remember those 58% of buyers who start their search for new software using AI 
tools? Yeah, those LLMs aren’t going to serve up the same behemoth case study time 
and time again. 



They’re going to use what they know about the user to surface the most relevant 
information possible about which tool is best for them, and only them. Not only do 
buyers want authenticity and specificity, but these LLMs? They’re prioritizing that 
evidence, too.



What types of evidence you should start scaling:

Day-in-the-life stories that get specific about customer struggles and wins

Tactical playbooks that show step-by-step how customers achieved results

Behind-the-scenes glimpses into your ongoing relationship with customers, 
not just one-time wins
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We’re shifting away from generic 
company metrics to human-
centered stories. Instead of just 
saying that you "increased revenue 
by 400%," share stories about how 
someone in their exact role solved 
the same problem they're facing.




Think "living evidence," not static 
assets. Create customer evidence 
that evolves alongside your 
customers—bite-sized proof points 
that can be deployed across your 
website, in sales conversations, and 
wherever prospects are looking for 
validation.


“It's less about how a vendor increased 
their return on investment and more 
about personal stories. Think:, 'Wow, 
before using this app, I was stuck doing 
tedious, manual work. Now, I have my 
Sunday evenings back with my kids, or I 
got promoted, or I got the visibility I 
need.’”

Julien Sauvage
CMO at Cordial

2. Embrace blind-but-verified proof
You don't always need the customer's name and logo to build trust. Anonymous but 
third-party verified customer evidence can be just as credible—and it's infinitely more 
scalable.




When created alongside the more traditional, logo-stamped case studies, this 
approach is game-changing for industries like cybersecurity, financial services, or 
healthcare, where customers are typically pretty reluctant to go public. 




The scalability benefits apply to every vendor struggling to create enough relevant 
customer evidence, because the proof is in the data. There’s not that big of a trust 
difference between third-party-verified reviews and blind-but-verified reviews, or 
between analyst ratings and blind-but-verified proof. 




Why this works:


Faster collection: No lengthy approval processes or legal reviews


Higher specificity: Customers share more honest, detailed feedback when 
anonymous

Broader coverage: You can target more industries, personas, and use cases
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How to implement:


Use a credible third party to verify 
customer feedback without 
exposing customer identity

Augment logo walls with verified 
stats and aggregated proof points


Create searchable content 
organized by industry, company 
size, and use case


Make sure this content is 
published and crawlable, not 
buried in PDFs

“In industries like cybersecurity and 
IT, we have a really hard time getting 
customers to agree to signing off on 
testimonials, because they don't 
want that to become a security 
vulnerability. It's exciting to hear that 
we have a good plan B in blind-but-
verified proof.”

Jess Cook
Head of Marketing, Vector

3. Build competitive intelligence (the smart way)

Buyers are evaluating multiple options whether you help them or not. You can either 
guide that conversation or let them figure it out on their own.



The problem isn't that buyers don't want competitive information—it's that they don't 
trust vendor-created battle cards. They want customer-driven competitive evidence.



What buyers actually want to know:


Why did similar customers choose you over specific competitors?


Which features or differentiators tipped the scales in their decision?


For customers who switched: What was the migration experience like, and what 
was the impact afterward?
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Smart competitive evidence includes:


Direct feedback from customers 
about competitive decisions

Specific stories about why 
customers chose your solution 
over alternatives


Migration experiences and 
post-switch impact data


“People are just trying to find the 
product that's best for them. If you 
can come in and give them an 
understanding of the landscape, then 
that's actually really helpful.”

Jason Oakley
Founder at 
Productive PMM

Not ready to go public? Start with sales enablement. Create internal competitive 
stories and battle cards that your sales team can use in conversations without 
publishing them on your website.


The key is helping buyers make informed decisions rather than avoiding competitive 
conversations altogether.


4. Renew your focus on advocacy efforts
Remember that 47% of marketers say getting access to customers is their biggest 
challenge in creating evidence? That's not a logistics problem—it's a strategic blind 
spot.




For too long, customer marketing and advocacy has been stuck in reactive mode—
scrambling to find references when sales asks, digging through old folders when 
demand gen needs an industry-specific story. It's time to get off the hamster wheel.




The most successful companies are shifting customer advocacy from a "case study 
manager" role to a strategic revenue driver. Instead of treating advocacy as an 
afterthought, they're positioning it at the center of their go-to-market strategy.
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Here's what strategic advocacy looks like:


Identify and activate advocates: 
Build the system that enables you 
to know exactly who's 
referenceable, who's at risk of 
burnout, and who's ready to help. 


Deliver the right proof at the right 
moment: From top-of-funnel 
quotes, to 3rd-party verified ROI 
stats to bottom-funnel peer-to-
peer calls and competitive 
evidence. Match the evidence type 
to where buyers are in their 
evaluation process.


“Customer advocacy may soon be 
one of the only major 
differentiators left in the 
competitive world of SaaS and 
beyond. If nurturing customer 
advocates isn't a designated 
motion in your organization, you're 
leaving your best marketing 
channel untapped.”

Liz Richardson
Co-founder and CRO 
at Captivate Collective

Build programs that scale: Segment your advocates by industry, role, or 
product usage, and run targeted activation campaigns that get customers 
engaged without over-asking. It’s about protecting advocate relationships while 
maximizing their impact.

The shift is clear: vendors need to move from reactive request-fulfillment to proactive 
revenue acceleration. When you treat customer advocacy as the steward of your most 
valuable asset—your customers—you'll finally have the diverse, credible proof points 
buyers are demanding.
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The evidence gap isn't going anywhere—
but the opportunity is enormous

This isn't about having better products—it's about proving their value. The vendors 
who crack the code on credible, scalable customer evidence will dominate, while 
competitors will keep recycling generic case studies.




The data is clear: It's time to build an evidence engine that actually works for AI-
driven buyers, anonymous validation, and competitive differentiation.




Trust is still the biggest gap, and customer evidence is how you bridge it.


Ready to close The Evidence Gap? Let's explore how UserEvidence can help 
you build the customer evidence engine your GTM team needs to win in today's 
market.  to see what authentic, scalable 
customer proof looks like—and how it transforms your sales conversations.


Schedule a call with our team
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https://userevidence.com/book-demo/

