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Entrepreneurs and small businesses need all the help they can get when it comes to 

marketing their products and services. Case studies are excellent marketing devices that cost 

little to produce while providing marketing tools that you can use in many different ways.  

 

What Is a Case Study? 
 

A case study is a report of how you solved a challenge for a client. Like a feature article 

in a magazine, it holds people’s attention and reveals details along the way to keep the reader 

engaged. You create the case study, so the reader feels as if he or she is in the same position as 

your client, faced with the same challenges. For example, let’s say you are a time management 

and organization consultant. A client comes to you because she is overwhelmed with email and 

can’t get out from under it. You work with her to gain control of her email, so she can focus on 

the more important parts of her business. The story of how you achieve this result could be a 

case study.  

 

Here’s another example. Let’s assume you are a nutritionist. A client comes to you with 

high blood pressure and cholesterol. You help the client choose a healthier diet, add the right 

activities to her daily schedule and manage her stress. The client lowers her blood pressure to 

safe levels and gains control of her cholesterol, and, she loses weight! The story of your work 

with her could be a case study. 

 

How You Can Use a Case Study  
 

Case studies are the second most popular marketing communication after white papers, 

and they are the most read by executives and decision makers. They are powerful promotional 

tools since they provide an in-depth look at how you helped a client. They increase customer 

confidence in your products and services, explain how you solve challenges and show the value 

of working with you. An effective case study makes the reader want to learn more about the 

product it features. An effective case study compels people to want more information about you 

and your business.  

 

There are several reasons for you to write and publish a case study. You can: 

 

 Share success stories in a vehicle that has more credibility than straight marketing 

or advertising since the case study is based on a real-life client situation. 

 Add it to your media kit and use it for publicity for both you and your client since 

other people will have the same or a similar problem to the one you solved for 

your client. They will want to know how you did it.  

 Approach magazines and journalists about being a subject expert for interviews.  

 Highlight the depth of your expertise and industry knowledge. 

 Introduce your products and services to potential clients. 

 Demonstrate that you are a trustworthy solutions partner. 

 Post it on your website, newsletter or brochures. 

 Mention it in your social media updates. 



 

How to Choose the Right Client for a Case Study 
 

Not all customer success stories will make a good case study. Decide what audience you 

want to reach and select a customer that represents that audience and supports your marketing 

goals. People identify with and respond to their peers because of shared issues, problems and 

experiences.  

 

Choose a story that showcases the product or service you want to market with the 

audience you want to reach. You must customize the case study with the target market’s jargon 

and challenges.  

Make an appointment to interview your client and prepare an agenda with the questions 

you will ask. Make sure the client is comfortable with the questions and topics to be covered.  

 

Record the conversation with the client’s permission; you can use a source like 

www.freeconferencecall.com. Encourage the client to say other things not in the questions by 

asking him or her to expand on answers or to describe feelings associated with the topic under 

discussion. Ask questions that start with why and how to keep the interview moving into fresh 

areas. If an answer is vague, get the client to focus on numbers and statistics. If the client says 

that revenue improved, ask by how much of a percentage. Be as specific as possible. 

 

Have the interview transcribed. You can find cost-effective transcription services on 

www.odesk.com or www.elance.com.  

 

The Elements of a Case Study 
 

A case study can be a written document, a podcast, mp3 or a video. It can be in the first 

person (I) or the third (he/she). Add interest and credibility by including quotes from your client. 

You probably will have to edit the client’s words since directly quoted content may be 

grammatically inaccurate. Just make sure you stay true to the intent behind the words and have 

your client approve the edited quotes.  

 

Written case studies are usually short, running between two and three pages of single-

spaced copy. Generally, they come in under 1,000 words although some can run longer. Include 

some graphic element on each page, especially if you can use the photos of you and your client 

working together. Use an easy-to-read font, such as 10-point Arial or 12-point Times New 

Roman, and allow plenty of margin space. Make sure it looks easy to read. Use text boxes to 

highlight key facts.  

 

Regardless of format, use a benefit-rich title. Using our earlier examples, possible titles 

are: 

 

 Case Study: Gaining Control of Email. 

 Case Study: Lowering High Blood Pressure and Cholesterol in a Lifestyle 

Program. 



 

Note, the title clearly indicates this is a case study, so it immediately gains credibility 

with your audience.  

 

Most case studies have four parts: 

 

Situation: This is short and provides a brief background on your business, the client’s 

business and why he or she chose you. Focus on one specific issue to build the case study 

around. 

 

Challenge: Describe the challenge the client came to you to solve, the 

importance/urgency of meeting this challenge for the client and any impact the challenge has on 

the client’s customers and business. Include any risks the client was taking by not solving the 

problem. 

 

Solution: This section is the longest and describes in detail how you solved the problem. 

Include any methodologies and best practices you used or created, how you implemented the 

solution, the effects on the client and his or her customers after implementation and any other 

factors that contributed to the solution. Add sidebars, charts, graphs and photos to highlight key 

points. 

 

Evaluation: End the case study with a short description of lessons learned and any next 

steps. Some case studies add a short do-it-yourself section to help others in the same or similar 

situation.  

 

Optional information you can include are: 

 

 Statistics, figures and tables 

 Return on investments 

 Cost or resource efficiencies 

 Improved workflow 

 Improved customer service 

 Increased income 

 

Break up the content into sections and use subheads to move people through written 

documents. If you are using audio or video, use questions in lieu of subheads. Obtain written 

approval from recognizable people in photos you use or use stock photography.  

 

Have the case study professionally proofread and designed so images and copy work 

together. If you are using audio or video, make sure the final product is professionally polished 

and error free.  

 

Have your clients review the case study for accuracy and give you written approval to use 

it. Offer it to the client to use in his or her own marketing efforts to increase the number of 

potential clients who see it. 

 



 

Take Action! 
 

Do you have a client success story you can turn into a case study? Who is that client? 

      

 

Describe the situation: 

             

 

Describe the challenge: 

             

 

Describe the solution: 

             

  

Describe the evaluation: 

             

 

What format will you use? 

 Written 

 Podcast/mp3 

 Video 

 

What is a good title?  

            

  

What are your interview questions? 
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