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When shopping for a new product or service, who do you trust the most? The sales guy, 
or the customer who has already used the product or service?

Getting a real life opinion from someone is always more helpful, because it’s both unbiased, and often rooted in a common 

experience. In fact, according to Search Engine Land, 9 out of 10 people are looking at online product reviews and posts on social 

networks, before making a purchasing decision. 

Case studies help your leads envision how your product or service would fit into their lives, and often act as that missing piece that 

moves them to take purchasing action. They think, “If this person had these results, just imagine what kind of results I could see!”

 

While each of your case studies will tell a slightly different story, they will each have the same core components that let your leads 

envision themselves using your product or service. In this case study starter kit we’ll break down those case study components 

and give you everything you’ll need to create case studies that will help your sales team close more of the right deals. Let’s start 

with how to find the right customers and how best to reach out to them for doing a case study with you.

Why Do You Need Case Studies? 

http://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803


   Find the Right Candidates 

Product knowledge

Look for customers who know your product or service front and back -- they’re probably happy because they’re leveraging features 
and functionality to their fullest so they can speak about their experience fluidly. Also, if there’s a specific part of your product that you’re 
trying to promote, you can look for customers who are seeing success with it and focus your story on that.

Exemplary results

Look for customers who are seeing great results – these people are usually eager to share it with the world, and make for plenty of great 
quotes and sound-bites, not to mention the enthusiasm necessary to create engaging content.

If you have a wide breadth of companies featured as case studies, you’ll 
be equipping your sales organisation with the collateral they need to close 
deals across all verticals, industries, and personas.

WHAT TO LOOK FOR: 

“Previously it would have taken a week and involved IT 
help, but with HubSpot I can build an entire campaign 

myself and launch it within a day.”

Andrew Morris, Digital Marketing Specialist, Claranet

Get inspiration from this 
‘product knowledge’ case 
study here
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http://www.hubspot.com/customers/claranet


Unexpected customers

Often, leads question whether or not your solution is really the right choice for them . If they can see a non-traditional customer seeing 
stellar results with your company, who’s to say they won’t have success, too?

Big name/recognisable brands
If the big players in an industry are vouching for your product or service, this lends credibility that the smaller companies can’t offer.

Switchers
If you have customers who used one or more (more is best) competitive products/services before they came to you, these stories are 
like gold dust. Getting them to tell your prospective customers why you’re better than your competition will hold far more weight than 
your own brand saying so.

“We switched from Eloqua to HubSpot because we felt it 
was the most complete solution available in the market.”

Michael Freeman Senior Manager of Search & Analytics, ShoreTel

Get inspiration from this 
‘Switcher’ case study here

http://www.hubspot.com/customers/shoretel


Sales Reps
Ask your sales reps what they need, first. Where are they struggling to close deals, what are your top verticals? What part of your  
offering is in demand and what do you need to prioritise?

Services Team 
Your customer service and account managers hear from your customers all the time and know the types of projects they are working on 
and the success they have seen so will be able to make great recommendations for case studies. 

Social Media 
Have a look on social media to see which of your customers are talking about you and what they’re saying. Chances are if they’re happy 
to talk about you publicly on social, they’ll be happy to do a case study, too.

WHERE TO LOOK: 



Review Sites 

Check the review sites that are relevant to your industry and see 
if you have been reviewed by any of your customers already. It’s a 
good idea to keep a backlog of these to use in sales pitches but 
also to reach out to those customers to create a full case study.

CRM Dashboard

Use your CRM system or customer database to do your own 
research; what industries do the majority of your customers fall 
into? What is your most/least popular products or services? 
Where is the most of your revenue coming from?

3rd Party Review Site 

Events

Hosting events for your customers is a great way to speak to them  
one-on-one and find potential candidates for case studies.



    Reach Out to Participants

Be complimentary. Boost their ego and make them feel really special so they will be more likely to say yes to going public 
with their experience.

Keep your introductory email quick and void of the nitty gritty details. Simply suggesting a time and date to chat further is a 
good way to broach the subject without overwhelming them.

Attach the questions you’d like to ask so they can look over them as they decide whether or not they want to participate.

If you received them as a referral from someone on your sales or support team, mention them by name in the email. It will 
make the customer more comfortable seeing the name of someone they know. 

Now that you have decided who you are going to reach out to, the best way to start 
is sending out a short email congratulating the customer on their success, and then 
explaining why you want them to be featured in a case study. 

POINTERS FOR PUTTING TOGETHER YOUR EMAIL:
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Remember that your customers are just as busy as you are, so don’t expect every customer to respond to you as soon as 
you email them. However, you need to communicate deadlines for completion so that it doesn’t drag on forever and 
become a nuisance for everyone involved. 

When you do get a response to your initial email, schedule a time for a phone conversation to conduct the interview – your 
questions need to be open-ended so doing the interview in-person or over the phone will get you the best answers.

Be aware that you may need to speak to multiple people within the organisation to get the full story. 

Below is an example from one of our initial case study emails that we send out to set expectations early on.



Prepare Interview Questions

Their Experience Before Using Your Product/Service
• What were you using before this product/service?  
• Summarise three points of frustration you faced. 
• What was the big a-ha moment when you decided you needed to try something new?
• What were the top reasons you selected this product/service? 

Experience Using Your Product/Service
• How easy or hard was it to get started with this product/service?
• How has it helped you to overcome the challenges you had before?
• How is it different than other alternatives you’ve tried?
• What is your favorite feature?  Why?
• Tell me about the most positive experience you’ve had using this product/service.  (Probe for specifics)

Their Results With Your Product/Service
• How has this product/service helped you achieve your business or personal goals?
• What specific metrics can you share about the impact it has had?  (you may need to follow up to get these)
 
Why They Would Recommend Your Product/Service
• What is the single biggest reason you would recommend our offering?

To write a great case study, you have to ask the right questions. Always ask open-ended questions 
to keep the conversation fluid, but direct the customer to the topics you want to cover.  The 
questions you ask should help tell a relatable story impressible and believable results.
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   Conduct the Interview

Keep your questions clear and concise but also open-ended. They shouldn’t be able to answer yes or no to anything.

By keeping the interview conversational you’ll encourage them to chat more openly about their experience which can bring 
them down avenues you didn’t expect and can result in some really unique and interesting sound bites. 

Sometimes customers have a hard time articulating what they are really trying to say. If an answer doesn’t make sense, make 
sure you follow up for clarification so you get their story right; they’ll appreciate you taking the time to ensure they sound 
coherent. 

You may have also noticed that a customer touched on a really important point your company is trying to emphasise -- it’s 
okay to ask a few more follow-up questions about that point, too.

Keep in the back of your mind that you will want sound-bites to highlight in your case study so make a note of anything you 
hear throughout the interview that you think would make a good sound-bite. You can use this to your advantage by  
re-phrasing what they’ve said back to the customer in a way that makes sense for the case study. For example, “When you 
say X, did you mean XYZ?”, expanding on the point and getting your customer to agree. 

It’s important to conduct your interview in such a way that makes your customer feel comfortable and 
confident to share their story as well as encouraging them to share the details that will make your case 
study a convincing one for similar companies looking at your product/service. 
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    Layout the Case Study 

Executive Summary

About the Client

The Challenges

The Solution

Show the results

Call-to-Action

Now that you’ve carried out the interview and you’ve gotten a tonne of useful information 
from your customer that will make a great case study, you need to lay it out in a way that 
makes sense for the reader. Here’s the format we’ve found to be the most effective: 
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THE CHECKLIST



Provide a mini 
headline once 
you have your 
reader’s initial 
attention.

Write 2-4 sen-
tences sum-
marising the 
whole story, 
making sure 
to include the 
most relevant 
points of the 
case study.

Executive Summary
Less than 50 Words



Showcase 2-3 bullet points with metrics that prove your client’s success. 

Tag your case studies so that they can be easily found by your sales team and prospective clients

Executive Summary
Less than 50 Words



About the Client 

Pull a short description of your client from 
LinkedIn or their company website and be 
sure to hyperlink the company name to 
their website.



The Challenges
Less than 100 Words

Write 2-3 short paragraphs describing what your client was doing before your product/
service and what challenges this presented and/or what goals were trying to be achieved.

What were the challenges they faced before contacting you?

Note: Think about the challenges that are most common in your target audience and that will resonate with the most people.



The Solution 
100-150 Words

Write 2-3 short paragraphs describing how your company worked with your customer to find a 
solution to their challenges and implement a winning strategy. Describe how they are now using your 
product/service to solve their challenges from the previous section.

How did your product or service solve their challenges?

Note: This is the section where you can make your offering shine, so don’t be shy.



Results Write a 2-3 paragraph conclusion to prove that your product/service impacted the customer’s business and 
helped them to achieve their goals. End your story on your client’s aspirations for future growth with your 
company, if appropriate. 

Feel free to repeat the metrics from the bullet points in your introductory section as part of the text, particularly if they’ve been 
able to quantify or speak to the ROI of their investment. 



Quotes Pick one or two quotes that you would feature at the bottom of one of your case study’s sections. Include a head shot 
of your customer alongside the quote. 

Feel free to insert additional quotes into the body of your case study if you feel you have enough and 
they are compelling. 



Visuals If you could have one visual to support the story, what would it be?  

Images
Use an image that highlights your product or showcases how that cus-
tomer used it – not just an image of your product – it should show how 
happy it made their team, the success they saw and bring the story to 
life.

Video
While simple, written case studies are the easiest to pull off with little 
resources, you can also think about video case studies which can be really 
effective. 

http://www.hubspot.com/customers/shoretel
http://www.hubspot.com/customers/shoretel


Call-to-Action One of the most important parts to a case study is the call-to-action. Now is the time to invite your 
reader to fill out a form and/or talk to your sales team.

Use your CTA to lead your prospect to a landing page or a contact form.  Get more information 
on who is reading your case study, and who is interested in your company.



Thank-you for Reading.

Want to see how 
HubSpot’s software 
shows the right case 
study to the relevent 
visitor on your website?

Get a Free Demo

http://offers.hubspot.com/demo
http://offers.hubspot.com/demo
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