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INTRODUCTION 
If case studies – and testimonials – are not a part of your current content marketing efforts, you need to 

correct that oversight as soon as possible. 

Why? 

Well, chances are strong that your target audience is comprised of a growing number of Millennials – 

born between 1980 and 2000.  And more than 80% of Millennials don’t trust advertising.1   

And close behind them is GenZ – born between 2001 and 2020 – and approximately 60% of GenZ avoid 

ads.2 

Which is why case studies and testimonials are important today and will be more important in the years 

ahead.  These audiences want to hear from their colleagues and peers rather than hear about them 

through your paid, owned and shared media. 

But for many, case studies and testimonials are often overlooked or forgotten tools which means 

experience is low – and that can lead to some rather weak and unsuccessful attempts.  What follows is a 

in-depth overview of case studies and testimonials. 

When to use them during the buyer’s decision-making process, and how to craft them so that they are 

unique, attention grabbing, and effective for your business. 

  

 
1 From http://blog.hubspot.com/marketing/marketing-to-millennials on May 20th, 2018 
 
2 From http://adage.com/article/agency-viewpoint/gen-z-hates-ads-love-videos/309105/ on May 20th, 2018 

http://blog.hubspot.com/marketing/marketing-to-millennials
http://adage.com/article/agency-viewpoint/gen-z-hates-ads-love-videos/309105/


 

 
4 

WHEN & HOW TO USE CASE STUDIES & TESTIMONIALS 

For many businesses, there is no formal plan or process in place regarding case studies and testimonials.  

If anyone remembers they exist, the process can range from calling a client and asking them to write a 

brief recommendation to a much more formal and extensive process that includes multi-media, multi-

channel distribution as part of lead generation or nurturing or customer retention and loyalty. 

Effective case studies and testimonials are created for specific reasons.  For example, the “Price 

Conscious” persona will want different information than the “Quality First” persona, and both personas 

will want different information in each of their buying process stages. 

Here are a few things to keep in mind during these stages: 

UNAWARE AND AWARENESS STAGES 
Your goal with prospects in these stages is [a] awareness, [b] perception, [c] expectations and [d] action 

because this is where the prospect should be moving from “Yeah, I know who they are and what they 

do” to the “I bet they have some information that will help me better understand my situation and 

possible options” stages.   

Your focus should be on education – who you are, what you do and why your clients do business with 

you. 

And your content is driven by their personas because that’s the key to relevancy. 

What’s important at stages? 

• Clear and concise overview of the client’s situation so the reader understands that this is a 

relevant example for their current situation; 

• Clear and concise overview of how your firm worked with them to quickly identify symptoms, 

diagnose the problem and offer the most appropriate solution; 
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• Timeline and costs should be referenced at a high-level, so the reader gets an idea without 

developing an expectation.  For example, “This type of scenario can take between X and Y days 

based on factors such as A, B and C. And this solution typically costs between $ and $$$ 

depending on factors such as A, B and C.” 

LATE AWARENESS AND EARLY CONSIDERATION STAGES 
At this point, they feel they know the problem and best options, so they are reaching out to firms, asking 

specific questions that will drive their decision to buy. 

Those questions are going to be along the lines of “What will your solution do for me?”  And “What can I 

expect to experience with your solution?”  Effective case studies and testimonials at these stages have 

the client explaining how they came from X (problems, wants, needs like those of the prospect) to Z 

(outcomes that are desired by the prospect). 

LATE CONSIDERATION AND PURCHASE STAGES 
This is where you want to reassure the new client of the wisdom of their decision because cold-feet are 

a real cause for delaying decisions and even changing decisions. 

Your case studies and testimonials in these phases should focus on the client’s perspective of “after the 

purchase, working with your firm.”  Did things go as planned? How did your firm respond when surprises 

occurred? Was everything on time? Budget? Up to or past the client expectations?  
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THE 12 TIPS 

SET CLEAR MEASURABLE GOALS 
You have the idea. Now define goals that are clear, focused, measurable so that you can determine if 

the effort was successful, effective and efficient. 

And be realistic as well.  You’re going to need more than one case study or testimonial because you have 

different personas you serve and there are several different stages to their decision-making process so 

you’re going to need a couple different case studies and testimonials based on decision-making process 

stage and persona. 

REVIEW RESOURCES 
Who is going to be performing the work? Will it be you and your team? Outside freelancers or agencies? 

Perhaps a little of both? What is your team’s level of expertise? Do they have the bandwidth to address 

the project in a timely manner?  Is there room in the budget? 

DEVELOP WRITTEN STRATEGY 
How do you leverage your resources to achieve your goals?  Who is this case study for and at what time 

during their buying process will this information be relevant and valuable to them?  What media is 

necessary for distribution?  What are the key messages? What is the call-to-action? 

People learn differently – some watch, some listen, some read, some need to get hands-on involved.  

Chances are high you have all types of learners in your audience, so you need to have the content in the 

proper format, so you can deliver it via the appropriate media/communication channels so that the 

content has the best possible chance to motivate the greatest numbers of the proper/desired response. 

RELEVANCY. 
As mentioned earlier, be certain that you are focusing on an experience that your target audience/ideal 

client is interested in at a specific stage in their journey.  This is not something most people will be 

successful at unless they speak with their audience and have a deep understanding of their experience s 

at each stage. 

APPROPRIATE SUBJECT. 
This addresses a couple of related items. 

First, make sure the subject matter is relevant for the intended audience.  Sometimes there can be a 

rush to create a case study or testimonial when there isn’t a need.  That’s why it’s important to ask 

yourself “How will this case study or testimonials be used to help us achieve our goals?” 

Second, make sure the subject (person) is appropriate for the presentation of the subject matter. 

When you know the subject matter is right, but the have concerns about the client that will be the face 

of the testimonial, don’t rush ahead blindly.  Think things through calmly.  

Let me share two examples of what I am talking about. 
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The first example is a client spokesperson that wasn’t all that dynamic of a spokesperson.  Putting them 

on camera or recording them was going to produce a lackluster case study so the decision was made to 

pass. 

The other example is a client spokesperson that wasn’t all that trustworthy and there were concerns 

about what they might say if contacted directly by a prospect. 

If your client spokesperson meets your quality standards, you also need to ask about approvals that 

might be required (or preferred) by their employer.  Never assume that the employee of a corporation is 

free to speak nicely of a service provider by the corporation that employs that person. 

There have been some instances where the employee was willing, but the corporation wanted a legal 

agreement and that added time and costs to the project. 

STORYTELLING AND PRESENTATION 
Sgt. Joe Friday wanted “…just the facts…” in the classic, low budget black and white television series, 

Dragnet.   

Today, a good story helps your audience relate to the information and the presentation speaks to your 

brand – so if you’re a top tier, premium priced professional services firm, a video filmed on someone’s 

hand-held iPhone might not be the best way to go. 

And having the client simply spew out key facts without the context can confuse the viewer. 

So, think carefully about how you present the details and make sure you present them in a way that the 

viewer can easily understand and realize that “this sounds like what we’re going through.”  

EMOTIONAL.  
A good story can tug at the heart strings, or feed off fear, or greed or happiness or self-esteem or envy. 

And making that emotional connection is important because it can play a larger role in the decision-

making process than a rational approach to decision-making. 

For example, if you are a premium priced firm, the emotional elements of [ex] self-esteem can be critical 

because “…after all, you worked hard to get to this point in your life and you deserve the best.” 

RATIONAL.  
What were the actual results of your efforts on behalf of the client that is offering the testimonial or is 

featured in the case study? 

Did sales go up 10%? 20%? 

Was the problem they faced costing them $100? Or $1,000,000?  Or more? 

Hard numbers help prospects understand and make decisions. 

PRODUCITION PROCESS.  
Create an efficient process for creating case studies and testimonials – it saves you time and money 

while also helping to consistently create a quality case study and testimonial. 
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What questions need to be asked and answered by whom at each stage of the process? What tasks are 

required? When are they required? Who owns them? What’s the impact on the entire process if a task 

is missed? 

You have limited resources, and this helps you generate a higher return on those resources. Plus, your 

client is doing you a favor by participating in the process, so don’t waste their time. 

PRACTICE.  
A former employer once tried to fast-track a case study that included videotaping the client responded 

to several questions.  Cut from the process to save time was [a] the writing of the client’s responses and 

[b] some rehearsal time in front of the cameras.  The employer thought the client “…would be fine 

adlibbing the responses…” and “…it will be great to have something that looks natural…” 

The former employer was very wrong.  The client stammered and stumbled and forgot to address key 

points so that what would typically have been addressed in a short rehearsal time wound up cost a lot 

more money in on camera time and production while also producing a lower quality result. (“Looking 

natural” can sometimes be a very bad thing!) 

MEASURE AND EVALUATE. 
At the start, “Specific Goals” laid the groundwork for these two factors.  All to often, measuring and 

evaluating the impact and effectiveness of case study and testimonial is forgotten once the work was 

produced and distributed, and the next assignment started. 

Don’t overlook these steps. And remember to review the case study and testimonial on a regular basis, 

as part of your content audit, because you want to make certain the contents remain accurate. 
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QUESTIONS TO ASK 
To develop an effective case study and testimonial, you will need to gather information, and then make 

sure what you gathered is accurate and understood before you start work. 

Here are some questions I’ve used over the years…hope they help. 

ABOUT THE CUSTOMER’S COMPANY 
What is the name of your company? 

When was it founded? 

Is the company publicly traded or privately held? 

What are the company’s mission and vision statements? 

How many people are employed at the company? 

Is the company’s revenue available and, if so, what it is? 

What is your name and title? 

What is your role? 

Who is the target customer of the company? 

How does your department/team help the company achieve its goals and objectives? 

How does our product/service help you and your team achieve the company’s goals and objectives? 

ABOUT THE CUSTOMER’S PROBLEM 
What was happening before you acquired our product/service? 

Was this happening in just your area or were other departments/teams facing the same issues? 

What were the causes of the issue? 

How was it determined that the problem required a solution rather than allowed to continue? 

Who was identified as potential solution providers once the problem had bee recognized and defined? 

ABOUT THE DECISION-MAKING PROCESS 
Who was involved in the gathering of information that helped identify your issue and possible solutions? 

What are their roles? 

Where do you turn to gather information that helped determine what your problem was and what 

options existed? 

At what point did you identify your selection criteria for this solution? 

Who was involved in identifying your selection criteria? 
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What were your selection criteria? 

Who was involved in identifying potential solution providers? 

What was the selection criteria for solution providers? 

Who was considered? 

Who, other than our firm, made it into the consideration phase? 

What were the deciding factors for selecting our product? 

How long have you been working with our product/service? 

How has the experience been with our product/service to-date? 

ABOUT PRODUCT FEEDBACK 
What have been the strengths of our product/service for you to-date? 

What have been the weaknesses of our product/service for you to-date? 

What do you wish our product/services if they currently do not provide? 

Is any other team/department using our products/services with you? 

How do you measure the impact of our products/services on your business? 

Have you used our customer service and, if so, how often and how was your experience? 

Are there any team members that we should speak with about their experiences with our 

product/services? 

Do you have any advice for us? 

ABOUT REFERRALS. 
Have you ever spoken with colleagues or peers about our product/services? 

How likely are you to recommend someone to us? 

Does your company participate in referral/partner programs? 

Are you interested in working with us to produce? 

OPEN-ENDED QUESTIONS TO GENERATE QUOTES. 
What were your process for performing your work functions prior to our product/service? 

Do you have any advice for others considering our products/services? 

Was the investment in our products/services worthwhile? 

What would be your reaction if you were to be told that our products/services are being phased out and 

would no longer be available? 

How do you describe our products/services to family and friends? 

Why do you do business with us? 
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What do you absolutely love about our product/service? 

How do you foresee our product/service helping achieve future goals? 
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ABOUT PAT MCGRAW 
Grabbing the attention and interest of your audience, then motivating 
them to take the next step 
forward with your business is what Pat McGraw does. From content 
marketing strategy to creation, 
copywriting, email, direct mail…everything your business need to attract 
more high-quality leads and 
new clients as well as retain loyal clients. 
 
Born and raised in Troy (NY), the final resting place for the real Uncle Sam, 
I moved west for warmth and 
education. I earned my B.S. in business administration from Arizona State 
University and then spent the 
next 15-years working on the client and agency-side of the desk, helping 
small, medium and large nonprofit and for-profit organizations develop more efficient ways to attract 
and retain profitable 
customers. 
 
Currently living in Baltimore (MD), I have earned my M.S. in marketing from Johns Hopkins and teach a 
variety of marketing courses at Southern New Hampshire University Online, Strayer University and 
University of Maryland University College. 
 

HOW TO REACH ME 

pat-mcgraw.com 
443.470.5911 
pat@pat-mcgraw.com 


