
A comprehensive guide to creating effective case 
studies written by an expert B2B Tech copywriter 

The champion’s guide to  
creating killer case studies



Sample interview questions

Can you give me a brief 
outline of what your 
company does?

What challenges were  
you facing?

How were these impacting  
your business?

How did you become aware 
of us?

Why did you pick us over  
the competition?

How did our solution solve  
your problems?

How easy was it to implement 
our technology/service etc?

What has been the result  
for your business?

Would you recommend our 
solution to other businesses 
in this sector?

In three words, how would 
you describe our product/
company?

Discover the keys to creating killer case studies

Case studies are one of the most powerful tools to 
increase sales, drive conversions, and build your 
brand’s credibility as a trusted partner. 
According to a Demand Gen Report, 79% of B2B buyers read case 
studies when they research a purchase in the middle-to-late stages 
of their buying journey, when comparing vendors and making a final 
decision. In fact, 40% of B2B marketers said that case studies are the 
number one type of content for converting late-stage leads (Content 
Marketing Institute). 

Case studies, also referred to as customer success stories, have impact 
because they are actual demonstrations of the success of your product 
or service. They are stories that potential customers can easily relate 
to. Stories appeal to both logic and emotion. They help customers to 
visualise a product or a service and how it will help them. And stories  
are more memorable than lists of facts.

Building up a bank of case studies should be an ongoing part of your 
marketing efforts as they are highly valuable content assets for middle 
of funnel (MOF) and bottom of funnel (BOF) activity and arm your sales 
team with proof points. 

 

How to write a case study
First, identify existing customers that will agree to being the subject  
of a case study – those who champion your product or service. As  
new customers come on board, invite them to become case study 
subjects. Remind them of the mutual benefit in that it is essentially  
free positive publicity for them too.  Delivery of a successful project  
is the perfect time to ask for a case study. Don’t miss the opportunity  
to highlight a happy client. 

Second, ask for an interview with a representative of the company  
and gather information about them from their website.

Third, write. The beauty of case studies is that they can be written  
to a tight formula and this is it:

Title: How [your company] helped [case study subject company]  
to achieve/grow/diversify ……

Introduction: a paragraph describing what the company does

Challenge: two to three paragraphs describing the problem  
that prompted them to buy your product or service.

Solution: two to three paragraphs describing why they chose you  
and how your product or service solved the problem. Resist the 
temptation to make this section a sales pitch.

The results: one or two paragraphs outlining what the customer achieved 
as a result of using your product or service: for example, increase in sales, 
cost reductions, lower staff turnover.  
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https://www.demandgenreport.com/resources/reports/2020-content-preferences-study-b2b-buyers-increasingly-looking-for-credible-show-and-tell-experiences-to-drive-buying-decisions/
https://contentmarketinginstitute.com/wp-content/uploads/2018/10/2019_B2B_Research_Final.pdf
https://contentmarketinginstitute.com/wp-content/uploads/2018/10/2019_B2B_Research_Final.pdf
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Testimonial: include several quotes from a representative of the company 
in the case study. What the customer says about you is far more powerful 
than anything you say about yourself.

Fourth, get approval from the company for the case study copy and ask 
for company logos/photos of those quoted/images that can be used 
alongside it.

A case study can also take the form of a video interview which will cover 
the same content as outlined above. The video can be recorded on a 
phone or during a video conferencing call. It’s a quick and easy way to 
create new content. 

 
The practicalities  
If you’re part of a small team, you might not have the time to develop 
the case studies you need while you are juggling all your other work. One 
option is to get a copywriter to help you build up a bank of case studies. 
They can arrange and carry out the interviews, write the copy and pass 
to you for approval.

 

Alternatives to client case studies
If your client is unwilling to be the subject of a case study you could 
create an anonymised one that does not mention any names but keeps 
the general points of the story. To make it convincing, you need to keep 
as much detail as you can while still protecting your client’s identity.

Or if you’re just starting up and don’t have any clients yet, you can create 
a brief ‘scenario’ instead of a case study. This presents a typical problem 
that your potential customers face and shows how your company 
provides the solution. For example:

 
The company 
Our customers are typically small to medium-sized companies that 
operate in the aerospace industry etc

 
The challenge 
As part of the supply chain our customers find that they are at the mercy 
of fluctuating exchange rates that can have expensive consequences.  
For example, the value of stock may increase or decrease by as much as 
12% over a few days…..

 
The solution 
Using our financial platform, companies in this situation can ‘bank’ their 
stock value and avoid costly dips in book valuation…

The impact 
Customers tell us that this can avoid between 5% and 8% of profit 
attrition. One customer saved £xxxx by using our solution. 
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Maximise the power of your case studies
Use your case studies on all touch points with your prospects and make 
them part of your project engagement with clients: 

• Blog: link to case studies from your blogs

• Use a case study as a pdf attachment for sales collateral

• Share quotes from your case studies on social media (examples 
below) and on your sales pages.
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Case study template

CLICK HERE to read one of Grand Scale’s case studies with Axial3D.

Title that clearly shows the benefit of your company’s solution

How ABC Company helped XYZ Ltd to reduce carbon emissions by 
45% 

About the company 
100–150 words to outline the who, what and where of the case study 
subject. 

The challenge 
Two to three paragraphs that outline what problems XYZ Ltd was 
facing.

Image 
Break up the page by using an image of XYZ Ltd. 

The solution 
Two to three paragraphs that explain why they chose ABC Company 
and how it helped.

The result 
Two paragraphs showing the tangible benefits to the company: % 
cost reduction, % productivity increase, £ new exports etc. 

Testimonial 
Include several quotes from a representative of the company in the 
case study.

Call to action 
Keep the call to action simple: links to other blogs or case studies or 
asking the reader to get in touch.

Discover the keys to creating killer case studies
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https://www.thegrandscale.com/blog/grand-scale-empowers-axial3d-to-increase-number-of-new-customers-by-almost-150


To find out more visit: thegrandscale.com 

Download The Ultimate Guide to Rapid Scaling for B2B Technology 
Companies: 4 steps guaranteed to kickstart your lead generation 

Grand Scale was founded by two exceptionally 
successful growth marketers, Roisin Garland and 
Leanne Jennings, whose track record includes 
international product launches, serious brand 
building, acquisitions, multi-million pound exits  
and high-profile stock market flotations. 

They specialise in helping B2B tech companies to launch, scale  
and grow. Their experience has taught them that great content is  
the fuel for the sales and marketing engine. It has an unrivalled ability  
to attract and convert prospects in a sustainable way and to establish 
your company as a leader in its field. 

“We wanted to share 
this resource with you 
to give you the practical 
building blocks and tips 
that will enable you to 
make your voice heard 
and create powerful 
content that converts.” 

Leanne & Ro

https://thegrandscale.com
https://campaigns.thegrandscale.com/c/278060/ultimate-guide-for-tech-companies-to-rapidly-scale-their-customer-base

