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Introduction 

 

This paper is based on a previous three-part series of iBeam blog posts dedicated to the topic of securing 

and producing business-to-business (B2B) customer case studies.  I’ve updated and consolidated that 
information here in one complete document.    

The content that follows isn't really focused so much on the mechanics of producing the written case 

study deliverable itself, but more about the insights I've gathered over the years about how to make the 

effort go more smoothly, overcome obstacles, etc., especially with respect to customer and sales 

channel dynamics. 

 

These tips will be most useful to B2B case study 'newbies', though I hope they are helpful to more 

experienced marketers as well.  I especially invite seasoned corporate marketers, PR pros, and 

professional marketing writers to weigh in with comments and feedback, and also with pointers to 

specific case studies they think serve as excellent examples of the finished product.  Feel free to drop me 

a line at the email address below.  

David Kamm 

Principal, iBeam Marketing Consulting Services, LLC 

david [at] ibeamconsulting.com 

 

 

 

Case Studies in the Overall Marketing/Sales Collateral Mix 
 

The customer case study can be a powerful element in any company's marketing collateral mix, and is 

particularly prevalent in companies and industry segments where a purchase commitment involves a 

significant element of risk.  In other words, people engaged in the buying process are looking for ‘social 

proof’ that the contemplated purchase makes sense (especially as judged by their peers), and the case 

study, as a marketing communications tool, is intended to convincingly and credibly deliver that proof. 

 

The customer case study is very common in B2B technology environments, since these purchase 

situations typically involve: 

 A relatively expensive and complex solution that can carry significant organizational risks 

and professional career risks if the implementation doesn't go well or deliver the expected 

benefits.  Remember the old phrase ‘You can't get fired for choosing IBM’?  That basically sums 

up at least some of the buyer concerns here. 
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 A general lack of complete trust in the claims made by corporate marketers, product marketers, 

etc., who create all of the product/service/solution collateral we see every day on vendor 

websites, in printed form, etc.  We marketers make lots of claims about features and benefits, 

but solution validation from a real customer carries far more weight. 

 A relatively complex and drawn-out buying cycle, with a need for different types of solution 

information at different stages of the cycle. 

The best and most credible B2B customer case studies involve direct permission to name the customer, 

describe the actual implementation in some detail, and quote an involved customer executive.  Unlike 

most product/solution marketing collateral, a case study effort is not completely under the control of 

the solution vendor's marketing team.  It typically requires sales team sponsorship and support, 

customer permission and involvement, and possibly also channel partner support.  These additional 

dynamics can make a high-quality case study much tougher to produce than the more common types of 

marketing collateral, such as data sheets, solution brochures, and white papers.   

 

A case study is usually also harder to produce than a customer-approved press release, since there's 

more depth and detail involved, and the knowledge and insights required to inform a well-written case 

study may reside within many people's heads. 

 

The customer case studies I typically see (and have written in the past) often follow a somewhat 

formulaic approach:  Background – Challenge – Solution Approach – Results/Benefits – Conclusion.  This 

outline is fine in general, unless the writing is sloppy and the piece devolves into a thinly-veiled 

marketing slick disguised as a real case study. 

 

With that intro, here are 20 tips and insights that I think will be helpful to other B2B marketers.  

 

 

Tips 1-7:  A Few Basics 

 

 

Tip #1 – Select the 'right' target accounts to approach 

 

Just as your company may choose to be picky about selling to specific target customers and clients, you 

may also want to be very selective when it comes to targeting a customer account for a case study 

marketing deliverable.  For example, do you want to develop a reputation for selling into small 'mom 

and pop' accounts, when in fact you'd rather prove that you can sell to and service a 'Fortune 500 class' 

customer?   

 

There's the rub:  it's often relatively easy to get small customers to agree to support your case studies, 

and more difficult or seemingly impossible to get the really big boys in your target segment(s) to grant 

permission and information access for these.  So, taking the path of least resistance, your marketing 
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team may produce a series of case studies that all fall into the 'small fry' category, which in turn may not 

help your sales team convince the larger strategic accounts to do business with you. 

 

Of course, if your business strategy is largely or wholly dependent on targeting smaller companies, then 

you are in luck when it comes to pursuing and securing case studies, as you should have an easier time 

with the effort.  You may still want to proactively focus on specific industry verticals, but at least the 

account size issue isn't a show-stopper for you. 

 

As a general statement (coming from a tech vendor background working with pretty large customers), 

I'd rather work 5x harder to secure one or two Fortune 500 class customer case studies, vs. having a diet 

that is exclusively focused on the little guys.  But again, this really depends on your company's target 

segment strategy.   

 

 

Tip #2 – Understand the permission chain 

 

Customer case studies, like customer-centric press releases, involve an approval process that can be 

multi-layered.  If your case study target is a small company or organization, you may be able to go 

straight to the top (e.g., president level) to secure permission, and everything (including other customer 

personnel) generally falls into line from there once you have the executive green light to proceed. 

 

In a large organization, you'll typically need a departmental head (e.g., MIS director) to sign on as a 

willing sponsor.  In most cases, this person knows your company, your solution, and your sales and 

support teams very well.  They will ideally act as your internal 'salesperson' and sponsor your case study 

effort forward if the solution is performing as expected.  Note that they may not be totally comfortable 

or well practiced in this advocacy role, so it's up to you to assist and coach them forward as needed.   

 

Then you'll need the customer's marketing communications or PR department to give you the nod.  This 

is trickier, as the people (or key individual) here have probably never heard of your company, and really 

have no vested interest in allowing you to incorporate their company name and image into a vendor 

case study.  In fact, their default stance may be one of suspicion, where a flat and cursory 'no way' may 

come flying back at you (often via your technical or departmental sponsor, who  was totally in your 

corner on this just yesterday.) 

 

Also, if you sold the solution via a channel partner – maybe a VAR or systems integrator – you will likely 

need their support as well.  And don't forget your own sales team.  The account manager may be totally 

supportive of your desire to do a case study with 'their' customer, or they may have good reasons for 

wanting to hold off.  So the typical permission chain for a large customer often looks like this: 

 

Your (the vendor's) sales team >> [channel partner] >> customer functional exec/manager >> 

customer marketing communications director or VP >> [customer Sr. VP/president/CEO/COO]  
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It's a sales and coordination process at every step, and it can take weeks or even months to get 

everyone in alignment and agreement to go forward. 

 

 

Tip #3 – Decide how much time to invest prior to requesting formal customer support 

 

I've seen at least two schools of thought on this topic, and they go something like this: 

 

a) Ask the customer at a very early stage if they would consider and/or support your desire to develop a 

case study based on their implementation of your solution.  The advantage of floating this trial balloon is 

that if the answer is an absolute 'No way!', and/or the company has a strict, 'non-negotiable' policy 

against allowing their vendors to do this, you will uncover this unfortunate roadblock early, without 

wasting your marketing team's precious time. 

 

The disadvantage of this approach is that you may still get some unspecific, semi-squishy negative 

feedback that isn't a firm 'no', but that puts a bit of a damper on the opportunity and sets the stage for a 

more definitive rejection later. 

 

And then there is... 

 

b) Prepare a detailed outline (minimally), or better still a decent initial draft of the case study to use as a 

talking point and sales tool when first approaching the customer for permission to proceed with the full-

blown effort.  The advantage here is you can better prove to the customer that you'll be delivering a 

quality piece that will reflect properly on their implementation, protect their brand, etc.  They'll 

hopefully see that you're not up to something suspect, and reward you with permission to proceed. 

 

The downside here is of course the up-front time involved, consuming marketing cycles before knowing 

you'll get what you want in the end.   

 

If your company's relationship with the account is very solid, or the customer is smaller and less formal, 

or you have many potential accounts to approach for case studies, you may be better off using the first 

approach (a). 

 

If you sense the customer may be a tough nut to crack, especially if their marketing people are an 

unknown quantity in this area, and/or if they are of significant strategic importance to you as a case 

study target, then the second approach (b) can be worth the extra up-front effort. 
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Tip #4 – Research the customer's history with respect to vendor-related marcomm 

 

One useful early-stage task is to research your target customer's activity with respect to other vendors' 

public announcements.  This can give you a sense for their willingness to 'go public' in the context of 

vendor-driven marcomm.  Most of this research will uncover vendor press release activity rather than 

case studies, but it may still be useful to discover any precedents that you can leverage with the 

company's marketing management.  (This research is usually more productive with large company 

targets.) 

 

The trick here is that you are not looking for press releases issued by your target company.  You are 

looking for evidence that another Vendor XYZ successfully issued their own press release that mentions 

your target company.  The theory is that if your target company will authorize a full-blown press release 

from another vendor, you should stand a fighting chance of getting their marketing approval for your 

case study effort.  

 

For example, suppose you want to know if any vendors have announced solution deployments with 

Boeing (obviously a very credible customer). Try a Google search on the phrases "today announced" 

"Boeing has selected" (both together, with the quote marks), and you'll see a handful of potentially 

useful hits.  These and similar text phrase snippets are very common in vendor press releases, and trying 

various combinations via web search is your best bet.    

 

Finding vendor PR activity in this way doesn't guarantee you'll be successful with your case study 

request, but at least it's a potentially useful indicator. 

 

 

Tip #5 – Make sure the customer understands the 'case study' vs. 'press release' distinction 

 

When approaching a customer to request their permission and participation in a case study effort, be 

sure to make it clear that your request does not automatically imply that you also intend to issue a 

formal press release on the topic.  While you may in fact want to also issue a press release on the topic 

at some point, this approach of separating the two topics/deliverables may be more acceptable to a 

skittish customer, resulting in quicker and simpler support for the case study. 

 

What's the difference to the customer?  A case study can be constrained to live its useful life simply as a 

web-based deliverable (PDF) and/or a print piece for sales usage, whereas a press release typically 

implies a formal communication via a wire service (e.g., Business Wire or PR Newswire ), thus potentially 

making the customer's marketing team more sensitive to the broad and very public exposure.  This is 

primarily a perception issue. 

 

Your technical/departmental advocate within the account may not completely understand or 

communicate this distinction accurately within the customer environment, so it's up to the solution 

vendor's marketing lead to clarify this point if needed to move the case study forward. 
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Of course, if you think you can nail down permission for both a case study and a formal press release all 

at once, definitely go for it.  But be clear about the differences and employ this separation strategy if 

needed. 

 

 

Tip #6 – Pick the right timing 

 

This aspect really just gets down to understanding the optimal timing for approaching the customer with 

a permission request for your proposed case study effort.  Your well-connected sales team/channel 

should be able to advise you on this, assuming they have their ears to the ground within the account.  

Things to be sensitive to include: 

 Is your solution fully working to the expectations of the customer?  Are there any major 

influencers or potential technical road-blockers that are unhappy with your solution and/or 

company at the moment?  Broach the case study topic only when things are working reasonably 

well, otherwise hold back until the timing is better. 

 Has there been a significant change in the customer's technical or departmental management 

recently (this includes their marketing department)?  How about within your account team?  

Account relationship strength and continuity can make all the difference when trying to secure 

customer cooperation on a case study.  And a new marketing contact / decision-maker at the 

target company can also change the situation in either direction. 

 Is the customer's marketing team especially bogged down at the moment – perhaps reacting to 

a crisis PR situation, swamped with a product launch, heavy trade show/conference schedule, 

etc.?  While their involvement in your case study efforts may in fact be minimal (aside from 

granting permission and later blessing the final draft), it's better to approach with the case study 

idea when they're not in overdrive on something else.  In general, this may translate into the 

quieter summer or year-end months as best times to engage. 

 

Tip #7 – Customer permission = shades of gray 

 

So, you've secured your ideal customer's blessing to do a case study on them.  Excellent!  Now what 

does that mean, exactly?  Here are some elements of 'yes' to consider more specifically:   

 Permission to use customer's company name in headline/title of the piece 

 Permission to use customer's official logo and official corporate images, such as photos of 

buildings, etc. 
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 Permission to create and use custom photographs of the solution installation (including 

before/after shots if applicable) 

 Permission to create and use custom photographs of system administrators or end users 

 Permission to include customer-approved quotes from customer executives 

 Permission to use customer-supplied diagrams, software screen-shots, etc. 

 Permission to use customer-supplied solution ROI data, analyses, etc.  

 Permission to develop and issue a related press release 

 

The goal of course is to get blanket permission on all of the above.  The reality is that you'll have to 

decide – probably on a case-by-case basis – how best to approach these various permission elements.  

Give way on anything you deem non-essential if it helps to overcome an objection and keep the ball 

moving forward.     

   

 

 

 

“A customer case study is a different class of marketing collateral, and so shouldn't 

read like your data sheets and solution brochures.  And any customer case study that 

includes quantifiable results is better than one that doesn't.”     
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Tips 8–14:  Content-Related Issues 

 

 

Tip #8 – Identify your sources 

 

Separate from understanding the permission chain, it's also important to understand and line up the 

information sources you'll need to flesh out the case study. 

 

Challenges here can include the passage of time, and personnel turnover either at the customer or at 

your company.  Suppose you decide that Customer A's deployment of your solution is worthy of a case 

study effort, since it's been in productive use now for over a year and has clearly paid off for the 

customer.  The customer's original recognition of a problem in need of your solution may have occurred 

a few years ago, and the purchase decision perhaps up to two years ago.   

 

Can you identify and engage the people who were originally involved during the problem recognition 

stage?  They'll be the ones who can best recall the pain points addressed, and the original purchase 

justification.  Interviewing them can uncover some useful insights that will help you build a case study 

that's built on more than just generic-sounding pain points as found in your other collateral pieces.  And 

remember that the people who are using, administering, and maintaining the system today may in fact 

not be the best sources for some or all of this information. 

 

As you might expect, your sales team is also an excellent resource for case study material, especially if 

there has been account continuity throughout the customer's buying and implementation cycles.  In 

particular, a systems or applications engineer, on-site tech support resource, or channel partner may 

hold key insights that will lead to a better case study deliverable. 

 

 

Tip #9 – Look for quantifiable ROI 

 

It probably goes without saying that any customer case study that includes quantifiable results is better 

than one that doesn't.  So, probe for this level of detail when developing the content.  Did your solution 

save the company X dollars over Y months or years?  Did it improve end-user productivity by Z percent?   

 

Did the customer have specific target ROI objectives prior to implementing your solution, and/or did 

your sales process promise a specific result or range of outcomes? 

 

Here's a set of possibilities to consider: 

 

a) The customer has specific quantifiable ROI results to report.  Great!  Now, will they agree to let you 

use these in your case study?  Maybe or maybe not, depending on their sensitivity to the perceived 

proprietary advantage your solution gave them. 
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b) The customer has 'raw data' that you can massage into some useful ROI metric(s), typically via a 

custom spreadsheet analysis.  This is certainly better than nothing, but be forewarned that making sense 

of the data, doing the analysis, and getting customer agreement on the numeric results will take extra 

time – sometimes a lot of it.  And, now you need someone on the marketing team who is comfortable 

performing this analytical aspect of the study. 

 

c) The customer is happy with your solution, feels it has been a success, etc., but can only offer general 

gut feelings about ROI.  This is, unfortunately, often the case, and can lead to more qualitative 

statements about solution value. 

 

If you are fortunate enough to have hard numbers to report, consider including them in a customer 

quote by a key executive.  Making ROI statements in the body of the case study is fine, of course, but 

having a customer executive 'verbalize' these results in your study may have even greater impact. 

 

 

Tip #10 – Control the 'vendor marketing-speak' 

 

As mentioned earlier, a customer case study is a different class of marketing collateral, and so shouldn't 

read like your data sheets and solution brochures.  Minimize the marketing jargon, and suppress the 

typical marcomm urges to throw in long-winded strings of superlative adjectives when describing the 

solution.  And while a customer case study shares certain elements with a customer press release 

(primarily regarding permissions and approvals), it shouldn't read like a glorified press release. 

 

 

Tip #11 – Make the customer look good   

 

A case study should be a win-win deliverable for you as the solution vendor, and for the customer who 

was smart enough to choose your offering from the set of competing alternatives.  In many situations, a 

vendor-written case study can even serve as a bit of positive PR for the customer. 

 

So, unless you have a very specific reason for doing so, do not portray the customer's situation prior to 

your solution in an extremely unflattering light.  While it's entirely possible that your solution turned a 

very bad situation around (e.g., a badly broken business process), nobody likes to be characterized as an 

idiot in need of saving (especially in public!), and that includes your customer.   

 

It's fine to describe the 'Before' situation as a significant pain point, but don't go too far down this path, 

else you'll find a customer that's no longer excited or willing to support the publication of your study.  

Do make your key points – but be diplomatic and respectful of the customer's challenges while you're 

doing so. 

 

Better still, frame the problem in the context of supporting a key business initiative or strategic 

imperative for the company, and tie the solution implementation back to that element.  Sure, your 
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customer had a vexing problem to solve, but they recognized it, took action via your solution, and 

helped move their organization down a strategically important path as a result.  Give credit where credit 

is due, and don't dwell too long on the 'problem' side of the story. 

 

Did a channel partner play a key role in the successful implementation of the solution?  If so, give credit 

here as well.  Aside from being the fair thing to do, this can only help to build loyalty to your solution 

within the channel partner's sales force.  It should motivate them to more actively promote and 

distribute your case study – giving you additional marketing and sales leverage at essentially zero 

incremental cost.   

 

 

Tip #12 – Leverage the customer's current marketing messages 

 

Review your customer's recent press releases, including their latest boilerplate text.  Also review key 

messages on their website's home page.  Are there any messages, value propositions, or initiatives that 

you can tie into your case study in some way?  The point is to try to find at least one or two things your 

customer is emphasizing today, and then weave these items into the case study either directly 

(preferred) or indirectly. 

 

Your technical and/or departmental supporters will hopefully pick up on this and reward your efforts 

here, but it's really the customer's marketing department that should pay the most attention to this.  

After all, it's their group that originated the copy you read in their press releases and website pages, and 

they should recognize and support your efforts to echo these messages in your deliverable. 

 

 

Tip #13 – Don't 'sugar-coat' the story too much 

 

Did your customer's implementation of your solution go flawlessly and perfectly according to schedule? 

I'm betting it didn't.  In fact, I'm betting that your sales and technical support teams got beat up at least 

once or twice along the way, and lost a little sleep during the project. 

 

One way to avoid producing a case study that looks like dressed-up marketing fluff is to include some of 

the real-world issues that the customer had to overcome during implementation.  There's no need to 

itemize every little glitch here, but – assuming the implementation was successful in the end – some 

content that speaks to implementation problems or challenges overcome along the way can add a great 

deal of credibility to the document.   

 

Maybe an issue that cropped up demanded a quick bug fix or feature tweak from your Engineering 

team.  Great, you're a responsive and nimble company!  Or maybe your tech support team had to work 

over a holiday weekend to help the customer solve a vexing and unanticipated implementation twist 

prior to going live first thing on a Monday morning.  Etc., Etc., ... you get the idea. 
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Companies and their marketing communicators are finding themselves increasingly rewarded for 

transparency these days, and quickly penalized and discredited (or simply ignored) for adding calorie-

free fluff to the ambient vendor noise.  A real-world customer case study provides an ideal vehicle for 

recognizing and leveraging this trend. 

 

Tip #14 – Don't forget about SEO  

Case studies offer good opportunities for including your company / solution key words and phrases in a 

way that appears reasonably natural to human readers, while also being friendly to Internet search 

engines.  Make sure you understand these target key words/phrases up front, and make deliberate 

efforts to work them into the text copy of the piece.  Just don’t go overboard in this area – you’ll risk 
polluting an otherwise very good deliverable.    

A quality case study often demands a reasonable time investment, and with a little extra effort along the 

way you can get some useful SEO value out of it.     

 

Tips 15-20:  Partnering with Sales, Etc.   

 

  

Tip #15 – Partner with your sales team  

 

Previous tips have identified the importance of the sales team (and channels, if applicable) in early 

stages of the B2B case study development cycle, but it's worth repeating:  proactively partnering with 

key members of your sales team to identify best case study prospects, help sell the concept to the 

customer, and provide helpful introductions for material development, will make a huge difference in 

your success/completion rate.     

 

For a variety of reasons, some members of your sales team will be more inclined to help than others. 

Spend the majority of your time with the most helpful and effective salespeople, but use the resulting 

finished deliverables to educate the rest of the sales team about the process and benefits of partnering 

on these studies. 

 

 

Tip #16 – Provide incentives to gain your sales team's support 

 

Sales team members typically do not wake up every morning wondering how they can help their 

marketing colleagues develop content, so sometimes incentives can help. 

 

The most obvious ‘incentive’ is simply to get proactive support from your senior sales leadership (up to 

and including your president and CEO, in some cases).  Getting your case study objective(s) on their 
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radar screens at weekly staff meetings, etc., can go a long way towards making sure the account teams 

are supporting your efforts via top-down pressure. 

 

Another approach that speaks to the heart of the commissioned salesperson is a financial incentive.  So 

here's a question... 

 

What's worth more to your company?  

 

a)  A $500,000 one-time deal closed by your best salesperson at a quality account 

 

b)  The same $500,000 deal, but also resulting in a compelling case study that your entire sales team can 

leverage for the next 3-5 years.  (Not to mention the related reputation and demand generation tactics 

your marketing team can employ as a direct result.) 

 

Would you pay the salesperson an incremental bonus to get 'b' above?  I'm betting most companies 

would.  So why not build this financial element into the sales team's compensation plan?  Regular sales 

commission when the deal closes or customer delivery/acceptance occurs; case study incentive bonus 

later, once the case study is successfully completed. 

 

 

Tip #17 – Build customer permissions into sales agreements 

 

In some industries it may also be possible to grease the skids for customer-related marcomm efforts 

directly in the sales contract language.  Something to the effect of the customer entity granting (or not 

unreasonably withholding) your company permission to mention them by name in customer-reviewed 

case studies (minimally), press releases (even better), etc. 

 

Granted, with some accounts this may be a tough sell during contract review, but at least by including it 

in writing from the start, you signal the importance of this element to your company, and make it a 

possible point of negotiation.   

 

Suppose your customer's contracts or procurement department objects to these permission statements.  

Might they acquiesce if it translates into an additional percentage point of discount on the 

procurement?  Or maybe they'll simply request a wording change that still effectively gives you what 

you want – a satisfactory level of up-front permission that paves the way for future case studies related 

to your solution's successful deployment. 

 

“A case study should be a win-win deliverable for you as the solution vendor, and for 

the customer who was smart enough to choose your offering from the set of competing 

alternatives.” 
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Tip #18 – Leverage the piece once it's finished 

 

Most small-to-medium B2B marketing departments are not blessed with an endless stream of quality 

content; hence the need to leverage the best of what's produced across multiple forms, deliverables, 

and channels.  Just as software designers like to reuse blocks of code that are proven performers, so too 

can marketing teams leverage key content elements, including case studies.  

 

A good case study offers potential in a number of dimensions: 

 As a key sub-section in a related technology white paper 

 As the foundation for a formal 'customer win' press release 

 As a stand-alone demand generation piece for marketing campaigns (email, PPC ads, etc.) 

 As a PR approach angle for trade media attention and coverage 

 As the foundation for a contributed/bylined article in a trade publication or blog 

 As a content piece for social media marketing efforts (blog posts, Twitter feeds, etc.) 

 

Be sure to challenge yourself and your marketing staff to think outside the box a bit, beyond the case 

study as a stand-alone deliverable.  But also be careful not to overdo it on a single customer scenario, or 

your core audience may tire of seeing the same basic story over and over again in different packaging. 

 

 

Tip #19 – Realize that time can be your friend.  Or your enemy. 

 

This is really related to Tip #6 on timing.  If you get denied at first when approaching a potential 

customer on a case study, don't necessarily write them off as a lost cause forever.  Time can change 

many things within a customer environment.  Your company may become increasingly viewed as a 

strategic supplier, and/or you may develop deeper or higher-level executive relationships over time that 

may help set the stage for a renewed case study effort. 

 

On the other hand, once the customer does grant you authorized permission to develop the case study, 

the best advice is to charge straight ahead and get the thing done before something crops up that may 

jeopardize or delay the effort.  Customers can and do change their minds on these things, and you 

probably don't want to play too much hardball here if it's going to risk the overall account relationship 

(and revenue stream) that is the vendor’s primary objective. 
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Tip #20 – Be patient, and be prepared for Plan B (or C) 

 

Any time you combine a relatively complex solution with a dynamic customer environment, you're likely 

to run into issues that can slow down or even completely derail a customer case study effort.  Things can 

happen when you're 10% into the case study project, or at the 90% mark, or three days after your team 

has completed what you think is the 'final final' PDF of the piece. 

 

Some issues will simply slow you down – for example, a key customer contact becoming temporarily 

unavailable or unresponsive, or a key personnel change on your sales team.  It's critical at these points 

for the marketing team to try to find ways to keep some forward momentum on the piece, staying on 

the customer's radar screen with polite status checks, educating new account team leads about the case 

study effort, etc. 

 

In the worst scenario, a once-supportive customer environment will change somehow – typically 

completely outside your control – into one that is no longer willing to lend their company's brand and 

resources to your efforts.  Is all lost in this case?  Not necessarily.   

 

Your marketing and sales teams may decide that a genericized version of this case study – company 

name and personnel names withheld – is still valuable in the end.  This is never as good as having the 

customer name fully attached to the study, but it may be better than nothing. 

 

Another option is to leverage the customer application components of the case study into generic 

application notes.  There's no real expectation to have customer-specific content or names in this class 

of collateral, yet the application description, supporting diagrams, etc., should come across as very real-

world (since they are!). 

 

And, it's still also possible to pull the core of the case study (possibly condensed) into a related white 

paper.  Since the case study then becomes a sub-element of a larger overall piece, you may still be OK 

with a study that doesn't identify the actual customer. 

 

So, all is not lost if you find yourself well down a case study path, only to find yourself in a holding 

pattern or facing a new 'permission denied' stance from the customer.  In the latter situation, you may 

even be able to go back to the customer in time (Tip #19), show them the generic version of the case 

study based on their deployment, and ask again for their OK to now include them by name in an 

updated and 'upgraded' study that is what you were originally shooting for. 

 

The point is that things change once there's a customer standing between you and a finished marketing 

deliverable.  You need to be able to adapt to the environment and look for new openings where doors 

appear to be closed. 
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Final Thoughts 

 

The B2B case study is a class of marketing collateral that seems to be overly simplified at times, resulting 

in well-intended initial efforts that end up stalled indefinitely, or worse, poorly executed with a weak 

deliverable that is of little help to the target buyer.  Of course, I've also seen really good case studies 

that are a credit to the marketing and sales teams that produced them. 

 

Hopefully these insights and tips have been worthwhile for many, and I thank those who took the time 

to read through them all.   

As mentioned earlier, feel free to send me your thoughts at:  david [at] ibeamconsulting.com. 

 

About iBeam Marketing Consulting Services, LLC 

 

iBeam is a Michigan-based marketing consultancy with an overall emphasis on companies in business-

to-business (B2B) and technology market segments.  iBeam consultants serve as supporting members 

for existing in-house marketing teams, foundational elements for high-technology companies ramping 

up or expanding their marketing functions, and marketing advisors to executive management. 

Corporate executives are being challenged to do more with limited personnel and budget resources; and 

to work smarter, not just harder, to achieve revenue growth and related business goals.  So whether 

your challenge is related to sales pipeline development and overall demand generation, awareness and 

reputation enhancement, or some combination of marketing issues, iBeam is here to help.   

Visit us online at www.ibeamconsulting.com 
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