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Executive Summary 

Real estate is a crowded space. With nearly 1.1 million Realtors® and 150,000 residential 

builders1 competing for a limited pool of potential clients, setting yourself apart is the 

difference between getting a continual stream of new leads, and just getting by. 

In the early years of online marketing, featuring short client testimonials on your website 

was enough to demonstrate credibility. Now, using testimonials and reviews in marketing 

is ubiquitous. Moreover, fraudulent, paid review writing is on the rise. “Blurb” 

testimonials no longer carry the weight they once did. 

If traditional short testimonial has ceased to be highly effective, how can real estate 

professionals foster trust with their inbound marketing? 

To fully leverage the power of client praise, you need a different approach to presenting 

these success stories: the in-depth customer case study. Case studies take the power of 

client testimonial and create a credible, compelling marketing tool that engages and 

entertains potential clients, while positioning you as the best professional to help these 

prospects meet their real estate goals. 

This guide will address the problems of short testimonial, explore case studies and their 

success in both B2B and B2C marketing, and outline the steps for turning your client 

success stories into a powerful marketing message.  

Intended audience: This white paper will be useful and informative for Realtors®, 

Builders, Architects, Designers, and other professionals for whom reputation-based 

marketing is essential.  

 !

                                                
 
1 2012 U.S. Census Bureau statistic.  
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The Testimonial Dilemma 

In the early days of online marketing, savvy real estate professionals leveraged the power 

of testimonial by showcasing client praise prominently on their websites. However, as 

both marketers and the consumer public have become savvy to online marketing strategy, 

a strange thing has happened to the time-honored customer testimonial: the marketing 

value in short testimonials has taken a beating.   

Potential clients have reason to be suspicious. As reported in the 2015 study Fake It Till 

You Make It: Reputation, Competition, and Yelp Review Fraud conducted by researchers 

at Harvard Business School and Boston University, as many as one in five supposedly 

consumer-generated reviews may be fraudulent. This may take the form of purchasing 

five-star reviews, or paid submission of damaging reviews regarding a competitor. Yelp 

reports that up to 16% of reviews are blocked by the company’s filtering algorithm 

because of suspected fraud.  

The impact of fraudulent reviews is clear: according to the study, 75% of polled 

consumers believe companies lie about their products or business. If you can’t trust 

online reviews and testimonials, even legitimate client praise loses credibility.  

Short testimonials have other shortcomings as well. Featuring a number of testimonials 

on your site, for example, may show potential leads you’ve had a lot of work; however, 

in many cases testimonials are too short to give any real perspective on what it’s like to 

work with you. Generalized praise such as “it was such a pleasure to work with you,” or 

“Our new kitchen is beautiful, thank you!” may be lovely words, but they fail to convey 

the experience of working through a long-term project with your business.  

Similarly, many testimonials feature obscured client names (for instance, attributing the 

testimonial to “Candice D.” or simply listing the town in which the clients reside). These 

tactics may make your past clients more comfortable, but do little to add credibility to 

your practice. The best use of client praise is upfront, featuring their real name and town, 

and giving real details and meaty, direct quotes about the service you provided. Let’s take 

a look at the customer case study, and how an in-depth, narrative piece about an 

exemplary customer experience can eliminate scepticism and truly convey credibility.  



  
 

4 

Client Case Studies: A Better Way to Build Trust 

Marketing your real estate business presents challenges unique among the sales 

professions. It’s a noisy space, with every Realtor and builder in town trying to get the 

attention of a few prospects. As you’ve no doubt learned, sending prospects another 

football schedule magnet isn’t an effective way to get noticed in that crowd. 

Potential clients need to see real-world examples of success in order to trust your services. 

This “social proof” allows prospects to envision the process of finding or building their 

own home. Herein lies the magic of the customer case study.  

Unlike a short testimonial that often reads as generalized “kudos” for your business, the 

customer case study takes one amazing client experience, and turns it into a compelling 

story that allows leads to experience the business process in the first person. It also 

provides transparency by presenting a real-life problem and solution with an actual client, 

and promotes your business without ever pitching your services directly. Case studies 

allow your happy client to do the selling for you.  

Selling with stories is not a new concept. Advertisers have been building stories into their 

marketing practice since the early days of print and radio. However, consumer interest in 

receiving valuable, informative content has exploded over the past decade. Accordingly, 

marketers—and B2B marketers in particular— have continually increased their content 

marketing offering in an effort to generate more (and better) leads.  
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Why Market like a B2B?  

Customer case studies and other forms of content marketing have become the gold 

standard for businesses that sell expensive or complex products and services. B2Bs 

heavily rely upon content marketing pieces such as case studies, white papers, blogs, and 

other informational sales content. At first, this may seem not to apply to B2C 

professionals such as Realtors® and builders, but let’s take a closer look. 

B2Bs know that content marketing is one of the most successful ways to generate trust 

and convert leads. Of more than 5,000 respondents to the B2B Content Marketing 2015 

Benchmarks, Budgets, and Trends – North America marketing survey conducted by the 

Content Marketing Institute and MarketingProfs, 86% of marketers indicated they 

employ content marketing as part of their strategy. Of these, 77% use case studies and 

other content marketing methods to sell large, complex, or expensive products and 

services to their prospects.  

What does this have to do with a B2C consulting role such as a Realtor or builder? 

Because of the expensive and specialized nature of residential real estate, it turns out your 

practice has much in common with its B2B counterparts.  

♦ Buying, selling, or building a home is one of the most complicated and expensive 

investments consumers will make, and also the most time-consuming. According 

to the NAR, the average homebuyer looks at ten properties during their home 

search, followed by a closing process taking between one and two months. The 

builder relationship lasts even longer, with years between the initial design 

meeting and the conclusion of the builder’s warranty period. Marketing your real 

estate expertise accordingly helps clients see you as a solid partner for the long 

haul. 

♦ While referral is still the top way clients find an agent and builder, many still 

conduct independent research before selecting a provider. For example, the 

National Association of Realtors® (NAR) reports that over 30% of homebuyers 

and sellers conduct an interview process involving two or more Realtors® before 

listing a property. When competing with other providers offering near-identical 
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services and rates, offering engaging content can help differentiate you from the 

crowd.  

♦ B2B marketers rate content marketing high on their list of priorities, with over 

77% featuring informative articles and case studies as part of their lead generation 

and nurturing efforts. Content marketing ranks equal to in-person events as a 

marketing method, and falls in the top-ten category for marketing practices of 

B2B firms. For real estate professionals, integrating informative content into your 

marketing strategy should rank equally with your in-person activities such as 

showings, model tours, networking events, etc.  

With this understanding of content marketing—and the impact it can have on your 

business—let’s take a closer look at one of the most influential pieces of content 

marketing, the customer case study. 

The Anatomy of a Case Study 

While case studies share many qualities with short testimonial, their development and 

presentation sets them apart in a number of ways. In essence, a case study is an in-depth 

exploration of a single client’s successful relationship with a professional or a business, 

presented to help a new lead make a purchasing decision without the pressure of a sales 

brochure or a direct pitch. It uses narrative elements that allow the reader to vicariously 

experience the success story of your featured customer, which will motivate them to 

select your services over that of a competitor.  

A case study is typically one to three-pages, depending on the complexity of the case.  It 

begins by introducing the “Featured Customer,” a real-life client or clients who have used 

your services and agreed to be interviewed for marketing purposes. The story describes 

the client’s selection of a service provider, takes the reader through their purchasing 

process, and ends with their positive outcome. The article features direct quotes from the 

client, underscoring the narrative through each segment of the success story.  

For a real estate client, the journey from the first meeting to the closing table should 

illustrate how working with you as their Realtor® or builder made their search and closing 

process run smoothly, taking care to demonstrate how your expertise prevented or 
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mitigated issues along the way. It should then also demonstrate the result of that smooth 

process—the improvement in a client’s life that comes with moving into the perfect home 

or enjoying the result of a home remodel. A case study effectively demonstrates your 

capabilities, while hitting the right emotional notes to motivate leads to sign with you.  

The Development Process 

Case study development takes a time and planning, but the general process getting a case 

study from first interview to final draft is generally as follows:  

Identify– Use buyer personas (discussed later in this section) identify clients to 
feature in your studies.  

Confirm– Approach potential clients for inclusion in a case study.  

Interview – Talk with your case study clients about their story: their needs, the 
solution, and the positive experience of working with you.  

Draft– Develop a case study using narrative elements, edit and polish.  

Approve – Receive permission from your clients to publish the case study as 
written.  

Publish – Congratulations! Use your case studies as part of your overall 
marketing strategy. 

 

  Development Workflow For Case Studies 
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Crafting Your Case Study Plan 

Before you begin contacting clients to vouch for you, it pays to give some thought to the 

goals of your marketing plan. Crafting and executing a thoughtful marketing plan is key 

to getting exactly the clients you want. 

One common question: “How many case studies do I need?”  

The answer: It depends. 

Above all, each case study you feature should represent a segment of your business. If 

you provide more than one type of service, plan to feature at least one case study per 

business offering, depending on the types of services you provide. 

For Realtors, featuring a buyer story, listing story, and niche services stories (such as 

relocations, rentals, new construction, or first time buyer representation) ensures adequate 

coverage of your major service lines. For builders, feature client stories for custom homes 

additions, and major remodelling projects. Many marketers opt to feature multiple studies 

for their most important revenue streams, updating with new stories quarterly, or 

according to a set schedule.  

Every client who visits your site should be able to “find themselves” somewhere in your 

content. To achieve this goal, give some thought to the types of clients you currently 

serve (or want to attract). For case studies, featuring a customer that reflects each 

“persona” you’re targeting maximizes the chances of a successfully converting a prospect 

into a client.  

Step One: Identify your Target Audience 

Not familiar with buyer personas? Don’t let the concept scare you. With a little 

forethought into the types of clients you hope to attract, you’ll be able to define your 

target buyers, and craft a marketing message well suited to each.  

Asking a handful of basic questions about each type of client you serve (or want to serve) 

can help you understand how you should craft your case studies and other content 

marketing efforts.  
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Questions to Ask (One Profile for Each Product or Service) 

♦ Who is your client (age, job title, career level)?  

♦ What is their family and daily life like?  

♦ What are their biggest headaches, and how can you solve them?  

♦ What are their goals (for their home, career, future)?  

♦ How do they make their decisions? 

♦ What objections do they have to the service you offer?  

 

Step Two: Find Your Best Stories 

Once you’ve completed the above analysis, determining the best client stories for each 

persona is an easy task. A few may even jump to mind while you’re working on profiles. 

Remember, the best client stories aren’t necessarily your most recent or oldest clients, or 

in some cases even your biggest (although big-name clients don’t hurt!) Your case study 

relies first and foremost on a compelling story—one where you meet and exceed your 

client’s needs, solve their problems, and save the day.  

 
Your ideal client will love your work, and will be enthusiastic to share the experience. 

Look for stories where the client: 

♦ Was facing a tight deadline you were able to meet. 

♦ Had an unusual requirement or special circumstances for which you found a 

solution. 

♦ Needed help after other providers had fallen short. 

♦ Had a tight budget that you could accommodate with smart project planning. 

Nothing punches up a story like a little real-life drama, so think about clients where you 

went above and beyond to deliver a superior experience, use that “win” to create even 

more success down the road. 

Try to find a few stories that would work for each persona you’ve identified, and 

approach those clients to find out if they would sit for a case study. Identifying two or 
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three clients in each area ensures that you’ll still be covered if one client isn’t interested, 

or doesn’t have the time at present to be interviewed. 

Step Three: Approach Your Potential Featured Client 

 Asking for praise can seem a little awkward, especially if it’s been a few months 

(or more) since you concluded business with your client. The good news is, most clients 

are happy to help promote companies and individuals with whom they’ve had a great 

experience. Keep the request friendly and casual, and make the request over the phone if 

you can. Break the ice by finding out how your client is faring in their new home or area, 

and broach the subject of a case study interview.  

 

Try this Approach 

To broach the subject of an interview, try the following: 

“It sounds like you’re really happy with things! That’s great news. Actually, this 

is one of the reasons for my call today. We are expanding our marketing by 

featuring client stories on our site. We really enjoyed working to help you reach 

your goal. Would you be interested in sitting for a short interview about your 

experience?”  

 

If they seem amenable, explain in brief detail how the development process works, and 

set a time for your interview. If you will use a professional writer to develop your case 

studies, ask permission to pass along the information so that your writer may contact 

them to set things up.  

 !
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Step Four: Interview  

Once you have your featured clients lined up, it’s time to interview! Interviews for a case 

study shouldn’t take more than an hour depending on the type of transaction you helped 

the client complete. Prepare for your call by drafting yourself a few notes about the 

project from your recollection. Frame your questions to follow the “narrative arc,” the 

anticipated progression from problem to solution found in all great storytelling.  

 
Craft your questions to ensure you have great quotes for every stage of the study, from 

initial discussion of the client’s needs, all the way through their experience and final 

outcome.  

 

♦ When did you realize it was time to make a change? 

♦ What factors did you consider when you were choosing a provider?  

♦ Did you run into any obstacles/issues during the process?  

♦ What is your favorite part of your new space (or the experience)? 

♦ Was there any part of the process you felt could be improved? 

♦ What would you say to a close friend about the process?   
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Inevitably, the best question of the whole interview occurs to you after you hang up the 

phone. Once you’ve completed your interview(s), be sure to ask for permission to follow 

up. This way, if you have any questions during your writing process, you can contact 

them by email to get anything you need. Assure the client that you’ll be in touch to secure 

their approval once the study is complete, and thank them for their valuable time.  

 

Get it on Tape 

Few people have a perfect memory. To get the most out of your interview, ask 

permission to record the call with your client. This makes getting salient quotes and 

details easy, and reduces the amount of follow-up you’ll have to do once the call is over.  

 

Step Five: Draft and Develop 

Depending on what facts and quotes the interview yields, your case study should be 

between one and four pages (between 400-1,600 words depending on complexity of the 

service you provided). For Realtors, one to two-page studies of buyers, listings, or niche 

stories keep things informative and light. For more complex transactions, such as 

building or designing a home, a longer case study will give readers the full experience, 

from initial design drafts through the warranty period.  

Craft your study according to the narrative progression above, sprinkling in your best 

quotes where they will flow best within the story. Quotes are essentially your client’s 

dialogue, giving your readers direct access to client praise while painting the picture for 

them with an attractive, feature-style piece.  

 

Can I Edit Quotes? 

You can edit quotes to make them flow better or improve the presentation. The most 

important part is that the quote retains the spirit of what the client was saying during their 

interview.  
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Once you’ve written a rough draft, take some time away from the piece before editing. 

Coming back to the case study with fresh eyes after a few days will allow you to think of 

any last-minute additions, and catch any issues before they end up in the final copy. It’s a 

good idea to have some trusted readers look over your work and give you comments if 

possible.  

Step Six: Approve and Publish the Study 

Once the development and editing process is complete, it’s time to get authorization from 

to use the study. Send your polished version to the client. Ask them to read over your 

study, include any comments or changes they’d like to make, or give approval for their 

comments to be published on your website and in your print materials. An official release 

form isn’t strictly necessary, so long as you have written consent to use the materials as 

they are presented. If your client has any questions or issues with the study, take the time 

to address their concerns and make adjustments as necessary.  

When you’ve received authorization, it’s time to publish! In addition to featuring your 

case studies prominently on your website, you can use them elsewhere in your marketing. 

  

Case Study Marketing 

♦ Include in listing packages, promotional packages, and proposals.  

♦ Offer as free collateral for open houses, model tours, and in-person events.  

♦ Include in direct mailings to target areas, or as part of an e-mail lead-nurturing 

campaign.  

 !
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The Benefits of a Professional Case Study Writer 

Hiring a professional to assist with developing and writing your case studies can ensure 

you get the best possible results from your efforts, while leaving you free to tend to other 

revenue-generating activities. Hiring a third party to develop your case studies has some 

distinct advantages.  

 

♦ Expertise – You’re the best at what you do. Hiring a professional writer means 

you’ll benefit from the talent and experience of a writer who specializes in your 

industry. They can deliver the type of copy that converts leads and closes deals. 

But great copywriters don’t just write: you’ll have access to a great partner for 

brainstorming, a seasoned interviewer. Your writer will use their specialized skills 

to create a narrative that fully showcases your business. 

 

♦ Candor – Talking directly to a client about what a great job you did can seem a 

little awkward (for both of you!) Hiring a professional case study writer to 

conduct interviews and write your study can help clients open up about their 

experience, both positive and negative. Not only will your writer be able to steer 

the conversation to get the most out of the interview, they can address issues with 

the study by providing a necessary layer between the client and the company. The 

result is a more candid, more compelling story, crafted by a writer who excels at 

writing a “reported” story.  

 

♦ Time – If you can’t make more hours in the day, make the best of the hours you 

have. Hiring a professional to write your case studies and other content marketing 

pieces means you can attend to other pressing business needs. A professional case 

study writer can alleviate the time crunch by developing new content, conducting 

interviews, drafting, and getting the necessary approvals to publish the study. 

 !
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