
How to Write Case Studies That 
Convert Browsers into Buyers
A practical webinar for aging in place professionals who want to turn their best client 
successes into powerful marketing tools.

The Client Success Story Formula

Turn Results Into Revenue

Case Studies That Sell

Build Trust and Win More Clients



Why This Webinar Matters
Many aging in place professionals have satisfied clients, successful projects, and meaningful outcomes. The problem is that most of those stories never 
get turned into powerful marketing assets.

What a Well-Written Case Study Does

Helps potential clients see themselves in the story

Demonstrates your expertise and builds trust

Answers objections before they arise

Shows the real-world results you deliver

What You'll Walk Away With

A simple framework for creating compelling case studies that attract 
prospects and help convert website visitors into paying clients. You do not 
need to be a professional writer — you simply need to know what 
information to collect and how to present it.

By the end of this session, you'll have a repeatable system for turning your 
best client successes into some of your most powerful marketing tools.



What If You Don't Have Clients?
Many people hear "write case studies" and immediately think:

"I don't have clients, so I don't have case studies."

Not true.

There are at least 3 ways to create credibility-building case studies before you have 
paying clients.

Portfolio Building1.

Case Study Toolbox2.

Before and After Mockup3.



1. Portfolio Building
What It Is:
Create examples of your work before you have paying clients. This could include home assessments, safety audits, mock projects, or family situations 
you've helped with.

Why It Works:
It demonstrates your expertise and gives prospects something tangible to review.

✅ Action Step:
Identify one room in your own home or the home of a friend and/or relative, and create a simple aging-in-place assessment with photos and 
recommendations.



2. Case Study Toolbox
What It Is:
A collection of different ways to create case studies, including hypothetical scenarios, family stories, volunteer projects, and educational examples.

Why It Works:
You don't have to wait for paying clients to start building credibility.

✅ Action Step:
Make a list of three stories or situations you could turn into a case study this month.  You could use hypothetical situations such as…
    a) What I Would Recommend for an 82-Year-Old Widow Living Alone After Two Falls 
    b) Create a folder called "Success Stories" and begin collecting ideas, photos, notes, and examples that could become future case studies.
    c) Another idea is to reference a news story (local is best but if there are none, go national) and the summarize the story, give your thoughts on it.  

Examples:

"This is exactly the kind of situation I help families think through before a crisis forces their hand."

or

"What struck me about Lula's story is that nobody called for help until after she fell. My job is to help families get ahead of that moment."



3. Before and After Mockup
What It Is:
A demonstration showing conditions before improvements and the results after recommendations are implemented.

Why It Works:
People understand visual transformation much faster than written explanations.

✅ Action Step:
Take a "before" photo of a room and create a simple "after" version showing how you would improve safety, accessibility, or independence.

a) You can take a photograph of your own bathroom (or a friend or relative) - then put that photograph into ChatGPT and ask it to add whatever features 
you would add to make it safe for seniors.  Disclose that you are using an AI generated image of what the bathroom could look like after you did your 
"magic."



Introduction: Why Most Marketing Gets Ignored

The Core Problem

People are skeptical of advertising

Consumers trust stories more than claims

Features tell, stories sell

Testimonials alone are not enough

Case studies bridge the gap between testimonials and sales 
conversations

Which Would You Rather Read?

Marketing Statement: "We help seniors remain safely in their 
homes." 

Case Study Headline: "How an 82-Year-Old Widow Avoided 
Moving to Assisted Living Through Three Simple Home 
Modifications" 

The second version creates curiosity, empathy, and a desire to learn more.



Bonus For You
I know that creating, working with a case study takes some practice and some paperwork so I went ahead (with the help of Claude.ai) and created a 
Workbook for you to download and use.

I hope you find it useful.  

You can download your Free 19 page AIPD Case Study Workbook (in PDF format) here.

https://aipdinsiders.com/wp-content/uploads/2026/06/aipd-case-study-workbook.pdf

https://aipdinsiders.com/wp-content/uploads/2026/06/aipd-case-study-workbook.pdf


Section 1: Why Case Studies Work So Well
Case studies answer the questions every prospect has before they decide to hire you.

1

Have you helped someone like me?

2

Can I trust you?

3

What results can I expect?

4

Is this worth the investment?

The Psychology Behind Case Studies

People buy certainty. Case studies provide exactly that through four 
powerful mechanisms:

Social Proof Emotional Connection

Evidence Risk Reduction

The Mindset Shift

Stop thinking: "I need to tell people what I do."

Start thinking: "I need to show people what happens when I help."

An occupational therapist can explain transfer techniques all day. But a 
story about helping a husband safely assist his wife after a stroke is far 
more memorable — and far more persuasive.



Section 2: The 7-Part Case Study Framework

Client
Who the story is about

Problem
Core challenge faced

Assessment
Analysis of situation

Solution
Approach 

implemented

This proven structure guides your reader through a complete story, from the client's initial situation all the way to the transformative outcome. Each part 
plays a specific role in building trust and demonstrating your value.

Part 1: The Client

Describe who they were in enough detail that your ideal prospect can see 
themselves in the story. You don't need to use real names — a first name 
or role is enough.

Include:

Age range

Living situation

Main concern or goal

Example

"Mary, an 81-year-old widow living alone, wanted to remain in her home 
but had experienced two falls in six months."

In just two sentences, the reader knows exactly who this story is about, 
and whether it applies to their own situation.



Part 2: The Problem
What challenge was the client facing? This section creates immediate relevance for your 
reader. If they recognize the problem, they'll keep reading.

Fall Risk

Unstable surfaces, poor lighting, or mobility limitations creating dangerous 
conditions at home.

Caregiver Burnout

Family members stretched thin trying to provide care without proper training or 
support.

Accessibility Issues

Bathrooms, entryways, or kitchens that no longer accommodate the client's 
changing needs.

Dementia-Related Concerns

Safety challenges and behavioral changes that require specialized environmental 
modifications.



Part 3: The Consequences

What would happen if nothing changed? This is often the most powerful section of your entire case study. It creates urgency and emotional resonance by 
making the stakes clear.

⚠️ Increased Injury Risk

Another fall could mean hospitalization, surgery, or permanent 
disability.

🏠 Loss of Independence

Without intervention, the client may lose the ability to live on their own 
terms.

😰 Family Stress

Loved ones carry the emotional and logistical burden of an unsafe 
situation.

🏥 Assisted Living

A potential move that the client desperately wants to avoid, and often 
can, with the right help.

 The consequences section is where your reader feels the weight of inaction. Don't skip it or soften it — this is what motivates people to reach 
out.



Part 4: The Assessment

What did you discover when you evaluated the situation? This section establishes your expertise and shows the depth of your professional process.

What to Cover

1 Home Evaluation Findings

What specific hazards or barriers did you identify during your 
walkthrough?

2 Safety Concerns

Which areas of the home posed the greatest risk to the client's 
wellbeing?

3 Root Causes

What underlying factors were contributing to the problem beyond 
the obvious symptoms?

Why This Section Matters

The assessment section demonstrates that you don't just show up and 
install grab bars. You conduct a thorough, professional evaluation that 
uncovers issues the client and family may not have noticed.

This is where your training, credentials, and methodology shine through, 
without you having to brag about them directly.

 Readers see your expertise in action, not just in claims.



Part 5: The Solution

What recommendations did you make, and what was implemented? This section shows your problem-solving approach and the range of tools in your 
professional toolkit.

Grab Bars & Handrails

Strategically placed support structures in bathrooms, hallways, and 
stairways to prevent falls and support mobility.

Lighting Upgrades

Motion-activated and improved ambient lighting to reduce nighttime fall 
risk and improve visibility throughout the home.

Smart Technology

Voice-activated devices, medical alert systems, and remote monitoring 
tools that support independence and safety.

Caregiver Training

Education and hands-on guidance for family members on safe transfer 
techniques, daily routines, and emergency protocols.



Part 6: The Results

This is where many professionals fall short. Vague outcomes don't build trust, specific, measurable results do.

❌ What NOT to Write

"The client was happy."

"The family felt better about the situation."

"Things improved significantly."

✅ What to Write Instead

"The client reported feeling confident using the bathroom independently 
and had no falls during the following 12 months."

"The family reduced caregiver visits from daily to twice weekly, saving 
approximately $800 per month."

Time-Based Results

How long did improvements last? What 
changed over 3, 6, or 12 months?

Financial Results

Did the client avoid costly assisted living? 
Save on caregiver hours?

Quality of Life Results

Increased confidence, independence, 
reduced anxiety, improved family 
relationships.



Part 7: The Lesson

What should the reader take away from this story? The lesson transforms your case study from a one-time anecdote into a universal insight that applies 
to many potential clients.

"Many homeowners wait until after a serious fall before making modifications. Early intervention often provides the best outcomes — and costs far 
less than emergency care or a move to assisted living."

What a Good Lesson Does

Reinforces the value of proactive action

Positions you as a trusted advisor, not just a vendor

Gives the reader a reason to act now rather than wait

Connects the individual story to a broader truth

Keep It Simple

The lesson should be one to three sentences. It's the takeaway your 
reader will remember long after they've finished reading. Think of it as the 
moral of the story.



Section 3: Creating Case Studies From Existing Clients
You probably already have case study material sitting in your files right now. The key is knowing where to look and how to gather the right information.

Where to Look

01

Successful Projects

Completed assessments where the client achieved their goals

02

Memorable Clients

Stories that stuck with you because of the impact you made

03

Unique Situations

Complex cases that showcased your problem-solving skills

04

Before-and-After Transformations

Clear, visible changes in the client's safety or independence

Information Gathering Template

Ask these five questions to unlock any case study:

What was happening before we worked together?1.

What concerns existed at the time?2.

What recommendations were implemented?3.

What changed afterward?4.

What surprised the client most?5.

Handling the Permission Question

"What if I don't have permission?" This is the most common concern — 
and it's easy to solve:

Obtain written consent from the client

Remove identifying details and use first names only

Create anonymous case studies with composite details



Section 4: Writing Headlines People Actually Click
Most case study titles are boring — and boring titles don't get read. Your headline is the single most important line you'll write.

❌ Titles That Get Ignored

Bathroom Modification Project

Home Safety Assessment Example

Client Success Story #4

✅ Titles That Get Clicked

How One Family Reduced Fall Risks Without Remodeling the Entire 
Home

How a Daughter Helped Her Mom Stay Independent After a Hip 
Fracture

The Three Changes That Helped This Couple Avoid Assisted Living

The Simple Headline Formula

How [Client Type] Achieved [Desired Outcome] Without [Major Obstacle]

Examples in Action

How a Senior Couple Improved Bathroom Safety Without a Major 
Renovation

How One Family Reduced Caregiver Stress Without Hiring Full-Time 
Help

How an 80-Year-Old Man Stayed in His Home Without Moving to 
Assisted Living



Section 5: Where to Use Case Studies for Maximum Impact
Most businesses hide their case studies on a single page that nobody visits. Instead, place them throughout your entire marketing ecosystem.

Your Website

Home page — lead with your 
best story

Service pages — match stories 
to services

About page — show your track 
record

Blog posts — expand into full 
articles

Email Marketing

Include client success stories 
regularly in your newsletter. Stories 
outperform promotional emails in 
open rates and click-throughs every 
time.

LinkedIn

Turn one case study into multiple 
posts. Share the headline, the 
problem, the result, and the lesson 
as separate posts over several 
weeks.

Speaking & Referrals

Use case studies in presentations 
and referral partner meetings. A 
relevant success story is the most 
persuasive thing you can share.

Content Repurposing Strategy: One case study can become a blog article, video, LinkedIn post, newsletter article, presentation example, and 
multiple social media posts. Write it once, use it everywhere. 

Do This Next: Select one completed project from the past six months. Commit to turning it into a case study within the next week.



Common Mistakes to Avoid
Mistake #1: Talking About Yourself Too 
Much

The Wrong Approach

"Our team of certified professionals 
conducted a comprehensive 
assessment using our proprietary 
methodology developed over 15 years of 
industry experience..."

The Right Approach

The client is the hero of every case study. 
You are the guide who helped them 
succeed. Keep the spotlight on their 
journey, their challenges, and their 
transformation.

Ask yourself: "Is this sentence about me, 
or about my client?" If it's about you, 
rewrite it.



Mistake #2: Being Too Technical

Focus on Outcomes, Not Jargon

Your professional vocabulary is impressive to colleagues, but it can 
alienate the very clients you're trying to reach. Write for the adult child 
researching options for their aging parent, not for a peer reviewer.

 Avoid: "We implemented a comprehensive ADL assessment 
and recommended bilateral grab bar installation with a 42-inch 
height specification." 

 Better: "After evaluating how Mary moved through her 
bathroom, we installed support bars that made it safe for her to 
get in and out of the shower on her own." 

The Plain Language Test

Read your case study aloud. If you stumble over a phrase or feel like you 
need to explain a term, simplify it. Your goal is clarity, not credibility 
through complexity.

Replace clinical terms with everyday language

Explain what you did in terms of what it meant for the client

Use short sentences and simple words



Mistake #3: Skipping the Emotional Impact

People remember feelings long after they've forgotten facts. If your case study reads like a project report, it won't move anyone to action.

"When Mary called to tell us she'd been living independently for a full year without a single fall, she was in tears. So were we."

Emotions That Drive Decisions

Fear of Loss Hope for Independence

Relief from Worry Pride in Dignity

How to Capture Emotion

Ask your clients how they felt, not just what changed. The emotional truth 
of a story is what makes it stick.

"How did you feel before we started working together?"

"What was the moment you realized things had changed?"

"What does it mean to you to still be living at home?"



Mistake #4: Not Including Measurable Results

Numbers build credibility. When you quantify outcomes, your case study transforms from a nice story into compelling evidence.

12
Months Fall-Free

After implementing recommended modifications

$800
Monthly Savings

Reduced caregiver visits from daily to twice weekly

3
Simple Changes

That helped a couple avoid assisted living entirely

2wks
To Completion

From assessment to fully implemented modifications

Where to find your numbers: Follow-up calls, client surveys, family feedback, before-and-after comparisons, time saved, costs avoided, and 
duration of positive outcomes.



Mistake #5: Writing Only One Case Study

One case study is a start. But a library of case studies is a marketing engine. Different stories appeal to different audiences, and your prospects are not all 
the same.

The Adult Child

Researching options for an aging parent from a distance. They need 
reassurance and proof that you understand family dynamics.

The Senior Homeowner

Fiercely independent and resistant to change. They need to see stories 
of people like them who maintained their dignity and autonomy.

The Caregiver Spouse

Exhausted and worried. They need to see that help is available and 
that things can genuinely get better.

The Referral Partner

A physician, social worker, or discharge planner. They need 
professional credibility and evidence of outcomes they can stand 
behind.

 Aim to build a portfolio of 5–10 case studies that represent different client types, situations, and outcomes. Each one opens a door to a 
different segment of your market.



The Simple Case Study Formula
Use this one-page framework every time you sit down to write a new case study. Follow the flow from top to bottom and you'll never stare at a blank page 
again.

Client

Who were they? Age, living situation, main concern.

Problem

What challenge were they facing? Fall risk, accessibility, caregiver stress.

Consequences

What would happen if nothing changed? Make the stakes real.

Assessment

What did you discover? Home evaluation findings and root causes.

Solution

What recommendations were made and implemented?

Results

What specifically changed? Use numbers and timeframes.

Lesson Learned

What universal truth does this story reveal for future clients?



Closing and Wrap-Up

🧠 Stories Over Claims

People trust stories more than marketing 
claims — always.

🛡️ Reduce Fear

Case studies reduce fear and build 
confidence in potential clients.

📁 You Already Have Material

Every successful client project contains a 
potential case study.

✍️ A Simple Structure

The 7-part framework makes writing easier and more consistent.

♻️ Repurpose Everything

One case study can become multiple marketing assets across every 
channel.

Your Final Action Step — Do This Today

Identify one successful client from your history

Outline the seven sections for their story

Write a rough first draft — imperfect is fine

Publish it within the next two weeks

A Final Word of Encouragement

You don't need dozens of case studies to see results. One well-written 
story that demonstrates a meaningful outcome can often generate 
more trust than dozens of promotional messages.

Every client success story you fail to document is a marketing asset that 
disappears forever. Start today.

Suggested Follow-Up Webinars

How to Turn One Case Study Into 20 Pieces of Content

Using AI to Write Better Client Success Stories

Video Case Studies: The Fastest Way to Build Trust

How to Collect Testimonials That Actually Help You Sell

Storytelling for Aging in Place Professionals


