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M
STUDY #1

#

Add a descriptive title and takeaway that conveys the main message.*

* All observations in these pages apply to all case studies 

but have only been pointed out once to avoid redundancy.

Good story overall, but be careful of flow.  The issues described in 

paragraphs 2 and 3 should come before Katalyst is introduced in 

paragraph 1 as the team called on to solve those issues.

The description of the solution at the bottom should come before the 

results of that solution (which are currently in the second section).

Quantify the results as much as possible, similar to the first bullet 

about no interruptions for the first 6 months (e.g., reduced the number 

of phishing attempts by x%, lowered service desk tickets by half, etc.).
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Avoid capitalizing general terminology (“Email Security Solution”) 

unless it’s the formal name of a product/service.

Double-check for typos, grammar, etc.  In these two examples, 

business’ should be business’s (add possessive “s”), and handoff

should be hand off (action verb rather than noun form).
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M
STUDY #2

#

The “problem” of the customer’s business growth is vague, and 

therefore the reason for interviewing technology consultants is also 

vague.  Need to provide a strong setup so that it’s very clear why 

Katalyst came on board and how it solved the customer’s problem.

There’s a disconnect between the title (disaster recovery), opening line 

(business is booming), perceived problem (tech challenges with rapid 

growth), and solution (disaster recovery site wasn’t part of the original 

project).  The storyline needs to be more cohesive.

“After three short weeks, the project was…documentation was…the 

customer was…” – use active voice instead of passive voice as much 

as possible to simplify sentence structure and make the language 

more powerful.  Sample rewrite:

“After three short weeks, the teams thoroughly documented the 

project’s successful completion and Katalyst trained the customer on 

its innovative new technology.”

“Once the customer began to build a relationship with Katalyst 

engineers…” – avoid unnecessary filler language that doesn’t advance 

the story/message.
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M
STUDY #3

#

Quantitative results here would be particularly compelling if available 

(e.g., productivity metrics, how much time saved, etc.).

“It was a common practice that lawyers asked…” – no reason for past 

tense here.  Sample rewrite:

“Lawyers are commonly asked to find relevant cases that apply directly 

to the ones they’re working.  Typical turnaround time is less than a 

day, which can lead to late hours for IT staff (especially for last-minute 

requests).”

The graphics are on-brand, but double-check that there’s proper 

spacing around them (this example shows an overlap with the text).

The storyline could be more cohesive.  It’s not clear how their situation 

ties to the new platform until the very end – i.e., what do the case 

study work and quick turnarounds have to do with backup solutions.  

Also consider providing slightly more detail about the law firm’s size, 

field, or other specs that may be relevant to prospects reading this.
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Use all caps sparingly as this makes paragraph-sized text harder to read.
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M
OTHER STUDIES:  GENERAL OBSERVATIONS

#

Simplify the language significantly.  The study’s 

Flesch-Kincaid readability score is 19.5.  This score 

translates to grade level, with 6.0 to 8.9 (6th to 8th 

grade) being the best-practice range for reader-

friendliness among a wider variety of audiences.
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Specific results should all go at the end, and bullets 

would make them easier to feature/read.  The $900k 

in savings is a strong, quantifiable metric that can be 

called out either in a graphic and/or as part of a 

takeaway statement below the title at the top. Also, 

use consistent point of view (3rd person is preferable 

over 1st person for case studies).
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Except for the logo on the page, there’s no mention 

of Katalyst at all.  The study reads as though the 

client did everything itself.  Need to integrate 

Katalyst and be clear about its role in the project.  

Also, keep an eye on voice, which departs from your 

other studies in certain places (keep it consistent).
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