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INTRODUCTION

As the market grows and
customers turn to different
sources to gain knowledge
about the industry, there is no
doubt that many manufacturers
struggle with how to market their
products effectively. Traditional
methods like tradeshows and
newsletters are still very much
the norm, and marketers should
continue these methods.
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As buyer trends shift more
towards digital, it’s time for
manufacturers to not just dip
their toes into the digital world,
but to dive in and embrace
a digitally-driven marketing
strategy that will distinguish
them from the competition.

“THE MANUFACTURING
INDUSTRY ACCOUNTS
FOR

12.5%

OF TOTAL UNITED STATES GROSS
DOMESTIC PRODUCT.”

SOURCE: ECONOMIC POLICY INSTITUTE

The manufacturing industry is
one of the largest and fastest
growing industries worldwide,
bringing in $2.1 trillion to the
U.S. – 12.5% of total U.S. gross
domestic product (Economic
Policy Institute). The industry
has seen major changes in the
past few decades. Globalization
has increased competition
worldwide, and the industry
is greatly pressured to create
products faster, cheaper and of
better quality.

1
SECTION

B2B BUYER’S
JOURNEY
B2B BUYERS ARE ALREADY

57%

OF THE WAY DOWN THE PATH TO A
DECISION BEFORE THEY PERFORM
AN ACTION ON YOUR SITE.

SOURCE: THINK WITH GOOGLE

MANUFACTURER’S
GUIDE TO DIGITAL
MARKETING

3

BUYER’S JOURNEY 1.1

PATH TO PURCHASE
The rapidly changing B2B marketplace
should serve as a wake-up call for those in
the B2B manufacturing industry. In the past
few years, we have seen a shift in how B2B
buying decisions happen, who the decision
makers are, and where these decision
makers are getting their information.
Since the advent of the advertising
industry, marketers have fed information
to customers who have made buying
decisions based on this information. It was
a linear path - people saw an ad, they were
interested in the product, they went to the
store and bought it. What’s changed – now,
customers are finding information on their
own. It is now the marketer’s job to pull
that audience in by creating a personalized
experience that resonates with their
potential customers. The path to purchase
is no longer linear, rather it’s a collection
of moments that influence a customer to
purchase your product.

94

There’s no question that everyone is online
these days, including B2B audiences. In fact,
94% of B2B buyers conduct some kind of
online research during the buying process,
and 84% of B2B marketers use social media
in some form. Customers are educated,
informed, and looking for vendors who
understand their pain points and know
about the industry.
Customers are already 57% on the way to
a decision before performing an action on
a website. Customers are being influenced
from many different touch-points, whether
it’s through your website, social media,
mobile campaigns, or traditional marketing
methods. That makes it important for
manufacturing marketers to reach their
audience through a variety of methods well
before the audience reaches out to them.

%
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OF B2B BUYERS CONDUCT
SOME KIND OF ONLINE
RESEARCH DURING THE
BUYING PROCESS

2
SECTION

DEFINING YOUR
AUDIENCE
DON’T WAIT FOR YOUR IDEAL CUSTOMERS
TO FIND YOU. FIND THEM AND ELIMINATE
WASTE IN YOUR MARKETING BUDGET.
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DEFINING YOUR AUDIENCE 2.1

GET INSIGHT INTO AUDIENCES

Manufacturers know the importance of data - they’ve
been collecting and analyzing machine data for
decades. In manufacturing, data is used to improve
process, production and distribution - so it makes
sense to use and analyze data on the marketing side of
manufacturing as well. Good data allows marketers to
identify accounts with similar needs and tailor a specific
strategy to follow, which
makes reaching customers
that much easier.

[
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2/3 OF ENGAGED DATA-DRIVEN

MARKETERS ARE SEEING NEW CUSTOMERS
AS A RESULT OF DATA-DRIVEN INITIATES.

How does this work?
Getting deeper insight
into an audience provides
the marketer with more
relevant information.
Relevant information about the audience helps create a
marketing strategy that speaks to the specific audience
and delivers the information to the customer whenever
and wherever they need it. Reaching a bigger and more
relevant audience will ultimately result in better sales.
In fact, two-thirds of engaged data-driven marketers
have seen new customers as a result of data-driven
initiatives.

SOURCE: FORBES

[

DEFINING YOUR AUDIENCE 2.2

DATA DRIVEN MARKETING
To get to a point of deeper insight into
an audience, a marketer first needs to
collect data from various sources. One
set of data, such as customer data, is
good, but it doesn’t always tell the whole
story. Overlapping that data with web
analytics data, social media data, or
third party data and then analyzing and
organizing it, gives a clearer picture of
who audiences are and who a company
should be targeting.
Not every company has the insight to
analyze their own data. The truth is, 66%
of marketers are overwhelmed by the
volume of marketing data that’s available
for analysis. This highlights the great
importance of a well organized customer
relationship management (CRM) system
to help identify roles, share information,
and build a knowledge base around
current and prospective customers. A
CRM system can also help track client
behavior at the transactional level and
segment customers so marketers can
better target them, and measure results.
To truly understand an audience, it is
useful for a marketer to create audience
personas to help identify what is most
important to the prospect and address it
within tactics and messaging.

QUESTIONS TO ASK
WHEN DEVELOPING
A PERSONA
1. What’s important
to this group of
individuals?
2. What do they want
to change?
3. Is there anything
impeding this change?
4. What are their pain
points and stressors?
5. What is their
personality?
6. What is a typical
day like?
7. What kind of content
do they desire?
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3
SECTION
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SEARCH ENGINE
OPTIMIZATION
93%
OF ONLINE EXPERIENCES
BEGIN WITH A SEARCH ENGINE.
SOURCE: IMFORZA

SEARCH ENGINE OPTIMIZATION 3.1

SEO CONTINUES
TO EVOLVE
Internet searches bring more people to company websites than all other digital
channels combined. Search engine optimization (SEO) continues to evolve as
search engine standards become stricter. To understand SEO, there needs to be
an understanding of how search engines work. Search engines like Google and
Bing use complex, proprietary algorithms to determine which websites are most
relevant to the words that users type into a search box. While there are many
components to these algorithms, three of the most important are keywords,
content and links:

Keywords:
To show up in a search result, a
website must contain the words
that users are looking for within
it. These are called keywords, and
optimization involves
targeting the most effective and
relevant keywords for a business.

Content:
Search engines also consider the
context of keywords to determine
a page’s relevance, so it’s essential
to incorporate keywords into
content that provide value to
customers. Providing good, detailed
descriptions of products and
services a company offers, along
with how-to articles, FAQs and
industry glossaries, puts keywords
into context and can help boost SEO
rankings. Newer content often gets
search engine priority, so up-todate content is important.

Link:
High-quality content can also
generate links from other sites,
which are important for SEO
because search engines consider
links an endorsement of a site’s
value.

MANUFACTURER’S
GUIDE TO DIGITAL
MARKETING

9

SEARCH ENGINE OPTIMIZATION 3.2

MOBILE OPTIMIZATION
It’s official, smartphones have taken over. In 2015, Google
announced that mobile searches now exceed desktop searches
on their search engine. Businesses that are not mobile-friendly
are not just behind the times, but are also hurting their SEO
rankings - the Google algorithm favors websites that provide a
mobile-friendly experience. In addition, the majority of mobile
users who don’t want to fuss with an unoptimized site will simply
double back and search for something more user-friendly. What
makes a mobile website “friendly”? Below are a few tips for a
mobile-friendly website:

MAKE YOUR WEBSITE RESPONSIVE:
The first step is to make sure your website opens and is easily
readable on a smartphone. If a person has to “pinch and grab”
to make it big enough to see, it is probably not mobile friendly
or responsive. The solution is responsive design: a method for
designing websites so they adapt to the user’s device. Responsive
design is user friendly on both ends - fonts adjust, graphics resize
and page elements move to make information easier to find on
the consumer end, and there’s no need to design a separate site
on the company end.

Optimize for Local Search:
At the same time you’re implementing responsive design, make
sure to include location-specific keywords in your SEO and PPC
campaigns, as well as optimize company information - especially
contact information - on social media and directories.

Optimize Marketing Campaigns for Mobile:
Your mobile-ready website will act as a hub for your other
marketing activities, so it’s
important to ensure a consistent
experience no matter how a
customer interacts with you.
Email, paid search campaigns
and display ads should all be
mobile-optimized to provide
potential customers with the
best and most user-friendly
experience.
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NEARLY 2/3 OF AMERICANS ARE
SMARTPHONE OWNERS.
SOURCE: PEW RESEARCH CENTER

4
SECTION

LEAD
GENERATION
THE BIGGEST CHALLENGE B2B MARKETERS
FACE IN REGARDS TO LEAD GENERATION IS
GENERATING HIGH-QUALITY LEADS.
SOURCE: B2B TECHNOLOGY MARKETING COMMUNITY
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LEAD GENERATION 4.1

CONTENT MARKETING
Based on current trends in the B2B market, companies need to
focus more on bringing customers to them. Content marketing is
a key strategy in helping create real, long-lasting relationships with
leads. Content can be used to nurture customers in every step of
their path to purchase: from building awareness of the brand to
improving visibility and creating loyalty.
Many B2B marketers have begun to embrace content marketing
as part of their overall marketing plan because great content
builds trust and keeps prospects engaged. When they are ready
to buy, the content will be top of mind. Investing resources into
creating content builds a thriving customer base in the long haul.
Quality content is more than just good writing. The content on
websites, blogs, social media and emails need to be relevant and
engaging to both potential clients, as well as the search engines
to capture all prospects. Content encompasses everything from
written, visual, and video. The type of content companies should
produce will depend on audiences. The fact of the matter is that
88% of B2B marketers are using content marketing, and those
who aren’t using it to their full advantage will fall short with the
competition.
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CONTENT
MARKETING
GENERATES

3X

MORE
LEADS THAN
TRADITIONAL
MARKETING
BUT COSTS

62%
LESS

SOURCE: DEMAND METRIC

WRITTEN CONTENT

LEAD GENERATION 4.2
There is a lot of value put on visual and video content these
days, but written content is still a valuable part of any marketing
strategy. It is especially beneficial in the B2B and manufacturing
environment, where there is a demand for good content but the
supply is still relatively low. Businesses that blog often see a huge
return on investment for a relatively small effort. There are many
benefits to blogging:

An Increase in Website Traffic:
Companies that blog 15 or more times per month get five times
more traffic than companies that don’t blog at all.

SEO BOOSTS:
Blogging provides a website with recently updated, keyword
optimized content.

Thought Leadership:
The more high-quality, high-value content a company produces,
the higher authority the company will earn within the industry.

Social Sharing Opportunities:
Social sharing helps build a company’s credibility and drives brand
awareness. The more people see a company’s name, the more
they will recognize it, which makes that company top of mind
when it comes time to making a buying decision.

WHAT SHOULD MANUFACTURERS WRITE ABOUT?
•

•

Become a resource for news in the

Choose a particular region of

manufacturing industry, including

manufacturing to write about or

new regulations, advancements

a specific area of the industry,

and industry trends.

like green or supply chain
manufacturing.

Highlight new products that have
been created and write about how

•

•

•

Start discussions with other

they benefit the industry or how

companies or people in the

they will make customers’ lives

industry to get viewpoints on the

easier.

kind of content they are looking

Write about how the
manufacturing industry is changing
and predict how the industry could
change in years to come.

for or provide a forum for them to
discuss interesting topics.
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LEAD GENERATION 4.2

HIGH-VALUE
CONTENT
Content marketing comes in many forms, but it’s important to
supplement high-quality blogs with high-value and long-form
content like ebooks, white papers and case studies. The value of
long form content is two-fold.
First, long-form content ranks better in SEO. A study conducted
involving more than 20,000 keywords showed that the average
content length of each of the top 10 results of those keywords
was more than 2,000 words. The Google Webmasters Central Blog
even suggests that the current algorithm helps users find in-depth
articles on their searches.
In addition to the SEO rankings, long-form content builds a
company’s authority on a subject, which can help influence
customers. While it’s true that attention spans are short in the
digital age, when customers are online, they are either searching
for valuable information about the industry, or for companies
to work with those knowledgeable in the field. Manufacturing
companies can capitalize on this opportunity by creating content
that is valuable to the audience and to provide it when they are
searching for it. One caveat to writing long-form content: they
are NOT product pitches. They should be purely informational
and educational. It is considered bad form to self-promote
within them, and more than bad form - no one will want to read
it. Looking to create a piece of high-value content? Here is a
description of the three most popular types:

White Paper:

A white paper is a persuasive, authoritative,
in-depth report on a specific topic that presents a problem
and provides a solution. It is more often utilized by the B2B
environment, is usually more formal and discusses complex and
detailed subjects.

EBook: White papers are better suited for the B2B market,
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where as an ebook’s shorter written content, more visuals and a
conversational tone make it more appealing to a B2C audience.

Case Studies:

Case studies can be utilized for both B2B and B2C.
They are a great way to highlight how valuable your products or
services are by showcasing how you’ve helped a client.

LEAD GENERATION 4.3

VISUAL CONTENT
As content becomes more global, and
as the popularity of image-centric
social networks rise, photos are
becoming a universal language that can
communicate to every audience. Using
images in marketing is essential on
a biological level: 90% of information
transmitted to the brain is visual
and marketers can use this to their
engagement-boosting advantage.
Within content itself, articles with
images get 94% more total views.
65% of humans are visual learners.
Looking at some of the fastest-growing
social networks, ie Pinterest, Instagram,
Snapchat, Tumblr; it’s easy to see that
the way people are consuming content
is drastically changing, and the value
of visual content will only continue
to increase in the near future. While
visual content is often considered B2C
collateral, B2B companies are also
jumping on the visual bandwagon and
wooing their customers with dynamic
images. Here are some ways to
capitalize on this trend:

Images:

Digestible bits of information,
coupled with a related image is a great

way to catch short attention spans
of most audiences. It’s Important to
distribute high quality images. It’s well
worth investing in an image resource
website like iStock, Getty Images or
Thinkstock. To make images unique,
there are many options for free or lowcost photo editing software like Canva
or Pixlr.

Videos: Creating videos to post along
with content can greatly enhance a
content marketing strategy: posts
with videos receive nearly 300%
more inbound links. How-to videos,
demonstrations and testimonials often
resonate well with audiences.

Infographics: One of the leading
forms of visual content on the web,
infographics, are an excellent way to
drive traffic to a website. Infographics
often take information in text-heavy
articles and fit it into a visual graphic.
They are easily sharable, which often
helps SEO. For infographics to be
truly impactful, they need to be well
designed. Infogram and Venngage
provide user friendly options for
creating great infographics.
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LEAD GENERATION 4.4

E-MAIL
MARKETING
The future of email marketing is a heavily debated topic in the digital marketing community.
The truth is, email marketing is far from dead, especially in the B2B, and specifically, the
manufacturing community. In fact, email marketing is stronger than ever and expected to
grow. Email marketing has evolved and is often an important and effective compliment to a
digital marketing strategy and should be in your marketing toolbox.
Email can serve as the mortar that holds all the parts of a digital strategy together. It allows a
one-time transaction with a website visitor to turn into potential customers and encourages
customer retention. Email was ranked by marketers as one of the most effective strategies to
raise awareness, acquisition, conversion and retention as long as is it is used correctly. Here
are some tips on how to improve email marketing strategies:

Build Your List:
•

Start by inviting people to join the email list by offering something of value, such as a
special offer for subscribers or access to exclusive content.

•

Put subscription links on the most popular web pages and invite social media followers to
sign up.

•

Keep registration as simple as possible.

•

Comply with the CAN-SPAM act and make sure to get consent from recipients and provide
an opt-out option.

Engaging Subscribers:
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•

Send e-newsletters on a consistent basis with valuable content to keep readers engaged.

•

Use the e-newsletter as a way to introduce new products or services, or offer sales
promotions.

•

Offer quality information, and keep emails 80% informative and 20% promotional. The
information can be repurposed from past blogs, whitepapers and e-books that have been
created.

•

Target emails towards specific audiences based on data research, then take it one step
further and personalize emails to capture the recipients’ attention.

MAXIMIZE CLICK-THROUGH RATES
•

Keep emails clean and easily readable, with bold text to highlight relevant information.

•

Continue providing free offers to customers to keep them reading.

LEAD GENERATION 4.4

SOCIAL MEDIA
MARKETING
Social media has greatly evolved in the past decade, and many companies have
capitalized on the benefits of the immediate reach at their fingertips. While
social media has long been a platform for B2C, there are many benefits for B2B
businesses to utilize social media as well. In fact, cultivating business relationships
on social media could be a key to success in the manufacturing industry. What
social networks work best for B2B?

LinkedIn:
Undoubtedly the king of B2B, LinkedIn is a necessity
for marketers in the manufacturing industry. Creating a
business page and participating in online conversations
increases brand visibility, but the true value is in the
connections. In fact, 80% of social media B2B leads are
generated through LinkedIn.

YouTube:
YouTube is quite the moldable network, because
people turn to it for many different reasons. With more
than a billion users, people often look to YouTube to
learn something new, which makes it a perfect platform
to post how-to videos, product feature videos, product
training, or other educational content.

Twitter and Facebook:
While these networks aren’t usually what companies
think of in the B2B world, Twitter and Facebook are two
of the biggest networks. Manufacturers should consider
these networks for their brand awareness value.

THERE ARE

2.3

BILLION
SOCIAL MEDIA USERS
IN THE WORLD
THAT’S

31%
OF THE WORLD’S
POPULATION
SOURCE: WE ARE SOCIALS
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ANALYTICS AND
REPORTING
MEASURING THE CONTRIBUTION THAT
A MARKETING PROGRAM HAS ON REVENUE
AND PROFITS IS THE HOLY GRAIL OF
MARKETING MEASUREMENT.

SOURCE: MARKETO

ANALYTICS AND REPORTING 5.1

MEASURING YOUR
EFFORTS
Once a strategy is developed, an audience is defined, and all the right lead
generation tactics are in place, it’s important for manufacturing marketers to be
able to prove the value of their efforts. While analytics tools lend great insight into
the performance of content, success depends on what the goals of the strategy
are. Goals need to be set in advance and then tracked throughout the life of
a campaign. Here are some tactics manufacturing marketers should consider
measuring:

Site Traffic and Sources:
Of the most obvious metrics to measure, a marketer should not only track the
traffic, but the source of the traffic: organic search, direct traffic, social media, email
or referral traffic. This will give marketers an idea of what strategy is working best.

Average Time on Page:
This number will show if visitors are consuming the content for the appropriate
length of time and helps show if content is relevant to the audience.

Bounce Rate:
Going hand-in-hand with average time on page, the bounce rate shows if someone
jumps on the site, then leaves without looking at other pages on the site; an
indication that content might need work.

Conversion Rate:
This measures the effectiveness of email campaigns by showing how many
recipients took an action, and what sources are converting to leads.

Number of Leads:
Every form that is filled on a company’s website should be tracked. The more
information that is collected through the forms, the easier it is to segment leads so
marketers know where to focus their attention.
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READY TO GET
STARTED?
We are marketing strategists who deliver critical
business insights and stellar campaigns that drive
results. At Advance 360, our results are real. Connect
with us to find out what we can do for your business.

www.advance360.com
INFO@ADVANCE360.COM
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