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Industrial Marketing Playbook
Introduction

Industrial marketing for reaching an audience of engineers, technical professionals and 
industrial buyers is different from consumer marketing or even general business-to-business 
(B2B) marketing.

Of course, your industrial prospects and customers are people too. Effective marketing boils 
down to engaging with people and nurturing those relationships. Companies sell to people 
and not to other businesses.

However, marketing strategies and tactics used to reach an industrial audience are 
different. That is what makes industrial marketing unique and challenging.

Tiecas has created this Industrial Marketing Playbook to provide you bite-sized, actionable 
ideas to help you score more wins for both sales and marketing.

This playbook is not about marketing theories, it is based on our accumulated experience 
and expertise in marketing to your engineering, technical and industrial customers.

We hope you find this playbook useful in diagramming and mapping out your own plays 
for generating more high-quality leads, increasing sales and growing revenues.
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Industrial Marketing Playbook
State of industrial marketing today

The Internet has permanently changed how manufacturers market and more importantly, 
how industrial buyers interact with you.

Outbound marketing tactics such as direct mail, telemarketing and trade journal ads that 
were so effective in generating sales leads, have become ineffective because industrial 
buyers are finding ways to tune out these interruptive marketing messages both 
behaviorally and technologically.

Even though, the industrial buy cycle has not changed, the Internet has changed the way 
engineering, technical and industrial professionals look for information now. 

46% of industrial professionals spend 6+ hours/week online for work related purposes (Source: 
2010 GlobalSpec Economic Outlook Survey). This shift in buyer behavior requires you to 
adjust your industrial marketing strategies and tactics to reach your technical audience.

The industrial buyer is now in control and will only interact with your salespeople on their 
preferred schedule and often towards the tail end of their buying cycle.

Your online industrial marketing strategies and tactics must adjust to this new reality. 
Marketing content must now closely match the interests of your audience, their role in the 
decision-making process and where they are on the buying cycle.

46% of industrial 
professionals spend 6+ 
hours/week online for 
work related purposes 
(Source: 2010 GlobalSpec 

Economic Outlook Survey)
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Industrial Marketing Playbook
Understanding the industrial buy cycle

Without a clear understanding of the stages in an industrial buy cycle, it is difficult to align 
your marketing content with your customer’s decision-making process.

According to Frost & Sullivan, there are four stages in the industrial buy cycle. They are:
1. Needs Awareness 2. Research 3. Consideration & Comparison 4. Procurement

>> Variety of content is the key in the early stages of the 
industrial buy cycle

Keys to success
• Get found early and often
• Offer relevant content
• Offer a variety of content
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Industrial Marketing Playbook
Making a strong case for inbound marketing

The term inbound marketing refers to marketing tactics that focus on helping your 
prospects and customers find and contact you as opposed to interruptive outbound 
marketing such as telemarketing, direct mail, radio and TV advertisements. 

These days, industrial and technical buyers start their search online and go much deeper 
into their decision-making cycle using the Internet. So it would make a lot of sense to make 
content marketing a priority to attract these people to your site. 

>> Inbound marketing fills the top of the sales funnel with a 
large quantity of high-quality leads.

What will inbound content marketing do for you?

Thriving in today’s content-driven online marketing world, demands that you think like a 
publisher. That’s the battle cry among content marketers.

As an industrial marketer, you need to take inbound content marketing up a notch by 
persuading your readers to take action in order to raise your return on investment (ROI), 
usually measured by the number of high-quality sales leads generated, increase in sales and 
growth in revenues.

Making customer-centric content a cornerstone of your inbound marketing will nurture 
and move your prospects along their buying cycle in a logical manner while helping them 
make a more informed decision.

As a result, you will generate more high-quality leads and drive sales at a lower cost while 
building a larger base of loyal customers. 

Inbound marketing 
fills the top of the 
sales funnel with a 
large quantity of high-
quality leads.
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Industrial Marketing Playbook
Your Website is the online face of your company

Today’s technical buyers and engineers expect suppliers to have a substantial online 
presence with a Website packed with relevant content in a variety of formats and easily 
searchable.

5 keys of Web design for attracting engineers and industrial professionals

Here are five lessons we have learned from our years of designing industrial Websites:
1. Save them time – most engineers, especially design engineers are already 

overloaded with work. Anything you can do to help them find the right information 
quicker will score big with engineers.

2. Familiarity does not breed contempt – it is tempting to get fancy with design bells 
and whistles to make your Website stand out. Don’t! Engineers are creatures of 
habit.

3. Features are the benefits – the first thing an engineer wants to know is do your 
products, parts and components meet his/her design specifications and standards? 
Don’t try to embellish features with wordy benefits. For example, simply state 
“Manufactured to ASME Code standards, designed to handle up to 300 psig and 
415°F.”

4. Sample kits and CAD drawings – offer engineering kits with a full range of 
standard values with free refills to help electronics design engineers evaluate their 
prototypes without having to go to multiple sources. Design wins lead to production 
volume orders. For other engineering disciplines and architects, create an online 
library of detailed CAD drawings.

5. Path of least resistance – engineers are taught to find the path of least resistance. 
They tend to be very loyal and there is built-in inertia to change or try something 
new. Make their entire sales experience easy, both before and after and you 
probably will have a lifetime customer. 

Engineers are looking 
for solutions tailored 
to their specific needs. 
They prefer access 
to “live experts” on 
technical questions. 
When these engineers 
visit a website, they 
want a mechanism by 
which they can ask 
technical questions 
and expect a response 
live online or by e-mail 
within 24 hours of 
submitting a question. 
Source: AIChE’s survey 
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Industrial Marketing Playbook
As an industrial marketer, your Website must:

• Save the engineer time and energy from having to go to multiple sources for parts 
and components

• Provide easy to find technical information that is complete, preferably with pricing 
information

• Supply engineering kits and CAD drawings to assist in designed-in process and 
evaluation

• Provide access to knowledgeable peers within your organization
• State quality standards and industry certifications clearly

Don’t just stop at lead generation, use your redesigned Website to move your visitors 
deeper into the conversation and help your sales team convert more opportunities.

Download our free guide, Step-by-Step Guide to Website (re)Design where you will find 
more useful tips and a systematic approach to turning your Website into a lead-generating 
machine for driving sales.
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Industrial Marketing Playbook
Capturing leads on your Website

A landing page in online marketing refers to a page on your site that visitors first see (land) 
after clicking on a link from another page on your site or from an email campaign. Traffic 

to your landing page can come from other sources such as clicks from search 
engines (SEO), pay-per-click (PPC) campaigns and social media sharing.

Successful lead generation depends on many factors but the landing page is 
where your site traffic and email clicks convert into qualified prospects and 
leads. A poorly designed (layout and content) landing page can kill your lead 
conversion rate.

The sole purpose of a landing page is to convert those clicks into contacts 
in your marketing database. The visitor provides his/her name and email 
address in exchange for something valuable. In B2B and industrial marketing 
that is usually an offer of free content like a white paper, industry report or 
signing up for an eNewsletter.

>> A landing page is the key to capturing leads from 
your lead generation campaigns.

Traffic and clicks are people who’ve only raised their hands to indicate they 
are interested. It is up to your landing page to reinforce the value of the offer and convince 
visitors to part with their precious contact information.
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Industrial Marketing Playbook
Lead nurturing is a must for better lead generation

Here’s the shocking reality of B2B lead generation – 79% of marketing leads never convert 
into sales opportunities. (Source: Marketing Sherpa/KnowledgeStorm). B2B marketing and 
lead generation experts point to a lack of lead nurturing as the primary cause of this poor 
performance.

It is a fact of life that the bulk of your site visitors and/or conversions from landing pages 
are not ready to buy now. This is because of the prevalent trend of industrial buyers using 
online resources to go deeper and deeper into their buying cycle before engaging with 
your sales people.

Handing off these semi-qualified and not sales ready leads to sales before adequate lead 
nurturing only reinforces the impression that “marketing generates crappy leads.”

Content is what drives the lead nurturing engine. It is not just about posting a bunch 
of white papers, case studies, online demos and webinars on your Website and hoping 
that someone will download and read. Neither is it sending out a “one size fits all” email 
campaign to your entire database of contacts.

>> Effective lead nurturing requires drip-marketing campaigns 
that deliver the right content to the right prospects at the 
right time and in the right format.

To prevent a colossal waste of time and effort in lead generation, it is crucial to implement 
a carefully planned lead nurturing strategy.

79% of marketing 
leads never convert into 
sales opportunities. 
(Source: Marketing Sherpa/

KnowledgeStorm)
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Industrial Marketing Playbook
Use a business blog to feed your sales funnel

Manufacturing marketers who don’t use a business blog are missing a key component of 
feeding the top of their sales funnels. By not using every opportunity to generate high-
quality leads, they may be leaving money on the table.

>> A business blog is a powerful online marketing tool for 
inbound lead generation.

Business blogs help industrial marketers generate more sales leads by:
• Rapidly growing the number of pages indexed by Google and other search engines. 

Traffic and potential leads increase as the number of indexed pages increases. 
• Getting found by more prospects that are actively looking for solutions that your 

products/services can provide. Savvy industrial bloggers can write articles using 
carefully researched keywords and phrases that match these searches. 

• Driving warmed up visitors to your corporate Web site or landing pages by weaving 
in links within your blog posts. 

• Doubling or tripling your potential new leads by adding a social sharing component 
to your business blog. 

• Attracting more industry analysts and influencers who are drawn in by your fresh, 
informational and educational blog content.  

• Showcasing in-house subject matter experts with blog posts written by your 
engineers, product designers and customer support people. Building trust and a 
community of loyal prospects and customers.

Your business blog can be a new channel for sales leads for a lot less than other marketing 
strategies.

Marketers with blogs 
generate 67% more 
leads. 
Source: HubSpot
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Industrial Marketing Playbook
Email marketing for engaging with industrial buyers

In today’s “do more with less” industrial marketing environment, email marketing 
continues to be a productive marketing tool despite all the reports about its declining 
effectiveness. 

The old email marketing strategy of batch and blast or spray and pray is no 
longer effective. However, there’s no denying the low cost of email marketing. 

>> Industrial marketers continue to favor email 
marketing over other direct marketing channels.

The first order of business is to develop a sound and sustainable email marketing 
strategy. And that begins with thinking like an investigative reporter by asking 
the 4Ws and the 1H questions. They are:
• WHO: Who are the intended recipients of your emails? Are you targeting 

final decision makers, users and/or influencers?  
• WHAT: What do you expect your email recipients to do? Have a clear and 

explicit call to action.  
• WHY: Why are you sending out this email campaign? Prioritize your 

objectives even if you have multiple goals such as lead generation, lead 
nurturing and/or building authority and brand awareness. 

• WHEN: When on the sales cycle do you expect to engage with your 
prospects? Draw up a detailed schedule for delivering each phase of the 
campaign, map out events and actions that will trigger appropriate follow-up 
emails based on site interactions. 

• HOW: How will you measure the success of your email campaigns? Become 
very familiar with your Web analytics. 

Marketing Matters is our 
monthly e-newsletter on 
best practices of industrial 
marketing.  
Read current issue »
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Industrial Marketing Playbook
Social media marketing

Even though the use of social media like Facebook, Twitter and LinkedIn is growing 
exponentially, there is a raging debate about measuring its ROI and adoption within the 
industrial sector is still low.

However, industrial marketers cannot afford to completely ignore social media marketing. 
It is still evolving but is here to stay. 

>> Integrate social media into your overall online marketing 
strategy instead of thinking of it as a stand-alone lead 
generation channel.
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Industrial Marketing Playbook
Don’t count on marketing automation to solve all 
your lead generation problems

Marketing Automation software is widely used to execute key marketing functions like lead 
scoring and routing, nurturing via drip marketing, creating email campaigns and landing 
pages, tracking, measuring and reporting using a unified dashboard. There’s no question 
that marketing departments do become a lot more efficient by automating many of these 
marketing tasks.

However, is improving efficiency enough to justify investing in Marketing Automation? Or 
do we need to show a verifiable ROI? To most C-level execs that really means answering 
the question, “How much revenue did it generate?”

Marketing automation is very effective in moving prospects through the middle of the 
marketing funnel until the handoff to sales and provides a good closed-loop system for lead 
recycling that would otherwise go to waste. 

However, you shouldn’t count on marketing automation to solve all your lead generation 
problems. Just like any marketing tactic or tool, there are pros and cons.

The bottom line is use marketing automation software to implement key marketing 
functions, track and measure metrics that prove marketing’s contribution to revenue 
generation. Don’t think of it as the panacea for your lead generation problems.

3 key benefits of marketing 
automation are:

1. Aligning sales 
and marketing by 
agreeing on a unified 
definition of a sales 
qualified lead 

2. Objective lead 
scoring based on a 
set of predetermined 
rules 

3. Lead nurturing of a 
vast majority (up to 
70% according to 
some studies) of site 
visitors and prospects 
who are not “sales 
ready” right now
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Industrial Marketing Playbook
Use Google Analytics to measure customer 
engagement

It is a challenge to accurately measure customer engagement when the sales cycle is long 
as it is with most manufacturers.

It is easy to track email opens, click-throughs, landing page hits, webinar sign-ups and 
Contact Us forms but that won’t provide a complete picture.

Google Analytics can help you track all four components of customer engagement that 
happens on your Website.

1. Involvement: Measured by tracking traffic to your site or your blog, pageviews, 
bounce rates, new vs. returning visitors and time on site.

2. Interaction: Measured by using Event Tracking. For example, you can track how 
many times site visitors clicked on the play button for a video or downloaded a PDF 
document from your site.

3. Intimacy: In Google Analytics look at Traffic Sources > Keywords. To gauge 
intimacy, you want to see how many site visitors found you by your brand name 
and not any keywords. Another measure of intimacy is the number of direct visitors 
as compared to referred visitors. 

4. Influence: Measure the likelihood of a person recommending your company 
or brand. It is now more a way of tracking your fans and followers on Facebook, 
LinkedIn and/or Twitter. Google Analytics is not specifically set up to measure 
social media activity but you can modify it by adding a free plugin like Social Media 
Metrics.

Customer 
engagement is the 
level of involvement, 
interaction, intimacy, 
and influence that an 
individual has with a 
brand over time. 
Source: Forrester Research
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Industrial Marketing Playbook
About Tiecas, Inc.

Based in Houston, Texas, Tiecas, Inc. is an industrial marketing, lead generation and Web 
design company.

Since 1987, we have helped many manufacturers, distributors and engineering companies 
generate more high-quality leads, increase sales and grow revenues.

This white paper is part of Tiecas, Inc.’s helpful content for industrial marketing and 
marketing to engineers. 

Website: www.tiecas.com

Blog: Industrial Marketing Today

Phone: 281.969.7514

Address: Tiecas, Inc. 
6140 Highway 6 South, Suite 175 
Missouri City, TX 77459


