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Content tactics you can use to move industrial prospects 
through their sales cycle
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The industrial sales process is complex and usually involves many decision 
makers. Each stakeholder in the buying process has different information 
needs depending on where someone is on the sales cycle. 

Even though the industrial sales cycle has not changed over the years, 
how you reach your prospects and customers has.

Today, the industrial buyer is using the Internet more and more before 
agreeing to engage with your salesperson. Therefore, it has become very 
important for you to use relevant content to address those diverse needs 
of the industrial buyer.

Just publishing content won’t help you drive sales. Your marketing 
content has to be relevant, engaging and compelling in order to move the 
prospect towards making the decision to buy from you.

Industrial marketers face a challenge when it comes to producing a steady 
stream of fresh content to keep their target audience engaged.

What do you do when the bulk of your marketing content, with the 
exception of case studies, is product focused? How do you shift the 
focus from you or your company to addressing the pain points of your 
prospects and customers?

Here are seven content marketing tactics that you can use to engage your 
prospects and move them forward in their buying cycle. 

1. Parametric part number search – in addition to the standard 
keyword search tool on your Website, build a parametric search 
application. This is particularly helpful if you are a components 
manufacturer and have a large inventory of parts. Help the 
design engineer select the exact part number by selecting critical 
parameters s/he needs. Once they find the correct part number, 
offer datasheets with performance characteristics, applications and 
tolerance information, include a way for the visitor to send a quick 
question to your engineering department and if applicable, add a 
“buy now” button to take advantage of online sales. 
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2. CAD drawings – you probably already have an extensive library 
of CAD drawings. Why not create a downloadable library on 
your website? This feature is very useful if you are serving the 
architectural and builder communities. You have a much better 
chance of getting the order if your parts are designed in and 
included in the Bill of Materials (BOM). Offer the drawings in 
PDF and JPEGs instead of editable DWG or DFX formats if you are 
concerned about someone altering your proprietary designs. 

3. Valve sizing programs – these are easy to use interactive tools for 
your customers. They are very effective for manufacturers of valves 
targeting chemical, hydrocarbon and industrial process, power, 
water and wastewater industries. Customize them to suit your 
particular product line, which makes it much easier to specify and 
buy your valves. 

4. Online color selector – build an interactive tool for your Website 
visitors to mix and match different colors and components in 
real-time. This is an idea borrowed from the world of consumer 
marketing and is used very effectively by metal building 
manufacturers to help their customers choose the right color 
combination for roof, wall and trims. 

5. Community/Customer forums – forums have been around a 
lot longer than social media and have proven to be very effective 
for engaging the engineering community. The primary ways 
industrial companies participate in social media today are through 
community/discussion sites for customers as well as similar internal 
sites for employees whereas adoption of newer social media tools 
like Twitter is very low at only 9% (Source: Social Media Use in the 
Industrial Sector by GlobalSpec). 

6. Expertise blogs – starting your own company blog to showcase 
your internal experts is a great way to differentiate yourself from 
the competition. Your own engineers, technical and R & D team 
members are great resources for generating fresh content that is 
more customer-focused. Engineers tend to respond much better to 
peer-to-peer recommendations than some stranger tweeting about 
your company or its products.

http://www.globalspec.com/wp/Social_Media_Use_Agencies
http://www.globalspec.com/wp/Social_Media_Use_Agencies
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NOTE: Both 5 and 6 are easy to start but do require a significant amount of 
internal resources to manage and update regularly. Think carefully before you 
jump into either one of them.

7. Tell a story – most industrial marketing content tends to be cut-
and-dried with lists of features and benefits. The focus is squarely 
on you, your company and its products and services. This kind of 
sales oriented marketing content is no longer effective. Instead, 
weave a story around your marketing copy to make it more 
engaging for your site visitors and prospects. Case studies, how –to 
videos to solve real-world problems and customer testimonials work 
very well to add a personal touch to your content. 

Using all or any of the above content tactics will help you shift the focus 
from your products and services back to the customer. When you do that, 
your industrial marketing content will move the prospect forward in their 
buying cycle.
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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.

Why Tiecas?

• Founded by an engineer, we not only understand your target 
audience, we are part of your target audience and speak their 
language – see Company Profile

• Proven experience that has produced results for our clients, we 
don’t learn at your expense – see Industrial Marketing Case Studies

• 100% dedicated to the industrial sector, that’s all we do, that’s all 
we’ve done for more than two decades – see Industry Experience

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, Suite 175 
Missouri City, TX 77459

http://www.tiecas.com/about_us.htm
http://www.tiecas.com/industrial_marketing_Case_studies.htm
http://www.tiecas.com/industry_experience.htm
http://www.tiecas.com 
http://industrialmarketingtoday.com

