Unique Challenges of Marketing to
Engineers and Industrial Buyers

About Achinta Mitra

Achinta Mitra is the founder and President of Tiecas, Inc., a Houston-based industrial marketing and consulting
company that has been in business since 1987. He is a Mechanical Engineer with an MBA degree in Marketing.
He uses his 30+ years of hands-on experience working with manufacturers, distributors and engineering
companies to help them generate better quality leads that turn into sales opportunities. That's why he calls
himself a Marketing Engineer.

Achinta provides practical insights and actionable marketing advice for industrial companies on his blog Industrial
Marketing Today. He has published over 300 articles, many of which focus on industrial content marketing.
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Unique Challenges of Industrial Marketing

There are three key differences that you should be aware of:

1. Maintaining top of mind awareness through long sales cycles
(12 to 18 months is typical for custom-engineered systems)

2. Buying decisions are made by a committee (Many of the
stakeholders remain invisible and rarely interact with
your content or even your sales team)

3. The Specifier is different from the Functional Buyer
(Manufacturers of parts need their components “designed in” by
an engineer before Purchasing can issue a PO or an RFQ)
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As a marketer, what do you consider the biggest challenge in your profession?

Measuring the ROI of my efforts

| don't have enough time and/or
resources to accomplish my goals

Generating leads for sales

Working together with sales

Getting budgets approved by
the CEQ/CFO

Justifying marketing's role to the CEQ
Other

Understanding how to incorporate social
media into my marketing initiatives

Lead nurturing
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ROI Complexities Lead to Giving Up

1. 44% of manufacturing content marketers report their
organization measures content marketing ROI

2. 54% of manufacturing respondents say their teams are
somewhat proficient at using the metrics they've selected to
monitor content marketing success

3. 55% of manufacturing marketers characterize their

organization’s overall content marketing approach as moderately
successful

(Source: Content Marketing Institute and IEEE/GlobalSpec
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Correctly Measuring
Marketing’s Contribution in
Complex Industrial Sales
is Difficult

There is a problem of attribution
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Lumping Them Together in One Basket
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“Half the money | spend on

advertising is wasted; the trouble
is | don't know which half.”

John Wanamaker

father of modern advertising and
a pioneer in marketing.

Image courtesy of Alexander Grimstad, VP of Marketing at Fanbooster
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Weekly time on Internet for work-related purposes - by age

Under age 35 Age 35 or older

56%
35% 30% 7 .

Up to 6 hours 6 — 8 hours More than 8 hours
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Specifier vs. Functional Buyer
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Are You Marketing in the Past Tense?
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The Invisible Industrial Buyer

* 67% of the buyer’s journey is now done
digitally. (Source: Sirius Decisions)

« We now have self-educating buyers because
of the abundance of online resources

« Buyers will engage with your sales team only
when they are ready

« Internal “Gurus” are strong influencers but may
not interact with your content or sales team




Salespeople are NOT Obsolete




The Blended Approach
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“Buyer Beware” has been turned
on its head to “Seller Beware.”




It’s Time to Shift Gears
e










Key Benefits

(1) Interact with customers in their preferred mode
(2) Build stronger relationships based on trust

(3) Build equity vs. paying rent

(4) Save time and money

(5) Set the table for Sales
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How Engineers Find Information in 2019

Thirty Day Content Consumption by Channel

Digital Publications ?4% %

Online Training 49%
Vendor Websites [ % LN

News Aggregators 4 AT

social Media RT3V .")

Print 29%

s engineering.com
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How Manufacturing Marketers Have Changed Their Use
of Content Types/Formats Compared With One Year Ago

Audio/Visual Content
(e.g., videos, livestreaming, webinars)

Written Digital Content
(e.g., articles, blogs, ebooks)

Images
(e.g., infographics, photos, charts, GIFs)

In-Person Content
(e.g., events, presentations, workshops)

Written Print Content
(e.g., magazines, books, brochures)

= Increased

= Remained the Same

= Decreased

fj-;—-'_'ﬁ- ErotatingProt | WGlobalSpes

@achintamitra « #CMWorld



Build Stronger Relationships
Based on Earned Trust
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High Quality Content Turns Into Opportunities

Engineers, Thought Leadership and RFPs

would Sr. leadership
ssssmms request "p_ ------ who would
an RFP request an RFP

All other - sr. Leadership
respondents Only
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Cost Per Lead Comes Down Over Time

COST PER LEAD
Long-tarm yiald of contant marketing

$25,000

520,000
- larger-sized

B mid-sized

515,000

510,000

2 3 4 5 6 2 8 9 WU 2B WK

In the first S months, g fona.tem yiekd of content marketing is llustrated in the chart

cost/lead drops by abowe, which shows the cumulative cost per lead over the 24
o/ months, or how much has been spent divided by how many feads
80 fﬂ have been generated over time.

content . .
@Wd“rﬁ%{% @achintamitra « #CMWorld



Goals Manufacturing Marketers Have Achieved by Using
Content Marketing Successfully in Last 12 Months

Create brand awareness

Educate audience(s)

Generate demand/leads

Build credibility/trust

Build loyalty with existing clients/customers
Support the launch of a new product

Murture subscribersfaudience/leads

Drive attendance to one or more in-person events
Generate sales/revenue

Build a subscnbed audience

0

Source: 2019 Manufacturing Content Marketing Budgets & Trends, Content Marketing Institute & MorketingProfs
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Sales Enablers

If you download a CAD file of When you specify a supplier part
a part, does the physical part for a design, what quantity is
ultimately get purchased? typically purchased for production?

\\ 1 12%
- o 2-5: 43%
B s-10: 16%
B 11-50: 12%
©51.99: 3%
100+: 14%
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Other Content Assets as Sales Enablers

« Parametric part number » Cross-reference and
search applications selection guides

« Assessment tools and « How-to videos and on-
calculators demand training modules

» Online tracking of legacy Engineering Kits

installations

...And the list goes on
« Valve sizing programs






Use the Power of One Engineer to Another

Rank your level of trust in content that is written or published by the following,
where a rank of 6 is your highest level of trust, and a rank of 1 is your lowest.

Industry analyst

Online or print magazine aditor

Editorial piece in an industry print or onling
publication

Spontored story in an industry print or

online publication

Anofymous source al a vendor company
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My Experience Working with SMEs

Vail : Ko =1

LWd

 Identify and work with a core group of SMEs to 2" F\
learn about customer challenges eclt
* Interview them to extract key talking points i L:.—;T
* Research and draft customer-centric copy < :irm i;
. Have copy reviewed by SMEs for accuracy Vo e Oy s
« Optimize, add calls to action and internal links 4-X+9° 5>
« Publish content under the SME’s name 7 A 142 >
« Content distribution and promotion % / 3 i \







Importance of a Documented Strategy

A documented content marketing strategy

Proportion of Manufacturing Marketers
With a Content Marketing Strategy

45% marketers possess one.

is often a key indicator of content marketing
success; however, few manufacturing

The top benefit of a documented content
marketing strategy?

'~ Makes it easier to determine which
8% types of content to develop (81%)

- Base: Respondents who have a doecumented

content marketing strategy. Small base; shown for
HO, BUT PLAN HO, WITH

¥E :
BUT IT 13 HOT TOWITHIN HO PLANS display purposes only.
DOCUMENTED 12 MONTHS IN 2018

Bave Maradotianing conined marhiers auded I
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Strategy Before Creation

TO DO LIST
Content
Marketing

Strategy
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We think our target

_ audience will be
How did you develop

interested in learning
about what we have
to offer.

(Meaning talk about their products).

your list of topics?
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Our potential and

Who are you targeting

with your content?

existing customers.
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Huh, what do you
Who are they?

mean? We know our
industries well.

content . .
@Wdar%%% @achintamitra « #CMWorld



What job functions do

these people We only talk to

perform?

OoOWners.
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Other than owners,
are there other

stakeholders involved PIN DROP SILENCE!
in the buying

decision?
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Our products are

Do you know what excellent, and they

challenges your
customers are facing
that you can solve?

sell themselves. We
offer exceptional
customer service.
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(Speaking silently to myself)
Then why do you

need my help with
industrial content
marketing?
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Post and Pray is NOT an Effective
Content Marketing Strategy

Percentage of spend on 349

content distribution
20%,
15% I
2097 2098 2019
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MQLs vs. SQLs

Sales Funnel

Sanrcy SNgEne EUMIEINCN (SE0). Blogs, Social Mada,
E-mall marketing, eCommence, Ba  FPE,
Prifit s, et mad, PR, Trade shows, Teeprogpecting

Acquisition channels
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* Industrial content marketing
IS a process

« Develop a fully vetted and
documented strategy

» Leverage the knowledge of
in-house Subject Matter
Experts (SMEs)

« Make your content more
about them and less about
you

Marketing Automation (MA)
provides deeper insights

Analytics and MA are
powerful tools to prove ROI

Use technology for proper
attribution of Marketing’s
contributions

SEO must complement
conversion optimization
(CRO)



Achinta Mitra

President and Founder, Tiecas Inc.

Linkedin page: /in/fachintamitra/
Twitter ID: @achintamitra
Website: Tiecas.com
Blog: industrialmarketingtoday.com
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