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Abstract 
While B2C companies have leveraged 
content marketing and digital strategy for 
years, the B2B sector has been slower to 
embrace these methods. According to a 
March 2011 report by Forrester, though, 
trends are shifting.  

By 2011, about 81% of B2B companies 
were using social networks to some 
extent. Forresterʼs study reports that 30% 
of global manufacturers planned to 
increase social spending in 2012.  
 
A recent WSJ article on industrial 
companies and inbound marketing 
explains that “Some companies are 
finding that a presence on social media 
sites is helping them inform prospective 
customers and shorten sales cycles.” 
 
In an industry that relies heavily on word-
of-mouth, social engagement and 
content creation help manufacturers stand apart from the noise, gain a global 
advantage over competitors, and drive revenue.  
 
Background 
There is an (over)abundance of content online. The challenge is rising above the 
buzz and noise. Manufacturers, like all B2B companies, are tasked with creating 
a new marketing model that helps drive the industrial sales process.  

Information is growing exponentially. Google CEO, Eric Schmidt estimates that 
every two days we create the same amount of information that was created 
between the appearance of man and 2003. 

According to Google, every day the search engine gets more than 1 billion 
queries from 181 countries in 146 languages. And 150,000,000 of those daily 
queries have never been asked before. 

How many of those queries involve your niche in manufacturing? How many 
searchers are looking for you? 
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Traditional Manufacturing Marketing 
Traditionally, manufacturers have leveraged solutions-based or consultative 
selling to add value and transform the manufacturer from supplier to partner. This 
model is not dead, but the Internet – and how potential customers use the 
Internet – has changed the process.  

EVG suggests that digital marketing does not replace traditional sales; rather, a 
sound digital content strategy amplifies the sales process and aids salespeople 
by delivering qualified leads that result in more RFQs and wins.  

The state of manufacturing marketing 

Why do manufacturers continue to use traditional marketing tactics? The most 
common reasons are: 

- Manufacturing companies are typically sales dominated; marketing plays a 
secondary role as sales support.  

- Instant gratification: Content marketing requires a long-term commitment. 
- Manufacturing executives believe that direct-response results are easier to 

measure than inbound marketing initiatives.  
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The top three tactics in the Forrester Consulting survey cited above require a 
hefty budget and plenty of time. Outbound marketing initiatives, including 
personal networking, trade shows and events, are far more expensive, in the long 
run, than inbound methods.  

Inbound marketing, 
alternately, is less 
expensive over the long 
term, but itʼs also a more 
involved process. While the 
gratification is delayed, the 
long-term yield of content 
marketing is worth the 
effort. Per dollar, content 
marketing produces 3 
times more leads than 
traditional direct marketing.  

How Things Have Changed 
 

1. While the industrial buying cycle hasnʼt changed, the way potential 
customers look for information has. According to Global Spec, “Your 
audience of engineers and technical professionals is like a shark: 
always hungry and always ready to consume useful, relevant content 
that can help them do their jobs better.” If your potential clients canʼt find 
the information they need from you, theyʼll find it from a competitor. 
 

2. Harvard Business Review reported on a 2012 study of more than 1,400 
B2B customers by Corporate Executive Board. Those customers 
completed, on average, nearly 60% of a typical purchasing decision—
researching solutions, ranking options, setting requirements, 
benchmarking pricing, and so on—before even having a conversation 
with a supplier. Google Insights echoes this statistic, and argues that 
marketers must be present across digital channels in order to guide 
enterprise buying decisions. 
 
If you wait until the buying decision is more than halfway done, youʼre 
ensuring that you will lose the business to a vendor who has gotten in 
early and provided the content that was researched. 
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3.  SiriusDecisionsʼ study last year asked C-level executives about their 

buying decisions. The primary method for self-education was Internet 
search. The second was requesting colleagues/team report back on 
options. This means that the execs and their teams are looking for 
information. Your company must have meaningful content published.  
 

What is Content?  

Content is what populates your website, your blog, and your social channels. It is 
the pictures, graphs, written text, and videos that define your presence.  

Content marketing is non-interruptive marketing. It is the practice of producing 
and distributing valuable information to an audience with the intent to drive 
profitable action. 

EVG believes that content drives the engine that generates qualified inbound 
leads and sales opportunities.  

Content and Big-picture Thinking 
The bottom line: Content marketing should not be viewed as a campaign. In 
content marketing, the traditional dynamic of marketing is radically shifted. 
Instead of buying media (ad placement), companies now own their media. And 
theyʼre not renting an audience. Theyʼre earning one – one that will stick around 
in the long-term. This is not a push-sell model. This is not a “shout it out” model. 
The paradigm has shifted: The idea is to pull in the interested, engage them, and 
grow that audience into qualified leads.  

This kind of inbound marketing takes time.  

How Content Changes the Game 
Because buyers (consumer and enterprise) do pre-buying research—most of it 
online—the marketing model has changed. Whether theyʼre reading your blog, 
scrolling through product descriptions, or interacting with you on social media, 
your potential clients use digital content to make decisions about your company 
and whether or not they want to buy from you. This online decision-making 
moment is the Zero Moment  of Truth (or ZMOT). Winning the ZMOT is 
dependent on smart content marketing. 

EVG calls content marketing “marathon marketing” because we recognize that it 
takes time. Content provides lasting ROI because its value endures over time. 
This is crucial for manufacturers, where sales typically comprise a long sales 
cycle. 
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How do we justify the investment? 
We set objectives for the content: 

1. Earn higher search-engine 
rankings so that prospects find your 
website. 

2. Attract qualified leads (and 
measure those leads via site visitors 
who take action, such as filling out 
RFQs, downloading white papers, or 
signing up for webinars or 
newsletters).  

3. Become the go-to source for 
information in your market, 
measuring scope of influence 
through Share of Voice metrics.  

4. Build a base of loyal 
customers (brand evangelists) via 
social platforms. 

Because the average American 
spends about 13 hours a week 
consuming content online, content 
marketing cannot be just another 
marketing budget item. To reach your 
audience, itʼs crucial to be where 
they are when they are there. 
 
No matter where they make a 
purchase – or if theyʼre buying as 
individuals or as companies – most 
decision makers do online research 
before the purchase.  
 
In B2B enterprises, 83% of buyers 

research online before their next purchase. Detailed product information, 
instructions, and related content give them the answers they need. If you arenʼt 
providing this content, you can be certain that your competition is.  
 

Social Media & Manufacturers: Blogs, Social, Analytics  
 
The 2012 State of Inbound Marketing Report shows that, on average, 
businesses using inbound services get 32% more leads per month after just 
three months. Among those who had not captured leads prior to inbound 
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marketing, users on average had 33 leads per month after 5 to 7 months of 
beginning their online content marketing efforts. This number increased to 103 
leads per month among customers who used inbound marketing for at least 11 
months.  

Benefits of Social Media Engagement 
 

1. Search Engine Optimization (SEO) – Fresh blog posts help your SEO 
efforts in a holistic way. Google places value on “recency.” Producing 
fresh content on a regular schedule is crucial to search engine rankings. 

2. Lead Generation – Engagement, keeping your company top of mind, and 
providing downloadable, relevant information helps sales teams better 
pursue qualified prospects.  

3. Thought Leadership/Initiation – Pages on your website are probably 
focused on talking about the company, its products and its services. Blogs 
are effective for demonstrating your expertise. 
 
Ask yourself: 

a. How can I use social media platforms to broadcast new blog posts 
and drive qualified traffic back to our blog? What matters to our end 
user? What matters to the decision makers? Can we help them? 

b. Who are the industry experts outside of our organization that we 
can connect with via social channels? If we make meaningful 
connections, will those people be likely to retweet and/or talk about 
our blog posts within their circle of contacts?  

Channels to Utilize 
Blogs 
EVGʼs experience with manufacturers indicates that a blog should serve as the 
centerpiece of a social media content strategy. We utilize social channels to 
announce new posts, driving traffic back to the blog and to the website.  

Facebook 
Facebook is the most popular and accessible social media tool. Branded pages 
allow manufacturers to share easily digestible messages, to interact with clients, 
and to keep their name top-of-mind. Facebook allows brands to tell their stories, 
share photos, and solicit feedback. Early adopters in the manufacturing sector 
are utilizing Facebook to create inspirational or educational content to drive 
discussion. A 2013 study by socialmediatoday asserts that among B2B sites, 
Facebook is the strong traffic driver among its social competitors.  

Twitter  
140-character soundbites about your company (service announcements, offers, 
breaking industry news). By adding one or more hashtags to a tweet, 
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manufacturers can expand their reach beyond the people who are following them 
and join a conversation on a topic.  
 
YouTube 
Manufacturers appreciate the value of video. YouTube allows for more than 
brand promotion; itʼs where you can tell your story and provide industry 
information with rich media.  
 
LinkedIn 
LinkedIn is the most popular social media channel used by engineers and 
industrial professionals. 67% of industrial professionals belong to two or more 
Groups on LinkedIn; 62% read their groupʼs discussions; 23% participate.  

Manufacturers Effectively Using Content Marketing 
 
Emerson Process Experts  
Tactics:  
Emerson Process Experts write blogs on topics that appeal to engineers who 
design and run process control systems. Having adapted a journalistic style, the 
blog serves as a platform for customer-centric stories. Every post is also 
available as a podcast, MP3 or iTunes download. 
Results:  
2,000 daily visitors; 15-20 email messages/day; top rankings for Emerson on 
Google for terms such as “process controls,” “process management” and 
“compressor surge control.” 
 
Indium Corporation Blogs 
Tactics:  
Indium runs 73 blogs that target niches with long-tail keyword phrases; they also 
make good use of videos embedded within the posts.  
Results: 
25% reduction in marketing costs; increased number of qualified leads and sales; 
numerous industry awards.  

Content Marketing & Return on Investment  
Like their peers in B2B, manufacturing marketers report that producing enough 
content is their biggest challenge. But, one challenge they cite more often than 
their B2B counterparts is the inability to measure content effectiveness (55% vs. 
33 %).  

Metrics = KPIs 
In order to effectively measure the success (or failure) of a content marketing 
campaign, EVG advocates transparent, clear indicators of performance. Because 
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content marketing isnʼt a guessing game, EVG employs the industryʼs best 
practices to gauge the short- and long-term results of content marketing, utilizing 
metrics that include: 

Website Traffic & User Behavior Metrics: 

1. Increase traffic to the website via new and refreshed page content via 
monthly reports. 

2. Monitor user action/behavior (qualified traffic) on the website and/or 
blog to measure goals. 

3. Using a targeted keyword list (determined by stakeholders), and 
measure increased SERPs for those keywords. 

4. RFQ, white-paper, and/or case study download statistics can be 
quantified. 
 

Blog Readership & User Behavior Metrics: 
1. Growth by subscribers/month. 
2. Measurement of traffic from the blog to the company website, as well as 

recording and monitoring of SEO keywords in each blog post. 
3. Support onsite SEO goals by publishing new content pieces that 

incorporate targeted SEO keywords, and measure user consumption and 
action from these pages to the primary website in terms of traffic and page 
views.  

4. Blog posts should include calls-to-action, read-more suggestions, email 
link, or links to related topics in order to measure the effectiveness (% 
success) of those desired user actions.  

 
Social Media Engagement Metrics: 
 

1. Number of followers across channels: Measure and report monthly 
after setting a goal (30% over a year is EVG standard). 

2.  Conversion rate: Measure the number of audience replies per post as 
a conversion metric.  

3. Amplification rate: This is defined as the rate at which followers share 
company content through their own networks. Set a goal and measure 
against that (10% over a year is standard).  

4. Applause rate:  This is defined as the rate at which followers “like” a 
post. Set a goal and measure against that (10% over a year is 
standard). 

 
The Real Cost of Content Marketing 
In 2012, Kapost and Eloqua published the ebook, Content Marketing ROI: Why 
Content Marketing Can Become Your Most Productive Channel. According 
to their studies, the cost of an in-house content marketing operation is about 
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$12,000 per month for mid-sized businesses and $33,000 per month for large 
businesses. Depending on scope, manufacturers can cut those costs by up to 
40% by hiring an agency to manage their content marketing efforts.  
 
But the more important question to consider is how much does the absence of a 
sound content marketing plan costs your company. In the 10 minutes you took to 
read this white paper, Google handled 122 million searches. How many of those 
searches might have led a potential client to you? In this digital world, no one can 
afford to ignore the power of the ZMOT and the Internet. 

 
Want more? Check out EVGʼs slideshare on building the business case for 
content marketing.  
 
Contact Us 
EnVeritas Group 

Call: 864.241.0779 

Email: hello@enveritasgroup.com 

Visit: www.enveritasgroup.com. 

 

About EnVeritas Group 

EnVeritas Group is a global content marketing firm dedicated to helping 

companies win their Zero Moment of Truth by developing engaging 

communications through proprietary processes designed to create, manage, 

market and distribute content. Headquartered in Greenville, South Carolina the 

company has Custom Content Creation (C3) Centers in the United States, 

England and Mexico. EnVeritas group employs 70 full-time writers, editors and 

staff members in the United States and has a network of over 2,000 writers 

worldwide. For more information and additional blogs, please visit the companyʼs 

website at www.enveritasgroup.com. 

 


