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About this guide
Industrial sector marketing is an emerging discipline 
spearheaded by a small group of industrial marketing 
specialists. Built on decades of specialist expertise, 
industrial sector marketing is an alternative to ineffective 
and outdated traditional B2B marketing methods. What’s 
required is a more focussed and dedicated understanding 
of how marketing operates in this sector.

The purpose of this guide is to help business professionals 
and marketers operating in the industrial sector improve 
the success of their industrial sector marketing campaigns. 
It is for senior business professionals and marketing 
managers to better understand this nuanced sector, 
equipping you with better insight into the industry, 
including the common challenges faced by industrial 
sector marketers and the best practices for successful 
industrial sector marketing.

What is industrial sector marketing?
Simply put, industrial sector 
marketing (ISM) is the ability 
to raise awareness of, 
improve engagement with, 
and increase the number 
of leads for businesses 
operating specifically in the 
industrial manufacturing 
and production sector.

Industrial manufacturing and 
production is a 358 billion 
pound industry (Source: ONS), 
the overarching term for 
everything manufactured 

or made globally. For 
example, businesses that 
produce pieces of machinery 
or devices that sit in the 
production and inspection 
of something - from 
smartphones and car parts 
to specific materials and 
components. It’s a sector 
whose businesses serve 
multiple industries, from 
construction and 
transportation to medical 
and travel.

As a global mega driver of 
the economy, commercial 
success is imperative for 
businesses operating in 
this sector. ISM is a 
specialist, dedicated 
marketing discipline 
created and focussed on 
achieving successful 
marketing campaigns.



For industrial manufacturing and production companies looking to improve commercial 
performance, traditional B2B marketing is not a practical solution. And most B2B marketers 
and agencies find this sector too tricky. Their set-up, approach and methodologies are 
not conducive for the highly specialised business requirements operating in industrial 
manufacturing and production. The main problems with a traditional B2B marketing 
approach for the industrial sector include:

Traditional B2B marketers lack the specialist 
knowledge required. Effective ISM relies 
on deep technical knowledge of industrial 
manufacturing and production. Within any 
industrial manufacturing and production business, 
the level of expertise, from operation managers 
and engineers, is highly specialised. 

Compared to other sectors, the knowledge 
required is far more in-depth. The complexity 
and nuance in industrial sectors mean industrial 
marketers must develop a level of technical 
product knowledge to match the rest of their 
organisation; otherwise, the effectiveness of their 
campaigns will suffer.

LACKING DEEP TECHNICAL KNOWLEDGE

Marketers and marketing agencies applying 
traditional B2B methods struggle to invest the 
time necessary to develop strong working 
relationships in all business areas, reducing 
their ability to make an impact and the chances 
of performance success across an entire 
business. Successful ISM involves a more 
integrated approach. It is about understanding 

all business departments’ needs and pain 
points, from product and application to sales 
and management. It is about developing 
solid, strong working relationships to address 
the needs of all parts of the business and 
understanding and respecting the different 
working cultures of the many global companies 
that operate in this sector.

FRAGMENTED WORKING RELATIONSHIPS

Traditional B2B marketing methods often involve 
an extensive discovery phase and lengthy sign-
off procedures involving multiple stakeholders. 
This places a significant burden on internal teams 
and departments. It’s inefficient and ineffective. 
ISM leverages leaner and faster methods 
to deliver marketing outputs and business 

outcomes. Equipped with deep technical 
knowledge and strong working relationships 
across multiple departments in the business, ISM 
allows marketers to spend more time problem 
solving and establishing solutions, making its role 
far more effective.

OUTDATED DELIVERY METHODS

The problems with
traditional B2B 
marketing models



Ineffective traditional B2B marketing approaches are causing real challenges for 
businesses operating in this sector. As a result, two main problem areas have occurred. 
These centre around both the content being presented and proving the performance of 
the marketing machine.

The current industrial 
marketing challenges

THE CONTENT THE MARKETING MACHINE

The complexity of this sector often means 
that businesses find it difficult to communicate 
information and content in the most effective 
way for their audience. In many cases, this will 
be the information displayed on a website 
and the sales and marketing collateral and 
literature used online and offline. There are 
two main problems with the content:

INEFFECTIVE MESSAGING
Some industrial manufacturing and production 
companies lack a brand proposition with a 
core message to articulate, often resulting in 
overcomplicated or confusing messaging. 
In other cases, it’s not necessarily what the 
business is saying, but rather how they are 
saying it—for example, presenting technical 
and scientific information without considering 
how to bring this to life to resonate and 
connect with a target audience.

THE CONTENT IS HARD TO FIND
In some cases, the content produced by a 
company is not well-optimised for either the 
user or a search engine. The great content that 
your company is creating will be hard to find 
when users perform a search. In other cases, 
great content is sometimes well hidden deep 
within a website. The challenge is understanding 
how the user would search, navigate, and 
consume the content you want to present.

There is conservatism in this market. Many 
companies are progressing slowly with the 
adoption of lead generation strategies. Whilst 
there are more significant issues to prioritise 
with the content, companies are still cautious 
of taking the critical steps required to move 
towards a high performing marketing 
machine for two reasons:

LEGACY ISSUES
Historically there has been underinvestment 
of marketing due to a lack of understanding 
of how much value the marketing machine 
can bring. Traditional B2B methods and old-
fashioned assumptions of marketing need 
challenging. There is an opportunity with 
marketing to attract new customers, nurture 
them through a process and then deliver a 
lead, which is better qualified than anything 
within its current marketing function.

PROVING ROI
There is a lack of confidence among key 
stakeholders as to the effectiveness of 
marketing and its impact on the business. 
Traditional B2B methods have seen varying 
degrees of success. As a result, there is usually 
hesitancy over committing large budgets. 
There is an opportunity for a different 
approach - to de-risk marketing investment 
and enable marketing teams to showcase 
small incremental wins to build trust.



Gain the best 
understanding  
you possibly can
Immerse yourself in this world. Understand the sector 
and everything that comes with the market - the 
industry, the audience, and the competitor landscape. 
Also, take time to genuinely understand the company, 
both from a technical product and service offering 
perspective, as well as the challenges faced across the 
company. For example, the commercial, operational, 
cultural and innovation challenges they may have.

A willingness to engage with multiple stakeholders 
across the organisation will allow you to really know 
what’s going on – so seek out access to critical areas 
of the business and the people operating in these 
areas. Sector and company knowledge is paramount 
in ISM, so make this your priority.

Worthy of note by anyone joining or progressing within the sector, there are 
three main attributes of successful marketing teams operating in industrial 
production and manufacturing. Whilst some of the methods and tactics in 
marketing delivery are the same, other areas are critical for successful ISM.

How ISM can help:
Industrial sector marketing  
best practices



Develop strong 
relationships  
internally and 
externally
When it comes to industrial manufacturing and 
production organisations, traditionally, the marketing 
teams are small. This is, traditionally, an underinvested 
area. In this sector, more than any other, look to develop 
strong relationships internally and externally. Flexibility 
with your operations and delivery is key to success.

Internally, ensure that you engage with multiple 
stakeholders across the business and listen to the needs 
of all stakeholders. Externally, if working with an agency 
or supplier, seek out access to engage with multiple 
members. Don’t be squeezed through a single point of 
contact and look for consistency of client services across 
the team with your supplier. 

Good relationship building in this sector is about 
a supplier proactively suggesting improvements. 
Remember, you’re a small team, and they are there to 
make your life easier.

How ISM 
can help:
Industrial
sector marketing
best practices



How ISM 
can help:
Industrial
sector marketing
best practices

Prove the 
value of 
marketing
More so than in any other sector, one of the main 
challenges for industrial manufacturing and production 
companies is to prove the value of marketing. There 
are two ways to achieve this.

Firstly, develop the right KPIs, be it quantitative or 
qualitative. Remember, this isn’t strictly the same as in 
traditional B2B marketing, where, for example, your target 
may be to deliver 100 leads in a month, with 95 of them 
being of no use to the sales team. In this sector, casting 
such a wide net is hugely inefficient. To prove the value 
of marketing, KPI development requires a more targeted 
approach. As too does your marketing methods.

And so secondly, a test and learn approach to your 
marketing methods allow you to de-risk investment and 
prove marketing value, allowing you to scale efforts 
accordingly. Marketing is a largely underinvested area 
in this sector. So, conduct small marketing campaigns, 
make small wins, prove it works, make incremental 
changes, and grow your operations and efforts.



Coda is an industrial B2B marketing 
specialist. For industrial organisations 
looking to make faster business progress, 
at Coda, we combine our deep industry 
know-how with deeply integrated working 
relationships to deliver the quickest 
progress possible for industrial  
automation businesses.

As dedicated industrial marketing 
specialists, we understand your sector, 
and we care about businesses like yours. 
And as a result, we offer an unrivalled 
service focussed on speedier outcomes. 
Our deep sector knowledge, strong client 
relationships, and integrated approach 
means we’ve got the inside track to 
deliver rapid progress.
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