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Introduction
Marketing to manufacturers and engineers is arguably more 
challenging than it has ever been in the aftermath of the pandemic. 

The shift to digital has brought a raft of opportunities but also 
numerous challenges for industrial companies to overcome when 
looking to optimise their marketing budgets and ensure that they are 
staying one step ahead of competitors. 

In this first edition of the “Marketing to manufacturers and engineers”
survey, we’ve taken the pulse of the UK industrial marketing segment in
2022.

A number of key questions 
are addressed in this report:

How is marketing viewed within industrial 
businesses? 

Are sales and marketing strategies aligned? 

What are the most popular channels and 
which channels are working? 

How are budgetary trends changing i  n i 
ndustrial m      arketing? 

How has the buyer journey changed for 
manufacturers and engineers?

How is marketing viewed within industrial 
businesses? 

Are sales and marketing strategies aligned? 

What are the most popular channels and 
which channels are working? 

How are budgetary trends changing in 
industrial marketing? 

How has the buyer journey changed for 
manufacturers and engineers?

This report is based on a survey of manufacturing and engineering 
business, sales and marketing leaders carried out in May 2022. The goal 
of the report is to give insight into how attitudes to marketing within the 
manufacturing and engineering sectors have changed since the start 
of the pandemic and what trends are expected in the next 12 months.

Process
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What are the main 
challenges for your 
organisation? 

When assessing the main marketing 
challenges for their organisations, 
respondents felt that reaching the 
correct audience was the primary 
challenge, indicating the complexity 
involved in buyer journeys in the 
industrial space. Sufficient content 
creation and proving return on 
investment also featured high on the 
list of challenges, along with a lack of 
sufficient budget for marketing.

In B2B, people aren’t so much buying 
for pleasure as they are buying to 
reduce pain, meaning that a completely 
different approach is required to that of 
consumer products and services. Item 
values can be much higher, the typical 
sales cycle is much longer (in certain 
cases up to 18+ months) and there are 
more decision makers working through 
a far more complex buying process 
that demands more information and 
looped steps to reach a final purchasing 
decision with as much as 75% of the 
research process completed before a 
prospect is even ready to speak to a 
sales representative.

Q1

Reaching the correct 
audience

Content creation

Proving return on 
investment

Lack of skills internally

Not enough strategic 
planning

Lack of budget

Change and the shift 
to digital

Lack of understanding of 
technology choices

Other (please specify)

63.89%63.89%

50%50%

50%50%

11.11%11.11%

19.44%19.44%

19.44%19.44%

30.56%30.56%

8.33%8.33%

5.56%5.56%
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How is the marketing function 
viewed within your organisation?

The general perception of marketing within industrial companies has long been 
about “tactical support” rather than “strategic driver”. It’s interesting that this seems to 
be changing post-pandemic though with 33% of respondents citing the marketing 
function as a growth driver for their company and a further 39% suggesting that it’s 
somewhere between the two extremes. 

Q2

Attitude towards marketing

33.33%33.33%27.78%27.78%

38.89%38.89%

Growth engineGrowth engine

Support functionSupport function

Somewhere between the twoSomewhere between the two
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How often do you revisit your 
marketing strategy?Q3

The traditional view of marketing as a support function has 
meant that strategy has been low on the list of marketing 
priorities. Even where this has been developed there was 
no clear connection between progress/performance and 
the original plan. Again this seems to be changing with more 
than 50% of respondents revisiting their marketing strategy 
on either a monthly or a quarterly basis in 2022. 

16.67%16.67%

44.44%44.44%

22.22%22.22%

16.67%16.67%

MonthlyMonthly

QuarterlyQuarterly

AnnuallyAnnually

Every few yearsEvery few years
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Is your sales strategy clearly aligned with 
your marketing strategy?Q4

Attitude towards marketing

42% of respondents feel that their company’s sales 
strategy is not clearly aligned with its marketing 
strategy – a worrying trend that will inevitably be 
undermining those company’s chances of delivering 
sales and business growth. This alignment is one of 
four core considerations that contribute to effective 
industrial marketing implementation.

33.33%33.33%

27.78%27.78%

38.89%38.89%

YesYes

NoNo

58.33%58.33%

41.67%41.67%

50% of respondents feel that their buyer’s journey has 
fundamentally changed over the last two years. It’s no 
longer “business as usual” for industrial marketers with so 
much of the buyer journey having shifted to digital. Research 
by Gartner estimates that 75% of the research phase in a 
B2B purchase is already complete by the time of the first 
sales interaction. The most common responses were the shift 
to digital and more people being involved in the decision 
making unit. 

Has your prospect’s buyer journey 
changed over the last 2 years?Q5

“We know internet is the starting 
point...but how we entertain our 
prospects along the way and 
prove we can be trusted is not 
easy.”

“Many more people involved in  
the decision making process.”

“Even more reliance on digital/
online to get informed, and less 
appetite for phone conversations 
or face to face meetings.”
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Which are the most effective methods of building 
trust with customer prospects?Q6

Despite the acknowledgement of that massive shift to digital 
in terms of how industrial products are now researched and 
purchased, when it comes to trust face to face is still seen as the 
most reliable way of building that trust with customer prospects. 
Digital is capable of building that same level of trust but the 
threshold is much higher and there is still a process of education 
and understanding how to do this for many manufacturing and 
engineering companies.

DigitalDigital

Face to faceFace to face

Traitional mediaTraitional media

63.89%63.89%

25%25%

94.44%94.44%
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Which of the following marketing channels 
have you used in the last 12 months?

Digital activity now dominates 
industrial marketing activity 
with all of the top five responses 
representing digital channel 
exposure. A number of the top 
responses also reflect a preference 
for company-owned channels, 
such as organic social, email and 
own website content. 

Twenty years ago, the range of 
channels available was a fraction 
of what it has evolved into today. 
We are now living in an era of 
marketing channel saturation. 
When assessing these it’s worth 
bearing in mind that B2B buyers 
are fundamentally driven by; 
the product’s lifetime value or 
ROI and how the business will 
benefit; technical characteristics 
and tangible benefits; a desire to 
be educated; detailed technical 
content; numerous decision makers 
in the buying process; and a longer 
buying cycle and contract period.

Q7

Organic (unpaid) social media Organic (unpaid) social media 
prpromoomotiontion

PPaid social advaid social advertisingertising

RRegularegular written co written contntenent t 
creation on company websitecreation on company website

Google PPGoogle PPCC

Email markEmail markeetingting

SESEOO

ExhibitionsExhibitions

Digital / print advertising via Digital / print advertising via 
trtrade pade presresss

Speaking at eventsSpeaking at events

RRegularegular cr creativeative coe contntenent t 
creation on company websitecreation on company website

PRPR

Hosting your own webinars Hosting your own webinars 
and and eveeventntss

Networking at sector-specific Networking at sector-specific 
eveeventntss

Editorial fEditorial featueaturesres via  via 
trtrade pade presresss

Personalised ABM/marketing Personalised ABM/marketing 
automationautomation

Video coVideo contntenentt

82.86%82.86%

551.43%1.43%

71.43%71.43%

6060%%

77.77.14%14%

68.57%68.57%

62.86%62.86%

65.71%65.71%

40%40%

37.37.14%14%

6060%%

34.29%34.29%

48.57%48.57%

551.43%1.43%

14.29%14.29%

28.57%28.57%
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Can you rank 
your marketing 
channels in order 
of effectiveness?

This was another tight set of 
results with Google PPC, Email 
and SEO all ranked as the joint 
top most effective marketing 
channel. These represent quite 
a spread of techniques with a 
high intent, medium intent and 
low intent channel but crucially 
all geared around digital and 
the new buyer journey.

Q8
Organic (unpaid) social media Organic (unpaid) social media 
promotionpromotion

Paid social advertisingPaid social advertising

Regular written content Regular written content 
creation on company websitecreation on company website

Google PPCGoogle PPC

Email marketingEmail marketing

SEOSEO

ExhibitionsExhibitions

Digital / print advertising via Digital / print advertising via 
trade presstrade press

Speaking at eventsSpeaking at events

Regular creative content Regular creative content 
creation on company websitecreation on company website

PRPR

Hosting your own webinars Hosting your own webinars 
and eventsand events

Networking at sector-specific Networking at sector-specific 
eventsevents

Editorial features via Editorial features via 
trade presstrade press

Personalised ABM/marketing Personalised ABM/marketing 
automationautomation

Video contentVideo content

9.85%9.85%

10.88%10.88%

11.04%11.04%

11.89%11.89%

11.79%11.79%

11.96%11.96%

10.55%10.55%

8.64%8.64%

9.42%9.42%

9.62%9.62%

9.88%9.88%

10.91%10.91%

10.20%10.20%

9.63%9.63%

8.00%8.00%

8.44%8.44%
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Which of these 
channels do 
you plan to use 
MORE of in the 
next 12 months?

Interestingly this set of results 
was one of the tightest in the 
whole survey with no clear 
preferences on which channels 
would be used  more in the 
coming 12 months. This may 
hint at a lack of strategic 
prioritisation between channels, 
but also at a wider lack of 
understanding of how buyer 
journeys have evolved over the 
last two years.

Q9
Organic (unpaid) social media Organic (unpaid) social media 
promotionpromotion

Paid social advertisingPaid social advertising

Regular written content Regular written content 
creation on company websitecreation on company website

Google PPCGoogle PPC

Email marketingEmail marketing

SEOSEO

ExhibitionsExhibitions

Digital / print advertising via Digital / print advertising via 
trade presstrade press

Speaking at eventsSpeaking at events

Regular creative content Regular creative content 
creation on company websitecreation on company website

PRPR

Hosting your own webinars Hosting your own webinars 
and eventsand events

Networking at sector-specific Networking at sector-specific 
eventsevents

Editorial features via Editorial features via 
trade presstrade press

Personalised ABM/marketing Personalised ABM/marketing 
automationautomation

Video contentVideo content

34.38%34.38%

25.00%25.00%

43.75%43.75%

34.38%34.38%

40.63%40.63%

43.75%43.75%

31.25%31.25%

12.50%12.50%

34.38%34.38%

31.25%31.25%

40.63%40.63%

21.88%21.88%

18.75%18.75%

37.50%37.50%

12.50%12.50%

18.75%18.75%



Marketing channelsMarketing channels

What content do 
you find gets most 
engagement for 
your organisation?

Case studies, white papers and videos were the most 
common responses here, with a clear leaning to validation 
of how products performed in real world applications 
and the potential benefits of this to the company’s target 
prospects. Although there has been a change in how 
customers research the information, this suggests that the 
fundamental challenges of establishing trust remain.

Q10

How has your marketing 
strategy changed to address 
Millennials / Generation Z?

Q11

Despite the fact that millennials are now starting to move into management 
and leadership decision-making positions within engineering and purchasing 
roles (youngest millennials are 26 with the oldest being 41 in 2022), around 
three quarters of respondents have not yet made any adjustments to their 
marketing strategy to address this group. For those that had made changes, 
digital and social were the major areas of investment.
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Marketing budgets

What proportion of your 
annual turnover is spent 
on marketing?

Most manufacturing and 
engineering businesses (56%) 
invest 2% or less of annual 
turnover on marketing, with a 
further 25% investing 3 – 5% of 
annual turnover. These budgets 
are often defined in isolation, 
with no real connection to sales 
objectives, cost of customer 
acquisition or the overall needs of 
the business.

Budget can only be defined 
according to the specifics of 
what you’re trying to achieve 
and the component parts of how 
you are trying to achieve those 
goals. In the vast majority of cases 
the best way of optimising B2B 
marketing budgets as an SME 
is to implement a multi-channel 
approach that squeezes value 
out of every last marketing penny.

Q12

33.33%33.33%

27.78%27.78%

38.89%38.89%  2% or less 2% or less

  3 – 5%   3 – 5% 

56.25%56.25%

25%25%

15.63%15.63%

3.13%3.13%

6 – 10%6 – 10%

 11 – 19% 11 – 19%
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Is your marketing budget increasing or decreasing 
in the next 12 months?

A possible shift in attitudes was 
hinted at by respondents as 53% 
of companies are increasing 
their budgets, with a further 31% 
maintaining the same level of 
spend. In this post-pandemic world 
where so much of the industrial 
buyer journey has shifted to digital, 
keeping pace with competitors 
in terms of marketing investment 
will be a critical battleground for 
business success.

Q13

33.33%33.33%

27.78%27.78%

38.89%38.89% Increasing a littleIncreasing a little

Increasing alotIncreasing alot

Decreasing a littleDecreasing a little

Staying the sameStaying the same
9.38%9.38%

3.13%3.13%

12.50%12.50%

43.75%43.75%

31.25%31.25%

Decreasing a lotDecreasing a lot

How effective is your 
marketing spend?

22% of respondents felt that 
their marketing spend was 
a highly effective business 
driver while a further 56% 
felt it was effective but could 
be better quantified. This 
represents a slight disconnect 
with the low levels of 
investment and yet would 
explain the current shift 
towards increased spend.

Q14
Very e�ective, it drives the Very e�ective, it drives the 
businessbusiness

Somewhat e�ective, but Somewhat e�ective, but 
could be better quantifiedcould be better quantified

UnsureUnsure

Not that e�ective, should Not that e�ective, should 
be a di�erent mix of be a di�erent mix of 
activitiesactivities

Not e�ective at all, budget Not e�ective at all, budget 
should be reallocatedshould be reallocated

21.88%21.88%

56.25%56.25%

18.75%18.75%

0%0%

3.13%3.13%
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Very e�ective, it drives the Very e�ective, it drives the 
businessbusiness

Somewhat e�ective, but Somewhat e�ective, but 
could be better quantifiedcould be better quantified

UnsureUnsure

Not that e�ective, should Not that e�ective, should 
be a di�erent mix of be a di�erent mix of 
activitiesactivities

Not e�ective at all, budget Not e�ective at all, budget 
should be reallocatedshould be reallocated

21.88%21.88%

56.25%56.25%

18.75%18.75%

0%0%

3.13%3.13%

Over the next 12 months, will more be spent on 
new sales roles or additional marketing?

In terms of where the driving force 
of business growth lay for industrial 
companies this was a fairly even split 
between sales and marketing. The last 
two years has seen huge changes in 
the industrial buyer journey, with 75% of 
the research process often complete 
before the first sales interaction. It’s 
become more important than ever 
for sales and marketing objectives 
to be tightly aligned and for the two 
disciplines to work in partnership.

Q15

40.63%40.63%

28.13%28.13%

31.25%31.25%

Sales rolesSales roles

Additional Additional 
marketingmarketing

NeitherNeither

How would you characterise your 
marketing spend, proportionately, 
versus competitors?

Q16

Respondents were divided on this question, with 
roughly similar numbers of responses on lower 
spend, equivalent spend and higher spend 
representing a wide cross section of the industry. 

“Difficult to quantify due to the 
sector in which we operate.”

“We’re probably under-spending, 
based on what we have to sell 
and the potential audience.” 
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Marketing ROI measurement

What are the primary goals of 
your marketing strategy?

Industrial marketing objectives should always be aligned with commercial benchmarks and 
company sales and profitability objectives.  Generic B2B marketing objective examples include areas 
like increasing revenue or brand awareness, growing market share, launching new products or 
entering new markets. Generic channel objectives include areas like increasing organic web traffic, 
increasing the proportion of web leads converting to customers, increasing social engagement or 
increasing the number of digital brand mentions.

Q17

More new leadsMore new leads 85.71%85.71%

Better brand Better brand 
awarenessawareness

More salesMore sales

Greater profitsGreater profits

Bigger market Bigger market 
shareshare

Better customer Better customer 
retentionretention

78.57%78.57%

64.29%64.29%

25.00%25.00%

32.14%32.14%

46.43%46.43%

Generating new 
business leads was the 
clear priority amongst 
respondents when it 
came to marketing 
strategy goals. 
Interestingly brand 
awareness ranked 
as the secondary 
priority, ahead of either 
more sales or better 
customer retention, 
suggesting that there 
is an acceptance 
amongst industrial 
marketers that brand 
does play a key role in 
achieving any of the 
subsequent objectives. 
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What KPIs do you use to measure 
the success of marketing?

Website traffic and sales leads were closely matched as the most 
important KPI used to measure the success of marketing. Cost per 
lead being so low on the list of priorities suggests a further disconnect 
between budget planning and objective setting though – failure to 
tie these two issues together is undoubtedly resulting in incorrectly 
allocated and wasted budget.

Q18

67.86%67.86%Sales leadsSales leads

Conversion of Conversion of 
leads to salesleads to sales

Website tra�icWebsite tra�ic

Customer Customer 
satisfaction levelssatisfaction levels

Customer Customer 
retention ratesretention rates

Cost per leadCost per lead

Sales turnoverSales turnover

57.14%57.14%

67.86%67.86%

25.00%25.00%

28.57%28.57%

28.57%28.57%

46.43%46.43%



Marketing ROI measurement

Is your marketing meeting 
your business objectives?

55% of respondents felt that marketing was at 
least somewhat meeting business objectives. 
When combined with the 21% who felt unsure or 
that the opposite was true, it suggests that there 
is some significant room for improvement in 
terms of improving the way industrial marketing 
strategies are reinforced in terms of budget 
allocation and being framed to correctly fit the 
new customer journey.

Q19

Yes, consistentlyYes, consistently

UnsureUnsure

Yes, somewhatYes, somewhat

Not reallyNot really

Definitely notDefinitely not

24.14%24.14%

55.17%55.17%

10.34%10.34%

6.90%6.90%

3.45%3.45%
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Which of sales or marketing is more critical 
to growth in the next 5 years?

As with question 15 there was a fairly even split 
amongst respondents, with both disciplines being 
classed as critical to growth by over 50%. The 
way the two disciplines interact over the coming 
years will be critical to how effectively industrial 
companies respond and adapt to the new, post-
pandemic, digital-first buyer journey.

Q20

SalesSales

MarketingMarketing

BothBoth

NeitherNeither

24.14%24.14%

17.24%17.24%

51.72%51.72%

6.90%6.90%



Marketing ROI measurement

As with question 15 there was a fairly even split 
amongst respondents, with both disciplines being 
classed as critical to growth by over 50%. The 
way the two disciplines interact over the coming 
years will be critical to how effectively industrial 
companies respond and adapt to the new, post-
pandemic, digital-first buyer journey.

If you have any further comments about 
marketing to manufacturers and engineers, 
this is your opportunity to do so!

The majority of responses on this question 
made reference to the fact that manufacturers 
and engineers are incredibly difficult targets 
to reach and that there is a real complexity in 
terms of both the sales cycle and the decision 
making unit. In many ways these reflect the 
fact that the huge opportunity presented by a 
new array of digital channels has not yet been 
fully grasped in terms of how that can deliver a 
more successful return on marketing investment 
for industrial companies.

Q22

“Our prospects are harder 
than ever to reach.”

“Marketing in these sectors is often a very 
long sales cycle where there are multiple 
stakeholders who need to be managed 
within the buyer’s journey.” 

“I feel this industry is playing catch 
up when it comes to marketing.”

Is quality or quantity 
more important when it 
comes to leads?

Quality was indisputably 
the most critical factor 
when it comes to leads 
amongst industrial 
marketers, which is 
interesting in the context 
of new leads being the 
most important marketing 
objective. When combined 
with relatively low budget 
investment it makes for 
a complex challenge in 
reaching quality targets 
that are effectively needles 
within a haystack.

Q21

QualityQuality

Balance between Balance between 
the twothe two

QuantityQuantity

93.10%93.10%

6.90%6.90%

0.00%0.00%
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