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On the surface, manufacturing doesn’t seem like an industry where businesses would 
benefit from having a digital marketing and PR strategy in place, but as all consumers 
are moving their purchasing online, it’s important that you can accommodate the 
changing needs of your customers and know the key tactics to acquiring new ones in 
the digital landscape. 

Introduction

1. Understanding Your Audience

As an industry, manufacturing rarely deals with business-to-consumer (B2C) marketing, focusing instead on 
business-to-business (B2B). Understanding the basics of B2B marketing is the key to creating a successful 
strategy for your business; unlike consumer-focused marketing, it relies on logic-based purchasing habits 
rather than emotion-based. Because of this logic-based purchasing, your marketing should focus on how your 
product will benefit a business by saving it either time, money, or resources. Effectively communicating a value 
proposition in B2B marketing can be difficult, which is why the cost of sale is typically higher than in the B2C 
market.

Customers looking to buy from manufacturing businesses are information-seekers by nature, and they will 
have to justify their purchases to their companies – therefore your content and marketing strategy needs to 
cater to their needs. 

This is where search engine optimisation (SEO) comes into play. SEO is about building your website in a way 
that will appeal to both users and search engines, increasing your overall search ranking in the process. In 
order to boost your website’s ranking for keywords and phrases that are relevant to your business, you need to 
have in place an SEO strategy that focuses on both on-page and off-page SEO. 

On-page SEO should focus on optimising your meta titles, meta descriptions and headings, to include the 
keywords that are relevant to your pages. 

Off-page SEO should focus on increasing your website’s authority by gaining relevant links from other 
reputable sites. You can gain backlinks by producing high-quality content and outreaching this to industry 
websites, bloggers, or reporters you think would be interested in sharing it – with a link back to your site, of 
course. Another way of gaining links is by guest-posting on relevant websites. Most businesses tend to employ 
a combination of off-page SEO strategies to guarantee the best results and with practice you can work out the 
combination that works best for your business.

The important thing to keep in mind with SEO is that you should focus on lead-generation and increases in 
sales, alongside an improved search ranking – a top ranking alone is a vanity metric if it doesn’t produce any 
results that meet your overall marketing goals.

Content is a vital part of any integrated marketing strategy. Nowadays, websites are to companies what 
brochures were before the digital age. They are the main lead-generators for your business. 

Some types of content can also be used to create social media assets, along with content to meet the needs of 
potential customers at each stage of the conversion funnel: ‘awareness’, ‘consideration’ and ‘decision’. You 
should create content that meets the needs of your audience(s) by ensuring that all of the key touch-points 
are covered. It’s important to remember that a specifying topic or type of content won’t appeal to everyone 
– someone in the awareness stage will not be looking for the same type of information as someone who is 
already in the consideration stage.

Creating high-quality content should play a big part in your overall marketing strategy and you should think 
about the different formats that will appeal to your audience(s). The following list isn’t exhaustive, but these 
are the most common types of content that will work well for the manufacturing industry:

3. Content Production

2. SEO

You can be the industry leader for your product or service, you can create amazing content, and you can 
have a high-quality website, but none of that means anything if you’re not showing up high enough in 
search results. When you search for something, you’re unlikely to browse past the first page, so why should 
your audience? 50% of searchers don’t scroll any further than the first three results in their searches, so you 
can’t afford to not be there. 

Blogs

Visual content is becoming the prevalent format on social media, but when it comes to owned media, 
blogs are still the most popular choice for content creation. They add value for existing customers visiting 
your website, positioning your business as a source of information – which, with any luck, will appeal to 
prospective customers.11 22



How-to guides should make up a key part of your marketing strategy, particularly if your product serves a 
complicated function or has a niche market. They can offer everything from guidance on finding the right 
product, to fixing common problems, and can attract users who are in the consideration phase of the conversion 
funnel.

Guides also tick off numerous markers of good content: they’re considered evergreen, they’re highly shareable, 
they position your company as an expert in your industry and they can be used to target long-tail search terms.

Infographics and infograms are a great format for creative content that is relevant to the manufacturing 
industry. Their visual nature means that you can break down complex information into more manageable 
sections, presenting large chunks of data in a way that is easy for the reader to consume. 

Content with strong images or visuals has been shown to generate 94% more views than text alone, making 
infographics valuable assets that you can then leverage on social media and in your email marketing.  

4. Paid Advertising

Infographic

A thought-leadership piece provides many of the same benefits as a whitepaper, with an added human 
element to it. With this type of content, you look to the experts within your business to answer key questions 
your audience might be asking – commenting on developments and current issues within the industry. Your 
customers will be using the internet to find answers to their questions and if your business can consistently 
provide them with useful answers, they will come to view you as a reliable source with industry expertise.

Whitepapers – informative reports that present problems and provide corresponding solutions – work best for 
B2B marketing, especially if your business is selling a product or service that is particularly complex, because 
it gives your business credibility and presents prospective buyers with compelling and factual information. As 
mentioned before, buyers will have to report back to their organisations and justify their purchases, so the 
more information you can offer them to validate their decisions to buy from you, the better.

Pay-per-click (PPC) is a form of online advertising where you pay for your adverts to be shown to buyers and, 
as the name suggests, pay a certain amount whenever a user clicks your ad. While you’re implementing your 
SEO strategy, PPC provides the guarantee of a high placement in search results – for the right price. 

It can often be overlooked by the B2C market because of its initial cost, but given that B2B buyers repeatedly 
make high-value purchases, the relative cost of acquisition per customer becomes a lot less than it would be 
for the B2C market. 

Whitepapers

Thought-Leadership Pieces

How-to Guides 
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Email marketing might not sound as glamorous as social media marketing or SEO, but it still has an important 
part to play in your marketing strategy. Because B2B marketing requires more touch-points than B2C in order 
to secure a sale, you need to be able to target users through all of the channels available to you.

The golden rule of email marketing is to always personalise emails, otherwise you can expect a swift trip to 
the junk folder without your email ever being opened. Personalised emails can be automated, which means 
that it’s now a basic expectation from email marketing, rather than a way of making your message stand out 
in someone’s inbox. 

To maximise click-through rates, you should save design-heavy banners and graphics for your website; they 
can be diffi cult to read on mobile devices and they can make it diffi cult for the user to fi gure out which parts of 
the email they should click on. Stick to a minimalistic design, with links displayed in either blue or bold text, 
because this will make your emails easy to read across all devices.

Although the goal of your email marketing is to convert leads into customers, focus on providing quality 
content fi rst – with promotional elements being a secondary element of messages.

Social media can be diffi cult for manufacturing companies to get right, because users tend to be far more 
interested in viral clips or cooking tutorials than they are in business-orientated goods or services that are sector-
specifi c. Because of this, it’s unlikely that social media will be the star of your marketing strategy, but it’s still a 
valuable asset that you should know how to leverage. 

Although Facebook and Twitter are the most popular social networks, LinkedIn arguably provides the most 
value for the manufacturing industry. It allows you to connect with key people in the industry, to become a 
part of relevant communities and to share useful content with your network. LinkedIn is a social network for 
professionals, which means your target audience will likely be on there too. 

When it comes to social media, organic activity should be handled by your PR team, while the marketing team 
should look after paid activity and the sharing of any assets they have created – such as content or video. 

The lines between PR and digital marketing can often become blurred, as there is a lot of crossover between 
their functions, but the main difference is that digital marketing tends to focus on generating revenue, whereas 
PR focuses on relationship management with stakeholders, along with a strong organic social media strategy. 

In order to successfully align your digital marketing and PR strategies, you need to clearly defi ne what each 
team is responsible for, and you need to ensure that activities by both teams are coordinated for the best possible 
results. Alternatively, you can outsource both to an integrated agency that will handle all of your digital activity 
(there are plenty of agencies that cater to specifi c sectors, meaning that your company will reap the benefi ts of 
their collective expertise). 

7. Social Media

5. Digital Marketing and PR

6. Email Marketing

B2B marketing and PR can be challenging for a business. If 
you want to learn more about how you can create an
 integrated marketing strategy that delivers results for 

your business, get in touch with the Peppermint Soda team 
at 0161 941 4252.
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