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FuzeHub provides New York State manufacturers with 
guided access to our extensive network of industry 
experts, programs and assets to solve productivity, 
commercialization, research and development issues, 
and other challenges to growth.

•FuzeHub is New York’s Statewide Manufacturing 
Extension Partnership

•FuzeHub leverages expertise in-house or through 
partnerships to assist companies

•FuzeHub coordinates statewide projects and other 
strategic initiatives

•FuzeHub is a gateway to manufacturing news, trends, 
and programs.
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Have questions?

Q&A Session
Submit questions at any time via the GoToWebinar Control Panel
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Source:  Thomas 2019 Industrial Buying Habits – Thomasnet.com
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Source:  Webstrategies – Manufacturing Marketing Survey - https://www.webstrategiesinc.com/manufacturing-marketing-survey-lp

https://www.webstrategiesinc.com/manufacturing-marketing-survey-lp
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Who Should Your Website Cater to?
• Buyers

• Salespeople

• Your sales and distribution 
channels 

• Google
• Competitors

• Investors/owners

• Industry followers
• Social media audiences

Segment 
Your 

Audiences

• Who?   
• Why?
• What? (calls to action)

• Understand each stage of the 
buying process  

• What needs/objections do they 
have & how can you overcome 
those? 

Customer 
Journey



M A R K E T I N G  F O R  M A N U F A C T U R E R S :   W E B I N A R

HOSTED BY IN PARTNERSHIP WITH
https://www.keysight.com/us/en/home.html

https://www.keysight.com/us/en/home.html
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https://eyelaworld.com/dealerwanted/

https://eyelaworld.com/dealerwanted/
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Determine What Really Matters
• Competitive differentiators

• Quality

• Credentials

• Delivery

• Expansive Offering
• Your People

• Experience

• Ease of doing business with you

• What are your 
competitors 
doing?

• In similar 
industries identify 
a benchmark

Competitive/
Benchmark 

Analysis

• Are you putting your 
catalog online?
• Can they buy online?
• Are you just providing 

quotes?
• Catalogs are great SEO 

food

Online 
quoting/
buying
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https://www.stainlessprocesssystems.com/ https://www.stainlessprocesssystems.com/company

https://www.stainlessprocesssystems.com/
https://www.stainlessprocesssystems.com/company
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https://www.aquaticgroup.com/our-work/,  Website by Mannix Marketing

https://www.aquaticgroup.com/our-work/
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https://www.glauber.com/products/centrifugal-pumps/

https://www.glauber.com/products/centrifugal-pumps/
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Considerations Checklist

üDomain Name
üURLs Before and After impact SEO
ü Squarespace vs Wordpress
üMobile
ü Load speed
ü Integrated lead followup
üMarketing and sales automation?
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Next Stage

• What are you being found 
for today?
• What would you like to be 

found for?
• What are your competitors 

being found for? 

SEO 
Research & 

Planning
• Developed from:

• Buyer journey
• SEO research
• Catalog strategy
• Audience calls to 

action

Content 
Plan
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Case Study: Brooks’ Machine
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• Image load size issue
• Headers weren’t clickable
• Header content is difficult to read, red text on gray
• In general putting a lot of busy texture behind text 

makes it more difficult to read (i.e. the text body)
• Ordering/buy now isn’t clear
• Footer on all pages, and not just the home page
• Read more testimonials link is broken
• Contact us should be a form you fill out, same 

thing with the quote
• There's no content above and beyond the bare 

minimum to drive google and/or people to visit 
your website more

• SEO analysis be performed on the website
• Hasn’t  been updated in a while

Case Study: Brooks’ Machine
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• Request for quote on home page
• Additional services are described
• Team/people are showcased
• Catalog is online, searchable.  More SEO food
• Each menu option is linked correctly
• Made sure that the old URL’s still worked on the new website
• Footer has more content and is on every page
• Still lacking regularly updated content (except for the most 

important thing – the catalog)

Case Study: Brooks’ Machine
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Squarespace - https://www.squarespace.com/

Advanced Web Ranking - https://www.advancedwebranking.com/

Market Budget Calculator - https://www.webstrategiesinc.com/lp-calculator-
manufacturing

WebStrategies - https://www.webstrategiesinc.com/manufacturing-
marketing-survey-lp

Thomasnet - https://business.thomasnet.com/marketing-services

Sitespeed Test - https://moz.com/learn/seo/page-speed

Helpful Links and Resources

https://www.squarespace.com/
https://www.advancedwebranking.com/
https://www.webstrategiesinc.com/lp-calculator-manufacturing
https://www.webstrategiesinc.com/manufacturing-marketing-survey-lp
https://business.thomasnet.com/marketing-services
https://moz.com/learn/seo/page-speed
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THE POWER OF BRAND 
BRAND AS A BUSINESS STRATEGY 
04.25.19



JAMES SOTO
Founder, CEO

THAT’S A LOT OF BRANDS

Stockpile

Nashville 
Made

Thomas

Spatial

Industrial 
Marketer

James 
Soto

Industrial 
Strength 

Marketing

INDUSTRIAL

The 
Industrialist

Marketstrong



WHAT IS BRAND 
A brand does not explicitly say “buy me.” 

Instead, it says “This is what I am. This is 
why I exist. If you agree, if you like me, you 
can buy me, follow me, support me, and 
recommend me to your friends.”

 



BRAND DEFINED

RATIONAL DEFINITION
A brand is a name, term, 
sign, symbol or design (or a 
combination of them) 
intended to identify the goods 
and services of one seller or 
group of sellers and to 
differentiate them from those 
of other sellers.

EMOTIONAL DEFINITION
A brand in an individual’s 
experiential perception of 
every aspect of an entity, a 
product, a serve , or a 
person, evoking an 
emotional response.

MEANING
Simply put, a brand 
is a promise.



BRAND STRATEGY
Brand as a business strategy.

Class-leading manufacturing brands operate with a crystal 
clear vision, mission, and values that are shared by all. 

They have the right people in the right seats and use core 
values to guide their behavior, leverage opportunities, and to 
identify and solve issues. 



“Organizational health provides the 
context for all that happens within, which 
is why it is the single greatest factor 
determining a company’s success.”

Patrick Lencioni, The Advantage



A FEW QUESTIONS



BRAND STRATEGY

CLARITY
Crystal clear vision and health

BLUEPRINT
System for building the brand

ROLL OUT
Communicate at scale



CLARITY
Crystal clear path to vision and health



THE SIX QUESTIONS
The Leader must begin the brand process by establishing clarity.
Once there is clarity on these questions, the stage will be set.

Why do we exist? How do we behave? What do we do?

How will we succeed? What’s most important, 
right now?

Who does what?



BLUEPRINT
Leverage a system to build out the brand



BRAND BLUEPRINT: DEFINITIONS
Mission (The Why) A single statement that captures the essence of your experience. The constant internal compass that guides the development of 

your brand. It’s simple, impactful, comes from the heart, and is bigger than a goal. This is your internal WHY - why you exist as an 
organization. This never changes.

Core Values (The How) These core values are our organization’s DNA. They define HOW you do what you do and should be infused into every aspect of 
what you do. These are pillars you are committed to upholding that define your brand. In essence, core values should guide how 
you and your organization.

Brand Promise (The What) The benefit or value you offer to the market. This is your WHAT - the one thing you do better than anyone else. All of your 
communications and actions must support your brand promise.

Brand Personality The words or phrases that best sum up your personality. These traits describe how you want end-users to perceive your company. 
This is the tone of voice used for all communications.

Target Market Every brand reaches many stakeholders, but the most effective brands prioritize those they most want to reach and engage. This is 
who you are speaking to in all communications.

Brand Descriptor Brand “What” - Explain to end-users What we are, what we do. (Sometimes included with logo in addition to a tagline).

Tagline Brand “Why” - Share with end-users Why we exist, why/how we benefit their lives. (Can evolve as often as appropriate)

▩ Communicated Internally ▩ Communicated Externally



REASONS TO BELIEVE
● We retain great Clients.
● We share knowledge, so you’ll learn along the way.
● We are transparent.
● We walk the talk.
● We speak your language.
● We work how you want to: with you, for you, or as part of a team.

CORE VALUES (THE HOW)
Guides how we behave, everyday.

● We work for life.
● We question the status quo.
● We roll up our sleeves.
● We tough-love.
● We deliver & delight.

THE BRAND PROMISE (THE WHAT)
Help industrials be better marketer and sellers of their products and 
services.

THREE UNIQUES
● We are INDUSTRIAL.
● We Kaizen.
● We center on the Client, and help them center on their 

Customers.

OUR MISSION (THE WHY)
Better those who design, make, and move the world.

BRAND 
POSITIONING
STRATEGY



PAID

NARRATIVE

SOCIAL

BLUEPRINT

EXTERNAL LANGUAGE
Translation of brand into 
external language for use in 
all communications, to 
appropriately express Brand 
Blueprint. 

BRAND BLUEPRINT & NARRATIVE

INTERNAL LANGUAGE
Strategic 

“Brand-on-a-Page” that 
outlines purpose and 

vision of brand, for 
company-wide alignment.



ROLL OUT
Lead the way.
Communicate at scale. 
Win.

15



WALKING IT OUT
The most important step of all.

The Leader delivers Everyone is included The Brand Blueprint is 
used by all, every day



BRAND POSITIONING STRATEGY 

Live it. Love it. Own it.



THANK YOU
CONNECT WITH ME:
Industrial Strength Marketing on YouTube
https://www.linkedin.com/in/jamessoto/
Podcast (Coming Soon)

https://www.youtube.com/c/industrialstrengthmarketing
https://www.linkedin.com/in/jamessoto/
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View webinar recording
www.fuzehub.com/marketing4manufacturerswebinar
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Seeking assistance?
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Get the latest NYS manufacturing
news delivered directly to your inbox.
Sign up at www.fuzehub.com

Make a request:
fuzehub.com/manufacturer-solutions

Keep the conversation going

Seeking assistance?




