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The Power of Brand in Technical Industries
 
Technical B2B companies in fields like industrial manufacturing, robotics,
semiconductors, and electronic components often pride themselves on the strength of
their products and the expertise of their people.

Historically, many of these organizations focused on product innovation and direct sales
while treating brand marketing as an afterthought, hoping brand awareness would be
evangelized through their technical experts with deep relationships in the industry. 
However, the landscape has shifted. Today’s technical buyers, whether engineers,
procurement specialists, or industrial executives, conduct extensive independent
research and seek out information they trust long before they ever engage a
salesperson.

In fact, according to the 2025 State of Marketing to Engineers Report, on average
technical buyers spend about 60% of their buying process online before contacting a
vendor, and nearly 75% of buyers complete at least half of the buying journey through
self-service research. This means that a strong brand presence across digital content,
industry events, and general reputation is critical to even get on the customer’s radar.
Brand marketing is no longer solely the domain of consumer companies; it has become
a strategic imperative for B2B technical firms to build credibility and visibility. Engineers
and technical decision makers, famously skeptical of hype, ultimately choose companies
they know and trust. In technical marketing, engineers and technical buyers make
decisions based on facts, and building authentic credibility at scale is precisely the role of
brand marketing. 

This in-depth guide explores why investing in brand marketing pays off for technical
B2B organizations and how to build a brand effectively – from the types of brand
marketing (corporate, personal, and product-level) to real-world examples, tactical
approaches, integration with sales efforts, channel selection, and measuring success. It
draws on research and expert insights – including the 2025 State of Marketing to
Engineers research, a Boston Consulting Group analysis on brand’s impact, and the
experience of TREW Marketing’s work in brand development for hundreds of clients over
the last 15 years.

INTRODUCTION
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For technical companies accustomed to allocating budgets toward product
development or direct sales, brand marketing may seem abstract.

Yet evidence overwhelmingly shows that a strong brand drives long-term growth and
resilience, even in highly technical sectors.

A comprehensive study by Boston Consulting Group (BCG) found that cutting back on
brand-building is a costly mistake. Across 150 major brands studied, companies that
decreased brand marketing investment saw declines in key performance metrics,
including lower sales growth, loss of market share, and even a drop in total shareholder
return, compared to those that maintained or increased their brand spend. In fact, BCG
found that every dollar a company saved by slashing brand budgets – it actually cost
them an estimated $1.85 in lost future brand mindshare that had to be rebuilt later. 
The message is clear: brand marketing is not a dispensable expense but a vital long-
term investment.

Consistently investing in your brand now is far more efficient than trying to play catch-
up after it has faded.

Engineers look for substance, expertise, and trustworthiness. According to the 2025
State of Marketing to Engineers report, when evaluating a company’s technical
credibility, engineers rank industry expertise as the most important factor. They favor
companies that demonstrate knowledge and authority – through technical articles, case
studies, conference presentations, and other thought leadership – over those that simply
push products. Technical buyers demand integrity and authenticity, and the companies
that stand out are those that establish themselves as credible resources rather than just
vendors. In practice, this means that a strong brand built on thought leadership and
trust can often open doors that a sales pitch alone cannot.

Brand marketing also aligns with the modern buying journey in technical fields.
Engineers and other B2B buyers today behave much like B2C consumers in how they
gather information – they search online, read reviews, compare vendor content, and
consult peers. 

THE CASE FOR INVESTING
IN BRAND MARKETING IN
TECHNICAL B2B
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Critically, they prefer independent sources: 66% of technical buyers say product reviews
are most valuable when published by an independent source (not the vendor), and 73%
routinely turn to vendor websites and online technical publications to inform their
decisions. This mix of sources shows that while buyers do seek out vendor-provided
information (hence the importance of a strong website and content library), they also
heavily weigh third-party perspectives such as trade media articles, analyst reports, and
community reviews. 

A robust brand marketing program ensures your company is visible and positively
portrayed across all these venues – through earned media coverage, guest articles,
participation in industry forums, etc. It also means your owned channels (like your
website, blog, and technical webinars) position you as a helpful expert rather than a hard
seller. Smart brand marketing meets engineers where they already seek information –
be that a feature in a respected trade journal or a tutorial video on YouTube – thereby
influencing their preference before they ever talk to sales.

Another reason to invest in brand marketing is that it builds trust over time, which
smooths the path for sales and short-term marketing campaigns. An engineer might
encounter your company’s whitepaper or a reference to your solution in an industry
publication months or even years before a project need arises. Those cumulative
impressions form a familiarity and confidence – a positive brand association – that can
make the difference when a purchase decision is on the table. Companies with strong
brands often find that buyers come to them already inclined to believe in their
capabilities. Conversely, a weak or virtually unknown brand faces an uphill battle; as the
saying goes, “no one gets fired for choosing a known supplier.” Brand marketing,
therefore, is about earning a place in the consideration set and staying top of mind for
the long run. More and more, as first-page search results are pushed down by AI
overviews, technical companies are seeing the value of being top of mind for prospects.
They want to be the first-known, reliable, trustworthy brand.

It’s worth addressing a common misconception: brand marketing is not at odds with
performance marketing or sales. Rather, it complements and amplifies them. 

Performance marketing (like targeted lead-gen campaigns) might drive immediate
inquiries, but its effectiveness will be far greater if backed by a strong brand reputation.
In B2B tech, the sales cycle can be long and involves multiple stakeholders; a
recognizable and respected brand helps keep your company in the running throughout
that process. Notably, BCG’s research showed that companies in the top quartile of
brand investment had significantly higher awareness-to-purchase conversion rates and
customer recommendation scores than those that under-invested. In other words,
branding improves the yield of your funnel – more of those aware of you will ultimately
choose you. Far from being a luxury, brand marketing is the foundation that supports
demand generation. It’s the reason one company’s webinar invitation gets a click while a
no-name competitor’s email is ignored.
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Finally, technical industries are seeing a generational shift in information consumption.
With the proliferation of content (and the recent surge in AI-generated material), buyers
gravitate toward signals of trust. PR and earned media are experiencing a renaissance in
the engineering world. As AI-made content floods inboxes, engineers are turning back
to vetted sources – authoritative journals, credible news sites, respected experts – to cut
through the noise. A strong brand ensures you are part of that trusted conversation. 

In summary, investing in brand marketing is investing in long-term visibility, trust, and
competitive advantage. It lays the groundwork so that when your sales team or
advertisements do reach your customers, the prospect already knows who you are and
views you as a credible partner.
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“Brand” is not a single type of marketing; it operates at multiple levels. In technical B2B
sectors, successful companies tend to cultivate their brand in three interconnected
ways:
 
CORPORATE BRAND MARKETING
 
This is the broadest level – the overall identity and reputation of the company. Corporate
brand marketing includes your company’s core messaging (mission, values, value
proposition), visual identity (logo, design language), and public narrative about who you
are and what you stand for. 

For example, Ansys Driven by Simulation campaign spent two years focusing on the
company’s simulation opportunities for the automotive marketing. It was marked by
partnerships with multiple car manufacturers, events, videos, and case studies. 
Corporate brand efforts often involve campaigns to raise awareness of the company as a
whole (not just specific products), such as a tagline-driven ad campaign or a rebranding
initiative post-merger. In technical industries, corporate brand building is essential for
differentiation in a “sea of sameness.” If many competitors offer similar engineering
solutions, a strong corporate brand helps you stand out with a unique story or ethos. It
also provides an umbrella under which all other marketing (product campaigns,
recruiting efforts, etc.) align.

PERSONAL BRAND MARKETING
 
In B2B, a company’s brand is also carried through its people – especially technical
experts, thought leaders, and customer-facing representatives. Personal brand
marketing focuses on elevating the profiles of these individuals in a way that supports
the company’s credibility. 

For instance, Path Robotics used Head of Product Andrew Lein and CRO Heather Carroll
and their personal brands to grow awareness of the company at the Automate
conference through press interviews, podcast interviews, and trade publication articles. 
When done right, these personal brands humanize the corporate brand and build trust
with peers in the industry. A prime example of personal brand building in technical fields
is turning subject-matter experts (or even technical salespeople) into recognized
thought leaders. Because buyers often trust individuals (engineers, scientists, product
managers) who share useful knowledge without a sales agenda, even those in technical
sales roles should develop a memorable, trusted personal brand. 

TYPES OF BRAND
MARKETING
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PRODUCT/SERVICE-DRIVEN BRAND MARKETING
 
This approach centers the brand around flagship products or technologies. In some
technical companies, the product names themselves carry significant brand weight
(think of how “AutoCAD” is a brand within its market). Product-driven brand marketing
involves creating a strong association between your brand and a specific solution or
innovation. For example, a manufacturing software firm might run a campaign
highlighting its new IoT platform and how it’s transforming factory operations –
effectively branding the product as a market leader and by extension reinforcing the
company’s innovation brand. Product-focused brand efforts often blur into product
marketing, but the key distinction is the goal of shaping market perception and
awareness broadly, not just generating immediate leads. Tactics here could include
launching product-centric thought leadership content (like an eBook on the state of
autonomous robots featuring your robotics product’s perspective), securing product
awards or certifications (to bolster credibility), and orchestrating marquee product
launch events or announcements that garner press coverage. 

One example is LabVIEW, the graphical programing software made by NI, which carries
its own brand recognition from academia through to the plant floor. The company
publicizes major product advances in the context of industry challenges – thereby tying
the company’s brand to cutting-edge engineering problems. By doing so, the product
campaign elevates the entire brand’s prestige.
 
These three facets – corporate, personal, and product – are most powerful when used
together in a complementary way. 

A corporate brand sets the overall tone and trustworthiness (“Company X is a leader
in precision automation”). 
Personal brands add authentic expertise and relatability (“I know Company X’s chief
engineer from her webinar; she really knows her stuff”). 
Product brand marketing provides proof points and innovation stories (“Company
X’s new Model Y robot just set the industry standard”). 

Especially in technical B2B, where purchase decisions are rational but also risk-averse,
reinforcing your credibility from multiple angles helps reduce buyer anxiety.

Brand marketing is about the ideas and associations that come to mind when someone
hears your company or product name. Whether through a corporate thought leadership
campaign or an engineer’s personal blog, your brand marketing should consistently
answer: why your company exists, how you create value, and what makes you different.
Keep those answers clear and consistent across corporate messages, individual voices,
and product narratives. Over time, this consistency builds a strong, multidimensional
brand that resonates with technical audiences.
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Nothing illustrates the impact of brand marketing better than real examples. Let’s look
at a couple of scenarios where technical B2B companies implemented brand campaigns
– and reaped tangible benefits.

SUCCESS STORIES
HOW TECHNICAL COMPANIES
BUILD STRONG BRANDS
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Evolving a Corporate Brand in an Engineering Firm

SAM (Surveying And Mapping, Inc.) is a professional services firm in the geospatial
engineering space that faced a common challenge: as it grew and adopted new
technologies, how could it extend its established brand to encompass these new
offerings? Instead of doing a radical rebrand every time a new service came online (a
chaotic approach some companies take), SAM chose a steady, strategic brand evolution.
SAM took a thoughtful approach – maintaining a strong core brand identity while
expanding into new technology areas in a way that felt natural.For example, when SAM
added advanced 3D laser scanning capabilities, they didn’t create a separate brand or
abandon their old one. They integrated the new capability under the existing SAM brand
framework, messaging it as a natural extension of SAM’s commitment to cutting-edge
surveying. 

SAM involved its internal experts and teams in the branding process for these new
services. By involving the right engineers, project managers, and even clients to help
shape messaging, they ensured that each brand extension was both authentic and well-
received by employees and customers alike. The result was a cohesive brand that could
grow with the company: SAM’s stakeholders understood what the brand stood for
(precision and innovation in mapping), and new services actually reinforced those brand
attributes instead of diluting them. 



This case underscores that brand marketing in technical industries often involves
internal brand building and alignment just as much as external promotion. When your
whole team understands and believes in the brand’s story, every client interaction
consistently reinforces that story. SAM’s evolved brand has been well received in the
market, and it spared the company from the confusion and costs of frequent
rebranding. Marketing leaders in similar companies can take a page from SAM: invest
time in brand strategy upfront, involve technical insiders, and extend your brand
intentionally and gradually as you innovate.

9

Breaking Into Trade Media with PR

A shining example of product-driven brand marketing comes from Path Robotics, a
robotics manufacturer specializing in autonomous welding systems that we mentioned
earlier. Path Robotics recently executed a PR campaign that dramatically boosted its
brand visibility among engineers and industrial decision-makers. The goal was to launch
Path’s new robotic welding arm in a big way at an industry trade show (Automate) and
generate authoritative coverage rather than just an announcement press release. 

The team identified newsworthy angles (in this case, a partnership that made the
product stand out) and focused on earning media coverage for the launch. The results
were impressive: the campaign secured 7 media articles in industry publications
(exceeding the goal of 4-6), and even several interviews with editors during the trade
show – far exceeding what a basic news release might garner. One trade magazine,
Machine Design, ran a feature piece on Path’s technology timed with the show, giving
Path Robotics a prestigious spotlight in front of its target audience. By the end of the
campaign, Path’s Google News page was filled with third-party coverage, exactly the
outcome they had aimed for. 

Why was this PR-driven brand campaign so successful? It followed best practices that
any technical company can emulate. First, the team focused on brand awareness, not
immediate sales, as the primary objective. This mindset shift is important; they weren’t
measuring success by leads generated at the booth, but by the buzz and credibility
gained through media. Second, they crafted genuine news – identifying what was truly
interesting (an innovative application of robotics and a customer partnership). Third,
they were proactive and comprehensive: the campaign involved writing a strong news
release, personally pitching story ideas to targeted journalists, arranging on-site demos
and interviews, and even creating visual assets (Path had striking drone photography of
its welding robots in action, which editors loved).

http://case-studies/path-robotics


This underscores a key point for technical brand marketing: compelling visuals and
demos can significantly enhance your story, even for hard engineering products. Lastly,
Path Robotics prepared credible spokespeople – their business development lead and
CRO were on hand and articulate in explaining the technology’s impact. By making
editors’ jobs easy (providing access to experts, ready-to-use content, and interesting
angles), they multiplied their coverage.

The Path Robotics case demonstrates how a well-structured PR campaign can rapidly
elevate a company’s profile. For a mid-sized tech company, seeing its name in
Engineering.com, Machine Design, The Robot Report, and other publications all at once
strikes a chord. It creates the perception that the company is everywhere, and by
extension, maybe it’s the next big thing. 

Such brand momentum has lasting effects: customers start mentioning those articles in
sales calls, partners gain confidence in the company’s prominence, and even recruiting
new talent becomes easier when your brand is well-known.
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OVERCOMING
MISCONCEPTIONS AND
CHALLENGES AROUND
"BRAND"
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Despite the success stories, many technical organizations still harbor
misconceptions or uncertainties about brand marketing. Let’s tackle a few of the
common ones head-on...
 
“Our brand is our logo (or website) – we did that already.” 
 
It’s true that visual identity is a part of branding, and having a modern logo and
website is important (indeed, a strong website is seen by technical buyers as a
key credibility indicator, even more so than a big trade show booth). But brand
marketing goes far beyond a one-time rebrand or a website launch. It’s an
ongoing effort to shape perceptions and build trust. If your company updated its
logo five years ago but has been quiet since, your brand equity is likely
stagnating. 

Branding is not a project with an end date; it’s a continuous narrative. 
Consistency and frequency are key – you need to keep communicating your
expertise and values through various channels. Also, consider that your brand
isn’t what you say it is; it’s what the market perceives. Regular brand marketing
ensures you are actively managing that perception and keeping it aligned with
your strategic goals.
 
“Brand marketing is fluff – engineers only care about specs and ROI.” 
 
This is a prevalent attitude in engineering-driven firms, where anything that isn’t
directly about the product can be viewed with skepticism. However, while it’s
true that engineers care about facts and performance, that doesn’t negate the
influence of brand. Engineers are still human. They have limited time and face
many options; a strong brand helps signal to them that a company has what they
need. 

https://www.trewmarketing.com/state-of-marketing-to-engineers-research-report
https://www.trewmarketing.com/state-of-marketing-to-engineers-research-report


Brand trust can actually be thought of as a risk-reduction mechanism in B2B. Engineers
don’t want to recommend a new vendor if that vendor has no visibility or reputation – it
feels risky. A well-known, respected brand gives reassurance (“I’ve seen their technical
articles, they’ve handled these same challenges before”) which can tip the scales in your
favor even if competitors have similar specs. 

Moreover, brand marketing content done right is highly substantive. For example,
publishing a detailed white paper on a new manufacturing process is brand marketing
(it builds your authority) even though it’s full of technical data. The 2025 State of
Marketing to Engineers noted that engineers seek out expertise and insight, not a hard
sell, and they reward companies that provide value through thought leadership and
third-party validation. So, investing in brand-building content is actually about supplying
the kind of information engineers do care about. Companies that ignore this, insisting
“only product talks,” may inadvertently come across as less credible or invisible in the
early research phase.

“It’s impossible to measure brand marketing, so how do we justify it?” 
 
True, brand marketing’s impact is more long-term and ambiguous than a click on an ad.
But it can be measured. 

You can track short-term indicators: for instance, share of voice in media (how often your
company is mentioned in key publications relative to competitors), website traffic on
informational pages, social media engagement, and branded search volume (are more
people searching for your company by name?). If you run a campaign, you can see
bumps in those metrics. 

Over the long term, you can measure brand health through surveys (unaided and aided
awareness in your target market, sentiment ratings) and correlate brand strength to
business outcomes. 

BCG recommends tracking metrics like brand buzz, sentiment, and interest over time –
essentially an index of how much mindshare your brand commands in the market. They
also note that brand investments have “multiyear consequences,” so one should
examine performance over a multi-year lens.

One concrete approach is to include a question in win/loss sales analyses: “Did the
prospect know of our company before engaging?” Many companies find that strong
brand awareness shortens sales cycles and increases win rates – which can be
quantified. It’s more complicated than counting clicks, but with the right KPIs and
surveys, you absolutely can demonstrate brand marketing’s ROI.

12



 “We’re a niche B2B player – do we really need to ‘do brand’?” 
 
If your addressable market is small (say, a few hundred companies globally), you might
assume a sales team alone can manage those relationships. But even in niche markets,
brand matters. Decision-makers change jobs (bringing their impressions of vendors with
them), new stakeholders (like finance or procurement) may get involved in decisions,
and digital content often scales beyond your known contacts. A niche robotics
integrator, for instance, might think every potential client already knows them by name
– until a new startup competitor with a savvy content strategy starts encroaching.

Proactive brand marketing can fortify customer loyalty and fend off competition by
continuously reminding the market of your unique value. It also helps attract talent and
partnerships. In a niche market, being the go-to name confers a disproportionate
advantage – so aim to be the thought leader in that space through branding efforts.

General Internal Resistance
 
Sometimes the challenge isn’t a misconception but a just a general internal pushback.
Technical founders or CFOs might question increased spend on PR, design, or content.
Overcoming this requires education and small wins. 

Share research (like the data in this article) with your leadership to show that cutting
brand spend can backfire, and that your target buyers actually welcome quality
marketing content (e.g. 91% of engineers subscribe to work-related newsletters – they’re
not anti-marketing, they’re anti-irrelevant marketing). Start with a pilot brand initiative
tied to a product launch or event, measure its impact (media hits, web traffic spike,
positive feedback from customers), and report those successes. When the sales team
starts noticing that “customers seem more aware of us” or recruitment says “candidates
mention our blog posts,” you’ll know the brand flywheel is turning. 

Cultivating a strong brand is a team effort and may require cultural change internally –
encouraging everyone to act as brand ambassadors, not just the marketing department.
But once the whole organization is aligned on the importance of brand, the momentum
becomes self-sustaining.
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Before diving into tactical brand-building initiatives, technical B2B companies must lay a
strategic foundation rooted in clear positioning, well-defined personas, and disciplined
external messaging. Without this groundwork, even the most creative brand tactics risk
missing the mark with engineering audiences who demand relevance, clarity, and proof.
 
Personas are the starting point.
 
To build an effective brand strategy, companies must first understand who they are
speaking to. In technical industries, personas often include design engineers,
procurement specialists, plant managers, or CTOs – each with distinct priorities,
technical knowledge, and decision criteria. Creating detailed buyer personas involves
interviewing real customers, gathering insights from sales and engineering teams, and
identifying not just job titles and demographics but also challenges, motivations, and
trusted information sources. For example, a design engineer persona might prioritize
performance specs and CAD resources, while a VP of Operations might focus on risk
reduction and ROI. Knowing your audience at this granular level ensures your
positioning and messaging resonate deeply.
 
Positioning then defines where your company stands in the competitive landscape.
 
Effective brand positioning articulates what your company does, for whom, and how it is
distinct. It aligns your internal teams and answers fundamental questions: What
problem are we solving? Why is it urgent or critical for our customers? How is our
solution better or different than the alternatives? For technical companies, positioning
should reflect not just market claims but real technical differentiators that are
meaningful to engineers. A strong positioning statement is succinct, specific, and
memorable – it goes beyond generic value propositions like “quality solutions” to
highlight unique capabilities, proprietary technologies, or engineering approaches that
competitors cannot easily replicate.
 

BUILDING A TECHNICAL
BRAND

START WITH THE MESSAGE
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External messaging translates positioning into clear, compelling language that
engages your target personas across all brand touch points.
 
This includes your company’s elevator pitch, website headlines, product/service
messages, thought leadership messages, PR boilerplates, and sales presentations.

External messaging should be rooted in your positioning but tailored for audience
context and channel. For instance, your website homepage might focus on overarching
value and credibility, while an industry presentation emphasizes application-specific
benefits. Strong messaging frameworks connect the dots between your brand promise,
proof points, and audience needs, ensuring that whether an engineer is reading your
technical blog, visiting your trade show booth, or evaluating your data sheets, they
receive a consistent narrative of expertise and relevance.

In short, brand building must begin with strategic clarity. Before deploying PR
campaigns, thought leadership, visual branding, or social engagement, invest in
understanding your personas, solidifying your market position, and crafting messaging
that translates your technical strengths into customer value. With these foundational
pillars in place, your brand tactics will not only reach your target audience but also
establish credibility, differentiation, and trust that sustain long-term growth.
 

Key Tactics and Strategies
Brand marketing can feel abstract, so it helps to break it down into concrete tactics.
Below are several proven strategies technical B2B companies can use to build their
brand over time. These tactics span PR, content, design, culture, and more – reflecting
the multifaceted nature of brand building.
 
Public Relations (PR) and Media Engagement
 
As the Path Robotics story illustrated, PR is a powerful brand-builder in technical fields.
Getting mentioned (or better yet, featured) in trade magazines, engineering news sites,
and even broader business media lends third-party credibility that money can’t directly
buy. 

15



To leverage PR, start by identifying newsworthy stories within your company: Do you
have a unique innovation, a milestone (e.g. patents, funding, partnerships), or insight
into industry trends? 

Craft a compelling press release around it, but don’t stop there – build a targeted
media list of journalists and editors who cover your niche, and reach out personally
with your story pitch. 
Offer interviews with your technical experts and customer references if possible. Also
consider writing and pitching contributed articles (bylined thought leadership
pieces) to relevant publications; many trade outlets welcome high-quality technical
articles from industry practitioners. These contributed pieces can massively expand
your reach and bolster your reputation as a thought leader. 

An effective PR program requires persistence – follow up with media contacts, be
responsive to their questions, and nurture those relationships. Over time, your company
can become the go-to source for commentary on certain topics. 
Pro tip: Align PR pushes with industry events or product launches for maximum impact
(editors often have special coverage around trade shows, being included here is a big
win. Those who couldn’t attend are looking for standout stories). 
Measure PR success not in leads, but in brand metrics: number of articles, quality/tier of
outlets, share of voice vs. competitors, and referral traffic from those articles.

Thought Leadership Content and SEO
 
By creating genuinely useful thought leadership content, you build your brand’s
authority. This could be technical blog posts, white papers, research reports, how-to
videos, or even a specialized podcast. The 2025 State of Marketing to Engineers report
emphasizes that engineers value content that helps them solve problems, and they
reward companies that consistently provide such content. For example, a VP of
engineering at a semiconductor equipment firm might byline a comprehensive guide to
optimizing yield in fabrication – a piece that addresses a real challenge for customers.
Such content attracts organic search traffic (many engineers turn to Google for
answers), so SEO and brand-building thought leadership go hand-in-hand: ranking high
for technical queries increases this brand visibility dramatically. 

Moreover, by offering educational content without a heavy sales pitch, you position your
thought leaders, and by proxy, your brand, as a trusted advisor. It’s a longer-term play –
an engineer might download your guide and not talk to sales for a year – but when
they’re ready, guess whose company will be top of mind? In building a content plan,
focus on topics at the intersection of your expertise and your audience’s pain points.
Encourage your thought leaders to publish blogs or videos; this not only produces richer
content but also boosts internal buy-in . 
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Guest posting is another effective tactic: have your experts write for popular engineering
community sites or answer questions on forums (Stack Exchange, LinkedIn groups, etc.),
always with a value-first approach. Over time, a library of high-quality thought leadership
content creates an inbound magnet and a reputation for knowledge, which is pure gold
for B2B branding.

Consistent Visual Identity and Messaging
 
While brand is more than a logo, visual and messaging consistency is still critical.
Engineers notice attention to detail. If your presentations, datasheets, website, and trade
show booth all tell a cohesive story with the same visual style, it signals professionalism
and reliability. 

Developing a strong visual identity (logo, color palette, typography) and sticking to it in
all materials helps build recognition. Consider companies like Siemens or Honeywell – no
matter where you encounter them (website, product catalog, magazine ad), the look
and tone are unmistakable. Smaller firms should strive for the same consistency. Create
a brand style guide and educate everyone (including sales engineers making slides) on
using it. 

Equally important is message consistency: define your core value propositions and
differentiation, and reinforce them everywhere. For instance, if your messaging is
“Robotics solutions that adapt to you, not vice versa,” that theme should echo in your
brochures, press quotes, and even how your salespeople describe the company.
Repetition breeds familiarity, which in turn breeds trust. Consistency doesn’t mean
dullness, you can tailor the storytelling to different channels (a LinkedIn post vs. a
technical data sheet), but, the underlying identity should feel unified. This consistency
also aids brand recall: a potential client who sees your booth at a conference and later
visits your website should instinctively connect the two experiences as the same
company. Given that technical buyers are almost twice as likely to view a strong website
as a sign of credibility than they are a flashy trade show sponsorship, it pays to invest in
excellent web design and content architecture. Your website is often the first deep dive
into your brand a prospect takes, so ensure it reflects your expertise (through case
studies, application notes, etc.) and is user-friendly.

Employee Engagement and Internal Culture
 
Every employee can be a brand ambassador – or a detractor. Especially in technical
fields, what your engineers and consultants say about the company on LinkedIn or to
their peers carries weight. Building an internal culture that aligns with your brand values
is a long-term tactic that pays off externally. 
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If your brand promises innovation, but employees feel stifled and complain on Glassdoor,
the facade will crack. Conversely, companies that truly live their brand values (for
example, a safety equipment manufacturer that has a top-notch safety culture
internally) have an easier time projecting authenticity. 

Marketing leaders should partner with HR and leadership to educate employees on the
brand mission and how each person contributes to it. This might involve internal
branding workshops, sharing customer success stories company-wide, or simply
encouraging the technical team to share their work proudly on social media. 
One effective approach is to set up an employee advocacy program: provide ready-to-
share content and guidelines for employees to engage on LinkedIn or Twitter about
industry topics. When potential customers consistently see enthusiastic, knowledgeable
voices from your company across social platforms, it reinforces that your brand expertise
is not just marketing spin, it’s backed by real people. Personal brand development
(discussed earlier) for key technical staff is part of this. Some companies even encourage
their engineers to give back to open-source projects or present at meetups, which
indirectly boosts the company’s brand among the technical community. Internally,
celebrating brand wins (like a big article or an award) with the whole company helps
everyone feel invested in the brand’s success, creating a virtuous cycle.

Events
 
Another tactic is to put your brand on stage – literally. Seek out speaking slots at industry
conferences, webinars, or virtual panels for your technical leaders. Many industry events
are hungry for practitioner perspectives. By speaking at conferences or hosting
educational webinars, your company’s experts share knowledge while subtly boosting
brand credibility. Make sure the content is educational, not a sales pitch – the goal is to
be remembered as “that company that gave a great talk on cybersecurity for IIoT”. This
raises your profile among attendees and often leads to follow-up inquiries. You’ll know if
you achieved this goal by looking at webinar engagement numbers and making sure
your audience doesn’t drop off at a specific point in the presentation.  

Hosting your own technical summit or roundtable (even a small one) is another way to
cement your brand’s position as a thought leader. For example, an industrial IoT
company might host an annual “Industrial Connectivity Forum” bringing together
experts – the event itself becomes part of the brand’s identity. These event-driven tactics
also generate content (videos, transcripts, presentation decks) that can be repurposed
for further brand marketing reach.
 
Visual Storytelling and Case Studies
 
For technical buyers, evidence goes a long way. Crafting detailed case studies of how a
customer achieved success with your solution builds your brand in two ways: it provides
third-party validation and it tells a story that others in the industry can relate to. 
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A semiconductor equipment firm might publish a case study like “How Company Y
Improved Yield by 20% Using Our System” – this not only showcases the product but
positions the company as a partner in solving important problems. Case studies, if
permitted by the customer, can also be pitched to media or presented at conferences,
further amplifying their reach. 

Beyond text, consider infographics or data visualizations to show industry insights (for
example, publishing an annual “State of Automation Trends” infographic under your
branding). Visual content is highly shareable on social channels and can gain coverage
in industry newsletters. The goal of all this content and social activity is to create an
ecosystem of brand touch points – wherever a prospective client turns, they encounter
helpful knowledge with your logo on it, gradually building familiarity and trust.
 
In implementing these tactics, remember that consistency and quality are always more
important than sheer quantity. A few well-executed initiatives will have more impact
than scattering your efforts too thin. It’s better to publish one excellent technical article
per month than a mediocre blog every week; better to be active on one or two channels
where your audience actually spends time (like a specific engineering forum or LinkedIn)
than to spread across five social networks. Monitor what resonates with your audience
(do they engage more with video demos or written guides?) and then double down on
what works, while still maintaining a presence across a mix of channels for reach. 

Also, plan for the long game. Brand building is incremental. Early on, you may not see
huge jumps in awareness; but each conference talk, each published article, each positive
mention is like a brick in the foundation. Over a year or two, those bricks form a
formidable platform that lifts your company above competitors who didn’t invest
similarly. Technical companies often understand compounding in terms of R&D
knowledge – the same principle applies to marketing: content and reputation
compound over time.
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With many marketing channels available, a frequent question is: where should technical
B2B companies focus their brand marketing efforts? The answer depends on where
your target engineers and decision-makers spend time and whom they trust. Based on
research and industry experience, here are some top channels and how to leverage
them for brand building.
 
Owned Media (Website, Blog, Email)
 
Your owned channels are your brand’s home base. Your website should clearly
communicate your brand messaging and back it up with rich content. As mentioned, a
strong website is a top credibility signal for technical buyers. Keep it up to date with case
studies, news, product/service information, and technical resources. Implement a blog or
“Insights” section for regular updates – this not only helps with SEO but gives visitors a
reason to keep returning. If you have a blog, stick to a realistic schedule (like one in-
depth article every two weeks) and maintain quality. 

Email remains a potent channel as well: consider a monthly or quarterly email
newsletter that curates your best content and company news. Given that 75% of
engineers are receptive to newsletters with relevant sponsored content, it’s clear they do
read email for work information. If you build a subscriber list for your own newsletter,
treat it with care – send useful tips or industry news, not just marketing blasts. Over time,
a loyal newsletter readership can become your brand’s advocacy base (they forward your
content to colleagues, etc.). Owned media also includes tools or interactive content you
might host (for instance, a calculator tool, or an online knowledge base). These can draw
prospective customers to your site and keep them engaged with your brand for longer.
 
 

CHOOSING THE RIGHT
BRAND CHANNELS FOR
TECHNICAL AUDIENCES
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Industry Trade Media
 
Trade magazines, websites, and e-newsletters (covering sectors like electronics design,
chemical processing, automotive engineering, etc.) remain highly influential. As noted,
engineers view content from independent sources as extremely valuable – for example,
product reviews or articles in an unbiased publication carry extra weight. Thus,
appearing in these media should be a priority. 

Channels include both earned media (getting featured by editors via PR) and paid
media (sponsoring an e-newsletter or advertorial). For brand purposes, earned media
has the credibility edge, but paid placements in the right outlets can still boost visibility,
especially if you provide useful content in the ad (like a “Tech Brief” that readers find
informative). 

Many trade pubs also have email newsletters, so getting your content or sponsorship
into those newsletters can keep your brand in front of a wide audience regularly. 
Pro tip: reuse and adapt your owned content (blog posts, white papers) as the basis for
contributed articles or media pitches – it’s an efficient way to populate multiple channels
with the same core message.

LinkedIn
 
LinkedIn is where engineers and business professionals converge. Use LinkedIn both
organically and (if budget allows) with sponsored content. 

Organically, encourage your technical leaders to post thought leadership updates or
articles. A CTO reflecting on a new technology standard or a project milestone can spark
engagement among your followers (who likely include customers and industry peers).
LinkedIn Groups related to your industry can also be places to share content or answer
questions (just avoid overt selling). 

On the paid side, LinkedIn’s targeting allows you to get your brand content (like an
eBook article or video) in front of specific job titles in specific industries – a powerful way
to build awareness in a targeted segment. The key on LinkedIn is consistency; even a
modest cadence (say, one company post and a couple of personal posts per week) will
keep your brand visible in the feed without overwhelming people. 

Monitor engagement metrics (views, comments, shares) to gauge what content is
resonating. LinkedIn is also ideal for promoting company achievements (awards, major
hires, new partnerships) which, while maybe not media press-release worthy, still
contribute to brand perception when seen by your network.
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YouTube and Video Platforms
 
Many technical concepts are easier to grasp visually. A video of your product in action, a
customer testimonial, or an expert explaining a complex phenomenon on a whiteboard
can significantly enhance your brand’s approachability and authority. 

YouTube serves as both a social platform and a search engine, so optimize your video
titles and descriptions for search. For example, a company making lab equipment might
produce a series of short “How to Calibrate [Equipment]” videos. Not only do these help
existing customers (reinforcing brand loyalty), but they attract new viewers searching for
that knowledge, who then become aware of your brand incidentally. Video content can
also be embedded on your website and shared via other channels (like LinkedIn or email
campaigns), extending its reach. 

Additionally, consider webinars as part of your video strategy. A webinar on “Best
Practices in Industrial Network Security” (if that’s your field) can draw interested
attendees, all of whom now have a positive encounter with your brand. Just ensure any
video or webinar provides genuine value, not a sales pitch.
 
Podcasts and Audio
 
Sixty-four perfect of technical buyers listen to work-related podcasts. If there’s a popular
podcast in your industry (for example, “Automotive Design News” podcast), consider
advertising on it or contributing a guest interview. Audio allows for a more
conversational and in-depth connection. Some brands create “branded podcasts”
essentially content marketing in audio form. For example, an electronics design
company might produce a podcast interviewing innovators in their field (lightly
branding the show with their name). This can work if the content is genuinely
interesting and not just about the company, but it is a massive undertaking in time and
resources. If you’re looking to get started with audio, start by contributing to existing
podcasts and measure the results before embarking on your own branded podcast.

Community and Q&A Forums
 
Technical professionals often congregate on forums (like Stack Overflow for software,
specialized subreddits, or vendor-specific communities). While blatant marketing on
forums is a no-go, being a helpful presence can subtly build brand goodwill. If your
engineers or support team participate and answer questions knowledgeably – with their
company affiliation visible – other community members notice. 
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For instance, seeing a respected engineer from a test & measurement company
regularly clarify complex questions on a Test Engineering forum will make peers think of
that company as the expert in that domain. It’s soft branding but effective among
deeply technical audiences. Some companies also host their own user communities,
Slack groups for customers, or “Ask me Anything” discussions. While primarily support-
focused, these can double as brand-building venues when you share best practices and
facilitate peer exchange (customers helping customers is a powerful dynamic that
reflects well on the brand).
 
Again, in choosing channels, prioritize quality over quantity and align with where your
audience actually is. A robotics firm may find more traction on YouTube and at IEEE
conferences, whereas a B2B software company might invest more in LinkedIn, blogging,
and Stack Overflow. It’s wise to test and iterate: pilot a channel (say, start a blog or a
YouTube series), monitor engagement and feedback over a couple of quarters, and then
decide to expand or adjust. 

Integrated campaigns that tie multiple channels together (a big research report that
you publish on your site, promote via email and LinkedIn, pitch to media, and discuss in
a webinar) can create a symphony of brand touch points all reinforcing the same
message.
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It’s important to reinforce how brand efforts dovetail with sales and more tactical
marketing. Rather than seeing brand marketing and sales enablement as separate
silos, leading B2B companies make them work in tandem.

A well-established brand makes every sales rep more effective. When a salesperson from
a known, respected company calls a prospect, the door is already open. Compare that to
a rep from a completely unknown company – they have to overcome initial skepticism
(“Who are you?”) before even discussing solutions. 

Brand marketing essentially warms the market so sales conversations start on
second base instead of first. For example, if your brand marketing has led to several
articles in Electrical Engineering News and a strong presence on LinkedIn, by the time
your business development person reaches out to a potential client, there’s a good
chance the client has already heard of your company or seen your content. That
familiarity breeds trust, or at least curiosity. In fact, some prospects may initiate contact
with you because your brand content convinced them you might solve their problem.
Brand marketing also works well with demand generation campaigns. 

Brand campaigns fill the very top of the traditional marketing funnel with a larger, more
receptive audience, lubricating the middle of the funnel, so leads move along more
smoothly. 

For instance, a pay-per-click ad campaign for your product will see higher click-through
and conversion rates if the audience recognizes your brand name in the ad from
elsewhere. They might not even recall exactly where – “I think I’ve heard of this company,
they had a good webinar” – but that positive association improves their likelihood to
engage. Brand marketing can thus increase the ROI of performance marketing. One
analysis by Analytic Partners found that brand marketing can improve the efficiency of
sales conversion and even enhance the performance of short-term campaigns,
concluding that brand marketing outperforms performance marketing about 80% of
the time in driving long-term sales. While the exact figures will vary by industry, the
takeaway is that brand building is a force multiplier.

HOW BRAND MARKETING
COMPLEMENTS SALES
AND PERFORMANCE
MARKETING
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Another area of collaboration is content. The white papers, case studies, and videos you
create for brand purposes double as sales collateral. Your sales team can use that
thought leadership piece as a leave-behind to reassure a hesitant prospect. Or, they can
reference your recent press coverage during a meeting (“As you may have seen in
IndustryWeek, we…”) to underscore that you’re a recognized player. 

In this way, brand marketing arms sales with credibility. It’s akin to having references
and referrals working for you at scale.

These efforts work together so that brand marketing helps to shorten sales cycles.
Technical purchases often involve intensive research and comparisons. If your brand has
already educated the buyer via blogs, answered their objections via webinars, and
proven credibility via third-party articles, then by the time they engage with sales, some
groundwork is done. The conversation can skip straight to specifics of implementation
or pricing, because the prospect doesn’t need to be convinced that your company is
capable – your brand presence has been doing that all along. This self-education trend is
precisely what the State of Marketing to Engineers research noted: buyers are coming to
vendors later and later in the process, with nearly two-thirds of the journey done
independently. Brand marketing ensures that during that independent phase, your
company is influencing the narrative.

Finally, brand marketing ensures that marketing and sales efforts are aligned in
message. If you cultivate a strong brand positioning (say your brand stands for “cutting-
edge efficiency solutions”), that should reflect in both your high-level PR campaigns and
the sales decks. When a prospect hears a consistent story at a conference keynote, on
your website, and then in a sales call, it reinforces their understanding and confidence. In
contrast, if marketing says one thing in public but the sales pitch feels different or
disconnected, it creates dissonance. A unified brand strategy prevents that by acting as
a North Star for all go-to-market teams.

In summary, brand marketing doesn’t replace sales or performance marketing – it
makes them better. The companies that excel in technical B2B operations are typically
those where the brand has paved the way, and the sales and demand-gen tactics then
convert the opportunities.
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Measuring brand marketing effectiveness can be challenging, but it’s absolutely feasible
with the right approach and expectations. Here’s how to gauge success both in the short
run and over the long haul.
 

Short-Term Metrics and Leading Indicators
 
In the short term, you’ll mostly be measuring the outputs and immediate outcomes of
your brand efforts, since the ultimate sales impact may not be realized for months or
years. Some key short-term metrics include:

Media Mentions/Impressions: Track how many press articles or mentions you
earned in a given period (and their reach). For example, Path Robotics’ PR campaign
could be quantified by the 5+ articles it secured during the launch week. Each
mention is a data point of increased brand exposure. You can also use share of voice
analysis to see how your media presence compares to competitors. Improvement
over time (say, from being mentioned in 2 of the top 10 industry outlets last year to 5
of 10 this year) is a positive trajectory.

Web Traffic and Engagement: Monitor your website analytics for traffic to content
pages (blogs, resources) as well as direct traffic (people typing your brand name). An
increase in direct or organic search traffic for your brand keywords is a sign that
brand awareness is rising. Also look at engagement metrics: time on site, downloads
of content, etc., which indicate your brand content is resonating. If you run a big
campaign (like publish a major study and promote it), you should see a spike in web
visits and content downloads as a short-term result.

Social Media Metrics: Track followers, post impressions, and engagement (likes,
comments, shares) on platforms like LinkedIn or Twitter. While “vanity metrics” alone
(like follower count) don’t equal business value, growth in a relevant audience is a
proxy for brand interest. More insightful is the engagement rate: if your thought
leadership post gets a lot of shares or sparks discussion, that’s qualitative evidence
your brand is making an impact. Additionally, note if influential people (industry
analysts, well-known engineers) are among those engaging – that can amplify
credibility.

MEASURING BRAND
MARKETING SUCCESS
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Event and Webinar Attendance: If you host a webinar or an event, the number of
registrants/attendees and their feedback can measure success. Did your brand talk
draw a sizable crowd (perhaps larger than last time)? Did you see new faces (net new
prospects) show up because they were intrigued by the topic or speaker? Do any of
the attendees belong to accounts your sales team is targeting? Webinar hosting
platform metrics can show you how long attendees stayed logged into the webinar –
longer durations show the relevance and quality of the material you presented. Post-
event surveys can capture how attendees perceived your company after the event.

Surveys and Instant Feedback: You can implement quick polls on social media or
your website (“Have you heard of our company before today?”) to gauge baseline
awareness in your audience. Even informal feedback gathered by sales (“prospect X
mentioned they loved our recent article”) is useful – feed these anecdotes back to the
marketing team.

Crucially, tie these metrics to the objectives of each brand initiative. For instance, if the
objective of a campaign is to increase awareness in the automotive industry segment,
measure things like website visits from automotive domains, or attendees from
automotive companies at your webinar, etc. Short-term metrics should be directional –
they tell you if you’re gaining traction.
 

Long-Term Metrics and Business Impact
 
Long-term, you want to assess brand equity and how it translates into business
performance. This is where you connect the dots between your brand-building and
outcomes like market share, customer loyalty, and revenue growth. Key long-term
brand metrics include:

Brand Awareness and Recall: Periodically (annually would be a good start), conduct
a brand awareness survey in your target market. The gold standard is unaided
awareness (“What companies come to mind as leaders in X?”) – if more respondents
mention your company year-over-year, your brand marketing is working. Aided
awareness (“Have you heard of Company Y?”) is useful especially if you’re newer; you
want to see that percentage climbing over time. You might survey your email list,
event attendees, or use a third-party panel for broader reach.

Brand Preference: Beyond awareness is preference – do buyers prefer or trust your
brand over others? Survey questions like “Which brand would you most likely call first
for a project in X?” or Net Promoter Score (NPS: “How likely are you to recommend
[Company] to a colleague?”) can quantify this. An increasing NPS or a higher
preference rank against competitors indicates growing brand strength. BCG’s
research revealed that companies who cut brand marketing campaigns had a 18-
point lower likelihood of being recommended by customers compared to top brand
spenders.
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Market Share and Growth: At the highest level, brand strength enables you to
capture market share. While many factors drive revenue, you can compare your
growth rate to industry averages. If you’re consistently outpacing the market, strong
brand positioning likely deserves some credit (especially if customers cite your
reputation as a reason for choosing you). BCG documented that companies
maintaining brand spend had significantly higher sales CAGR than those who cut
back. In their sample, bottom-quartile brand spenders’ growth was 13 percentage
points lower than top-quartile spenders.

Talent Attraction: A strong brand also attracts better talent, which in turn fuels
business success. Check in with HR – if you find that applicant quality and employee
retention improve as your brand visibility rises, that’s a valuable secondary payoff of
brand marketing. Technical industries have tight labor markets for skilled engineers;
having a respected brand can become a competitive advantage in hiring, which
ultimately affects your ability to innovate and serve customers.

Qualitative Brand Equity Measures: These include things like brand personality
attributes and associations. Through surveys or focus groups you might learn, for
example, that your brand is widely seen as “cutting-edge and reliable” (hopefully
matching your desired positioning). Tracking these perceptions over time is
important; if a gap emerges (say people see you as reliable but not cutting-edge, and
you want to be both), your brand strategy might need adjustment.

For larger companies, it’s wise to compile a brand report every two or three years that
compiles these metrics – media coverage counts, web/social stats, survey results, sales
insights, etc. – to present a holistic view of brand health to leadership. Connect the dots
wherever possible: for example, “Our unaided awareness went up 15% this year, and
notably our inbound leads grew 20%, likely due in part to that improved awareness.” Not
all correlations prove causation, but by mapping data you can build a strong narrative of
brand marketing’s contribution.

Also, use these measurements to refine strategy: If awareness is high but preference
lags, maybe your messaging isn’t convincing people of your unique value (they know
you, but don’t prefer you yet – time to revisit value props or proof points). If certain
content formats are clearly driving engagement (e.g., your videos outperform everything
else), shift more resources there.

In closing, while measuring brand is complex, it’s absolutely doable and essential. By
keeping an eye on both leading indicators (like engagement and coverage) and lagging
indicators (like share and loyalty), you can demonstrate progress and ROI. Smaller
companies will pick just a few marketing channels to focus on, and in turn, have just a
few simple metrics, while larger, more resourced companies will have more robust plans,
execution, and reporting. Regardless, the measurement focus should be on trendlines
and directionality over time, not instantaneous jumps.
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In the high-stakes, fact-driven world of technical B2B industries, brand marketing has
emerged as a strategic imperative. Far from being a “soft” endeavor, it is a discipline
grounded in building trust – through credible content, consistent messaging, and
authentic engagement with your audience. As we’ve seen, investing in brand yields
dividends across the board: it attracts more and better opportunities, makes sales efforts
more effective, insulates you during economic uncertainties, and ultimately drives
growth. Conversely, neglecting brand or treating it as expendable can undermine even
the best products, as credibility erodes and competitors step into the void.

For marketing leaders and executives in technical companies, the mandate is clear:
Make brand building a priority alongside product roadmaps and quarterly sales targets. 
Encourage your organization to embrace a broad view of marketing that balances short-
term lead generation with long-term brand equity. 

Champion a culture where engineering and marketing collaborate – engineers
providing the substance that marketing can amplify. 

Start with achievable steps – maybe a refreshed positioning statement, a pilot PR
outreach around a product launch, or enabling a few engineers to speak at an event.
Then build on those wins.

Technical industries are ever-evolving – and as more interactions go digital and self-
service, your brand often speaks for you before your people ever can. A strong brand
says: “This company has substance, it’s products, services, and people can be trusted to
solve your problem.” No matter how complex the challenge or how long the sales cycle,
that message is one you want circulating in your market.

In summary, brand marketing is essential for technical B2B companies because it
creates the conditions for success: awareness, credibility, and differentiation. By
employing a mix of corporate, personal, and product or solution-focused branding, and
by using tactics from PR to thought leadership to internal culture, you can build a brand
that supports your business strategy. 

The companies that recognize this are already pulling ahead. Take the reins, be
intentional, and invest in your brand as the valuable business asset that it is. 
 
 

BRAND AS A STRATEGIC
ASSET IN TECHNICAL
MARKETS
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