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Webinar Goals

* Galn Insights from research

- ! =) on how engineers and
’ | . . .
: % »S architects seek information
s 1 todo their jobs
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 |[dentify ways to improve
your content and online
experience to attract and
convert buyers
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Two Large Industry Research Studies
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In thlnklng about the entire buying
process for significant work purchase,
how much of the process happens

- online before you choose to speak to
someone at the company?




Online Content Supports Over 50%

of the Buyer’s Journey

In thinking about the entire buying process for significant work purchases, from early
research to the final purchase decision, how much of the process happens online
before you choose to speak to someone at the company?

B over 70% " 50-70% B under 50%

0% 20% 40% 60% 80% 100%
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When industry conferences and trade
shows were cancelled, where did you
- go for information and/or networking
opportunities?
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2021

No Events?

| THE COVID-19 IMPACT |

Engineers Turned to Websites

When industry conferences and trade show events were cancelled, where did you go \)
for alternate information and/or networking opportunities? (Check all that apply)

Supplier/vendor websites 63%
Trade publications (online)
Publication emails/e-newsletters
Vendor emails/e-newsletters
Industry directory websites
Trade publications (print)

YouTube

Social media 17%

Podcasts 4%
| | | | | | | |
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When searching for supplier parts i
online, which of the following are ¢
most important to your part
selection experience?
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User friendly websites are key

When searching for supplier parts online, which of the following are most

important to your part selection experience?

Simple and easy to use website
Native CAD/BIM model downloads
Ability to configure product options

Detailed technical info

Part number search
Downloadable PDF data sheets
Ability to purchase online
Video content

Online chat
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Think of your favorite work-related
websites. What features are most
Important to your experience?



In-Depth Technical Information

for Engineers’

Valued Highest

Think of your favorite work-related websites. What features of those websites are
most important to your experience? (list your top 3)

In-depth technical information

Technical specifications

Features to help you configure products/systems

Customized content to your job funciton/
application area

Ability to purchase products

Ability to chat online
Video content

New content added regularly

Interactive graphic/elements

Wide range of content

Pre-filled forms

Relevant images | 0%
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How valuable are the following
pieces of content when
researching information to
make a purchase decision?




2021

Engineers are Big Consumers

to Engineers

| THE COVID-19 IMPACT |

of Content

How valuable are the following types of content when researching information to

make a product or services purchase decision?

B Not very valuable

Bl Very valuable " Somewhat valuable

Datasheet 73% 24% ’ 3%

Case study 41% 9%
White paper 40% 12%
Product demo video 39% 11%
How-to video 34% - 16%
Webinar 31% - 17%
Print catalog 28% 49% - 23%
ROI calculator 23% 48% 29%

Trade publication article 21% 20%

In-depth blog post 14% 34%

Podcast elA 39%
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96% of Engineers Watch Video

| THE COVID-19 IMPACT |

for Work

How often do you watch videos for work?

5% 4%

31%

0% 20% 40% 60% 80% 100%

- Less than 1 hour per week
S 1-2 hours per week
B 3-5 hours per week

More than 5 hours per week

- Never
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When offered technical content, but
asked first to complete a short form
to download the material, which
types of content are most likely to
entice you to provide your
iInformation?
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2021

Best Lead Gen Content Assets:
White papers and CAD Drawings

| THE COVID-19 IMPACT |

When offered technical content, but asked first to complete a short form (e.g. name, \)
email address) to download the material, which types of content are most likely to
entice you to provide your information? (Check all that apply)

White paper 44%

CAD drawing 41%

In-depth case study 40%

Video tutorial
Webinar
Product configurator
News article
ROI calculator 14%

Infographic 12%

| am never willing to fill out a web
form in exchange for content

17%

@ CPAREQL-\IS-SOIUtionS 0% 10% 20% 30% 40% 50% T Rew

MARKETING



How |mp0rtant Is It to see a 3D
preview to assist in product selection? §




3D Preview is important to

product selection

How important is it to see a 3D preview to assist in product selection?

Very important 63.3 %

Neutral
Not that important 2.1 %
Not important at all 0.2%
—
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If a supplier does not offer CAD / BIM
models online, what do you do?




Engineers will go to another option if

you don’t offer CAD/BIM models online

If a supplier does not offer CAD/BIM models online, what do you do?

20% Contact supplier directly

44% Redraw or remodel the part

- 36% Find model from an alternate supplier
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If you download a CAD / BIM file of a
part, does the physical part

ultimately get purchased?




Engineers are more likely to buy a part

if they download a CAD/BIM file first

If you download a CAD/BIM file of a part, does the physical part

ultimately get purchased?‘

_ 82% Yes
- 18% No
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‘ When you specify a suppller part for a
design, what quantity is typically
purchased for production?




Engineers buy 20 parts per download
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When you specify a supplier part for a design, what quantity is typically
purchased for production?

One
Two to Five

Six to Ten

Eleven to Fifty
Fiftyone to Onehundred

Onehundred Plus
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Top 6 Content Marketing Tips

for Manufacturers

1. Websites should be easy to use, with a streamlined path to product information

2. Offer a variety of content, including visual and in-depth technical information

3. Remove friction from the buying process by offering CAD/BIM files and printable pdtf datasheets
4. Use high-value gated content, not salesy contact forms, to capture leads

5. Track and follow up on content downloads

6. Content form submits don't equal sales readiness — watch for buying signs
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