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A Leading Content Marketing Agency
Serving Highly Technical Companies

Offering branding, marketing strategy, content development,

and digital marketing services to help customers build trust
and grow their business.
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About the 2023 State of Marketing to Engineers Research

Purpose

Understand how engineers and technical buyers find and consume information to make
purchasing decisions.

Methodology

Web-based survey, 850+ engineers and technical professionals responded.

Research conducted jointly by:

TREW GlobalSpec
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Develop a Meet Your Prospects Become a
Content Strategy Where They Are Trusted Advisor

Using Content Marketing
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Much of the Buying Process Happens Online.

In thinking about the entire buying process for significant work-related purchases,
how much of the process happens online before you choose to speak to
someone at the company?

76* — 100*

2023 State of Marketing
to Engineers Report
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Engineers Search Deeply

When searching for work-related information using a search engine, how many pages of
results are you willing to review before you select a page to visit or restart your search?

More than 10
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Why Engineers Engage With Sales

Think about your most recent work-related vendor purchases and fill in the blank.
motivated me to interact with a salesperson for the first time?
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My desire The technical Pricing/ Curiosity Frequent Boredom / None of
to validate complexity of inventory outreach extra time the above;
information the solution information froma | prefer not
. thered ti | to talk to
2023 State of Marketing 2?,..,,‘2,’ HREARCHE salespersen sgl:speople
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The progression of a story

Finally DECIDE on
a solution

/r \.\ IMPLEMENT it

The search for a 7
SOLUTI/O.N/ » \
S

The problem is

AMPLIFIED \
Who has a /./
PROBLEM /

You have a \
PROSPECT /‘
And get RESULTS

o F / until the next

problem arises
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Get from this to that
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What is Phase-Coherent Operation and Why is it important?
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In thiz whitepaper, we'll explore the phaze coherence capabilities

What s Phase Cohorant Oporasion and Why &  impodant?. 3

How Phase Coherert Oporaion & Camenardy Achioved Today. 4
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Systom Configuassoes to Prepare for Phaso Cohorort Rocopon. 7

Configuring the Systom and Acqunng Phaso CoberontSorgles. .9
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correct for real-world impaimments such 2z cable
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How Phase-Coherent Operation is Commonly
Achieved Today

Typical zolution:
two different




Two-Step Approach to Content Development

1. Identify Topics

2. Write & Publish

TREW MARKETING



Building Content Topic Clusters

Subtopic Subtopic

Subtopic €=

—> Subtopic

Subtopic € —> Subtopic

Subtopic Subtopic
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Example

Strategies System Modularity
Longevity Cost
Avoiding and
Managing
. : Obsolescence
Better Fit, Fully Compatible .
Systems PXI Module Options
Updating Systems Entire Product Life Cycle

TREW MARKETING



Example

Strategies

3-pronged approach to managing
obsolescence

System Modularity
System modularity- NPI to mass, high-

Longevity
Designing a test system for
longevity

Better Fit, Fully Compatible
Systems

Better fit, fully compatible, lower cost
real-world example

Updating Systems
How to update obsolete hardware to
create minimal impact on production line

Avoiding and

Managing
Obsolescence

volume production within the family line

Cost

Designing production test systems to
decrease unit costs and create best fit
solutions

PXI Module Options

Replacing obsolete modules with the
same form/fit/function

Entire Product Life Cycle

Modules and replacements throughout
the production lifecycle

TREW MARKETING



Content Through the Buyer’s Journey
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Content for Every Stage

Attract

* Blog post

* Infographics
* News Release

Delight

* Interactive product
configurator

 Reference design

* Tutorials and training

« E-newsletter

TREW MARKETING

Convert

* White papers/ebook

* Webinar

* Industry & application web content
+ Case study

* Videos

» Email Nurturing

Close

* Demo video

Interactive ROI calculator
Datasheets

Product web pages
CAD Models




Engineers Crave a Variety of Technical Content =4
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2023 State of Marketing

Datasheet T2% to Engineers Report
CAD drawing 4 4°/o
Product demo video %

%

33%

Product review / testimonial
White paper

Tutorial / how-to video

31% What form(s) of content do you find

30% most valuable when researching to
% Mmake a significant work-related

Trade publication article 23% purc hase?

On-demand webinar

Product / service overview video

Print catalog

N
O 1 m

Case study

—h
o
>

17%

Ebook

b
&
X

Conference presentation video

b
N
5

ROI calculator
1:1 interview (audio or video)
In-depth blog post

Corporate overview video

000g

Other
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State of Marketing

96% of engineers watch video weekly for work S

TREW GlobalSpec

Approximately how much time per week do you spend watching videos for
work-related purposes?

m More than 5 hours

m Between 1 and 5 hours
m Less than 1 hour
| do not watch work-related videos.

TREW MARKETING



Example

Strategies

Our 3-pronged approach to
managing obsolescence

Longevity
Designing a test system for
longevity

Better Fit, Fully Compatible
Systems

Better fit, fully compatible, lower cost
real-world example

Updating Systems
How to update obsolete hardware to
create minimal impact on production line

TREW MARKETING

Case Study

< —

Avoiding and

Managing

Obsolescence

System Modularity

System modularity- NPI to mass, high-
volume production within the family line

Cost

Designing production test systems to
decrease unit costs and create best fit
solutions

PXI Module Options

Replacing obsolete modules with the
same form/fit/function

Entire Product Life Cycle

Modules and replacements throughout
the production lifecycle
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Creating ATE Switching Subsystems: 3 Approaches for Successful Aerospace & Defense: Supporting lndUStry Innovation
Implementation with PXI Switching and Simulation Systems Designed
to Sustain Your Test System

When designing mission-critical equipment for aerospace and defense applications, failure is not an
option; therefore, extensive testing and simulation using highly reliable automated test equipment

Nick Hickford

D:“;zo(;rz 43006 PM (ATE) are required. Beyond ensuring ATE is designed for high performance and to execute tests

T e ——— —— _ reliably, ATE used in the aerospace and defense industry must also support long lifecycles and offer

market and budget risks, test engineers must plan test sy E 1,977 followers the ﬂexib“ity and ag“ity needed to meet 4 White paper:

D0 e el pocutieston prsns e enolies . 2@ Y YT Y I ookt  HOW TO BUILD SUCCESSFUL SWITCHING SYSTEMS FOR MISSION-CRITICAL TEST

available components, and confirm any outsourced test s

Are you building a PXI system? Compatibility with 3rd party modu 1 ess can be cumbersome — both in ¢f APPLICATIONS

Switching subsystems are at the center of most automate . .
. A We offer a variety of PX| and PXI Express (PXle) chassis that are ¢

engineers have the flexibility to select the ideal hardware ¢
platform that will meet the demands of the current produc

users really need to work with suppliers

third-party modules. To learn more, watch our new video -

Test engineers take one of three approaches for the suc
subsystems:

* COTS-based Product Selection

This case study explores two examples ¢

1o manada afleaih fete b

DOWNLOAD THE WHITE PAPER
‘ Today's test systems are often developed in silos without considering future
* COTS Products + Guidance and/or Support testing needs. However, shifts in demand require today’s products to scale in LAST NAME*
= Aibaniivand Duild production or grow in functionality.
Compatibility of Pickering's . 2
. M When organizations begin with signal switching design, standardizing core
PXI & PXle Chassis With Other W& - ’ ¢ J 4553 - FIRST NAME*
3 : -— . electronics test and measurement platforms along the way, the result is a reliable
Vendors Modules 1 s test system, scalable for growth and flexible for reuse across multiple programs
- and projects.
COMPANY NAME*
Details include:
= How to design standardized switching systems for reliable, repeatable results
« Software options and things to consider for your system COMPANY EMAIL*
+ What to know when creating a switching system for growth
pickering .
_L— After reading this white paper, you'll learn how to streamline your testing to get to market quickly and without the COUNTRY*
stress of technology lock-in, surprise project delays, or ballooning costs Please Select )
(. ) 5 reposts

£ 1 ewitehi

Submit the form to get your free copy of "How to Build
Mission-Critical Test Applications.” Please Select v

for HOW DID YOU HEAR ABOUT US?

(5 Like &) Comment [:j Repost qSend

W MARKETIN



Who Should “Author” Content?

Technical content can be written and published by a variety of professionals. To what
extent do you trust the following authors?

EXTREMELY VERY SOMEWHAT NOT VERY NOT AT ALL

trustworthy trustworthy trustworthy trustworthy trustworthy
Engineering expert at % % % % Hea
a vendor company 15 49 32 3% 5l
(n=688)
Technical product manager % % % Il %
(n = 673) 10 47 38 4 ﬂ
Industry analyst % % 0 0
(n = 666) 6 o 48 0 37 %o 7 %o 2%

Online or print editor from

a technical publication 7% 33% 49% 9% 2%
(n=675)

N— expert/pundit 7% 28% 42% 18% 5%

: " (n = 661)

= 2023
STATE OF MARK
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2023 State of Marketing
to Engineers Report
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Al: Your New Brainstorming & Writing Buddy

@ OpenAl ‘(/
ChatGPT "=

grammarly

TREW MARKETING




Generative Al: Dos and Don’ts

Use Generative Al for: Don’t use Generative Al for:

Story ideas Emerging technical topics
Long-form technical content

Creative headlines Reinforcing your brand

Social posts (derivative) Editing for meaning, flow

Definitions

Grammar

Branding rules

© OpenAl ‘{(’1 )
ChatGT

J  WRITER (L) Jasper

TREW MARKETING




Now, what do we do with our content?

TREW MARKETING



Vendor and Industry Websites More Popular Than Ever

Where do you routinely seek information when researching a product or service for a
work-related purchase?

*percentage point (pp) change from 22

82% NS

Supplier / vendor websites

Trade publications (online) 48% A2 PP’

Industry directory websites 45% A 4pp

Industry / association groups 360/ ) A1 pp’

Publication emails / newsletters 3 4% v 3pp

Vendor emails / newsletters 32% V¥ 2pp’

Trade publications (print) 31% Aa pp’

YouTube 30% A 3pp

0,
4 same

Conferences / trade shows

[ 9
S
S 0

LinkedIn %
Podcasts @ same
2023 State of Marketing Other @ same

to Engineers Report
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Pillar Pages

RegalRexnord (& < o cosesavemimin g B o oo

PRODU

Home > Industries of Regal Rexnord > Aerospace and Defense 8 ® < 0

AEROSPACE AND DEFENSE

Trends

Industry demand Is driven by the overall economic, climarte, and milftary
budgets. Improving process and operational efficlencies are the keys 1o
maintaining profitability due o global comperition.

High-Quality Products

The y requires high-quality v that meet
standards such as and AS9100 or

of facilies quality of

producrs.

Engineered Solutions

‘We have eamed a reputation for providing customer collaboration by
using DFSS tooisets during the design process which deliver unique
solutions that Incorporate exoric materials, special geometries, and high
precision levels.

Aerospace & Defense Solutions

Aerospace and Defense Solution
Global competition drives fechnology Innovation, and McGII bearing
for more
than 60 years. With the goal of reduced welght and size, Increased
resistance 1o corrosion, and Improved performance, customers furn o
Regal for solutions In “Mission Critical” applications.

AC Drives and Controls Bearings Conveying Couplings

&

Gearing Generators Mechanical Drives Motors

‘e

Aerospace & Defense Literature Training

+ Documents

+ Certifications

https://www.regalrexnord.com/industries/aerospace-and-defense

TREW MARKETING

Aerospace & Defense Reference List

Regal manufactures high-quality motors, controls, and power transmission products for a myriad of industries and applications. Our motor products range
from high efficiency severe duty variable speed motors to medium voltage motors that are used in the manufacturing process. Additionally, our drives and
controls are * Matched” to operate ly with our motors to deliver operational savings on the plant floor. We manufacture high quality
aerospace and specialty bearings that are used in *Mission Critical” applications on fixed-wing and military aircraft as well as on helicopters. Our 400HZ
power generators are used on ground support for aircraft.

Baggage Ground Pallet  Rotor
Motor Types Handlers Conveyors Diverters Geardrives Support Hydraulics Jetbridges Loaders Heads Screening Sorfation
Brakemotors . . . . . . . .
DC Motors . . . . . . . .
Fractional . . . . . . . .
Gearmotors - AC . . . . . . .
Gearmators - DC . . . . . . .
1EC . . . . . . . .
Integral . . . . . . .
Horsepower
Variable Speed . . . . . . .
Association

ABMA

Regal acrively supports and parricipates In Industry leading trade —_—
assoclarions, such as American Bearing Manufacturers Assoclation

(ABMA), That promote the aerospace Industry and its member

organizations.

Aerospace & Defense Regal Brands

Buonf  Kopflex. D)  marathor  marathon  MeGILL

Perceptive ROLLWAY' SEALMASTER
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YouTube and LinkedIn: Top Valued Social Channels

How valuable are each of the following social media platforms when seeking information
on the latest engineering technologies, industry trends, and products?

EXTREMELY VERY SOMEWHAT . NOT VERY NOT AT ALL . DON’T USE PLATFORM
valuable valuable valuable valuable valuable N/A
YouTube 12* 32" 41 6* 2" 6"
(n=631)
Linkedin 8~ 21* 37" 10™ 5" 19~
n=et3) I
GitHub 4 7~ 12* 5% 9* 63"
(n=500) (N D
Quora 2* 8* 15* 13* 6" 56"
(n=ss4) (I D
Facebook AN 18 16 17" 40"
-.
Reddit 2* 5* 16” 13* 8" 56"

L}
n

(n =581)

STATE#FMARKE%?I%& TWitter Z% 4% 11% 12% 14% 56%
(n = 500) (R D

: B - Instagram 1* 4* 12* 1” 14> 57"
S =500 (e D
2023 State of Marketing s AR A==,

to Engineers Report
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Top Social Channels by Age

35 and under 36 -45 46 - 55 56 - 65 66+

ﬂﬂ % %

35 and under 36 — 45

2023 State of Marketing
to Engineers Report
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NKEDIN
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xxxxxxx I l2zi—2! Aror.rize

When you accept a connection
request on LinkedIn and get a
sales pitch within 5 minutes...

PN
THAT ESCAUATED QUICKLY



Compelling Linkedln Content

. Always . Sometimes . Never

When visiting LinkedlIn, what

Research Data V.4 AU 50% 23%
n = 561
] 75 g 27% Makes you stop scrolling?
Industry(:ews) 24% 54% zz%
Visuals (graphics/p(;;:j:)) 21% 55% 24%
Company(::vzs) ‘|9% 59% ZZ%
(n=558)
Industry Discussions [l If &4 58% 26%
Job Po(:ﬂ::: 17> 54% 29%
n =560
Event Inforr(nation) 15% [ 60% 24%

(n=558)

o 15% §7% 28%
(n=552)

Employee Shoutouts 14% 41% 45%

(n=545)

U 14% 1 34% 52%

(n=538)

Customer Testimonials 13% 53% 35%
(n=556)
vy [ i oz s

(n=536)

36
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President & CEO Endries International Inc

3W » ®

When you hear the term #goldenscrew what do you think of? The 1967 off off
Broadway folk rock musical of the same name? The cocktail made with
Cognac, Gifford Abricot du Rousillan Liqueur, OJ and Champagne? ...see more

TREW MARKETING

s

Amy Rooney - 2nd
Director, Global Accounts at RFMW Ltd. + Follow

imo - ®

How to Survive Component Shortages in an Evolving Market | Jabil

jabil.com + 14 min read

@ Michael Knight and 15 others 2 comments .

&-

@

N

reposts

(5 Like & Comment I:)—l Repost VSend

Add a comment... @ Q

Most relevant v

Michael Knight - 1st 3w e
President & CEO Endries International Inc

As always, Graham Scott sheds a very bright light on the
component supply chain. There are not many people on the planet
as deep in the thick of it as Graeme.



73% of Engineers Listen to Work-Related Podcasts Weekly

Approximately how much time per week do you spend listening to work-related
podcasts?

S CCCCC OO0

Less than 1 hour

V 5pp

Between 1and 5 hours

A5pp'

More than 5 hours
same’

| do not listen
to work-related

27% podcasts
Vipp

2023 State of Marketing SOOI TOTOTOTOOe
to Engineers Report :
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In-Person Events are Back

Fill in the blank. | plan to attend INn-person
industry events in 2023 than | did in 2019 (pre-
pandemic).

About the same
amount of

28%

| do not attend
in-person
industry
events

27%

2023 State of Marketing
to Engineers Report

TREW MARKETING

55% of Manufacturing
Marketers plan to increase
their in-person event
investment in 2023,
according to the 2023 CMI
Manufacturing Content
Marketing Report.

MANUFACTURING

CONTENT
MARKETING




83% of engineers WILL complete a form

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 information?

White paper

37%
CAD drawing

35%
Webinar

30%

In-depth case study

29%

Product configurator

28%

Video tutorial

26%

News article

18%

ROI calculator 9

£y

6

°

Infographic

o®

mI

Other (please specify)

| am never willing to fill out a web form in exchange for content. 17%

TREW MARKETING
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Newsletters

Approximately how many work-related newsletters do you subscmbe to?

2023 State of Marketing
to Engineers Report

TREW MARKETING

.........
------------
.....
....

?2@?27]

% n-= 1130)
o 8%

1to 2 30%
3to5 43%
o+ 19%

......
........
.............

/ 3tos 39%

7@72 ?2@?233

(n= 613)

o 12%
102 397
stos 40%

e 14%

1102 347
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Why Engineers Engage With Sales

Think about your most recent work-related vendor purchases and fill in the blank.
motivated me to interact with a salesperson for the first time?

0
2|

@
@
I
B ]
I |~
] 1
B 000 0 0 B
A
My desire The technical Pricing/ Curiosity Frequent Boredom / None of
to validate complexity of inventory outreach extra time the above;
information the solution information froma | prefer not
. thered ti | to talk to
2023 State of Marketing 2?,..,,‘2,’ HREARCHE salespersen sgl:speople

to Engineers Report
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WHEN YOU CHANGE YOUR TITLE FROM SALES

10 PRODUCT EXPERT CONSULTANT, MANAGER -



Engineers Prefer Email for Early Sales Engagement

When you are ready to speak with a salesperson at a vendor company for the first time,
which of the following is your preferred method of communication?

> 0
S ¢
c;;;\ ol ""bo, Q&
23
o & & s& &
N o &£ 2 o S &
N & o S 0 & o &
&S ¢ KF F¥ §F F& &
v Q & S o I8 <
35and % 1Q% Q%  12% %
.......... (n=75) é ’

In-person
meeting

..--":Virtual meeting /
video call

Online text

= 2023
STATE OF MARK|
G 10 ENGINELNS

i ——

4 Linkedln
direct messages

P ey 49/27’ 11/ 3 3% 1 6/

TROWMARKETNG | Gibalipec

i
t & ol

= P

| No preferences S 39% 3T 1% TH 2% 1 4%
2023 State of Marketing : : : : :
to Engineers Report
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WHENTHE CUSTOMER YOU'VE BEEN
TALKING TO FOR MONTHS |

]



UMMM YEAR

IFYOU COULDJUST UPDATE
. CRM, THATD BE GREAT

mgilp._con
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Getting Started with Content Marketing

1. Create your core brand messaging and points of differentiation

2. Evaluate & shore up your marketing foundation: website, CRM, marketing automation
3. Build campaigns with theme-specific topic clusters

4. Create content along the buyer’s journey

5. Publish and promote content

6. Nurture and engage prospects

TREW MARKETING
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Build Trust and Convert Buyers

| CERTIFIED
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