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Methodology
The survey group of 3,494 respondents was mainly 
composed of executives, managers and engineers serving 
durable goods manufacturing industries. The survey was 
opened from November 20 to December 20, 2013.  
More than 92% of the survey group indicated they are 
directly involved in the purchase of machinery, software, 
hardware, materials or tooling. Here we seek to provide 
an overview of media use and buying behavior in 
manufacturing and what that means for marketing 
professionals targeting this group.
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Introduction
Now in its fourth year, the results of our annual media survey reveal 
the demographic characteristics, media usage trends and buying 
behaviors of today’s manufacturing technology buyer.  To assist in 
growing the survey’s insights deeper into the industrial sales cycle,  
we expanded the survey to include questions on vendor selection,  
lead nurturing and content preferences.
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KEY FINDINGS FROM 
THE 2014 MEDIA SURVEY

Brand awareness remains 
the most influential factor 
impacting media usage 
and vendor selection. 
Industrial buyers rely on 
sources and suppliers that 
they recognize and trust. 
The influence of brand is 
most apparent when buyers 
review search results, 
select vendors and conduct 
research.

BRAND

• �There is no significant increase in overall mobile 
use, but significant gains appear in laptop and 
tablet usage

• �Primary mobile use is email and web browsing
• �Manufacturers prefer browsers to apps when 

accessing web content on mobile devices

PAGE 24
     MOBILE

     SEARCH

• �Search engines are an essential research 
tool for of the manufacturing buyer

• �Manufacturers using search are much 
more likely to select search returns 
featuring companies they know 

PAGE 22

      BUYING CYCLE

• �More than 70% of manufacturing buyers look 
for products or services at least once a week

• ��The majority of manufacturing technology 
purchases are influenced by at least 3 people 

PAGES 6-7, 21
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KEY FINDINGS FROM 
THE 2014 MEDIA SURVEY

PAGE 26-27
	 VENDOR SELECTION

• �Buyers turn to peers, technical 
articles and tradeshows when  
forming a perception of 
prospective vendors

• �While registration-based media 
ranks lower on accessibility and 
effectiveness, it is a primary 
means for buyers to reveal 
their purchasing interests

• �The most influential criteria 
impacting a buyer’s selection 
of a potential vendor is 
technology followed closely 
by service and reputation

       SOCIAL MEDIA

• �Social media adoption has 
increased for the third 
consecutive year; however,  
the perception of its  
usefulness remains flat

• �Twitter and Facebook are 
blocked at nearly 20% of 
the responding companies. 
YouTube & LinkedIn are 
the most open social sites

• �LinkedIn and YouTube are 
the most useful social media 
sites for manufacturing 
buyers

PAGE 25

• �Trade magazine was the top 
returning push media

MEDIA

• �Trade magazine recipients 
prefer process-related 
magazines delivered in print

• �Industry and supplier 
websites are the top 
returning pull media

PAGES 20-22
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PUSH MEDIA  Introduces 
prospects to information and products 
they do not know they need.

PULL MEDIA  Provides prospects 
with information they know they need, 
but are not sure where to find it.

BRAND IMPRESSION is the single most important factor         impacting the manufacturing buying cycle

Build brand identity early with PUSH MEDIAPUSH MEDIA

Support brand       and harvest its benefits in PULL MEDIAPULL MEDIA

INDUSTRIAL EQUIPMENT BUYING CYCLE

PUSH MEDIA still dominates, but 
the segment is more focused.

IN
FL

U
EN

C
ER

S

PUSH MEDIA is the best means to 
introduce new products and establish 
brand, which is essential in the later 
stages of the buying process.

This market segment knows they 
have an interest in certain topics and 
technologies to act upon in the future.

RESEARCH
The market actively consumes 
push media to learn about 
things they did not know.

AWARENESS

ST
AGE

S

TRADE MAGAZINES

E-NEWSLETTERS

INDUSTRY WEBSITES

TRADESHOWS

WEBINARS

BLOGS

TRADE MAGAZINES

E-NEWSLETTERS
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PRODUCT
PURCHASEis the single most important factor         impacting the manufacturing buying cycle

Build brand identity early with PUSH MEDIA

Support brand       and harvest its benefits in PULL MEDIA

INDUSTRIAL EQUIPMENT BUYING CYCLE

With the prospect now in control of  
the information gathering process, 
PULL MEDIA becomes most 
important. Brand is a primary influence 
on where and at whom they look.

At the final buying cycle stage, 
prospects weigh who can best solve 
and service a problem. As a result, 
the impression of your brand’s 
technology, reputation and service 
are primary influencers.

Prospects have immediate 
requirements, and are actively 
seeking solutions.

CONSIDERATION
Final comparison of  
known alternatives.

VENDOR SELECTION

SEARCH ENGINES

INDUSTRY WEBSITES

SUPPLIER WEBSITES

WEBINARS

SOCIAL NETWORKS

BLOGS

INDUSTRY WEBSITES

SUPPLIER WEBSITES

SOCIAL NETWORKS
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Industrial buyers rely heavily on brand recognition 
when using media, conducting research, selecting 
vendors and making purchasing decisions. These 
buyers view brand as much more than a logo, 
but a composite of a company’s technology, 
service, quality, cost and reputation. As a result, 
it’s essential that industrial marketers conduct a 
brand audit to review and discuss what your brand 

Brand is the most important 
factor impacting the 
industrial buying cycle.

The Brand 
Imperative

3

Brand 
Equity2

Brand 
awareness

GETS YOUR COMPANY 

IN THE GAME1
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Brand 
Values

Once a manufacturing buying team 
has established a list of vendors they 
examine the attributes that comprise 
each vendor’s brand. Your reputation, 
your technology, your service. The 
net “out-take” of your brand is a key 
influencer in final vendor selection.

GETS YOUR COMPANY 

SELECTED

PUTS YOUR COMPANY 

ON THE LIST
Once a buyer is aware that your brand is a potential 
solutions provider, the perception of your brand is 
most influenced by technical information followed 
closely by face-to-face interactions at industry 
events and sales and marketing efforts.

Brand awareness is essential, but simply puts a 
vendor in the conversation. Further brand building 
that develops brand equity and establishes brand 
values dictates buyer behavior as they move 
through the buying cycle.

values and attributes are. How do you and your 
colleagues perceive your brand? How do your 
customers and prospects perceive your brand? 
How does your competition perceive your 
brand? As importantly, what in your marketing 
messages and marketing tactics is establishing 
or reinforcing the values and attributes that 
define your brand?

SEARCH & YOUR BRAND 
97% of survey respondents use 
search engines to find information. 
Of those respondents, 86.3% select 
search results from companies / 
sources they recognize.
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�Understanding and leveraging the relationship 
between push / pull marketing is vital in effectively 
reaching and influencing industrial buyers. Push 
marketing builds brand, introduces information 
and drives traffic. Pull marketing delivers deeper 
information needs and converts prospects to leads. 
It’s no coincidence that amongst the leading media 
influencers, one is push (trade magazines) and one 
is pull (trade / industry websites).

Integrated

 PUSH
 mEdiA

PUSH MEDIA MAKES  
PULL MEDIA POSSIBLE

The majority of manufacturing 
purchasing decisions are 
impacted by 3 or more people. 
These buying teams represent 
multiple touchpoints and the 
need to align your message 
with the myriad areas they’re 
likely to access information. 

TRADE MAGAZINES

TRADESHOWS AND EVENTS 

ENEWSLETTERS
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Manufacturers are heavy search 
users, but are much more likely 
to select companies that they 
are aware of.

 PUll
mEdia

PULL MEDIA MAKES  
PUSH MEDIA POWERFUL

Marketing

Brand is the biggest differentiator in 
vendor perception and selection.  
The most impactful media for building 
brand are trade magazine and industry 
and supplier websites. As a result, an 
integrated print / web strategy is an 
essential characteristic to an industrial 
marketing program.

INDUSTRY WEBSITES
SEARCH ENGINES
WEBINARS
BLOGS
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Content Marketing

Content marketing is critical. The technically-
minded manufacturing buyer turns to and trusts 
technical content and expert commentary when 
forming purchasing decisions.

Invest in creating quality content. Promote 
the availability of that content in places where 
manufacturers look for solutions. Align your 
message and your solutions with areas that industrial 
buyers access when looking for information.

Surround your marketing 
message with quality, 
compelling content. 
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Content Marketing

Technical articles 
are the most likely 

selected search return

Technical / editorial content 
is the most influential factor 

impacting vendor perception

Technology is the 
most influential 

factor impacting 
vendor selection
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Manufacturing buyers are 
not social networkers, they 
are solutions networkers.

Look at your business as a solutions network. What 
solution does your technology or service provide? 
What customers have successfully leveraged your 
technology or service to achieve a specific solution? 
Where do your customers and prospects turn when 
they look to solve a production, equipment or 
business challenge? 

Reporting your brand, your technology and your 
customers’ successes in places that manufacturing 
professionals turn to solve problems and conduct 
research is an effective way to solution network. 

Solutions Networking

14    |     GARDNER RESEARCH   |   2014 MEDIA USAGE IN MANUFACTURING



Look at your business as 
a solutions network. 

Manufacturers are not heavy social 
media users, but do find value in 

content and networking platforms 
like YouTube and LinkedIn.

SOLUTIONS 
NETWORK

Technical, editorial coverage 
is a primary influencer. 

Create and deliver content 
that can be featured by 

trade and association media. 
Ensure your message 

appears in the primary 
print, digital and live venues 

used by industrial buyers. 

Personal interaction is 
an important component 
in the industrial buying 
cycle. Buyers rely heavily 
on input from peers and 
base perception on direct 
sales efforts and event 
participation. 

IN PERSON

SOCIAL

SOURCE

TECHNICAL

Manufacturing professionals’ media 
consumption is most often based 

on a product or process challenge. 
When challenges arise they turn 
first to trusted information and 
research sources – specifically, 

trade media and supplier websites. 
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The Manufacturing Buyer

• �Is an influential member of senior 
company management

• �Is part of a team of 3 or more who 
impact purchasing decisions

• �Looks for products and services at 
least once a week

• �Uses at least 5 different media to 
find information

• �Prefers trade magazines and 
websites for finding information 

• �Values technology and service 
more than cost

• �Carries a mobile device; primarily 
for email and browsing

• �Does not consider social media an 
effective business tool

• �Values brand reputation when 
making research, vendor and 
purchasing decisions

21-30

11%

23%
41-50

60%
50+

6%

31-40

WHAT IS 
YOUR AGE?
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93% Have Purchasing Influence

TAKEAWAY: The manufacturing buyer 
is technically minded and is more likely 
to have an engineering background. 
Industrial marketers need to craft 
messaging that appeals to technology-
driven, solutions-based decision makers. 
And, place those messages in areas that 
buyers are most likely to consult when 
researching a product or process solution. 

NO INFLUENCE

WHAT IS YOUR 
LEVEL OF  

PURCHASING 
INFLUENCE?

7%
27%

34% 32%
APPROVE RECOMMEND

SPECIFY

WHAT IS YOUR JOB FUNCTION?

Corporate Management 24%

Manufacturing / Process Engineer 22%

Manufacturing / Process Managment 17%

Others* 16%

Design / Product Engineering 12%

Design / Product Management 6%

Educator / Student 3%

5% 15%10% 20% 25%0

*Others include: Purchasing, Machinist, Business Development, Sales & Marketing
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ANSWERED

90.6%
ANSWERED



26%

42%
3-4

5 or more

32%
1 or 2

HOW MANY PEOPLE 
INFLUENCE YOUR 

COMPANY’S 
PURCHASING 
DECISIONS?

TAKEAWAY: MANUFACTURING BUYERS DO NOT ACT ALONE. 
With the average buying team consisting of 3 or more people,  
it is important that product and marketing messages are present,  
aligned and integrated in ways that will impact different influencers 
at different stages of the industrial buying cycle.

The Buying Team
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81.2%
ANSWERED



WHAT END MARKETS DOES 
YOUR COMPANY SERVE?

TAKEAWAY: While manufacturing buyers tend to 
identify themselves more by materials and processes, 
there are specific end markets that lead the industrial 
landscape – specifically, automotive, aerospace and 
shops producing for multiple industries.

41%Automotive

28%Defense

37%Aerospace

25%Energy

19%Electronics

27%Medical

29%Consumer Products

23%Heavy Equipment

Other11%

10% 30%20% 40%

41%Contract Manufacturer

WHAT IS THE PRIMARY MATERIAL 
USED IN YOUR FACILITY? 

70%

60%

50%

40%

30%

20%

10%

0

71%

M
et

al

32%
Pl

as
tic

s

24%

C
om

po
sit

es

10%
O

th
er

0

TAKEAWAY: Metal is the most commonly 
used material amongst the survey audience. 
30% of respondents indicate using multiple 
materials at their facilities.

Companies
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ANSWERED

97.5%
ANSWERED



TAKEAWAY: Manufacturing professionals continue to rely heavily on trade magazines and 
industry websites to find information. This reliance along with search leads to significant 
traffic to supplier websites. This trend underscores the importance of an integrated 
marketing strategy that includes a balance of high-impact, brand building push tactics and 
solutions-based, lead nurturing pull strategies including optimization of company websites. 

PLEASE RANK THESE MEDIA IN TERMS OF 
EFFECTIVENESS FOR FINDING INFORMATION.

Trade Shows 58%

Webinars 40%

Social Networks 29%

Industry Forums 56%

Blogs 25%

Supplier Websites 93%

1st Choice 2nd Choice

1st Choice 2nd Choice

Research 
& Media

Trade Magazines 89%

Industry Websites 93%

E-newsletter 67%

PU
LL

 PU
SH

10%0 50%30% 70%20% 60%40% 80% 90%
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97.5%
ANSWERED



HOW OFTEN DO YOU LOOK FOR INFORMATION? 

Process Technology  
and Best Practices

4%

41%

37%

17%

News and Events

5%

34%
38%

23%

71% of respondents look for products & services at least once a week.

PRODUCTS  
AND 

SERVICES2%

26%
DAILY

27%

45%
WEEKLY

MONTHLY

TAKEAWAY: While manufacturing 
professionals search for process technology 

& best practices less frequently, they do so at 
valuable stages in the industrial buying cycle. 

When looking for this type of information, 
their preferred source is trade media. 

Business and  
Market Data

15%

18%
27%

40%

FREQUENCY
Daily
Weekly
Monthly
Never
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93.1%
ANSWERED



What type of trade 
magAZINE content 
do you prefer? 

TAKEAWAY: Tasked with 
maintaining and improving 
operations, the technical buyer 
prefers trade media focused on 
process challenges compared 
to news or specific industries.

How do you prefer 
to receive trade 
pubLICATON content?

58%

35% 7%

PROCESS
SPECIFIC 
PUBLICATIONS

INDUSTRY 
SPECIFIC 
PUBLICATIONS

NEWS PUBLIC
ATI

O
N

S

58%

8%

PRINT 
MAGAZINE

DIGITAL
MAGAZINE

E-NEWSLETTER

20%

14%

WEBSITES

TAKEAWAY: While manufacturing 
professionals are accessing content 
across multiple channels, nearly 
80% favor information delivered in 
magazine format.

Trade 
Magazines
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92.9%
ANSWERED

93.0%
ANSWERED



Which search 
results do 

you select? 

TAKEAWAY: 
When conducting 
research via search 
engine, industrial 
professionals turn 
first to technical 
articles.

Video 4%

I Don’t Use Search Engines 2%

Related Ad 8%

Image 7%

10%0 50%30%20% 40%

Companies I Recognize 86%

I Don’t Use Search Engines 3%

Companies I Don’t Recognize 42%

Companies in ads at the 
side of the page 16%

10%0 50%30% 70%20% 60%40% 80% 90%

Companies in related ads 48%

What types of results are you most likely to select? 

Technical Article 49%

Vendor Website 30%

SEARCH
ENGINES

TAKEAWAY: Brand recognition is an essential component to converting 
prospects via search.  Manufacturers are, by an overwhelming margin, 
more likely to select a company / source they recognize.
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91.2%
ANSWERED

90.8%
ANSWERED



TAKEAWAY: Overall 
mobile use didn’t increase 
significantly, but it does 
appear that more people 
are carrying multiple 
devices. Laptops and 
tablets are the leading 
growth areas.

TAKEAWAY: Industrial 
marketers need to consider 
the impact of mobile when 
developing their integrated 
marketing strategies.

41% 31%

20%8%

App
Don’t Know

Web Browser — 
Mobile Version

Web Browser —  
Full Version

How do you 
prefer to 
access mobile 
web content?

TAKEAWAY: When browsing or researching 
on their mobile devices, manufacturers 
prefer to access content from a web browser.

MOBILE DEVICES
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Do you use a mobile device?
68%

None12%

22%Tablet

Mobile Phone16%

10%0 50%30% 70%20% 60%40%

61%

Laptop

Smart Phone

89.8%
ANSWERED

What do you use mobile for? 

10%0 50%30% 70%20% 60%40% 80% 90%

Other16%

54%Product Research

34%

88%Email

56%News Business Info 

Production  Management

74.7%
ANSWERED

79.6%
ANSWERED



LinkedIn

Social  Media

Rank the value of each of the following social media sites.

What is your general 
impression of social 
media as a business tool?

22%

8%

15%

10%0 30%20%

23%

Waste of Time

Do you 
use social 

media?

5

4

3

2

1

TAKEAWAY: Despite increased adoption, the perception 
of social’s usefulness continues to fall below average  

as a business tool and information resource.

60%

50%

40%

30%

20%

10%

0
You Tube

32%

Facebook TwitterGoogle+

Neutral

Invaluable

�Marketers looking  
to maximize return on their 
social investment should look 
to LinkedIn and YouTube.

LinkedIn is the most open 
resource amongst social sites.

It’s important to note that 
Twitter and Facebook are 
blocked at nearly 20% of the 
companies surveyed. 

TAKEAWAY: Social media adoption increased for 
the fourth consecutive year, but is still used by  

less than 50% of the total audience.

YES NO

INFLUENCE RANKING
6. Invaluable
5. Somewhat Invaluable
4. Neutral
3. Somewhat Wasteful
2. Waste of Time
1. Blocked

44% 56%

OtherPinterest

TAKEAWAY: 
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50.8%
ANSWERED

67.6%
ANSWERED

87.5%
ANSWERED



Vendor 
Selection

TAKEAWAY: Registration-based media continue to rank lower on 
accessibility and information effectiveness, but they are amongst 
the primary means buyers used to reveal themselves to vendors. 

67%Scanning your badge at a tradeshow

22% Subscribing to a trade magazine

35% Registering for a webinar

15%

2%

19%

28% Visiting a website

8%

10% 30%20% 40%

43% Registering for a tradeshow

0 50% 60% 70%

After what actions do you expect to be contacted 
directly by a sales representative?

Downloading a white paper

Opening an email

Clicking a banner ad

Watching a video
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68.8%
ANSWERED



Rank the following in terms of most influential 
in forming your perception of a vendor?

TAKEAWAY: Cost 
remains a vital 
component in vendor 
selection, but as 
technically minded 
buyers research and 
consider vendors 
they first rely on a 
potential suppliers brand 
attributes – technology, 
service & reputation.

62.5%

53.3%

40%

30%

20%

10%

0
Existing 
Vendor 

Relationship

CostServiceTechnology Reputation Risk 
Analysis

7. Most Influential
INFLUENCE RANKING

6. Highly Influential
5. Somewhat Influential
4. Neutral
3. Slightly Influence
2. Low Influence
1. Least Influential

5. Most Influential
INFLUENCE RANKING

4. Somewhat Influential
3. Neutral
2. Slightly Influence
1. Least Influential

Rank the following in terms of most influential  
in selecting a list of potential vendors?

Distribution

50%

40%

30%

20%

10%

0
Sales and 
Marketing  

Efforts

Search Return 
Rank

Peers/ 
Colleagues

Editorial 
Coverage/

Technical Articles

TAKEAWAY: Except for 
search return rank, all 
the factors listed had 
a significant impact on 
perception. Editorial 
coverage and word of 
mouth were the most 
influential by a slight 
margin, but the results 
show that buyers 
consider everything 
they see when forming 
perceptions.

Participation in 
Industry Events
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76.8%
ANSWERED

58.5%
ANSWERED
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