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Why Manufacturing GTM is Different

& Traditional SaaS GTM

Sales Cycle
Short to Medium (1-6 Months)

Buyer Persona

End User or Department Manager

Decision Drivers

UX, Features, Innovation

Content Needs

Free Trials, Demos, Reviews

© 2026 The Smarketers. Proprietary & Confidential.
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Sales Cycle
Long & Complex (6-18+ Months)

Buying Committee
Engineers, Plant Mgrs, Procurement, C-Suite

Decision Drivers
Risk Mitigation, Reliability, Specs, Compliance

Content Needs
Datasheets, CAD Files, ROI Proof, Certifications




The Manufacturing Buyer Journey 2026

#'Smarketers

Awareness & Technical Decision & Post-Sale &

Discovery Evaluation Procurement Adoption

BUYER MINDSET BUYER MINDSET BUYER MINDSET BUYER MINDSET
"We have a bottleneck in "Does this meet our specs? Will "What is the ROI? Is this vendor "How do we install this? How do
production. What technologies it integrate with our existing reliable? What about support?” [ train my operators?"
exist to solve this?" line?"
CONTENT NEEDS CONTENT NEEDS
CONTENT NEEDS CONTENT NEEDS

« ROI Calculators

Training Video Library

¢ Linkedin Thought * Whitepapers « Compliance Docs « Maintenance Guides
Leadership

Webinars & Demos
* Problem-Solution Videos

© 2026 The Smarketers. Proprietary & Confidential. 4



Planning &
Strateqy

Building the strategic foundation for a successful
manufacturing go-to-market motion.
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The Manufacturing GTM Framework
Market Segmentation

Competitive Analysis

Value Proposition Design

Pricing Strateqy

Channel Strateqy



The Manufacturing GTM Framework

01 Planning

Deep market intelligence, defining the Ideal Customer Profile
(ICP), and understanding the buying committee dynamics.

02 POSItlonlng Set Measurable I." o “\, Optimize Sales and
. . . L Goals and Metrics | B | Distribution Processes
Crafting a value proposition based on risk mitigation and ROI. 8 '

Developing pricing strategies for industrial products.

=

Establish a Clear :" g Go-to-Market @’_ \. Execut.elntegrate_d
Value Proposition |, %=~ 3 Marketing Campaigns
Strategy >
03 Execution
Aligning sales and marketlng ("Smarketing"), creat.lng technical i1 .'" Y e "‘. Cetlsct and Ralyis
content, and launching demand generation campaigns. Target Market %, ¢ 0O  Customer Feedback

04 Measurement

Tracking revenue velocity, pipeline influence, and customer

H H Avialio~ M \ dm Amdiianim a1 A N A A
INCSLUIC valuc ULV ) LU UPLIITILZC pelLivltiialicve.
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Market Segmentation for Mlanufacturers

Precision targeting in 2026 requires a multi-dimensional approach. Move beyond basic SIC/NAICS codes
to segment by operational maturity and position in the supply chain.

ks Vertical Focus <= Supply Chain Tier {5 Tech Maturity
« Precision Machining « Tier1(OEM Suppliers) * Industry 4.0 Leaders
CNC shops, Swiss turning. Direct to auto/aero OEMs. Full loT integration.
« Food & Beverage « Tier 2 (System Suppliers) « Fast Followers
Processing equipment. Sub-assemblies. Digital quoting, basic ERP.
« Maedical Device « Tier 3 (Component Mfrs) - Digital Transitioners
ISO 13485 certified. Raw materials. Moving from paper to digital.
« Aerospace & Defense « Job Shops (High Mix/Low Vol) « Traditionalists
AS9100 certified. Custom fabrication. Manual processes, legacy focus.

I THE 2026 ICP FORMULA High Propensity Buyer = [Specific Vertical] + [Tier 2/3] + [Digital Transitioner]

© 2026 The Smarketers. Proprietary & Confidential.



Competitive Analysis in Manufacturing

I The Competitor Landscape

4

AAN
w

Direct Competitors

Manufacturers offering identical capabilities (e.g., 5-axis CNC) and
serving the same verticals. Compete on capacity and price.

Process Substitutes

Alternative technologies solving the same problem. Example: Metal 3D
printing replacing complex casting or machining.

Global Entrants

Low-cost overseas providers. They win on price but often lose on lead
time, communication, and quality assurance.

| Differentiation Levers

Technical Superiority

« Tighter tolerances (+0.0001")
» Exotic material expertise
o Certifications (AS9100, ISO 13485)

Service & Support

» Design for Mfg (DFM) feedback
» Dedicated application engineers
» Rapid prototyping services

"« The
5 "Smor_keters

Operational Excellence

e Guaranteed lead times
« Vendor Managed Inventory (VMI)
« Real-time order tracking

Commercial Terms

« Total Cost of Ownership (TCO)
models

» Flexible payment terms
e Long-term supply agreements

Stop competing on "Cost Per Part". Start competing on "Total Cost of Ownership" (Quality + Speed + Reliability).

© 2026 The Smarketers. Proprietary & Confidential.




Value Proposition for Manufacturing

STRATEGIC VALUE

Risk Mitigation, Innovation Partnership,
Brand Reputation

OPERATIONAL VALUE

Supply Chain Reliability, Ease of Integration, Technical
Support

FUNCTIONAL VALUE

Product Specs, Tolerances, Price, Availability

© 2026 The Smarketers. Proprietary & Confidential.
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The B2B Value Equation

(Quality + Speed +

Benefits )
Service)

Costs (Price + Risk + Effort)

Value = Benefits - Costs

Key Insight: In 2026, manufacturers must articulate value
at the Strategic level to avoid commoditization. Don't just
sell parts; sell supply chain security.



Pricing Strategy for Industrial Products

#'Smarketers

Cost-Plus PAST VValue-Based PRESENT Servitization FUTURE

Price = Mfg Cost + Markup %

!
!

Price anchored to customer ROI - Equipment-as-a-Service (EaaS)

— Focus on covering overheads Premium for efficiency gains

!

Pay-per-part / Pay-per-hour

i

- Commoditized approach —. TCO (Total Cost of Ownership) model - Performance guarantees
- Easy to calculate, hard to defend — Requires deep customer data - Recurring revenue (OpEx)
Focus: Margin Protection Focus: Revenue Impact Focus: Risk Sharing

(Revenue Increase + Cost Savings) (Price + Implementation Risk)

© 2026 The Smarketers. Proprietary & Confidential. 10



Channel Strateqy & Partner Enablement

ale The Hybrid Mix

DIRECT SALES

Best for complex, engineered-to-
order solutions. High margin, high
CAC. You own the CRM data.

CHANNEL / DIST.

Best for standard components & WHERE ohowly HO o o

MRO. Scale & reach. Lower margin yoRcompte? kit sk
inventory buffer. First target Next targets V:l::;::mi;:;r;& Launch tactics S Firat over advantage

Define WHOISYOUr g otantial next Cilgetan ptihoh - Use case expertise

early customar, Define a sequence plan tha
[nclusrll's; andtuse case (bn:;‘:{:c[:ns} differentiated and driv:s Word-%f -l:’ni_ru‘th « Market-relationships &
(beachhead segment) '0""'":::;:?:‘0‘:‘““ and creates your alliances
v A’ ’ A 4 s ecosyswl : intangi?les advacr;taga
Buying Motivations Competitors Positioning Pricing Pnn;va ilOn Zpeeh'
et the Create and test tiillinaness « Product leadership
‘ Pa rt n e r E na b I e m e nt 2 ° 0 un:::s::s::;vb::ur corr;u‘:lﬂw in(:l:llsoapu paSILiD:éng mosouee ! to hulll{ltlj ygour |'JrI::nir’|r:;l|l Lo
NOW: pains, nesds, and find Colhmilnic‘;‘iy:c:sr valle strategy / revenua
. X outcames, struggles, market whitespaces prnuo.s;:n:m models. PLAN FOR LONG-TERM
v Co-Branded Content: White-labeled datasheets & webinars. roblems to solve } A 4 A ADVANTAGE
. . epe Ecosyatem Distribution
v Lead Sharing: Passing qualified leads to local partners. Chaemgls 10 Steps
;’i’edlctqbie — J:Sira:eg:ze a!:d plz|r|l )
o . o nnowvation i 2
v Technical Portals: Self-service CAD & inventory access. ; _ parmersandalies  salesmerketing and GTM Stratogy
The market building studio channel partners. for B2H technology +
.. L. . ’ software products
v Training: Certification programs for partner sales reps.

Figure: Integrated Channel & Distribution Framework

© 2026 The Smarketers. Proprietary & Confidential.
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Execution &
Tactics

Aligning teams and deploying high-impact
campaigns to capture industrial demand.
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Sales & Marketing Alignment
Al-Powered Account Intelligence
Content Strateqy Framework
Technical Content Mastery
Video Content Strateqy

Lead Generation Tactics



Sales & Marketing Alignment (*Smarketing™)

In manufacturing, the handoff isn't a single moment—it's a continuous loop. Alignment requires shared
definitions, rigorous SLAs, and constant feedback.

Shared Goals 1@! Defined SLAs %2 Feedback Loop

* Revenue, Not Just Leads: Marketing is * MQL Definition: Clear criteria (Demographic * Weekly Syncs: Review lead quality, pipeline
measured on pipeline contribution and + Behavioral) for what constitutes a velocity, and campaign performance.
closed-won revenue. qualified lead. * CRM Data Integrity: Sales must log "Reason

* Unified Funnel: Single view of the customer * Response Time: Sales commits to for Rejection" to improve marketing
journey from anonymous visitor to repeat contacting MQLs within 24 hours. targeting.
buyer. * Follow-up Cadence: Minimum touchpoints * Content Usage: Feedback on which assets

* Account-Based Focus: Joint selection of before returning a lead to marketing. help close deals.

target accounts (ABM).

THE 2026 SHIFT Move from "Marketing generates leads, Sales closes them" to "One Revenue Team orchestrating the buyer journey."

© 2026 The Smarketers. Proprietary & Confidential. 13



Al-Powered Account Intelligence

“Smarketers

Move beyond static lists. In 2026, manufacturers use layered data to identify who fits and who is ready
to buy now.

B Firmographic Fit Jlll Intent Signals & Predictive Context

v Industry: NAICS (e.g., 3364) v Research: Reading "Industrial loT" articles v News: Factory expansion announcements
v Size: Revenue >$50M, Employees >200 v Website: Multiple visits to Pricing/Case v Financials: Recent funding or M&A

v Tech Stack: ERP (SAP) or MES (Rockwell) Sl v Supply Chain: Disruption alerts

v Location: Near service hubs 2 alliil O R L B S v Leadership: New VP of Operations

Engineer

v Comparison: Visits to competitor review
sites

Al aggregates thousands of signals in real-time to score accounts. Result: Sales focuses on the top 10% showing

THE Al ADVANTAGE . . .
active buying behavior.

© 2026 The Smarketers. Proprietary & Confidential. 14



Content Strateqy Framework

5 "Smor_kelers

E. Technical Authority @4 Application Expertise @& Business Justification
Prove capability. Engineers need to know it Prove problem-solving. Show how your Prove value. Give the champion the tools to
fits, it works, and it meets the spec. product works in the real world. sell to the CFO.
¢ Interactive Datasheets e Application Notes e ROI & TCO Calculators
Searchable specs, not just PDFs Deep dives into specific use cases Quantify savings over time
e 3D CAD Models e "How-to" Video Library e Supply Chain Risk Reports
Downloadable for design integration Installation, maintenance, troubleshooting Reliability and redundancy proof
e Certifications & Compliance e Webinars with Engineers e Executive Case Studies
ISO, AS9100, FDA documentation Peer-to-peer technical discussions Focus on business outcomes, not just tech

Stop gating datasheets. In 2026, technical friction kills deals. Gate the value (calculators, deep guides), not the specs.

© 2026 The Smarketers. Proprietary & Confidential. 15



Technical Content Mastery

#'Smarketers

“Engineers don’t buy marketing claims. They buy specifications, performance data, and
proven reliability.”

=] ©

Datasheets Whitepapers CAD & BIM
The primary screening tool. Must be Deep dives into industry problems. Positions The highest intent signal. If an engineer
comprehensive, accurate, and easy to find. your brand as the technical expert. downloads a model, they are designing you in.
» Detailed Specifications » Problem/Solution Framework » Native File Formats
« Tolerance & Material Data » Original Research/Data « 3D Previews
« Compliance Certs (ISO, UL) « Implementation Guides « Configurable Parameters

STRATEGY: UNGATED STRATEGY: GATED (LEAD GEN) STRATEGY: GATED (HIGH INTENT)

Never hide datasheets behind a form. Engineers will bounce immediately. Gate the "How-To" (Whitepapers) and the "Design-In"

(CAD), but free the "What" (Specs).

© 2026 The Smarketers. Proprietary & Confidential. 16



Video Content Strateqy

Video is the fastest way to build trust in manufacturing. It bridges the gap between digital browsing and
physical reality.

ld Virtual Plant Tours P4 Technical Demos

Showcase capacity and quality control labs without travel. Exploded views and tests showing the product under load.
Goal: Trust & Scale Goal: Proof of Capability
3% Installation & Training SME Shorts

QR-linked step-by-step maintenance videos to reduce tickets. Handheld shop-floor clips — engineers talking to engineers.
Goal: Customer Success Goal: Thought Leadership

PRODUCTION RULE Authenticity > Polish. Raw stress-test footage often beats high-budget commercials in credibility.

© 2026 The Smarketers. Proprietary & Confidential.



Lead Generation Tactics

2. The
#'Smarketers

Stop gating generic brochures. In 2026, lead generation is about offering utility. Give engineers tools
that help them do their jobs, and they will give you their contact info.

#” Engineering Tools Diagnostics ®) Conversational

Interactive utilities that solve specific

Assessments that help buyers identify gaps in
calculation or configuration problems.

Real-time engagement for buyers who need
their current operations.

immediate answers.

I

Product Configurators — Energy Efficiency Audits — Al Part Lookup Bots

- Load/Capacity Calculators - Compliance Readiness Quizzes - Instant Quote Generators

— Material Selectors — TCO (Total Cost of Ownership) Analyzers - "Talk to an Engineer" Routing
- Cross-Reference Tools

- Process Maturity Graders — Order Status Lookups

From "Contact Us" forms to "Solve My Problem" tools. Utility-based marketing generates 3x higher conversion rates than static content.

© 2026 The Smarketers. Proprietary & Confidential. 18



Website Optimization

2. The
#'Smarketers

Your website has two audiences in 2026: Human Engineers looking for specs, and Al Agents scraping

for answers. You must build for both.

For the Engineer @ For the Al Agent

- Schema Markup: Structured data for
every product (Price, Stock, Spec).

- Parametric Search: Filter by voltage,
load, material (not just keywords).

- HTML Tables: Clean data tables that
LLMs can easily parse.

— Application Nav: "Solutions for
Aerospace" vs. "Product Catalog".

—. FAQ Sections: Direct Q&A format to
capture "Answer Engine" snippets.

- Speed: Sub-2 second load times for
heavy CAD pages.

@) Guided Selling

- Product Selectors: "Help Me Choose"
wizards for complex catalogs.

— Visual Configurators: Real-time 3D
rendering of custom parts.

—. ROI Calculators: Interactive tools to
justify the investment.

Time-to-Spec: How fast can an engineer find the exact part number they need? If it's >3 clicks, you're losing them to a

competitor with a better filter.

© 2026 The Smarketers. Proprietary & Confidential.
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Generative Engine Optimization (GEO)

In 2026, engineers ask Al, not just Google — optimize for answers, not clicks.

The Paradigm Shift Optimization Tactics
Keywords & Rankings Context & Citations Direct Answer Formatting
Use concise Q&A headers and short definition-style answers.
10 Blue Links One Synthesized Answer Data Density
Lead with unique specs and stats; cut fluff.
Traffic Volume Share of Voice L. .
Citation Velocity
Backlinks Brand Authority Earn mentions on authoritative sites and forums.

Be the Source of Truth. If Al can't verify your facts, it won't serve your answer.

© 2026 The Smarketers. Proprietary & Confidential. 20



PPC & Paid Media Strateqy

"« The
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Stop paying for B2C clicks. Manufacturing PPC requires hyper-targeting to filter out hobbyists, students,

and low-value leads.

Q, High-Intent Search

Capture engineers actively looking for a solution.
Focus on specificity to reduce waste.

e Long-Tail Technical Keywords
"5-axis CNC aerospace" vs "machining"

e Aggressive Negative Keywords
Exclude: "jobs", "cheap", "DIY", "course"

e Part Number Targeting
Bid on competitor or replacement part #s

in Firmographic Social

Target the buying committee before they even
search. LinkedIn is the primary channel.

e Job Title Targeting

Design Engineer, Plant Manager, Procurement

e Company List Uploads (ABM)

Target only your Top 500 dream accounts

¢ Industry/NAICS Filters

Ensure ads only show to relevant sectors

= Nurture Retargeting

98 % of visitors don't buy on the first visit. Stay top-
of-mind during long sales cycles.

CAD Downloaders
Show case studies to users who took files

Pricing Page Visitors
Offer a consultation or ROI calculator

Cross-Channel Sync
Retarget LinkedIn clicks on Google Display

Don't spread thin. Allocate 60% to LinkedIn (Quality/ABM) and 40% to Google (Intent). Avoid Facebook/Instagram unless retargeting.

© 2026 The Smarketers. Proprietary & Confidential.
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Tools &
Technoloqgy

Building the infrastructure to scale. From CRM to
Al agents, the right stack turns data into revenue.
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Modern Tech Stack

Al Tools for Manufacturing
Data Integration Strateqy
Marketing Automation

CRBM & ERP Connectivity



The Modern Tech Stack

A connected ecosystem, not a collection of tools. In manufacturing, ERP integration is the bedrock of
marketing credibility.

EXPERIENCE LAYER
2d Customer Interface

H

% CMS / Headless CPQ (Configurator) ®2 Conversational Al

ORCHESTRATION LAYER

as Growth Engine Data Integration
(iPaaS)

= Marketing Auto. © ABM Platform = Sales Engagement

The glue that syncs inventory data to
the website and leads back to the ERP.
Tools: MuleSoft, Zapier, Celigo

FOUNDATION LAYER
S System of Record

“* CRM (Salesforce) uu ERP (Inventory) B Pricing Engine

© 2026 The Smarketers. Proprietary & Confidential.




Al Tools for Mlanufacturing

The 2026 stack isn't just about intelligence. Deploy these tools to predict demand, scale content, and
engage engineers 24/7.

l~ Predictive & Intent »’ Generative Content ® Conversational

6sense / Demandbase Jasper / Copy.ai Custom GPTs

Identify accounts researching your category before Scale technical blog posts and case study drafts Train a bot on your PDF manuals to answer technical
they fill out a form. based on your specs. queries instantly.

Gong / Chorus Synthesia Intercom Fin

Analyze sales calls to extract competitor mentions Create multilingual training and product explainer Al agent that resolves support tickets and routes
and objection trends. videos with Al avatars. complex sales inquiries.

Data Privacy First: Never feed proprietary CAD files or trade secrets into public LLMs. Use enterprise instances with

IMPLEMENTATION NOTE T
zero data retention" policies.

© 2026 The Smarketers. Proprietary & Confidential. 24



Data Integration Strateqy

In manufacturing sales cycles (12-18 months), data continuity is critical. You cannot afford to lose
context between a website visit, a CAD download, and the final RFQ.

= Single Source of Truth " First-Party Collection

Integrate ERP (SAP/Oracle) with CRM (Salesforce) and MAP (HubSpot). Move beyond cookies. Use progressive profiling on technical content
Sales must see marketing engagement, and Marketing must see booked (Whitepapers, CAD) to build rich prospect profiles over time.

revenue.

2° Data Hygiene %2 Closed-Loop Reporting
Legacy ERP data is often messy. Implement automated cleaning to Feed offline sales data (actual revenue, not just leads) back into ad
standardize job titles, industries, and parent-child company platforms to optimize for high-value deals, not just clicks.

relationships.

THE GOAL It's not just about "more data." It's about providing clean, actionable context to the sales engineer before they pick up the phone.

© 2026 The Smarketers. Proprietary & Confidential.
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Marketing Automation

Manufacturing sales cycles average 6-18 months. Automation bridges the gap between "Interest" and
"Purchase Order" without burning out your sales team.

The Quote Revival Trade Show Nurture Aftermarket Expansion

@ TRIGGER @ TRIGGER @ TRIGGER
Quote sent > 30 days ago with no Badge scan at IMTS / Fabtech. Machine delivered + 90 days.
activity. @ ACTION @ ACTION

@ ACTION Day 1: Recap video. Day 3: Technical "Time for maintenance?" +
Send automated case study: "How specs. Day 7: Meeting link. Consumables discount code.
[Competitor] solved this." ® GOl ® 0L

@ GOAL Book a technical demo. Increase Lifetime Value (CLV).

Re-open conversation.

Personalize at Scale: Don't just say "Hi [Name]." Reference their specific Machine Model, Industry, and Region in every email to

PRO TIP
prove relevance.

© 2026 The Smarketers. Proprietary & Confidential. 26



Measurement &
Analytics

Moving beyond vanity metrics. How to track
revenue impact, attribution, and customer lifetime
value in a long-cycle industry.
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GTM Metrics Framework
Lead Quality & Conversion
Revenue & Attribution
Retention & Expansion

Dashboard Design



GTM Metrics Framework

5 "Smor_kelers

Manufacturing sales are complex. Move beyond vanity metrics (clicks) to value metrics (pipeline). Track
health at every stage of the 18-month cycle.

« Awareness & Consideration 1t Decision =~ Retention
Share of Voice MQLs SQLs CLv
Brand mentions vs. competitors in Marketing Qualified Leads (Score > Sales Qualified Leads accepted by Customer Lifetime Value (Machine +
trade journals. 50). sales. Parts).
Organic Traffic Technical Engagement Pipeline Velocity NRR
Visitors to technical blog/glossary CAD downloads, Spec Sheet views. Speed from Opportunity to Closed Net Revenue Retention
pages. Won. (Upsell/Cross-sell).
Demo Requests
Social Reach Hand-raisers asking for sales contact. Win Rate NPS
LinkedIn impressions within target % of quoted deals that close. Net Promoter Score (Customer
accounts. Loyalty).

Leading vs. Lagging: Traffic is leading; Revenue is lagging. You need a mix of both to predict future growth while reporting

past success.

© 2026 The Smarketers. Proprietary & Confidential. 28



Lead Quality & Conversion

In manufacturing, a "bad" lead wastes expensive engineering time. Use a rigorous scoring model and
SLA to ensure Sales only works opportunities that are ready.

17 Lead Scoring Model 1@ The Hand-off (SLA)

Explicit (Fit) Job Title, Industry, Revenue © 24-Hour Response
Sales must accept/reject MQL within 1 business day.
© Feedback Loop
Negative Score Careers Page (-10), Student (-50) Must provide reason for rejection (e.g., "Project too small").

© Recycle Logic
Rejected leads go back to Marketing Nurture automatically.

Implicit (Interest) CAD Download (+28), Pricing (+15)

MQL Threshold Score > 60

Manufacturing Conversion Benchmarks (Target)

VISITOR TO LEAD LEAD TO MQL MQL TO SQL SQL TO WIN

© 2026 The Smarketers. Proprietary & Confidential. 29



Revenue Metrics & Attribution

The
‘*’--"Smo_r_k_eters

Connecting marketing activity to the bottom line. In manufacturing, the goal is to prove that the trade
show booth and the webinar series directly influenced the $2M machine sale.

CAC Yo

(Mktg Spend + Sales Salaries) / New
Customers

The Trap: Ignoring long sales cycles. A lead
generated in Q1 might not close until Q4.
Calculate CAC on a rolling 12-month basis.

I Executive View: Pipeline Health

Pipeline Dashboard preview

© 2026 The Smarketers. Proprietary & Confidential.

CLV od

Machine Price + (Annual Parts x 10 Years)

The Gold Mine: Aftermarket revenue often
exceeds the initial capital equipment sale.
Marketing must support the entire lifecycle.

Attribution ~
Multi-Touch (W-Shaped)

The Reality: Credit the Source (Trade Show), the
Nurture (Webinar), and the Close (Sales Rep).
Avoid "Last Touch" bias.

I Marketing View: Campaign ROI

Campaign ROI preview

30



Retention & Expansion Metrics

The initial sale covers the cost of acquisition. The profit comes from the aftermarket. Track these
metrics to ensure you aren't leaking revenue to third-party service providers.

|~ & ®

Net Revenue Retention (NRR) Aftermarket Attach Rate Net Promoter Score (NPS)
The percentage of recurring revenue The percentage of equipment sales that A measure of customer loyalty and likelihood
(service contracts, software subs) retained include a service contract or spare parts to refer. Critical for manufacturing where
from existing customers, including package at the point of sale. word-of-mouth drives 40% of leads.
expansion.

FORMULA FORMULA

(Starting ARR + Expansion - Churn) / (Units with Service Contract / Total Units FORMULA

Starting ARR Sold) * 100 % Promoters (9-10) - % Detractors (0-6)

Best-in-class manufacturers achieve an Aftermarket Attach Rate of >40% and an NRR of >110% by treating service as a

product, not an afterthought.

© 2026 The Smarketers. Proprietary & Confidential. 31



Dashboard & Reporting

Don't overwhelm the CEO with click-through rates, and don't bore the SDR with lifetime value. Tailor the
view to the stakeholder.

w Executive View CEO/ VP Sales @4 Operational View
PIPELINE VALUE CAC PAYBACK MQLS (THIS WEEK)
$4.2M 8.5 Mo 24
T™12% MoM 4 0.5 Mo

Acme Corp downloaded CAD

Revenue vs. Goal (Q3)
Global Mfg viewed Pricing

Techlnd requested Demo

2. The
#'Smarketers

Marketing Mgr / SDR

EMAIL OPEN RATE

28%

HOT
NEW

URGENT

The "So What?" Test: Every widget on a dashboard must answer a specific question. If a metric doesn't drive a decision or an action,

remove it.

© 2026 The Smarketers. Proprietary & Confidential.
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Best Practices &
Case Studies

Real-world examples of manufacturing companies that
transformed their GTM strategy to drive measurable
growth.




GTM Launch Checklist

Before you press "Go," ensure every component of the engine is calibrated. A missed step in data
routing can cost months of attribution data.

i» Strategy & Planning = Tech & Data
ICP & Buyer Personas defined and signed off by Sales. CRM Fields mapped for new product/service line.
Value Proposition & Messaging Matrix finalized. Lead Routing Rules tested (Round Robin vs. Territory).
Pricing Strategy (including distributor margins) approved. Tracking Pixels (LinkedIn, Google, 6sense) verified.
Competitor Battlecards updated and distributed. Dashboard Reporting built for MQL/SQL tracking.

B Content & Assets 2s* Sales Readiness
Technical Spec Sheets & CAD files uploaded to CMS. Sales Training / Enablement Session completed.
Product Explainer Video produced and hosted. Demo Environment / Sample Kits distributed to reps.
Email Nurture Sequences (Day 1, 3, 7, 14) built. SLA (Lead Response Time) re-confirmed.
Case Studies (Industry-specific) ready for sales use. Target Account List (TAL) uploaded to CRM.

© 2026 The Smarketers. Proprietary & Confidential.
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Case Study: Precision Machining

[ SECTOR: AEROSPACE & DEFENSE MFG

A $50M CNC machining shop was relying entirely on trade shows and word-of-mouth. They were
"invisible" to the new generation of digital-first engineers at Boeing and Lockheed.

A The Challenge %4 The Strategy @ The Results

Sales were flatlining. The sales team was Technical Authority + ABM. We created Within 6 months, the guide was downloaded
chasing low-margin "job shop" work instead "The Ultimate Guide to 5-Axis Tolerances" by engineers at 12 of the top 50 target

of high-value aerospace contracts because (gated content) and ran LinkedIn ads accounts. Sales had "warm" entry points to
they couldn't get in the door with the right targeting "Manufacturing Engineers" at 50 discuss technical specs, not just price.
engineers. specific target accounts.

0% ABM $4.2M

INBOUND LEADS FROM WEBSITE TARGETED LINKEDIN CAMPAIGN NEW PIPELINE GENERATED

© 2026 The Smarketers. Proprietary & Confidential. 35



Case Study: Food Processing OEM

Tatalyst

The Context: A $500M manufacturer of industrial baking lines relied on distributors for 60% of revenue
but struggled with declining channel performance.

A The Challenge B¢ The Solution | The Results

> Passive Network: Distributors were "order
takers," waiting for leads rather than
hunting.

> Slow Sales Cycle: Partners constantly
waited for HQ engineers to join calls.

Enablement > Incentives:

WHY IT WORKED
to sell complex tech.

© 2026 The Smarketers. Proprietary & Confidential.

v Video Academy: Launched a portal with o

50+ short (3-min) technical explainer + 25 A

videos. PARTNER REVENUE (YOY)
v Co-Branded Assets: "One-click"

customization for sell sheets and email 40%

templates.

FASTER SALES CYCLE

% 100% Adoption by Top 20 Distributors
within 3 months.

Distributors didn't need more margin; they needed confidence. Video content gave them the words
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Common GTM Failures

Great products still fail when the GTM engine is broken.

© The ”Field of Dreams™ Fallacy e The "Brochureware” Website
Assuming specs alone will drive sales without distribution or A static site that lists products but captures no leads or insights.
messaging.

| THE FIX Add tools: configurator, ROl calculator, or chatbot.

THE FIX Translate specs into clear business value and go-to-market
programs. ' Channel Conflict

Introducing DTC without clear rules that protect partners.

‘2. Ignoring the Buying Committee

Selling only to engineers while neglecting finance and operations | THE Fix Define swim lanes (e.g., Direct <$5k; Distributors >$5k).

buyers.

| THE FIX Create targeted tracks: ROI for finance, uptime for ops.

A Biggest Risk: Data Paralysis
Don't wait for perfect data. Launch with what you have, measure, iterate.
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Future &
Al Evolution

From predictive analytics to autonomous agents: How Al
will reshape manufacturing GTM in the next decade.




The Evolution of Al in GTIM

We are moving from "Copilots" that assist humans to "Agents" that execute tasks autonomously. In
manufacturing, this means supply chains that self-correct and marketing that self-optimizes.

1. Predictive Al 2020-2024

"What will happen?" Forecasting demand, scoring leads, and
predicting churn risk.

2. Generative Al 2024-2026

"Create this for me." Drafting technical emails, generating CAD
summaries, and creating personalized outreach.

3. Agentic Al 2026+

"Go do this." Autonomous agents that negotiate pricing, route
orders, and execute campaigns.

© 2026 The Smarketers. Proprietary & Confidential.
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3 stages of GTM

_ " !
Traction ot 3

You laumawedhwef
and sealable GTM motion .

Go-to-Market fit
Wiin, 1 uculshily
peedicinhle GTM matian

Customers get value @
from your product

- Bustainable business model
Tearn grnwth, S0Py
Product-Marketfit |
Sustainable retentian curves

Rovanun starts piehing up
Riecommatidntiafia kick 6ff

Firet paying cussomors
“Can we ovon sohve this
prahine” mistrics

FFF clinmty

win more fronts

Figure: The systematic integration of Al across the GTM lifecycle, from data

ingestion to execution.
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Ready to Transform Your
Manufacturing GTIM?

Stop relying on trade shows and legacy relationships. Build
a predictable, data-driven revenue engine for 2026.

The Smarketers is a B2B marketing agency specializing in ABM
and Inbound strategies for high-growth manufacturing and
industrial companies.
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Your Growth Catalyst
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