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Dear Reader,

Marketing to packaging end users is increasingly complex. Communication
options are diverse, buying teams are seeking tailored content and
marketers are increasingly pressed to optimize and accelerate sales funnel.

It is with this backdrop in mind that PMMI Media Group presents the
following Supplier Marketing Trends and Best Practices report. I hope
this will be a valuable resource to you as you navigate this challenging
environment. Within this report, you'll learn:

* Most popular channel strategies that packaging equipment and materials
suppliers are pursuing—and where they may be falling short

» Packaging marketers’ lead management practices and performance norms

» Biggest barriers today’s marketers are facing and ways they are using
process changes and technology to address them

The report is based on findings from our 2019 Packaging End User
and Supplier Buying Insights Study, a two-pronged project examining
both buyer and supplier perspectives on changes in the research and
purchase of packaging machinery and supplies. Highlighted within are
excerpts of supplier responses. See insights.pmmimediagroup.com for
future reports in this series.

Kind Regards,

Savah Loeffler

Director, Media Innovation & Marketing Insights
PMMI Media Group
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CHANNEL
PREFERENCES

Largely Passive Web Reach Among Suppliers

While 62 percent of suppliers participate in online directories, most are
not using web techniques to steer and stay top of mind with buying teams.
Retargeting visitors with ads—a simple and relatively inexpensive tactic
any website owner can do—is used by only 35 percent of respondents.

Which WEB marketing strategies do you use?

Participation in online directories

[ | 62%
Trade media website ads

[ reee— | 48%
Paid search/Google ads

[ eee— | 42%
Ads that retarget our site visitors on other sites (Google retargeting)

[ eee— | 35%
None of the above

[ — - 14%
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CHANNEL PREFERENCES

High Organic Social Participation, Little Content Distribution
Most packaging suppliers have some sort of social presence, with 78 percent
posting on their Facebook or LinkedIn pages and 70 percent maintaining
YouTube channels. These efforts are valuable in helping prospects research
known companies and products. Few marketers, however, are pushing out their
branding and content on buyers’ social feeds.

Which SOCIAL strategies do you use?

Posts to our company Facebook or LinkedIn page (free)

T | 78%
Upload videos to YouTube (free)
T 1 70%

LinkedIn paid ads

23%

|

Facebook paid ads

16%

|

None of the above

10%

I

YouTube paid ads

4%

1
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CHANNEL PREFERENCES

Email Is Popular, Mostly to Internal Lists

Email is by far the most popular channel strategy among suppliers—and in many
instances, the only channel strategy. Rather than focusing on funnel growth,
most email marketing is directed to known prospects and existing customers.

Which EMAIL strategies do you use?

Email marketing to our own list

| | 83%

Trade e-newsletter ads

| I | 449,

None of the above

[ - 12%

Other

[ - | 6%
The takea

business growth
particularly for
laws, greater co
shifting environ
challenging to m
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CHANNEL PREFERENCES

1in 4 Are Missing in Print

Twenty-six percent of suppliers do not participate in any type of
direct mail or print advertising. Of those who do pursue a print
strategy, print ads in trade media are more popular than direct mail.

Which PRINT strategies do you use?

Print advertising in trade media
| . | 65%

Direct mail (postal)
| T | 26%
None of the above

| e | 26%

The takeaway? This is a key area of opportu
reach influencers and decision makers without the pri
with email, and print-based communications typically
than other channels. A strategic combination of print
maximize the impact of a message because print offer
digital simply doesn’t, and it aids recall in a way that di
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HOW ARE BUYERS
CONSUMPTION BEHAVIORS
AFFECTING SUPPLIERS

°~)

If it feels like you’re under pressure to have more content and a broader
channel strategy these days, it’s because you likely are:

Suppliers need to offer message and
channel diversity to go deeper into accounts

Suppliers need to provide
engagement opportunities more frequently to
recognize signals of shifting interest

Suppliers who rely solely on strategies that reach
existing accounts risk missing a substantial portion
of the addressable market for their product

Source: PMMI Media Group 2019 Packaging End User and Supplier Buying
Insights Study; 249 machinery and materials end users surveyed.
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LEAD GENERATION
AND MANAGEMENT

Toughest Obstacle to New Leads Is Good Content

When it comes to lead generation, coming up with new content presents
marketers’ biggest obstacle: 41 percent ranked it as their top pain point.
Many respondents stated they have difficulty accessing engineers and
other technical sources to develop strong content. In many instances,
writing and design resources are too stretched to provide the quantity of
content development desired. Less than half of all packaging marketers
go beyond offering basic spec sheets and product demo videos.

What is your biggest pain point in lead generation?

Coming up with Finding fresh names
new content
or offers to get
prospects to

engage

Other Cost of new leads
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CONTENT NORMS
AT A GLANCE

What types of content do you produce?

We create spec sheets for most or all of our products

We create video demos for most or all of our producs

We regularly create educational content (white papers, webinars, ebooks, etc.)
|  —— | 459%

han Basic Product Info

Do you create distinct content for prospects by industry?

Yes
No don't
ke
ntage
Our prospects are only lustr
in one industry (for ) Y
example, coffee bagging oning

equipment serving only
coffee manufacturers).
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LEAD GENERATION AND MANAGEMENT

Toughest Lead Management Challenge Is Measuring ROI
Marketers struggle with demonstrating ROI of nurturing efforts, with 40
percent ranking it as their top lead management pain point.

What is your biggest pain point in managing new leads?

Other Scoring lead quality

Having the
infrastructure
to respond to
inquiries quickly
and track results

Measuring ROI
of nurturing

efforts

As some respondents noted:
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LEAD GENERATION AND MANAGEMENT

Lagging Performance Metrics Remain Largely Unstudied

While the majority of marketers know where leads are coming from and how many,
they say lead progression after sales hand-off remains largely unknown. Only

36 percent of suppliers track how many marketing-qualified leads (account is in
addressable market) convert to sales-qualified (account is in buying mode). Less
than half of suppliers (42 percent) measure the length of sales cycle. And nearly
one-third (32 percent) do not track won opportunities from trade show leads.

Which of the following metrics do you track regularly in relation to leads?

Number of new active leads

[ . 73%
Origin of lead

[ — | 70%
SQLs converting to won opportunities

. eese— | 53%
Length of sales cycle

[ see— | 42%
MQLs that convert to SQLs

[ eee———— | 36%
Cost per lead

| | 34%
ROI per campaign

| e | 34%
Number of leads in each stage of the pipeline

[ e— | 349%
ROI per lead

[ ee— | 27%
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LEAD GENERATION AND MANAGEMENT

Do you track won opportunities of trade show
leads separately from overall won opportunities?

Yes
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LEAD PERFORMANCE
NORMS AT A GLANCE

What percentage of marketing-qualified
leads typically become sales-qualified leads?

Don’t know 1% to 5%
More than 20% 6% to 10%
PI¥A4 16% to 20% 1% to 15%
of MQL to SQL

What percentage of SQLs close into a won opporunity?

Don’t know VA 1% to 5%

More than 20% 6% to 10%

16% to 20% 1% to 15%

o of SQLs Won

ier Marketing Trends and Best Practices 1 4




TECHNOLOGY USE

Saleforce Is the CRM Leader

Customer Relationship Management systems are a way to store
information about customers, such as past purchase records, dates and
notes of any conversations with sales staff and more. Having a full picture
of who these contacts are and their history with the supplier helps make
interactions personal and as successful as possible.

Which customer relationship management (CRM)
system do you use, if any?

Hubspot CRM
Sugar

ACT!
SAP

Microsoft Dynamics

Salesforce

Will pick one
within 1 year

No CRM Plans Other
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TECHNOLOGY USE

Marketing Automation Is Increasingly the Norm
Marketing automation is designed to track top-of-funnel activities, such as

when a prospect visits the supplier’s website, opens an email, or fills out a form,
and can automate many repetitive tasks and reporting functions. As such,

the platforms have the potential to significantly aid cross-channel marketing
performance measurement, segmentation, lead nurturing and scoring. Combined
with sales information, these insights are valuable to ROl measurement.

Within the next year, users and non-users of marketing automation will be about

equal. Systems are diverse, with Pardot/Salesforce Marketing Cloud the most
commonly used platform at 16 percent.

What marketing automation system do you use, if any?

Marketo Eloqua

Act-On
Hubspot
Other

Will pick one
within 1year

-/ Pardot/ Salesforce
Marketing Cloud

No marketing
automation

plans

Packaging Supplier Marketing Trends and Best Practices




TECHNOLOGY USE

Success with Marketing Automation Remains Mixed

Marketing automation adoption by suppliers is in its early stages, with more than half of those
who have adopted systems still in implementation (51 percent) or not using full capabilities (23
percent). Only 12 percent say they are satisfied with their system’s performance.

Notably, marketing automation users tend to track lagging performance indicators—such as
lead conversions, length of sales cycle and ROl per lead—better than peers. This ability should
provide an advantage when managing marketing resources for optimal ROI.

Interestingly, marketing automation users appear to struggle equally with non-users when it
comes to scoring lead quality—something presumably the technology should be aiding.

Which best describes your experience
with your marketing automation system?

Still implementing

Satisfied

Somewhat satisfied,
but not using full
capabilities

Unsatisfied
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TECHNOLOGY USE

Which of the following metrics do you
track regularly in relation to leads?

. C— 797
Origin of lead o 65%

. o TIee—— 77 %
Number of new active leads I 70,

o, o,
SQLs that convert to won opportunities __51%584

; ~ 537
ROI per campaign e 24%

. 517
Length of sales cycle "2 e, S1%

A

Cost per lead e 25%

= 45%
MQLs that convert to SQLs e 31%

~ . 36%
ROl per lead e 22%

: inali . 36%
Number of leads in each stage of the pipeline S 327

W Marketing Automation Users B Non-Users
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TECHNOLOGY USE

What is your biggest pain point in managing new leads?
Having the infrastructure to respond to _26%
inquiries quickly and track result 347%

Measuring ROI of nurturing efforts 39%43%

- 9%
Other 4

[ Marketing Automation Users B Non-Users
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PMMI Media Group’s 2019 Packaging End User and Supplier Buying Insights
Study shows that suppliers need to be adaptable and proactive to meet the
demands of potential customers. In particular, more resources earlier on in the
buying journey and marketing efforts focused beyond known customers are
necessary to sustain—and hopefully grow—pipeline.

With an increasing number of purchasers using company websites to research
and evaluate purchases, success depends chiefly on three areas:

« Strong content that addresses needs across buying teams

+ An easily searchable and self-service-oriented site infrastructure to optimize
the researcher’s time on page

« Channel strategies that are heavily focused on driving web traffic

It’s no longer enough to reach out to known audience in your own database;
Tactics must increasingly be outward, reaching prospects on multiple channels
and where they already are consuming content. Improved insights into
processes around qualification and ultimate sales influence will help modern
marketers better navigate this increasingly complex landscape.

For additional resources on packaging supplier marketing trends and tactics from
PMMI Media Group, visit insights.pmmimediagroup.com.
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The 2019 Packaging End User and Supplier Buying Insights Study
from PMMI Media Group was a two-pronged project examining
both buyer and supplier perspectives on changes in the research
and purchase of packaging machinery and supplies.

For the Supplier Marketing Trends and Best Practices report
featured within, PMMI Media Group surveyed the advertising
community associated with Packaging World, ProFood World and
Healthcare Packaging during May 2019. The survey was distributed
by email, resulting in 154 participants (full completion).
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marketing INSIGHTS

Research featured within this report was conducted by PMMI Media
Group’s Marketing Insights division. For more marketing-related resources,

see insights.pmmimediagroup.com.

PMMI Media Group is a market-leading B2B media company that produces
information for food processing, automation and packaging professionals,
bringing together solution providers and end-users and facilitating
connectivity throughout the supply chain. The media group’s world-class
brands—Packaging World, ProFood World, Healthcare Packaging, OEM,
Contract Packaging, Mundo PMMI and Automation World—are proven leaders
in covering this diverse and dynamic marketplace.

PMMI Media Group is owned by PMMI, The Association for Packaging and
Processing Technologies, a trade association representing more than 700

packaging equipment, materials and automation suppliers that produces
the PACK EXPO portfolio of trade shows.
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