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Marketing to Engineers With Better Resources 

 

Engineers are an important marketing target 

audience for companies. These professionals 

often make  or significantly influence their 

companies’ buying decisions for big-ticket 

items like machinery, hardware and 

fabricated parts. 

 

According to the results of a new survey, 

engineers spend 8.3 hours per week reading 

or watching engineering resources, with 86 

percent of those hours spent on digital 

content. So this audience is imminently 

reachable by marketers who take the time to 

understand their preferences. 

 

Let’s take a look at Engineering.com’s recently released report of insights for marketers looking to reach this valuable 

audience. Engineers from a variety of industries—design, manufacturing, government, consumer 

products/electronics, natural resources, construction, aerospace and defense, machine tools and medical devices—

chose to respond to the survey. Based on the results, below are suggested ways you can improve engagement with 

engineers by building better resources. 

 

Make it Accessible  

As with most busy professionals, one of the best ways to reach engineers is to create relevant content easily 

accessible on the go. According to the engineering.com survey, engineers spend 2.7 hours a week reading content on 

mobile devices — about a third of their total reading time — so always optimize for mobile. 

 

Write Short 

Keep your message short and to the point. As for the type of content engineers prefer, the study says the vast 

majority (71 percent) likes short articles. Another 44 percent of respondents said they preferred brief video demos. 

 

What don’t they like? The bottom three, least preferred types of engineering resources are live local industry events, 

podcasts and streamed video of events. So marketers would be safe to use all these types of lengthy and time-

consuming content sparingly for this audience. 

 

Include Images 

Pictures can help illustrate concepts and improve readability of written content. Engineers and scientists value  

images because pictures are one of the best ways to communicate and assist in solving problems at a glance. Images 

also greatly improve the readability and comprehension of your engineering resources by breaking up large chunks of 

text. Options for visuals in engineering resources include photos of products (close-ups or demonstrations), graphs or 

charts of performance metrics, flow charts and product comparison tables. 
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Optimize for Search Engines 

Like many of us, engineers prefer to discover information primarily via search engines, according to the 

engineering.com survey. But not only do engineers tend to use search engines when seeking out engineering 

resources, studies show they are one of the few audiences likely to dig past the first few pages of search results. 

While this might sound like a tough room—people who know what they’re looking for and are likely to pass by 

anything that doesn’t meet the standard—there are a few things you can do to stay on their radar. 

 

First, take extra care in crafting meta-descriptions that accurately reflect the substance of your content. Because 

engineers may be scanning several pages of search results, you have a chance to grab them with those 250 

characters. 

 

In addition, it can be particularly worthwhile to craft several pieces of content around each target keyword—think in 

terms of a larger campaign instead of one or two articles or resources per subject. If you rank across several pages of 

results, you may still garner some attention with your less popular posts, provided they have the requisite substance. 

But overall, as with all digital marketing campaigns, a solid SEO strategy is critical. 

 

Focus on Subject Lines 

• When asked, "How do you process emails that land in your inbox?" by engineering.com, respondents said: 

• Scan subject lines for interest (48%) 

• Open and scan for interest (41%) 

• Read every one (6%) 

• Delete most automatically (5%) 

 

So there is an opportunity to engage directly, provided you catch their attention quickly. 

 

Offer a lot of ungated engineering resources 

Like many busy professionals, engineers are resistant to filling out forms, so reserve gating for your lengthier, more 

in-depth content such as white papers offered at the bottom of the funnel. When you prove the value of your 

resources early in the buyer’s journey, your potential customers are more likely to return and increase their 

engagement in exchange for higher-level engineering resources and content. 

 

Focus on data 

Include relevant information about your products and services, comparison charts and graphs demonstrating 

performance results. Even if you choose to occasionally include some light-hearted content, your focus should 

remain on your industry to remain relevant with an audience that seeks engineering resources. 

 

Use outreach emails with strong subject lines 

There is a substantial opportunity to engage with engineers via email. Kuno’s experience reflects the data that, with 

relevant subject lines and content, you have a high likelihood of an engineering audience seeing your message. 

 

Only contact them directly if they’re already showing interest 

We’ve found engineers, particularly those who are decision makers at their companies, only want to be contacted  
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directly when they’ve narrowed their options or have made a decision. Again, the latest data reflect these best 

practices. As the engineering.com survey found: 

• 25 percent of engineers want to be contacted at the start of the buying process 

• 56 percent prefer to be contacted once they've narrowed their options 

• 19 percent want to be contacted at the end of the buying process for pricing and delivery information 

 

With 75 percent of engineer decision makers or influencers wanting to delay interaction with your sales team until 

the later stages of the buying process, marketers have an opportunity to engage with them earlier by providing 

helpful resources they can find easily when they want them. 

 

Author: Marina Malenic, Business Writer, and Marketing Specialist at KUNO. 

 


