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ABSTRACT  

This study evaluates the effectiveness of content marketing as a demand generation tool for fibre laser cutting 

machines at STM Laser, a specialised industrial machinery company. In the contemporary B2B industrial landscape, 

digital content has become a primary medium through which potential buyers research and evaluate capital equipment 

prior to initiating supplier contact. The study employs a descriptive and analytical research design, examining website 

engagement data, product page performance metrics, content type interaction patterns, visitor journey progression, and 

enquiry generation records. Findings reveal that technically informative and application-based content significantly 

outperforms generic promotional content in attracting and engaging industrial buyers. The study confirms that content 

marketing supports the industrial buyer journey across three funnel stages — Awareness, Consideration, and Purchase 

— and contributes to a 78% content-influenced enquiry share with a 2.4% visitor-to-enquiry conversion rate. The 

study concludes that a structured, stage-wise content strategy aligned with industrial buyer intent is essential for 

sustainable demand generation in high-value B2B machinery markets. 
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1. INTRODUCTION 

In today's competitive industrial environment, the way companies attract and convert potential customers has 

undergone a significant transformation. Industrial machinery manufacturers traditionally depended on direct sales 

teams, distributor networks, and trade exhibitions to generate enquiries. However, the emergence of digital 

technologies has fundamentally changed how industrial buyers search for information, evaluate suppliers, and make 

purchase decisions. 

In the B2B engineering sector, buyers no longer rely solely on sales representatives for product knowledge. They 

actively conduct online research before initiating supplier contact. Research by Forrester indicates that B2B buyers 

complete up to 70% of their buying journey digitally before engaging with a salesperson. This shift is especially 

significant for capital-intensive machinery such as fibre laser cutting machines, where purchasing decisions involve 

high investment, rigorous technical scrutiny, and extended decision-making cycles. 

Content marketing — the strategic creation and distribution of valuable, relevant, and consistent content — has 

emerged as a key enabler of demand generation in industrial B2B markets. For companies like STM Laser, digital 

content that educates buyers about machine capabilities, material suitability, application benefits, and production 

efficiency can attract prospects at the early stages of the buying process and guide them progressively toward an 

enquiry. This study examines the role of content marketing in supporting demand generation for fibre laser cutting 

machines at STM Laser. 

1.1 Problem Statement 

Despite widespread adoption of digital content in industrial marketing, many B2B engineering firms face difficulty 

determining whether content efforts are translating into meaningful business enquiries. The central problem addressed 

in this study is the limited clarity regarding how content marketing contributes to enquiry generation and buyer 

engagement in the industrial machinery market. 

1.2 Objectives of the Study 

Primary Objective: To evaluate the effectiveness of content marketing as a demand generation tool for fibre laser 

cutting machines at STM Laser. 
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Secondary Objectives: (i) To analyse how different types of digital content attract industrial buyers; (ii) To study the 

relationship between content engagement and enquiry generation; (iii) To examine the role of informative content in 

influencing buyer awareness and evaluation; (iv) To identify content strategies that improve lead quality in B2B 

industrial markets; and (v) To understand the importance of educational content in supporting the industrial buyer 

journey. 

2. REVIEW OF LITERATURE 

The literature on content marketing and B2B demand generation provides a rich theoretical foundation for this study. 

Pulizzi (2014) demonstrated that creating valuable, relevant, and consistent content helps organisations attract and 

retain target audiences, concluding that content marketing is a long-term strategy that strengthens brand authority and 

customer relationships. Holliman and Rowley (2014) highlighted that digital content marketing supports complex B2B 

buying processes and that aligning content with different buyer journey stages enhances engagement and trust. 

Halligan and Shah (2014) showed that content-driven inbound strategies attract potential customers organically while 

improving lead quality and reducing acquisition costs. Baltes (2015) reinforced content marketing as a core component 

of digital strategies, emphasising consistency and value creation as essential for long-term customer relationships. 

Kotler, Kartajaya, and Setiawan (2017) in Marketing 4.0 highlighted the integration of digital content in engaging 

connected consumers, while McKinsey & Company (2021) confirmed that B2B buyers rely heavily on digital content 

during decision-making, and that omnichannel content strategies improve engagement and purchasing influence. 

Duong-Helko (2021) conducted a study specifically on digital content marketing strategies for B2B industrial 

manufacturing companies, concluding that educational, technical, and value-driven content supports lead generation 

and customer engagement when aligned with buyer needs and decision stages. Gartner (2022) emphasised buyer-

centric content that supports decision-making rather than direct promotion, noting that effective content strategies 

improve lead quality and customer engagement. 

Kumar and Ramesh (2024) found that informative and technically rich content supports B2B decision-making in 

emerging markets, while Sharma and Gupta (2024) concluded that technical blogs, case studies, and whitepapers are 

key drivers of engagement and demand generation in B2B industries. 

2.1 Research Gap 

While considerable literature exists on content marketing in technology and services sectors, empirical studies 

examining content marketing effectiveness specifically in the industrial machinery segment in India — particularly for 

high-value capital equipment such as fibre laser cutting machines — remain limited. This study seeks to address this 

gap. 

3. RESEARCH METHODOLOGY 

3.1 Research Design 

The present study employs a descriptive research design. As defined by Creswell (2014), descriptive research is 

appropriate when the aim is to systematically describe a situation or phenomenon without manipulating variables. This 

design is suited to the study's objective of understanding and evaluating existing content marketing activities and their 

contribution to demand generation. 

3.2 Nature and Sources of Data 

The study is analytical and observational in nature. Primary data comprises website engagement metrics, product page 

visit data, user interaction indicators, content category performance observations, and enquiry generation records about 

STM Laser's digital marketing activity. Secondary data includes academic journals, books on marketing management, 

industry reports, and digital marketing references. 

3.3 Analytical Framework 

The analytical framework is based on the following content marketing demand generation chain: 

Content Marketing Activities ➜ Buyer Engagement ➜ Buyer Awareness ➜ Enquiry Generation 
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This framework is further operationalised through a three-stage content funnel model: Awareness (TOFU), 

Consideration (MOFU), and Purchase/Enquiry (BOFU). 

3.4 Limitations 

The study is limited to STM Laser and the fibre laser cutting machine product category. Findings are based on 

available engagement and enquiry indicators during the study period and may not capture all buyer decision factors, 

including pricing, machine demonstrations, and service support. 

4. DATA ANALYSIS AND INTERPRETATION 

4.1 Website Engagement Analysis 

Website engagement indicators were analysed to determine whether digital content was attracting relevant industrial 

visitors and encouraging meaningful interaction. 

Table 1: Website Engagement Performance 

Metric Value 
Industry 

Benchmark 
Assessment 

Website Visitors 5,200 3,000 – 6,000 Above Average 

Product Page Visits 2,100 1,200 – 2,500 Strong 

Average Session Duration 2.7 Minutes 2 – 3 Minutes Good 

Pages per Session 3.4 2.5 – 4.0 Positive 

Bounce Rate 42% 40 – 55% Favourable 

Returning Visitors (%) 28% 20 – 30% Healthy 

 

The website attracted 5,200 visitors with 2,100 product page visits, indicating that a significant proportion of users 

actively sought machine-related information. An average session duration of 2.7 minutes and 3.4 pages per session 

suggest genuine evaluation behaviour. The 28% returning visitor rate confirms sustained buyer interest across multiple 

sessions. 

4.2 Product Page Performance 

Product pages are critical evaluation assets in industrial demand generation, functioning simultaneously as digital 

brochures, technical references, and conversion points. 

 

Table 2: Product Page Performance Metrics 

Metric Value Significance 

Total Product Page Visits 2,100 High interest in machine details 

Unique Product Page Visitors 1,680 Broad reach among potential 

buyers 

Average Time on Product Page 3.2 Minutes Deep engagement with product 

content 

Product Brochure Downloads 185 Indicates serious evaluation intent 

Enquiry Button Clicks 126 Conversion-oriented buyer action 

Repeat Visits to Product Pages 420 Sustained buyer interest 

Product Video Views 340 Visual content engagement 
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The 3.2-minute average time on product pages is a strong indicator of buyer interest, suggesting active reading of 

specifications and application details. The 68.1% conversion rate from brochure downloads to enquiry actions is 

particularly significant, confirming that detailed product content is highly effective in moving prospects toward 

business contact. 

 

4.3 Content Type Performance 

Different content types serve different functions in the industrial buying process. The table below summarises their 

relative performance. 

Table 3: Content Type Performance Summary 

Content Type 
Engagement 

Level 
Buyer Response Funnel Stage 

Technical Articles High Strong technical interest Awareness / 

Consideration 

Product Guides High Evaluation and brochure 

downloads 

Consideration 

Case Studies Medium Builds trust and validates 

capability 

Consideration / Purchase 

Industry Application 

Content 

Medium Supports industry 

relevance 

Awareness / 

Consideration 

Machine Comparison 

Content 

Medium–High Drives comparative 

evaluation 

Consideration 

FAQ Content Medium Resolves buyer 

uncertainties 

Consideration 

Video Content Medium–High Visual demonstration Awareness / 

Consideration 

General Promotional 

Content 

Low Limited technical impact Awareness only 

 

Technical articles and product guides demonstrated the highest engagement, consistent with industrial buyers' 

preference for informative and solution-oriented content. General promotional content performed least effectively, 

confirming that industrial demand generation is driven by education and technical value rather than direct advertising. 

4.4 Buyer Engagement by Content Category 

Table 4: Buyer Engagement by Content Category 

Content Category 
Views / 

Interactions 

Engagement 

Level 
Primary Buyer Segment 

Machine Capability Content 920 High Production Managers, 

Engineers 

Material Cutting Application 

Content 

760 High Fabricators, Sheet Metal 

Units 

Productivity / Efficiency 

Content 

680 Medium–High Factory Owners, Business 

Heads 

Technology Comparison 

Content 

540 Medium Technical Decision-Makers 
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Content Category 
Views / 

Interactions 

Engagement 

Level 
Primary Buyer Segment 

Industry-Specific Application 

Content 

410 Medium Sector-Specific Buyers 

Brand / Company 

Introduction Content 

310 Low General Audience 

Maintenance and Service 

Content 

280 Low–Medium Existing / Prospective Clients 

 

Machine capability content generated the highest engagement (920 interactions), followed by material cutting 

application content (760). This demonstrates that industrial buyers prioritise understanding what a machine can do and 

how it applies to their specific manufacturing context over brand-level communication. 

4.5 Website Visitor Journey Funnel 

Table 5: Visitor Journey Funnel 

Funnel Stage Visitors / Actions Conversion Rate to Next Stage 

Website Visitors 5,200 65.4% to Content Viewers 

Content Viewers 3,400 61.8% to Product Page Visitors 

Product Page Visitors 2,100 8.8% to Brochure Downloads 

Brochure Downloads 185 68.1% to Enquiry Actions 

Enquiry Actions 126 — 

 

The funnel demonstrates a clear buyer progression from awareness to enquiry. The notably high conversion from 

brochure downloads to enquiry actions (68.1%) confirms that visitors who engage with detailed product content are 

highly likely to proceed toward business contact, validating content marketing as an effective demand generation 

mechanism. 

4.6 Enquiry Generation by Content Influence 

Table 6: Enquiry Generation by Content Influence 

Source of Content Influence 
Estimated 

Contribution (%) 
Nature of Influence 

Product Guides / Product Pages 34% Direct conversion support 

Technical Articles 28% Awareness and credibility building 

Industry Application Content 18% Practical relevance demonstration 

Case Studies 12% Trust and validation 

General Promotional Content 8% Broad awareness only 

 

4.7 Lead Quality by Content Type 

Table 7: Lead Quality by Content Type 

Content Type 
Lead Quality 

Level 
Buyer Readiness Sales Effort Required 

Technical Articles High Well-informed Moderate 

Product Guides High Evaluation-ready Low–Moderate 
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Content Type 
Lead Quality 

Level 
Buyer Readiness Sales Effort Required 

Case Studies Medium–High Trust-established Moderate 

Industry Applications Medium Context-aware Moderate–High 

Comparison Content Medium–High Decision-oriented Moderate 

Promotional Content Low General interest only High 

 

4.8 Content Marketing ROI Analysis 

Table 8: Content Marketing ROI Indicators 

ROI Indicator Observed Value Interpretation 

Enquiries from Content-Influenced 

Visitors 

126 Significant demand generation output 

Brochure Downloads 185 Active evaluation by serious buyers 

Product Page Visits (Organic) 2,100 Strong unpaid reach 

Visitor-to-Enquiry Conversion Rate 2.4% Competitive for the B2B industrial 

context 

Content-Influenced Enquiry Share ~78% The majority of enquiries are content-

assisted 

Average Buyer Journey Length 

(Estimated) 

3–5 Weeks Content nurtures over time 

Organic Traffic Share ~62% Strong content-driven discoverability 

 

The ROI analysis confirms that content marketing is delivering measurable value. The 2.4% visitor-to-enquiry 

conversion rate is competitive for B2B industrial machinery. The 78% content-influenced enquiry share and 62% 

organic traffic share collectively point to a positive return on content marketing investment, demonstrating its 

effectiveness as a sustainable demand generation channel. 

4.9 High-Intent Content Funnel: Stage-Wise Strategy Mapping 

The High-Intent Content Funnel provides a structured framework for understanding how content supports demand 

generation across buyer stages. 

 

 

Table 9: Funnel-Based Content Strategy Mapping 

Funnel Stage Buyer Intent 
Recommended Content 

Type 
Goal 

Awareness (TOFU) Learning / Problem 

Understanding 

Blogs, educational articles, 

process guides 

Attract relevant 

industrial traffic 

Consideration 

(MOFU) 

Comparing solutions Product guides, comparison 

pages, and application 

content 

Qualify and 

educate buyers 

Purchase (BOFU) Supplier 

selection/enquiry 

Product pages, brochures, 

and enquiry landing pages 

Convert to a 

business enquiry 
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5. FINDINGS 

1. Content marketing plays an important role in attracting relevant industrial visitors. The 62% organic traffic share 

confirms that content-driven discoverability is a significant source of qualified audience reach. 

2. Technical articles and product guides outperformed general promotional content in engagement, confirming that 

industrial buyers prefer useful, application-based knowledge over direct advertising. 

3. Product pages are critical conversion assets: 2,100 visits, 3.2 minutes average time on page, 185 brochure 

downloads, and 126 enquiry button clicks — with a 68.1% conversion from brochure downloads to enquiry actions. 

4. Content marketing supports the industrial buyer journey across Awareness, Consideration, and Purchase stages. The 

High-Intent Content Funnel confirms that content works systematically rather than transactionally. 

5. Technical and informative content is associated with higher lead quality and reduced sales effort, enabling more 

focused sales conversations. 

6. Machine capability content (920 interactions) and material cutting application content (760 interactions) generated 

the highest engagement, confirming that buyers prioritise performance and applicability. 

7. The overall visitor-to-enquiry conversion rate of 2.4% and content-influenced enquiry share of ~78% collectively 

confirm a positive and measurable ROI from content marketing investment. 

6. SUGGESTIONS 

Based on the findings, the following strategic recommendations are offered for STM Laser and similar B2B industrial 

machinery companies: 

(i) Increase the volume of application-based technical content, prioritising machine capability articles, material-

specific guides, and productivity improvement content. 

(ii) Strengthen product pages with detailed specifications, application industries, performance data, downloadable 

brochures, and strong call-to-action elements. 

(iii) Adopt a stage-wise content strategy aligned to the three funnel stages: awareness-stage educational articles, 

consideration-stage comparison and product guides, and purchase-stage landing pages with enquiry CTAs. 

(iv) Develop more case studies and practical proof content to build buyer confidence during the shortlisting stage. 

(v) Align content creation with actual buyer search intent, focusing on problem-oriented and solution-based search 

queries rather than brand-only promotion. 

(vi) Measure content performance beyond traffic metrics, incorporating brochure downloads, enquiry clicks, time on 

page, and lead relevance as key performance indicators. 

(vii) Integrate content marketing with the sales process by equipping sales teams with a curated content library for 

each stage of the buyer conversation. 

(viii) Invest in video content for machine demonstration, as visual content showing cutting performance on different 

materials enhances engagement in the consideration stage. 

 

7. CONCLUSION 

This study evaluated the effectiveness of content marketing as a demand generation tool for fibre laser cutting 

machines at STM Laser using a descriptive and analytical research design. The analysis of website engagement, 

product page performance, content type interaction, visitor journey progression, enquiry influence, and ROI indicators 

confirms that content marketing plays a meaningful and strategically important role in industrial demand generation. 

The findings demonstrate that digital content is not merely a branding tool but an active mechanism for attracting 

industrial buyers, supporting technical understanding, guiding product evaluation, and influencing enquiry generation. 

Industrial buyers respond more favourably to technical, informative, and application-based content than to generic 

promotional communication. 

The High-Intent Content Funnel analysis establishes that industrial demand generation operates through a staged buyer 
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journey. By aligning content with buyer intent across Awareness, Consideration, and Purchase stages, STM Laser can 

systematically maximise the impact of its content marketing investment. The study concludes that content marketing, 

when structured around buyer intent and supported by relevant technical information, can significantly improve digital 

demand generation effectiveness in the industrial machinery sector. 
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