
Building brands. Telling stories.

Why strong 
industrial 
businesses 
lose work?
A practical guide to build a better brand  
for your Industrial business.

The Industrial Brand Advantage



Many established industrial businesses  
quietly lose work every year, not because  
they can’t deliver, but because how they 
present themselves. 

If your business is in one of the industrial 
sectors, chances are you’ve built it on 
capability, relationships, and delivery.  
No brand hype. 

This guide exists to help you understand:

•	 Where industrial brands fail
•	 Why perception matters more  

in your industry
•	 How small, strategic change can 

unlock the true potential of your 
brand.

But most importantly, this guide will 
allow you to identify whether your 
brand is costing your business serious 
opportunities.

Is your brand 
costing you 
money?
“It just doesn’t reflect the 
strength of the operation 
behind the scenes.”
Marcjon Nimmo,  
Brand Strategist at nim

Continue to Free Industrial brand check  >



Where industrial brand 
typically fail.

Across manufacturing, engineering, 
logistics, and other industrial sectors, 
the same issues appear repeatedly:

•	 The business has grown, but the 
brand hasn’t.

•	 Messaging is internal‑focused, 
not buyer‑focused.

•	 Websites explain *what* you do, 
not, what impact you have on 
your clients business.

•	 Visual identity doesn’t support 
credibility or scale.

Individually, these issues seem minor. 

Collectively...

•	 You lose tenders
•	 Clients lose confidence
•	 You get caught up in price battles.

Here’s how
most industrial
brands fail.

However, the number one fail is...



If you’re thinking “what’s 
visual credibility” or 
“visuals have nothing to do 
with this”  your company 
could be losing work 
before you even speak.

Your brand’s  
visual 
credibility

Buyers form opinions long before the first 
meeting and your brand does the talking.

Before a buyer ever meets you, they’ve 
already formed an opinion.

They have:

•	 Looked at your website.
•	 They’ve read your messaging.
•	 Compared you to competitors.
•	 Shown your brand internally.
•	 Made assumptions about your  

size, systems, and risk.

If your brand looks unclear, outdated,  
or inconsistent, the buyer doesn’t 
assume you’re competent they assume 
you’re a risk.

That perception is hard to undo once  
it’s formed.

Continue to Free Industrial brand check  >



Perception is everything.

The more you put out to 
your market the easier it 
is for your market to form 
their perception of your 
business.

And you can control their 
thinking.

Perception

Remember one thing. Your buyers 
are risk‑averse.

They need to defend decisions 
internally often to finance teams, 
boards, or senior leadership.

Your brand either:

•	 Makes that decision easier.
•	 Creates doubt they can’t afford.

If you want to be the easier and 
best option for them you have to 
build your perception in every place 
they can hunt you down.

If you are not doing it, you can bet 
one of your competitors is, AND 
they will be the ones winning the 
tenders you spend a lot of time 
pitching for.



Small strategic
steps can 
change 
everything
Understanding your 
client and their 
behaviours will allow 
you to develop strategic 
action points to move 
your brand forward. 

With the right data dictated by your 
market research you can begin to build 
a brand that can truly connect with your 
audience. 

And based on your buyer being risk-
averse here are 4 key focus points that 
can get you started on bridging the gap.

•	 Work on your communication and 
key messaging. Test with existing 
customers.

•	 Review rhe online customer journey. 
From Google Search to giving you a 
call. Are you intuitive or confusing?

•	 Showcase and market your projects. 
Build confidence from past projects.

•	 Build consistency across all digital 
platforms. Visual repetition is a 
powerful asset when you are being 
reviewed.

These 4 strategic steps will 100% move 
your brand forward and begin to align 
you with your buyers criteria.

Are you an East Tamaki business?



We are working 
with industrial  
businesses in  
East Tamaki  
right now!

Over 10 years we have been building 
high-performing brands for industrial 
businesses. 

We know one thing for sure. You 
don’t lose work because you lack 
capability. 

You lose it because your brand 
doesn’t show up on your customers 
radar.

Continue to Free Industrial brand check  >



We can
strategise 
&  execute
The reality is, a partner who 
can develop and execute 
your brand / marketing 
strategies will reposition 
and firing on all cylinders 
within 3 months. 

Most agencies jump straight to 
solutions. That’s not our game.  
We start with clarity.

And clarity is delivered your 
understanding everything we can 
about your business, the buyer, your 
market and your ambition.

Before recommend anything, we 
assess:

•	 Where credibility is being lost
•	 What’s holding performance back
•	 Whether change is even required

This protects you from unnecessary 
spend and ensures any investment  
is well and truly justified. 

Continue to Free Industrial brand check  >



A 1-hour diagnostic designed specifically  
for industrial businesses. 

There is no pitch. No obligation.

Do you qualify?  >

The offer

Your website and key sales assets

Your positioning against competitors

How your brand supports (or undermines)  
sales conversations

Free industrial 
brand check

Clear insight into where perception gaps exist

Practical recommendations

A confident next step

We Review

What you get



This isn’t for everyone. Our process  
is designed for businesses that:

•	 You will operate in an industrial 
sector. Such as manufacturing, 
aerospace, electronics, energy, 
construction, infrastructure, and 
logistics

•	 Revenue = $2M–$20M+
•	 Want to win better work, not just 

more leads
•	 Free that your credibilty isn’t seen  

in the market.

Businesses we work with tend to 
experience:

•	 Stronger tender performance
•	 Increased pricing confidence
•	 Shorter sales cycles
•	 Clearer internal alignment
•	 Strong brand presence both internally 

and externally.

NOT because they became more capable  
but because they finally look as capable 
as they have always been.

Does your 
business fit 
the criteria

Contact Marcjon
Jump on a call with our 
Owner and lead Brand 
Strategist, Marcjon and 
he will talk you through 
the process.

Email:  
marc@nimcreative.com

Call: 
022 684 0563

mailto:marc%40nimcreative.com%20?subject=


Is your  
brand costing  
you work?
A quick credibility checklist for industrial 
businesses.
Use this checklist to quickly assess 
whether your brand is supporting sales 
or quietly working against you.
Be honest. This is about clarity, not 
criticism.

When someone lands on our website, 
it’s immediately clear what we do and 
who we do it for
Our business looks as established 
and capable online as it is in real life
A potential buyer would feel confident 
sharing our website internally
Our brand feels credible next to our 
strongest competitors.

First Impression  
& Credibility

We clearly explain why a customer  
should choose us over alternatives
Our messaging focuses on outcomes,  
not just services
We don’t rely solely on price, 
relationships, or reputation to win  
work
Our value is easy to understand  
without a sales conversation.

Positioning & 
Differentiation

Our logo, colours, and messaging  
are consistent everywhere
Our brand reflects the current scale  
of the business
Our marketing looks intentional, not 
pieced together over time
We don’t rely on outdated assets 
“because they still work”.

Consistency & 
Professionalism

Our brand supports tender 
submissions and proposals
Sales teams feel confident using  
our website and materials
Our capability statements and decks 
are consistent and professional
Our brand helps buyers justify 
choosing us internally.

Sales &  
Tender Support

Our brand supports where we want to 
go, not just where we’ve been
We’re confident presenting our brand to 
larger clients
Our brand wouldn’t hold us back in new 
markets or bigger tenders
We’ve reviewed our brand strategically 
in the last 2–3 years

Growth 
Readiness

Checklist

If you hesitated on any of these, perception 
may be hurting trust early.

If buyers can’t quickly see your difference,  
you’ll be compared on price.

Weak sales assets create friction in  
long buying cycles.

Inconsistency signals risk even if the 
business is solid.

If the business has evolved but the brand 
hasn’t, alignment is likely off.


