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Introduction

For years, manufacturing
brands have relied on trade
shows, word of mouth, and
sales networks.

But today, your buyers are
scrolling before they’re calling.
LinkedIn has become the new
trade show floor — a place
where technical companies
build visibility, authority, and
partnerships. Yet most
industrial brands still post like
it's 2015: inconsistent updates,
product photos without stories,
and no clear audience strategy.
This checklist helps you assess
if your manufacturing brand is
ready to turn LinkedIn visibility
into real business leads.

www.pCg-ww.com




S 03

Step 1: Your
Brand Has a Clear
Story

AV

Can a visitor to your LinkedIn Page understand what
makes your company different in 20 seconds?

If not, your positioning needs work. Your “About” section should clearly state
your value, not just your services.

Example:
Instead of “We manufacture precision components for automotive,”

say “We help automotive OEMs improve performance through precision-
engineered solutions.”
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Step 2: Your
Visual Identity Is
Consistent

\J] Do your posts, videos, and company page look
like they belong to the same company?

A strong visual identity (consistent colors, typography, image style)
builds credibility instantly. Even technical audiences judge design
quality as a signal of trust.
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Step 3: Your
Posting Calendar

AV

Do you post at least once a week?

Visibility on LinkedIn compounds through consistency.
Posting once or twice a month isn’t enough. The goal is to stay visible —

without being noisy. Create a content calendar around updates, milestones,
people, and insights.
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Step 4: Do Your

Leaders Have
Online Visibility?

Founders / Owners / MD / CEO: Do they have
an Active LinkedIln Presence?

Your top leadership team should post and engage regularly.
Personal voices perform better than company pages. Have your
founders or plant heads share behind-the-scenes insights, culture
stories, or client successes.
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Step 5: Stories Or
Announcements?

AV

Do you use your page to tell stories about your
brands, or only to make announcements?

International audiences want to know more about your brand. They want to
hear your story and how you did something.

Turn projects into stories:

e What problem did it solve?

e How did your team innovate?
* Who benefited?
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Step 6: You Use
Visuals to Explain
Complexity

AV

Do you use videos, graphics and images to explain
your product?

Technical audiences appreciate clarity.

Use explainer videos, short animations, or motion graphics to simplify
processes, rather than PDFs full of text. A well-made video can be shared
across client meetings, LinkedIn, and your website - and can be used for
multi-lingual approaches.
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Step 7: Are Your

People On Your
Page?

AV

Do you use your page to tell stories about your
employees?

The world’s best manufacturing brands humanize their business.

Feature your team, sustainability efforts, training, or community outreach.
Human content earns more engagement — and trust.
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Step 8: You Track
Engagement and
Leads

AV

Are You Measuring What
Matters?

Decide what matters - Post analytics, profile
visits, or inbound messages.

Then track it. If you don’t know where you stand,
you can’t improve. Use LinkedIn Analytics to
evaluate what is working.
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Step 9: Does Your
Content Plan
Support Your
Business Goals

AV

Are you posting random content or do you have a
plan that supports what you set out to achieve?

If your LinkedIn presence doesn’t reflect your growth priorities (like hiring,
exports, partnerships, or product visibility), you’re missing opportunities.
Align your monthly content calendar with real business goals — and review
it like you would any other operational metric.
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Step 10: You
Collaborate
Across Teams

The best manufacturing brands don’t
treat communication as a marketing
task — it’'s a team effort.

Your engineers, operations, HR, and leadership teams
each have stories worth sharing. When internal teams
collaborate on content — instead of leaving it to one
department — your communication becomes more

authentic, consistent, and aligned with business goals.
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Your Score

O™ Count 1 point for every “Yes.”
f

8-10 points
You’re LinkedIn-ready. Let’s scale your visibility

Below 5
It’s time for a communication overhaul. We can
help.
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Turn Visibility Into
Velocity

Book a free 30-minute

Manufacturing Visibility
Audit with our strategy

team.

Mail us at hello@pcg-ww.com
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