
The ultimate guide
for manufacturers:
Using brand to boost
sales in 2020



The manufacturing sector 
is widely regarded as 
the backbone of the UK 
economy, with its rich 
heritage having proven 
crucial – throughout the 
industrial revolution and 
beyond – to the ongoing 
sustenance of trade, 
innovation, job creation 
and a global profile to be 
proud of.
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Introduction
Marketers have done themselves no favours 
over the years – pouring out jargon that 
means little to manufacturing business 
owners, management teams and people on 
the shop floor who should really be able to 
rely on the power of brand.

Because brand should be a strategic growth 
aid, it should provide a point of differential. It 
should support cultural integrity and inspire 
people to come to work. It should drive 
product innovation. It should help unlock 
efficiencies. It’s not about the logo.  A new 
shiny logo in isolation will do little to impact 
a manufacturer’s bottom line. For as long as 
manufacturers continue to be bamboozled by 
the buzzwords, they’ll struggle to reap any 
reward from their brand efforts.

This is not to say, of course, that 
manufacturers have had it easy, nor 
has the industry always been able to 
weather the storm of a very turbulent 
business climate – particularly in 
recent times.

Some continue to struggle with growth, 
held back by a skills shortage or the 
ongoing uncertainty of Brexit. For others, 
international competition, raw material 
challenges and constantly-changing 
procurement pressures pose the biggest 
headaches. There are also those who seem 
to have all the right pieces of the jigsaw in 
place, but still find it difficult to stand out.

The purpose of this straight-talking 
guide is to therefore evaluate the role 
that brand can play in addressing this 
often-testing landscape.

The next 21 pages, therefore, share 
practical tips, thoughts of industry 
professionals and real UK case studies, 
to show how brand can make a 
difference in only a matter of months 
(and don’t worry – EVERYTHING is 
explained fully so no head-scratching 
is required!)

Read on if you’re keen to learn:

• Exactly what we mean by ‘brand’

• How brand can boost the growth of a UK  
manufacturing business

• Some of the most common brand-related  
challenges that manufacturers face – and  
how to overcome them

• How to remain customer focused and 
 boost sales.

Of course, if you have any further questions, or 
would like to discuss the contents of this guide any 
further, please get in touch.



The current 
manufacturing landscape
To help firstly understand the ‘health’ of the 
UK manufacturing landscape, two highly-
regarded industry professionals were 
invited to share their views on the biggest 
challenges and opportunities from recent 
times, as well as what they believe is around 
the corner.

“There can be no denying that the UK manufacturing sector is currently in 
recovery, due in a large part to the shadow of uncertainty that Brexit has cast. 
Investment has slowed as a result but – while we are not out of the woods yet – 
2020 should prove healthier now that clarity is gradually taking shape.

“I think the skills shortage – and more specifically the lack of young people coming 
into the sector – makes recruitment particularly tough. More apprenticeships are 
required to replace existing jobs, but this should be viewed as an opportunity to 
inject fresh talents and mindsets into our industry – particularly around technology 
– as we embark on Industry 4.0. This remains an exciting world to be in.”

Gary Sheader, founder of The Manufacturers’ Alliance
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“Great opportunities exist in the world of manufacturing at the moment. With the 
advancement and power of technology, manufacturers have the ability to change 
their methods of production and move closer to the dream of mass customisation – 
producing for demand.

“Productivity and skills remain hot topics, but manufacturing technology providers 
are continuously developing solutions to work and aid engineers in their jobs. 
Robots and co-bots can help make up the shortfall in labour, for example, and these 
clever answers to modern problems will help us shape the future of our world.”

James Selka, CEO, The Manufacturing Technologies Association

Even these short soundbites – from individuals 
close to the organisations making this industry tick 
– stress a number of key points:

• This is a continually advancing space, which is 

rich in potential but not without its challenges 

• Investment – particularly in technology – is key

• People – and their skill-sets – also play a  
crucial part, if the opportunities of the future 
are to be truly leveraged.

But what does this have to do with brand?



What does ‘brand’ 
really mean?
Firstly, it is important to stress 
that ‘brand’ is about far more than 
a company logo, or even the visual 
representation of the business to 
the market.

In truth, 3 ‘Ps’ form the bedrock of a brand 
– a strong sense of purpose, reflected in 
the principles that guide how employees do 
things and resonating in the personality of 
colleagues, from the senior management 
team to the shop floor. 

James Selka, CEO of The Manufacturing 
Technologies Association, agrees: 
“Brand is certainly linked to the culture 
of a business – the core set of values 
resonating through the whole company.”

 
These 3Ps are sometimes (although rarely) 
written down, but more often than not, 
they simply ‘exist’ within organisations – 
especially well-established manufacturing 
firms that have unspoken yet widely 
understood ways of doing things.

Problems can arise though when the 3Ps are 
not physically articulated, because:

• If they aren’t clearly presented, it can be 
hard to identify when change is required. 
‘The way we have always done things’ may 
have consistently worked in the past but in 
the face of so many external developments, 
change – to some degree – may be essential.

• How can the much-needed fresh talent 
identified on page 2 know what the business 
truly stands for, if the 3Ps aren’t clear for 
all to see?

So, what can be done about this, without 
diluting what feels true to the business?

Defining your 3Ps is the first crucial 
step and sometimes an external pair 
of eyes helps with this process.

Learning point…

A purposeful brand is not about the name and logo. 
What if Apple had been called Peach?

Ask yourself:

Purpose – what difference are you making?

Principles – what do you stand for?

Personality – if your business was a person, what 
would they be like?



05

The role of brand in 
manufacturing organisations
Media giant, The Manufacturer, cites some 
encouraging statistics when it comes to the 
industry’s growth potential:

“Manufacturing contributes £6.7 trillion to 
the global economy. Contrary to widespread 
perceptions, UK manufacturing is thriving, 
with the UK currently the world’s eighth 
largest industrial nation. If current growth 
trends continue, the UK will break into the 
top five by 2021. In the UK, manufacturing 
makes up 11% of GVA, 44% of total UK 
exports, 70% of business R&D, and directly 
employs 2.6 million people.”

Furthermore, the Annual Manufacturing 
Report 2019, published by Hennik Research, 
revealed that 77% of UK manufacturers 
still believe there is potential for growth, 
especially overseas.

The challenge, however, is how to 
‘unlock’ some of this growth potential.

Gary Sheader, founder of The Manufacturers’ 
Alliance explains: 

“The number of small manufacturing 
businesses does pose a significant challenge 
for the UK economy. Many are creating 
great products so their potential for 
expansion shoul,d be vast. Yet, with low 
headcounts – and often the absence of 
strong leadership – their ability to grow, in 
truth, is limited. 

“We need to see more mid-sized 
manufacturers operating in niche 
markets, if the sector is to benefit from 
increased stability. SMEs have the potential 
to become such organisations – they just 
need a little guidance. 

“The majority of SME manufacturers really 
don’t get ‘brand’, for example, because 
it’s always been so enshrouded in jargon, 
especially for people who don’t have a 
marketing background.” 

But brand will play a part, believes 
James Selka, CEO of The Manufacturing 
Technologies Association: 

“Developing a strong brand is key. As is the 
case in any other industry, it helps stand out 
from the crowd and provides uniformity to 
marketing activity and so much more.”



Thinking about what 
customers want...

What a brand stands for now 
matters more than ever before, 
especially in an increasingly-
competitive global marketplace.

Customer requirements are changing, 
so product portfolios may need to evolve, 
pricing points may struggle to compete, 
or communications channels may no 
longer resonate, for instance.

Without an open, outward-looking 
approach, there is, therefore, too great 
a risk that manufacturers will lose 
sight of what customers want and the 
organisation’s purpose may stray from 
being customer-centric.

Looping back to SMEs particularly, 
Gary Sheader (The Manufacturers’ 
Alliance) agrees: 

“Manufacturers really need to understand 
the markets they operate in and talk – 
a lot more! There must be a far greater 
understanding of where they can add value 
to customers and how they can differentiate. 

“With more help with this, I think we would 
see a step change. We cannot forget that 
manufacturers may not totally grasp every 
element of brand, but they do understand 
product development and innovation. We 
just need to better join up all the dots.”
 

Learning point…

Customers must remain at the heart of the brand, 
and insight should be carefully uncovered rather 
than relying on presumptions alone.

Ask yourself:

Who are your customers?

Where are they?

What problem do they have 

that you can solve?

Can you speak to them personally   
to obtain this information?

Then consider this relevant to your proposition:

What are your products and services?

How do you get them to market?

What brand touchpoints do you use?

How much do you charge?

What appeals to your customers’ heads?

What appeals to your customers’ hearts?

How does this differentiate from  
competitors’ offerings?
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Are employees still engaged 
with your purpose?
A purpose helps to define a culture, 
culture builds a team, and teams build 
a business. 

So, while a genuine purpose lies at the 
heart of all this, employees have to be 
100% on board to do a great job. 

Otherwise, it could all fall flat.

If colleagues begin to mistake the direction of 
the company, for example, or no longer feel 
personally invested in its vision, a disconnect 
may arise. 

Any efforts to enhance – or more so reshape 
– a manufacturer’s identity should, therefore, 
involve all employees too. Collaborative, 
exploratory workshops – usually facilitated 
by an external party – allow for these 
valuable stakeholders to have a strategic 
input into what happens next.

Learning point…

Having staff 100% on board is vital to a 
brand’s success.

Ask yourself:

How can you extract the knowledge, opinion and 
ideas from one of your most important assets – 
your people?



Exploring the ‘design 
thinking’ technique
Design thinking is a strategic approach 
that has been used by creative 
professionals during the process of – 
unsurprisingly – design, for many years. 
For decades, creative professionals have 
looked at the world through a human-
centred, empathic lens to create and 
iterate ideas that appeal to their public. 

However, it is increasingly being used 
outside of the design discipline to help 
explore and resolve wider business and 
social issues. 

Utilising particular tools, methods and 
creative processes, it is possible for non-
designers to start to work like designers, and 
learn, adopt and adapt in an environment 
that they know lots about. 

This is how the points covered in this guide 
so far, can all start to come together…
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Defining the problem
As already discussed, customers 
and wider stakeholders need to be 
at the centre of every process and 
the forefront of every consideration 
and decision.

So, whilst manufacturers may innovate 
products to maintain a competitive 
edge, for instance, it is important to 
understand what the market problem 
and the user need truly is, before 
focusing efforts on devising the solution.

Then, it is crucial to be imaginative. 

This technique, therefore, requires big, 
visionary thinking, but armed with a strategic 
plan, it is important to prioritise, implement 
and iterate – in other words, ‘make, test 
and learn’.



Product manufacturing 
in action 
Back in 2015, for example, an own-
brand building and construction 
materials manufacturer stood up at an 
event and talked, very frankly, about 
the industry – one pressurised by 
productivity difficulties, price-driven 
demand and cheap import threats.

Determined to drive the business forward, 
the team embraced innovation, developing a 
new, ground-breaking adhesive product.

Their technology achieved award recognition, 
but still the product struggled to gain 
traction. Advice was, therefore, sought to 
clarify the market positioning, better define 
the name and brand of the product and devise 
the design and communications tools that 
would drive success thereafter. 

This entire process was underpinned 
by having the company’s financial and 
growth objectives at its core, to ensure any 
investment would have the desired impact.
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Embracing co-creation
A design thinking approach should not 
be a one-person or one-organisation 
mission – there should be no such 
thing as too many ideas and these can 
come from employees, customers, third 
parties and more. 

Collaborating on what could happen next 
with the product – in terms of direction, 
growth and production potential – was, 
therefore, a vital turning point its future.

The team delved deeply, conducting colleague 
workshops, product demonstrations, site 
visits, work shadowing, in-store point-of-
sale research and competitor analysis. Only 
when armed with the findings, was the 
necessary insight uncovered to progress. 
In fact, the brief was completely reframed 
as a result.

To compete, the organisation had to step into 
the brand space, rather than stick solely to its 
manufacturing roots. 

It was also identified that – whilst the 
product alone wouldn’t achieve the 
organisation’s growth aspirations – its 
credentials were first class and there was 
a market opportunity. The key conclusion 
was that a range of products was required.

A new portfolio of products was born and, 
complete with a carefully considered name, 
accompanying language, bold typography 
and stand-out colours, it developed its 
own identity. Design cues responded to 
buyers’ needs and emission-free messaging 
was brought to the fore to appeal to 
international audiences.



The results of design thinking

In the three years post-rebrand, this 
particular company experienced a 744% 
uplift in annual sales, a £1m rise in export 
turnover, a 22:1 return on design investment 
and the creation of five new jobs as a direct 
result of the product’s success. 

A 50,000sqm purpose-built factory was also 
constructed which helped pave the way for an 
additional 50 roles and the product is now an 
export-only success story.

This journey is a phenomenal one, 
but – encouragingly – it is also not an 
isolated case. 

With clever design thinking, brand can 
have a strategic, bottom line impact on a 
manufacturer’s success, whether the focal 
point is domestic or international expansion, 
product innovation, cultural change, or 
operational productivity. 

The key to any such project is to look at the 
seemingly familiar manufacturing world 
through a human-centred lens, to find new 
and untapped ways to learn, adopt and adapt. 
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Maintaining a fluid 
approach to brand, design 
thinking and change
To maximise the benefits of any brand 
re-evaluation and/or design thinking 
efforts, it is important for manufacturers 
to consider their approach to change 
management. It needs to be an evolutionary 
process to deliver ongoing impact. 

The three-stage framework modelled by 
physicist and social scientist Kurt Lewin, 
has remained one of the most prominent 
change management tools in business, since 
it was developed in the 1940s. 

It has long been accepted that behaviour – 
however deeply engrained – needs to firstly 
be unfrozen for change to occur, before 
newly-desired principles are then solidified.
 
However, the volume, velocity and variety of 
change being experienced by organisations, 
is seemingly showing no sign of slowing. It 
is arguably, therefore, more beneficial for 
companies to remain in a fluid, adaptable and 
change-ready state, so that an evolutionary 
state can be maintained. 

Learning point…

Every business is likely to experience some 
degree of ongoing change. 

Ask yourself:

What are your ambitions for growth?

What might these ambitions look like in  
1, 3, 5 or 10 years?

How will these ambitions affect your   
organisation, as it is now?

Lewin’s Change Management Template

Unfreeze RefreezeChange

but should it be this...

Unfreeze Stay UnfrozenChange

So, whilst post-change successes should 
of course be celebrated and efforts made 
to ensure the results of any change are 
sustainable, a somewhat iterative mindset 
is, undoubtedly, far more beneficial than 
refreezing a ‘new way of doing things’, which 
may take some time to unfreeze once again.



Wider design 
thinking techniques
In truth, there are a number of tools and 
methodologies that manufacturers can 
use to gain further insight from the varied 
stakeholders who can and should play a 
part in shaping the future of their brand.

These include:

• Persona exploration, i.e. delving into the detail 
of the organisation’s ideal customer profile.

• Video diaries and shadowing to get closer 
than ever before to users of a product and/
or employees at work in the manufacturing 
environment.

• User empathy scenarios, where manufacturers 
try to get as close as they possibly can to the 
real setting/circumstances in which a product 
would be used.

• Stakeholder maps – think thousands of post-it 
notes containing scribbles from the people who 
matter, to start to shape thinking as to what 
needs to happen next.

• Customer journey maps which, similar to 
the above, help visualise the process a user 
may/ will go through on their way to sourcing, 
selecting and using a manufacturer’s product, 
and beyond!

But trying to understand each of these, 
using only the pages of this guide, risks 
manufacturers stepping back into the 
territory of mindboggling marketing that 
means nothing! 

Further guidance on the above techniques 
can, of course, be sought as and when the 
time is right and confidence exists to move 
forward. However, pages 1-14 probably 
contain enough practical – and hopefully 
actionable – next steps to make strides 
forward, before things get too complicated!



Manufacturing 
in action:



Paxman   
Pioneers in Scalp Cooling
Twenty-five years of research, 
development, clinical trials and  
dialogue with the medical profession, 
have contributed to Paxman becoming 
the world’s leading manufacturer and 
supplier of scalp-cooling equipment.

There was a very personal reason for the 
creation of Paxman’s cold cap and its role in 
empowering cancer patients across the globe. 

The company’s journey began when mother-
of-four, Sue Paxman, experienced first-hand 
the effect that chemotherapy-induced hair 
loss had on her quality of life. It was soon 
acknowledged that this trauma and sense 
of helplessness was commonplace in many 
patients, with alopecia consistently ranked  
in the top five most distressing side effects  
of breast cancer treatment. 

Founder Glenn Paxman – Sue’s husband – 
therefore set out to provide patients with  
a choice and the internationally-recognised 
business remains an organisation with strong 
family roots, to this day.

However, the Paxman team will admit that 
the company didn’t always best convey its 
brand proposition. Two of Glenn’s children 
Richard and Claire Paxman – plus their 
colleagues throughout the business – 
therefore worked with The Engine Room to 
hone their visual identity and language used 
across all communications. It was important 
that the culture of the business continued to 
shine through while technical advancements 
and overseas expansion took place. 

The Paxman family’s personal experience 
of cancer treatment means the organisation 
is not just a business and the search for 
international expansion is far from a 
corporate growth quest. The export strategy 
means that the family-run firm can improve 
the quality of life in an ever-increasing 
number of cancer patients worldwide, 
irrespective of their location and that  
passion is more than skin deep. 

This authentic sense of purpose had to  
be conveyed in all manifestations of the 
Paxman brand, from slick, but personal,  
new company websites, to honest patient-
driven campaigns, such as the ‘Paxman 
Pioneers’ stories designed to drive  
further engagement. 

Landmark progress has followed, with 
the Paxman Scalp Cooling System having 
achieved clearance for use by the U.S. Food 
and Drug Administration for instance, plus 
approval by the Taiwan Food and Drug 
Administration, to name just two successes, 
on the journey to chasing zero hair loss 
during chemotherapy.

There are currently more than 3,000 
Paxman systems in use in 32 countries 
worldwide, and a strong, authentic sense 
of purpose has undoubtedly proven key  
to this progress.

To read the Paxman story in full, click here.

Manufacturing in action:

http://www.engineroomdesign.com/portfolio/changing-the-face-of-cancer
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Bigger yields come  
from Levity Fields
A comparatively younger organisation 
established in 2011, Levity brings 
together leading agronomy scientists 
who bridge the gap between academic 
research and farmers. The result of 
this husband-and-wife-owned venture 
is a continually evolving story of crop 
science innovation, which helps produce 
more food with less input. 

The niche, problem-solving mindset of  
this self-confessed ‘boutique’ organisation, 
soon attracted global attention. A strategic 
brand overhaul was, therefore, required  
to better deliver the needs of this fast- 
evolving business. 

Exploratory workshops – led by The Engine 
Room – worked to uncover Levity’s ambition 
and vision, as well as industry challenges and  
opportunities, the language used and the 
nature of the competitor landscape. 
 
This in-depth collaborative process revealed 
a number of key factors, including the 
clear Levity ‘difference’. Not only was the 
organisation itself different to what  
already existed in the market – in terms  
of the experienced, academic, creative and 
personality-driven team – but a genuine 
passion to instigate a step-change, was 
hugely apparent. 

The Engine Room, therefore, worked  
with Levity to present a justified image  
of confidence and trust. But, as with most 
savvy brand assignments, the project 
looked far beyond the company’s visual 
manifestation and messaging. 

The brand values were affirmed, the product 
portfolio was rationalised, the design and 
naming architecture of the evolving product 
range was overhauled and the brand 
narrative was reframed so colleagues better 
conveyed Levity’s proposition. 

What was a £400,000 turnover business 
when the relationship first began, saw 
Levity treble export levels and double sales 
in only 12 months. The organisation also 
scooped an innovation award, attracted 
equity investment and built a new research 
facility to support the continued pioneering 
development of crop science solutions.

With a clear sense of purpose, could this be  
a long-lasting family business in the making?

To read the Levity story in full, click here. 

Family business in action:

http://www.engineroomdesign.com/portfolio/levity-crop-science
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Who is The  
Engine Room?
The Engine Room is an award-winning 
strategic brand consultancy with an 
international client base.

Since 2001 we have been differentiating 
businesses in a way that they cannot  
be ignored. 

Darren Evans is founder and director of  
The Engine Room. With a rare ability to  
think and interpret at a highly strategic  
level while maintaining an unswerving  
eye on the detail, he is a member of 
Amsterdam-based Design Thinkers  
Academy, a Fellow of the RSA and  
design associate of Design Council.

As a design agency, we make our  
clients look different, sound different  
and ‘deliver different.’ 
 
Using design thinking and business  
thinking, we work with businesses that 
require senior and specialist help, an 
objective viewpoint and a catalyst to  
inject a new level of ‘stand-out’.

Lesley Gulliver is The Engine Room’s 
managing director, as well as a Design 
Council design associate and board director 
of the Design Business Association (DBA). 
Passionate about the role of design in terms 
of organisational impact, growth, service 
development and cultural change, she has 
worked with SMEs, large corporate firms  
and public sector bodies.

About the authors:
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The Engine Room
York Mills, 

York Road, Mirfield, 
West Yorkshire 

WF14 9RR

+44 (0)1484 511358
hello@engineroomdesign.com

engineroomdesign.com

http://www.engineroomdesign.com
https://www.facebook.com/theengineroomdesign/
https://twitter.com/brand_engine
https://www.linkedin.com/company/the-engine-room-design-co-ltd/about/
https://www.instagram.com/engineroom/

