2% INTERNATIONAL JOURNAL OF NOVEL RESEARCH AND DEVELOPMENT (IJNRD) a
&;R'D © 2026 IJNRD | Volume 11, Issue 2, February 2026 | ISSN: 2456-4184 | IJNRD.ORG e O bl

Evaluating Current Content Practices and
Inbound Marketing Potential at Zenmark
Machinery Components In B2B Machinery
Exports

DR.V. Satishkumar,
Assistant Professor, Department of MBA Sri Ramakrishna College of Arts & Science, Coimbatore

Ms.Swathisri V J,
Student, Department of MBA,
Sri Ramakrishna College of Arts & Science, Coimbatore

ABSTRACT

The study evaluates the current content marketing practices of Zenmark Machinery Components, a
leading manufacturer and exporter of precision machinery parts, and explores its readiness to adopt
inbound marketing strategies. In a rapidly evolving B2B industrial environment, traditional tools like
product catalogues remain important but require digital enhancement to meet global buyer
expectations. The research, based on primary data from 140 internal respondents and 16 external
clients, employed statistical tools such as Chi-square, Correlation, and Regression analyses to examine
the relationships between content formats, user engagement, and business performance. Findings reveal
that technical white papers and case studies are the most preferred content types, strongly linked with
educational and lead-generation goals. Significant associations were observed between inbound
marketing efforts and improved market fit, customer tracking, and responsiveness. However,
challenges remain in content personalization, sales follow-up, and budget utilization. The study
concludes that integrating inbound marketing practice such as digital optimization, buyer persona
development, and proactive engagement can enhance Zenmark’s global competitiveness and foster

sustainable client relationships.
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’ Introduction

In today’s competitive global B2B environment, effective marketing strategies are essential for
enhancing visibility, generating leads, and building long-term client relationships. Zenmark Machinery
Components, a manufacturer and exporter of precision machinery parts, primarily depends on
traditional marketing tools such as product catalogues to communicate with its clients. However, with
rapid digital transformation and evolving buyer behavior, these traditional methods alone are no longer
sufficient. Inbound marketing, which focuses on attracting and engaging potential customers through
valuable and informative content, offers significant potential to strengthen Zenmark’s global presence.
This study examines the company’s current content practices, particularly the effectiveness of
catalogues, and evaluates its readiness to adopt inbound marketing strategies. Through statistical
analysis and stakeholder insights, the research identifies gaps in digital engagement and proposes ways
to integrate data-driven and personalized marketing approaches. The findings aim to guide Zenmark
toward improved marketing effectiveness, enhanced customer engagement, and sustainable export

growth.
OBJECTIVES OF THE STUDY:

¢ To identify the types of content currently used by Zen Mark Machinery Components in its marketing
efforts.

e To evaluate the effectiveness of catalogues as a marketing tool in B2B industrial machinery
exports.

e To analyse how potential customer’ s engage with existing content, especially catalogues.

e To assess the alignment of vendor capabilities with client strategic goals and

performance expectations.

REVIEW OF LITERATURE:

Ann Handley. (2020). Everybody Writes: Your Go-To Guide to Creating Ridiculously Good Content
(2nd ed.). Harper Business.

— Offers a comprehensive guide for producing clear, engaging, and audience-focused content—crucial

for improving catalogue clarity and marketing consistency.

Bayley, P. D. (2024). Integrating Marketing, Sales, and Account Management in B2B. Independently
published. — Explores the importance of aligning sales and marketing operations to enhance

collaboration, customer experience, and business growth.

Bell, M. (2022). Content Marketing: Mission Critical. Independently published.

— Guides B2B leaders on designing effective content marketing strategies that align with
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organizational goals and improve ROI.

Sweezey, M. (2020). The Context Marketing Revolution: How to Motivate Buyer Behavior by
Understanding, Anticipating, and Influencing Customer Context. Harvard Business Review Press. —

Highlights contextual timing and personalization as keys to content effectiveness.

Vajre, S., & Spett, E. (2020). Account-Based Marketing for Dummies. Wiley.

— Provides simplified ABM tactics for identifying, targeting, and converting high-value accounts.

Virji P. (2024). High-Impact Content Marketing. Ross Simmonds. — Offers advanced insights into

storytelling, personalization, and data-driven optimization in content marketing.

RESEARCH DESIGN:

Nature of Study: Descriptive, as it examines the present marketing practices, and analytical, as it
interprets statistical relationships between variables such as content types, catalogue usage, buyer

engagement, and inbound readiness.
Data Sources:

1. Primary Data: Collected through structured questionnaires from internal company stakeholders (n =
140) and external clients (n = 16).

2. Secondary Data: Company catalogues.

Sampling Technique: Convenient and purposive sampling - internal respondents were selected based
on their role in content and marketing, while external respondents were chosen from existing client

networks.
Sample Size: 140 internal respondents and 16 external clients.

Tools of Data Collection: Structured questionnaire using Likert scales, categorical questions, and

open-ended items.

Statistical Tools Used: Chi-Square tests, Correlation (Pearson and Spearman), Regression analysis, and
ANOVA to evaluate associations, significance, and predictive relationships.

DATA ANALYSIS AND INTERPRETATION

[JNRDH001028 ‘ IJNRD - International Journal of Novel Research and Development (www.ijnrd.org) 168



https://ijnrd.org/
http://www.ijnrd.org/

)‘, INTERNATIONAL JOURNAL OF NOVEL RESEARCH AND DEVELOPMENT (IJNRD) a
' '-D © 2026 IJNRD | Volume 11, Issue 2, February 2026 | ISSN: 2456-4184 | IJNRD.ORG B O I

What content formats do you currently produce?

JNR

Content
Observed N [Expected N
Residual

Case studies (customer12 20.0 -8.0
success stories)
Case studies (customer6 20.0 -14.0
success stories);
Instructional videos or
demos
Instructional videos or8 20.0 -12.0
demos
Technical white34 20.0 14.0
papers/product database
and spec
Technical white/63 20.0 43.0
papers/product database
and spec; Case studies
(customer success
stories)
Technical white6 20.0 -14.0
papers/product database
and spec; Case studies
(customer success
stories); Instructional
videos or demos
Technical white11 20.0 -9.0
papers/product database
and spec; Instructional
videos or demos
Total 140

Test Statistics

content
Chi-Square (136.300?
Df 6

Asymp. Sig. [<.000

a. 0 cells (0.0%) have
expected  frequencies
less than 5. The
minimum expected

cell frequency is 20.0.
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Interpretation

Most Preferred: Technical white papers/product database/specifications + Case studies. Least Preferred:

Content mixing white papers, case studies, and instructional videos.

Respondents clearly prefer technical and case-based content that is practical and specific. Multimedia
instructional content is less valued.

Comparison of primary goal and content using cross tabulation (chi square)

Chi-Square Tests

Asymptotic
Significance
Value df (2-sided)

Pearson Chi-Square 63.938% 36 .003
Likelihood Ratio 66.412 (36 .002
Linear-by-Linear 3.367 1 067
Association

N of Valid Cases 140

a. 43 cells (87.8%) have expected count less than 5. The
minimum expected count is .17.

Comparison of primary goal and intended audience

Chi-Square Tests

Asymptotic
Significance
Value Df (2-sided)

Pearson Chi-Square 111.946% 84 022
Likelihood Ratio 09.898 B4 114
Linear-by-Linear .001 1 979
Association
N of Valid Cases 140

a. 101 cells (96.2%) have expected count less than 5. The
minimum expected count is .03.

Monte carlo fisher exact test:

There is a significant relationship between the primary goal and the intended audience
Interpretation

For MSMEs, the main goals are product education and sales, For OEMs, the goals are education and

technical support, Some audience—goal combinations are uncommon, showing that strategies are
targeted and specific.
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’ How do you measure performance of your content? Ranking:

Created Variables

Source Variable Function |New Variable Label
Measure performance [Rank RANO001 Rank of measure
performance by content

a. Mean rank of tied values is used for ties.
b. Ranks are in ascending order.

One-Sample Wilcoxon Signed Rank Test]
Summary

Total N 140

Test Statistic 8901.000

Standard Error 444.234

Standardized Test10.007

Statistic

Asymptotic Sig. (2- sided.000

test)

Interpretation

Respondents clearly favor some performance measurement methods over others. Instead of treating all

metrics equally, they show a strong preference for specific indicators such as:

« Page views/downloads
o Email open rates

o SEO ranking improvements
Comparison between primary objective and user experience

Chi-Square Tests

Asymptotic
Significance
Value Df (2-sided)
Pearson Chi-Square 177.252% (120 .001
Likelihood Ratio 144.456 120 064
Linear-by-Linear 758 1 384
Association
N of Valid Cases 140

a. 138 cells (96.5%) have expected count less than 5. The
minimum expected count is .01.

Interpretation

Certain goals match with specific UX features (e.g., showcasing products — easy navigation).
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Assess the alignment of vendor capabilities with client strategic goals and performance expectations.

Interpretation

o Capabilityl & Capability6 (p = 0.633, p = 0.009): Strong positive and highly significant —
These two capabilities are strongly aligned.

o Capabilityl & Capability4 (p = 0.604, p = 0.013): Strong positive, significant — Shows good
alignment.

o Capabilityl & Capability3 (p = 0.499, p = 0.049): Moderate positive, significant

— Indicates meaningful alignment.

o Capability2 & Capability6 (p = 0.524, p = 0.037): Moderate positive, significant

— Suggests capability2 supports capability6.

« Capability3 & Capability6 (p = 0.536, p = 0.032): Moderate positive, significant

— Shows complementarity.
« Capability4 & Capability6 (p =0.519, p = 0.039): Moderate positive, significant

— Good alignment between these areas. showing strong and significant alignment multiple other

capabilities. This suggests it is a core strength that supports overall vendor—client goal alignment.
FINDINGS

e Technical white papers and case studies are the most preferred content formats, as they effectively

Correlations

capability! capabiltie? capability3 capabilityd capabilityS capability®
Spearman'srtho  capabilityl Cormelation Coefficient 1.000 052 499’ 504 402 533
Sig. (2-tailed 849 049 013 122 009
N 16 16 16 16 16 16
capabilite2 Cormrelation Coefficient 052 1.000 352 332 464 524
Sig. (2-taited 849 181 209 070 037
N 16 ] 16 16 16 16
capabilityd  Correlation Coefficient 439 352 1.000 346 361 536
Sig. (2-talied 049 181 189 170 032
N 16 6 16 16 16 16
capabilityd  Correlation Coefficient 604" 332 345 1.000 194 519
Sig. (2-tailed 013 209 189 472 039
N 16 16 16 16 16 16
capabilityS  Comelation Coefficient 402 464 361 194 1.000 339
Sig. (2-tailed 122 070 170 472 99
N 16 16 16 16 16 16
capabiliys  Cormelation Coefficient 633 524 538 519 339 1.000

Sig. (2-taite 009 037 032 038 a9
l 16 ] 16 16 16 16

*. Correiation is significant at the 0.05 levei (2-1ailed)
** Corrzlation is significant at the 0.01 level (2-tailed)

communicate technical knowledge and practical applications, while traditional product catalogues
remain important but require digital transformation to enhance accessibility and engagement.
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e There is a significant relationship between marketing goals and target audiences, with
MSMEs focusing on product education and sales and OEMs emphasizing technical support, indicating
the need for more tailored communication strategies.

e The company shows limited adoption of inbound marketing practices, particularly in areas such as
content personalization, lead nurturing, and analytics-based performance tracking, highlighting a gap
in digital marketing readiness.

e Strong positive correlations exist between key vendor capabilities such as technical expertise,
responsiveness, and customization, reflecting good client alignment, though coordination between
marketing and sales functions remains limited.

e Overall, Zenmark demonstrates a strong foundation in technical content and traditional marketing
but needs to strengthen digital transformation, CRM integration, and employee training to sustain
competitiveness in the global B2B export market.

IMPLICATIONS

e Convert traditional product catalogues into interactive, searchable online formats with visuals,
filters, and detailed product specifications to improve accessibility and client engagement.

e Develop and implement a structured inbound marketing strategy that includes SEO, targeted content
creation, and lead-nurturing workflows to attract and retain potential clients more effectively.

o Create clear buyer personas for different audience segments such as MSMEs and OEMs to enable
personalized content and more relevant communication strategies.

e Integrate CRM and marketing analytics tools to monitor customer behavior, measure campaign
performance, and enhance lead tracking and conversion efficiency.

e Conduct regular digital marketing and content strategy training for employees to build internal
expertise, encourage collaboration between marketing and sales teams, and ensure effective adoption

of inbound practices.

CONCLUSION

The study concludes that Zenmark Machinery Components has a strong foundation in technical and
case-based content but needs to enhance its digital and inbound marketing capabilities to remain
competitive in the global B2B market. While traditional catalogues continue to play a key role, their
effectiveness can be significantly improved through digital transformation and data-driven
personalization. The analysis highlights that aligning marketing goals with audience needs, integrating
analytics tools, and strengthening collaboration between sales and marketing teams will improve
customer engagement and business growth. Overall, adopting inbound marketing practices will enable
Zenmark to build stronger client relationships, enhance brand visibility, and achieve sustainable export

performance.
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