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For global manufacturers, the United States represents 
one of the largest and most attractive growth markets. 
With a strong industrial economy, advanced 
manufacturing sector, and diverse customer base, 
expanding into the US offers tremendous opportunities to 
increase revenue, strengthen brand recognition, and 
establish long-term business success.

However, entering a new market involves far more than 
introducing a great product. Many manufacturers discover 
that strategies, messaging, and marketing approaches 
that have been successful in Europe do not always 
resonate with American buyers, distributors, and 
decision-makers. Small differences in customer 
expectations, business culture, and purchasing behavior 
can have a significant impact on how a company is 
perceived - and ultimately, whether it succeeds.

Successful expansion requires more than translation or a 
local distributor. It requires a marketing strategy built 
specifically for the US market- one that aligns your brand, 
supports your distributors, equips your sales team, and 
creates a buying experience that reflects the expectations 
of American customers.

This guide explores the key marketing functions 
supporting successful market entry and long-term growth 
in the United States. From brand management and website 
localization to distributor enablement, technical 
documentation, trade shows, content development, and 
strategic marketing leadership, each chapter highlights 
the infrastructure manufacturers need to establish a 
strong and sustainable presence.

Whether you're preparing to enter the US market for the 
first time or looking to strengthen your existing 
operations, the goal remains the same: build a marketing 
foundation that allows your products, your partners, and 
your business to succeed.

I NT ROD UCTI ON

Building a Presence
in the United States
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Most manufacturers assume that entering the US market is primarily a legal, logistical, or sales challenge. In 
reality, the greatest obstacles emerge after the market-entry decision is already  made. A distributor is signed. A 
salesperson is hired. A trade show booth is reserved. Then the questions start arriving: Who updates the website? 
Who localizes technical documentation? Who creates trade show materials? Who follows up with leads? Who 
coordinates messaging between headquarters and distributors? Who ensures the brand is represented 
consistently across every customer touchpoint? For many manufacturers, the answer is surprisingly unclear.

The Hidden Challenges
of US Expansion

Distributors have outdated materials.
Distributors are experts at selling products and managing customer 
relationships. They are not marketing departments. Most distributors do not 
create new brochures, update websites, develop content, manage LinkedIn 
campaigns, or build demand-generation programs.
Without support, they rely on whatever materials are available, even if those 
materials are outdated or poorly adapted to the American market.
�

CHALLENGE #2

Nobody owns marketing.
The marketing responsibilities often become fragmented across multiple 
departments. The Headquarters owns the brand. Sales owns revenue. 
Distributors own customer relationships. But no one owns the bridge 
connecting them. As a result, important initiatives stall, deadlines are 
missed, and opportunities slip away.
�

CHALLENGE #1

C H A PTE R 1
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Understanding American buyers.
CHALLENGE #3

Salespeople become accidental marketers.
CHALLENGE #4

CHALLENGE #5

Technical expertise alone is not enough. American buyers expect fast access 
to information, modern websites, localized messaging, and proof that a 
solution works in their specific market. What succeeds in Europe does not 
always resonate in the United States.
�

One of the most common expansion mistakes is hiring a salesperson and 
expecting them to solve every market-entry challenge. Instead of selling, they 
spend time: updating presentations, coordinating trade shows, managing 
distributor requests, translating materials, and answering questions from 
headquarters. The result is predictable: less selling and slower growth.
�

As companies expand internationally, communication naturally becomes 
harder. Questions about branding, product positioning, marketing campaigns, 
and customer expectations often require answers across time zones, 
languages, and organizational structures. Without a dedicated bridge between 
headquarters and the local market, execution slows dramatically.
�

Headquarters is too far away.�

It's about building the marketing infrastructure that enables customers, 
distributors, sales teams, and headquarters to succeed together.

Successful US expansion is not simply about finding customers.
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According to Thomas' Industrial Buying Habits Report, nearly 
three-quarters of industrial buyers evaluate a supplier's website 
during the purchasing process, making digital credibility one of the 
most influential factors in supplier selection. Case studies, 
application examples, certifications, and customer success stories 
help build confidence long before a sales conversation begins.

CH A PTE R 2

What American Buyers Expect

Today's industrial buyers expect more than 
technical specifications: they expect evidence. 

Immediate Information
A procurement manager researching suppliers does 
not want to wait three days for a specification sheet. An 
engineer evaluating solutions does not want to search 
through multiple PDFs for technical data. Buyers 
expect information to be accessible, current, and easy 
to navigate.

Professional Digital Experience
Your website is often your first salesperson. An 
outdated website, broken links, inconsistent branding, 
or missing product information can create doubt 
before a conversation ever begins.

Simple Purchasing Decisions
Buyers notice whether they can easily navigate your 
website, locate technical information, request pricing, 
or connect with the appropriate contact person.

If the buying process feels confusing, outdated, or 
overly complicated, many assume working with the 
company after the sale will be equally difficult.

The easiest company to buy from in America often has 
a significant competitive advantage.

Local Relevance
A manufacturer may have decades of success in Europe, but American buyers often ask: "Who 
has used this here?" Localized examples, market-specific messaging, and regional expertise 
help answer that question.

73%
of industrial buyers evaluate
a supplier's website before 
making purchasing decisions.�

American Buyers
Expect Proof.
Buyers Want Evidence. 

Case Studies

Application
Examples

Industry
Certifications

Technical
Documentation

Customer
Success Stories
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The Marketing Functions Every
Expanding Manufacturer Needs 
When manufacturers first enter the US market, marketing often appears deceptively simple. 

In reality, successful market expansion requires dozens of interconnected activities that support sales, 
distributors, and customer acquisition. 

We have a good product. We have a few distributors set up. 
We have a local salesperson. Marketing will take care of itself.

As manufacturers expand into the US market, maintaining a consistent brand becomes increasingly 
difficult. If each touchpoint communicates something different, buyers do not receive a clear image of 
the company's professionalism and credibility.

Unlike many European manufacturers, American distributors typically expect suppliers to provide 
ready-to-use branded assets rather than developing their own. Without consistent messaging, every 
distributor may explain the same product differently, decreasing brand recognition and making it 
more difficult for buyers to remember the company.
�

Brand Management
�

Industrial buyers rely heavily on technical documentation throughout the purchasing process. Before 
contacting a sales representative, many engineers and procurement teams expect to find complete 
product specifications, certifications, installation guides, CAD drawings, and application information 
online.

Documentation designed for European customers often does not meet the expectations of American 
buyers. US customers generally expect technical information to be presented entirely in English, 
organized in a clear and searchable format, and easy to download without navigating multiple pages or 
foreign-language resources. If product information is difficult to locate or incomplete, buyers 
frequently move on to competitors who make the purchasing process easier.

Documentation must not only be accurate - it must be accessible and relevant to the US market.�

Technical Documentation�

01

02
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Trade shows remain one of the most important lead generation channels within industrial 
manufacturing, but exhibiting successfully requires far more than reserving booth space. American 
buyers expect a professional booth experience supported by polished graphics, printed sales 
collateral, product demonstrations, lead capture systems, and consistent follow-up after the event.

Many international manufacturers underestimate the amount of preparation required, leaving 
distributors responsible for creating booth materials themselves. This decreases trade show benefits 
to the company's brand, and reduces the likelihood of converting expensive trade show investments 
into sales opportunities.

Trade Show Support
�

Entering the US market requires more than a great product - it requires a distributor network 
equipped to sell it successfully. American distributors expect manufacturers to provide professionally 
branded sales tools, technical documentation, localized marketing materials, and ongoing support. 
When those resources are readily available, distributors can focus on what they do best: building 
relationships and closing business.

Strong distributor enablement creates greater brand consistency, strengthens channel partnerships, 
and accelerates growth across the US market.

Distributor Enablement

03

04

Generating leads is only the beginning of the sales process. Without a structured system for qualifying 
inquiries, routing opportunities, following up consistently, and measuring performance, valuable 
prospects have the potential to fall through. 

Many manufacturers entering the US market generate interest through websites, trade shows, or 
distributors but lack the internal marketing infrastructure needed to manage incoming opportunities 
effectively. Delayed responses, inconsistent communication, and unclear ownership frequently cause 
missed sales.

Companies with structured lead management convert significantly more inquiries into revenue by 
ensuring every opportunity is tracked, qualified, and followed through. 

Lead Management05

Many growing manufacturers recognize the need for marketing but are not yet ready to hire a full-time 
Chief Marketing Officer or build an internal marketing department. Recruiting experienced senior 
marketing leadership in the United States can cost well into six figures annually before accounting for 
benefits, software, and additional staff.

 Marketing Leadership06
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CH A PTE R 3

Instead of hiring multiple specialists, manufacturers often benefit from experienced strategic 
leadership that coordinates branding, distributors, sales initiatives, digital marketing, trade shows, 
and business development under a single marketing strategy.

Expanding into the US market requires more than translating your website or marketing materials — it 
requires localization. While many European manufacturers assume the same messaging, resources, 
and customer experience will resonate across markets, even small cultural differences can 
significantly influence how buyers perceive a company. Everything from product descriptions and 
technical documentation to sales presentations, email communication, and website navigation 
should be adapted to align with American business expectations.

A website designed for European audiences may unintentionally create friction for US visitors through 
unfamiliar navigation, untranslated content, difficult-to-find technical information, or messaging that 
doesn't reflect how American buyers research and evaluate suppliers. In many cases, your website is 
the first interaction a prospective customer has with your company, making those first impressions 
critical.

Localization goes far beyond translation. It involves adapting the entire customer experience to meet 
target market expectations. American buyers value speed, clarity, and ease. They expect to quickly 
find specifications, certifications, contact information, and downloadable product resources without 
navigating multiple pages or searching through foreign-language content. If information is difficult to 
find or the buying experience feels unfamiliar, buyers may assume future interactions with the 
company will be equally challenging.

 Localization07

American industrial buyers compare products online, read technical articles, review case studies, 
watch demonstration videos, and evaluate company expertise long before requesting a quote.

Consistent, educational content helps establish credibility throughout this research process while 
improving search visibility and supporting distributor sales efforts. Without fresh, relevant content, 
even technically superior companies struggle to remain visible in an increasingly competitive
digital marketplace.

Content Development08

The Reality
�Most expanding manufacturers do not need eight new employees. They need someone who understands 
how all eight functions work together and can ensure they are executed consistently. That is often the 
difference between simply entering a market and successfully establishing a presence within it.
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How Global Businesses
Succeed in the US
Once manufacturers recognize the need for marketing infrastructure, they typically consider one of three 
approaches

While a traditional marketing agency is a viable 
option, manufacturers often face several 
roadblocks. Most traditional agencies lack 
industry-specific expertise, requiring extensive 
onboarding to understand complex products and 
markets. Their standardized, one-size-fits-all 
strategies may overlook the unique needs of 
technical businesses, and they often prioritize 
deliverables over measurable business growth. On 
top of that, companies typically commit to high 
monthly retainers, 6 to 12 month contracts, slower 
implementation timelines, and additional fees for 
services outside the original scope. Much of the 
work may also be handled by junior staff, while 
clients absorb the agency's overhead 
costs-resulting in a higher investment with less 
flexibility and specialized support.

Hire a Traditional Agency�

OPTION 1

TR A D ITIONAL AGENCY

High monthly
retainers

6-12 month
contracts

2-4 week
lead times

Often
junior-level staff

You pay for
their office

External
relationship mgmt�

Building an in-house marketing team can be one of 
the most expensive and time-consuming options. 
Recruiting experienced senior marketing talent 
often costs $100,000+ annually before factoring in 
benefits, taxes, software, and management 
expenses, which can add up to 40% more. The hiring 
process can take several months, and no single 
employee possesses every marketing skill needed. 
From strategy and branding to SEO, content 
creation, paid advertising, and web development, 
businesses often need to hire multiple specialists or 
outsource additional work. An in-house team is also 
limited by standard working hours and requires 
ongoing HR support and training, creating long-term 
overhead and reducing flexibility as business needs 
change.

Hire an In-house Marketing Team 

OPTION 2

IN-HOUSE HIRE

$100k+
(Salary + Benefits)

High HR
/Offboarding risk

Limited by
40-hour capacity

Limited to 
one person's skill

You pay for
tech & taxes

Requires daily
HR & training�
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Between a costly in-house hire and a generic agency, there's a model built for exactly this gap: 
fractional leadership.

Fractional Marketing Model OPTION 3

Unlike traditional agencies, ELIKYA Digital doesn't simply execute marketing projects.

Unlike an employee, ELIKYA Digital isn't limited to one person's expertise.

Instead, manufacturers gain senior strategic leadership combined with specialized execution, 
allowing marketing to scale with the business.�

Clear your backlog instantly Elite strategy & scale

Uncapped Tactical Production Filling the headcount gap

Professional assets & brochures Save up to 40% on overhead

Pay-per-project flexibility Roadmaps & ROI optimization

No retainers; pay for output Budget & Team Management

SENIOR-LEVEL EXECUTION STRATEGIC LEADERSHIP

Unified channel branding

Global & complex networks

Accelerate Inventory velocity

Co-branded partner materials

On-Demand Liaison

COMMUNICATION & LOCALIZATION

GLOBAL FRACTIONAL CMDAGILE & ON-DEMAND MARKETING DISTRIBUTOR CHANNEL SUPPORT
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Local Knowledge Fractional Cost

On demand/Pay-per-creative

Elite speed�We handle
the heavy
lifting Senior-level marketing team



CH A PTE R 5

Building High Performing
Distributor Partnerships

Without dedicated support, distributors often rely on whatever materials they have available - even if those 
materials are outdated or no longer aligned with the company's goals.

The Distributor Myth
One of the most common misconceptions among international manufacturers is that distributors will 
automatically handle marketing. Distributors excel at building relationships, generating sales opportunities, and 
supporting customers. However, they typically do not:

The Value of Brand Consistency
� Different logos, different product descriptions, different value propositions, and different marketing 
materials across the various buyer touchpoints creates confusion. Inconsistency affects the buyer’s 
perception of credibility,  and makes it more difficult for them to confidently move forward.

Update Marketing Materials
A distributor may still be using brochures, 
presentations, or product sheets that are several years 
old. Product updates, new certifications, and revised 
positioning may never reach the local market.

Localization
Many manufacturers provide highly technical 
documentation developed for their home market. While 
technically accurate, these materials may not reflect 
how American buyers search, evaluate, and compare 
solutions.

Close Communication Gaps
Communication naturally becomes more difficult. 
Questions arise regarding branding, product updates, 
marketing campaigns, and customer inquiries.

Develop marketing strategy for 
your brand 

Distributors focus on money and 
sales figures, but not branding

Adapt their sales materials with 
your products

Manage your brand positioning 
and messaging consistency

Update their websites and digital 
campaigns with your brand

Showcase your products at the 
next trade show or event

How to Build Bulletproof
Distributor Partnerships�
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What High-Performing Distributor
Networks Do Differently
Successful manufacturers treat distributors as strategic partners and provide them with the 
resources needed to represent the brand effectively.

This creates a professional experience for buyers while strengthening relationships with channel partners.

The most effective manufacturers continuously provide updates, new marketing materials, continual campaign 
support, and resources to continue enabling sales. 

Shared Messaging
Consistent positioning creates 
stronger brand recognition and a 
more unified customer experience.

Ongoing Support
Distributor support should not end 
after onboarding.

Missing Channel Marketing Leadership�

Without dedicated ownership, these responsibilities become fragmented across multiple 
teams, resulting in inefficiencies and missed opportunitie�s.

Many expanding manufacturers have strong products, experienced salespeople, and established distributors.

What they often lack is someone responsible for connecting all of those pieces.

Someone must own:
Distributor
communication

Marketing
asset creation

Content
localization

Brand
consistency

Lead
management

Marketing
execution

Trade show
coordination

Sales
enablement

Leading organizations equip distributors with: Product sheets, Technical documentation, Brochures, 
Presentation decks, Trade show materials, Email templates, Digital content, Case studies. 

These assets ensure distributors can quickly engage prospects while maintaining consistent messaging. 
Co-Branded Marketing Assets. High-performing manufacturers provide customizable materials that allow 
distributors to maintain their local identity while preserving overall brand consistency.
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Bridging the Gap Between
Headquarters and the US Market
Often, a single salesperson or business development representative becomes responsible for far more than 
selling. They are expected to manage marketing requests, support distributors, coordinate events, update 
materials, and serve as the primary connection between headquarters and the US market.

This approach rarely scales.

Successful expansion requires someone who can align headquarters, distributors, sales teams, and local 
marketing efforts. When communication, branding, and execution remain connected, manufacturers can grow 
confidently without losing consistency across markets.

Most importantly, the company can establish a professional US presence without immediately building a full 
in-house marketing department.

When this exists

Distributors receive
better support

Sales teams spend
more time selling

Headquarters maintains
visibility and control

Buyers receive a
consistent experience

Key Takeaway�
Distributors can help sell your products, but they cannot build your marketing infrastructure. 

As manufacturers expand into the United States, one of the most overlooked investments is not finding 
more distributors, it's giving existing distributors the tools, resources, and support they need to 
succeed.

The companies that grow most effectively are those that keep headquarters, distributors, and sales 
teams aligned through consistent communication, shared resources, and a unified marketing strategy. 
When every customer touchpoint reflects the same message, the result is stronger trust, better 
distributor relationships, and sustainable long-term growth.
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We've explored the marketing infrastructure required to successfully enter and grow within the US market. But for 
many manufacturers, these gaps don't become obvious during day-to-day operations. They appear during 
moments of change.

A new distributor joins the network. A product is launched. A major trade show approaches. The company expands 
into a new region or hires its first US salesperson. Suddenly, marketing requests begin arriving from every 
direction, and the question becomes clear: who is responsible for making all of this happen?

Making the Most Out of
Growth Movements

A New
Distributor Joins

Bringing a new distributor is only the 
beginning of a successful partnership. New 
distributors immediately need localized 
product sheets, technical documentation, 
sales presentations, & clear brand 
guidance. Having these resources ready 
helps them begin selling quickly while 
maintaining a consistent customer 
experience.

Launching a
New Product

A product launch involves much more than 
announcing a new offering. Technical 
documentation must be updated, websites 
revised, distributors trained, sales 
presentations refreshed, and marketing 
campaigns coordinated across multiple 
channels. It's essential to have someone 
managing these moving pieces to maximize 
the market impact of the launch.

CH A PTE R 6
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CH A PTE R 6

Moments of growth don't necessarily require a permanent marketing department. They require experienced 
marketing leadership that can step in when it's needed most - coordinating people, resources, and execution so 
expansion continues moving forward.

Key Takeaway

Preparing for
Trade Shows

Trade shows remain one of the most valuable 
opportunities for industrial manufacturers to 
generate qualified leads and strengthen 
distributor relationships. However, 
successful events require months of 
preparation.

Booth graphics, sales collateral, product 
demonstrations, promotional campaigns, 
lead capture systems, distributor 
coordination, and post-show follow-up all 
need to work together. Without dedicated 
marketing leadership, companies often find 
themselves rushing to complete materials at 
the last minute or relying on distributors to fill 
the gaps.

Trade shows should generate measurable 
business opportunities—not unnecessary 
stress.

Scaling Into
New Markets

Growth introduces complexity. Expanding 
into additional territories, hiring new 
salespeople, or adding distributor partners 
increases the number of relationships, 
marketing assets, and communication 
channels that must remain aligned.

As organizations grow, marketing complexity 
often scales faster than revenue. Without a 
structured system to coordinate branding, 
communication, distributor support, and 
customer engagement, businesses begin 
experiencing inconsistent messaging, slower 
execution, and missed opportunities.

The most successful manufacturers prepare 
for growth by building marketing 
infrastructure before these challenges 
become obstacles.
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Building a US presence Without
Hiring a Marketing Director
Marketing is essential - but hiring an entire in-house marketing department isn't always practical. Building a team 
requires significant financial investment, months of recruiting, ongoing management, and multiple specialized 
hires. For many growing businesses, the challenge isn't deciding whether marketing matters; it's determining how 
to access the expertise they need without creating unnecessary overhead.

Marketing should support sales - not replace it. By taking ownership of marketing responsibilities, manufacturers 
free their sales teams to focus on what they do best: building relationships and generating revenue.

“We Don't Need a Full-Time Marketing Director”
For many manufacturers, hiring a full-time Chief Marketing Officer simply doesn't make financial sense. Yet 
strategic marketing decisions still need to be made every day. Someone must prioritize projects, coordinate 
distributors, align marketing with sales objectives, manage branding, and ensure every initiative supports broader 
business goals.

Without strategic leadership, marketing often becomes reactive - projects are completed individually, but no one 
is ensuring they all contribute to a unified growth strategy.

A fractional Chief Marketing Director provides executive-level leadership without the 
cost and commitment of a full-time executive, allowing manufacturers to access 
experienced guidance exactly when they need it.

“Our Sales Team Is Spending Too Much Time on Marketing”
One of the most common challenges during international expansion is asking salespeople to manage
marketing responsibilities.

"Our Headquarters Isn't in the United States"
Distance creates more than geographic separation - communication moves slowly across different time zones, 
languages, and business cultures.

Fractional marketing support allows your business to operate the way it was designed to.
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This is where manufacturers benefit from having a dedicated partner on the ground. Acting as an extension of 
headquarters, ELIKYA Digital serves as your US marketing partner - providing local expertise, time-zone 
alignment, and day-to-day coordination between headquarters and the US market.

"We Can't Justify Building an Entire Marketing Department"
Turns out: you don't have to. Many manufacturers achieve greater flexibility by partnering with a team that already 
possesses this expertise. 

ELIKYA Digital provides immediate access to senior marketing leadership and scalable execution - without 
requiring manufacturers to build a full in-house department.

What Successful Expansion Looks Like
Growing manufacturers don't need nine different marketing vendors. They don't need to hire a full in-house 
department before entering a new market. And they don't need to ask salespeople or distributors to fill the gaps.

They need one strategic partner who understands how every piece of the expansion process 
works together. ELIKYA Digital brings every function together under one coordinated approach.

With ELIKYA Digital: Manufacturers gain a dedicated partner who understands both European manufacturing and 
American buyer expectations - providing strategic direction while ensuring every initiative is executed 
consistently. 

ELIKYA Digital connects every service into a single entity that helps manufacturers successfully 
establish, grow, and secure their presence in the US market.

HIGH-IMPACT
BRAND & STRATEGY

DIGITAL INFRASTRUCTURE
& PERFORMANCE

CONTENT PRODUCTION
& CREATIVE

PHYSICAL &
EVENT MARKETING

Build a powerful US identity

Brand Strategy &
Development 

Technical Case
Studies

Market Research
& Analysis 

GTM Market
Entry Blueprints

Custom Website
Development

CRM & RevOps
Orchestration

SEM & Google
PPC

Digital Asset
Optimization

Corporate Video
Production

Professional
Headshots

On-Site
Photography

Bundled Photo
& Video Packs

Trade Show &
Event Marketing

Localized Sales
Campaigns

Industrial Asset
Localization

Channel
Enablement�

Drive measurable sales results Tell your story visually Win at the point of sale
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Schedule Your Free 30-Minute Growth Strategy Session�

Why Manufacturers Choose ELIKYA Digital

About
ELIKYA Digital
Founded in 2011 and headquartered in Atlanta, GA, ELIKYA Digital provides 
fractional Chief Marketing Director services to B2B manufacturers, 
industrial companies, and growth-stage businesses. We help European and 
international companies navigate the complexities of US market entry and 
expansion—building the brand, demand, and go-to-market foundation they 
need before committing to the market. Beyond the US, we support 
manufacturers expanding across EMEA, NAM, and LATAM, bringing the 
same strategic rigor to each region's distributor networks, buyer 
expectations, and go-to-market requirements. Working in three 
languages—English, Spanish, and French—we bring deep expertise across 
manufacturing, aerospace and automotive, construction and energy, 
medical devices, and professional services.

No long-term contracts, no traditional agency overhead Founded 2011 — 15 years of B2B
industrial marketing expertise

Trilingual: English, Spanish, French
built for cross-border operations

US-based in Atlanta, GA — native to the US market

Big agency results. Fractional flexibility.

Multi-region expertise across NAM, EMEA, and LATAM — one partner for wherever growth takes you

Global Fractional CMD
Senior marketing leadership on-demand. Strategy, execution, and team management without the 
full-time hire. Save up to 40% vs. a direct CMO hire with no long-term contracts.

Distributor Channel Support
Strategic liaison between manufacturers and distributor networks across NAM, EMEA, and 
LATAM—protecting brand integrity across territories and driving partner engagement

Agile & On-Demand Marketing
Tradeshow assets, technical collateral, spec sheets, digital campaigns, and social content—built 
when you need them, on a per-project basis.

info@elikyadigital.com         +1 (770) 820-9004           elikyadigital.com

Atlanta, GA - Serving manufacturers across North America, Europe & Latin America.�

Our Three Service Models
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