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A Letter from Tom

Dear Fellow Industrial Leader,
After more than three decades working with industrial manufacturers and suppliers, I've learned this:

Great industrial companies rarely lose because they forgot how to build or distribute great
products.

They lose because buyers can't find them ... or don't understand what makes them different and why
that difference matters.

Artificial Intelligence is changing how buyers discover suppliers, evaluate expertise and decide whom
to trust. Companies that adapt will become easier to find, easier to trust and harder to replace.

That's why | created the Digital Moat™: to help industrial companies protect, amplify and capitalize on
the expertise they've spent decades building.

Most industrial companies don't have an expertise problem. They have a bandwidth problem.

Engineers are serving customers. Salespeople are selling. Leaders are running the business.
Marketing is expected to do more with less. Asking those people to become full-time publishers has
never been practical.

Al changes that equation. It can help capture the expertise already inside your organization and turn it
into useful, differentiated content at a scale that wasn't possible before.

And here's the opportunity: your competitors have the same problem.
The companies that solve it first can build an enormous niche advantage.

This guide examines the New Rules of Industrial Competition: buyers have changed; your expertise is
the opportunity; bandwidth is the barrier; Al makes expertise scalable; and authority becomes your
digital moat.

Your company has spent years ... perhaps generations ... building expertise. It's time to make
sure the market knows it.

Tom Repp

Founder, The Repp Group

Your expertise should be your greatest competitive advantage ...
‘ ‘ not your best-kept secret. - Tom Repp
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Buyer Behavior Has Changed

Industrial selling used to rely heavily on relationships, sales calls and trade shows. Those still matter,
but today's buyer can investigate your company before ever talking to you.

They search. They read. They watch. They compare. Increasingly, they ask Al.

Engineers, plant managers and procurement professionals can evaluate suppliers without those
suppliers knowing they are being considered.

If You're Not Visible, You're Not Considered

You may have outstanding engineers, great products and decades of experience. But if buyers cannot
discover that expertise online, much of its competitive value remains trapped inside your company.

Visibility no longer means simply having a website or ranking on Google. Buyers now use search
engines, Al assistants, technical articles, videos, FAQs, LinkedIn, Reddit and other digital sources.

The real question is: “When buyers ... and Al ... look for expertise in our niche, do they find
us?”

That is a tougher question ... and a much bigger opportunity.

Key Takeaways

. Buyers increasingly investigate suppliers before contacting sales.
. Search and Al are changing how industrial expertise is discovered.
. If you're not visible during research, you may never make the shortlist.

Executive Reflection

Ask Google or your favorite Al platform the questions your best prospects would ask. Does
your company show up ... and does it deserve to?

You can’t save souls in an empty church.
‘ ‘ - Dan Ogilvy




Your Expertise Is a Huge Competitive
Opportunity

You probably already possess much of what you need to win.

It is answering customer calls, solving application problems, guiding sales conversations and sitting in
engineering meetings. It is the expertise your company has spent years building ... and much of it is
invisible outside your organization.

That's Not Just a Problem. It's the Opportunity.

Most industrial companies are not great publishers. They are great manufacturers, distributors,
engineers, fabricators and problem-solvers.

Your competitors probably are not great publishers either.
Everyone has expertise. Very few communicate it consistently or clearly.

Consider two capable suppliers. One publishes standard product information and familiar claims about
quality and service. The other answers difficult buyer questions, explains applications, discusses
tradeoffs and demonstrates how its people think.

Which becomes easier to find, easier to trust and more strongly associated with expertise in its niche?

The opportunity is not simply producing more content. It is turning your differentiating
expertise into useful content competitors will struggle to match.

Key Takeaways

. Your organization already possesses valuable intellectual capital.
. Your competitors are probably underutilizing theirs too.
. Differentiated expertise ... not generic content ... is the opportunity.

Executive Reflection

What does your company know or do exceptionally well that an ideal buyer cannot discover
online today?

That's where | would start digging.

(C Either write something worth reading or do
something worth writing about. - Ben Franklin




The Real Barrier is Bandwidth

Tell an industrial company it needs to become a publisher, and you can almost see the oxygen leave
the room. | have witnessed this multiple times.

Articles? Videos? LinkedIn posts? Technical content? FAQs? Who is going to do all that?
Industrial companies are fish out of water when they're asked to become publishers.

Engineers need to engineer. Salespeople need to sell. Leaders need to run the business. Marketing is
probably already stretched thin.

The problem is not a lack of expertise. It's bandwidth.

Stop Trying to Turn Engineers Into Bloggers

Traditional content programs depend on busy subject-matter experts sitting down and writing. That is a
bad system.

Your engineer should not have to become a writer. Your CEO should not spend Sunday afternoon
creating articles. Your best salesperson should not lose selling time staring at a blank screen.

Their job should be to contribute expertise. The system's job should be to capture, structure
and amplify it.

The objective is not to make your company better at writing. It is to make your company better at
sharing expertise it already knows.

Key Takeaways

. Industrial companies lack content-production bandwidth ... not expertise.
. Asking busy experts to become writers does not scale.
. Experts provide the knowledge. The system ampilifies it.

Executive Reflection

Could your organization double its useful expert content next month without overwhelming
engineering, sales or leadership?

If not, you have a bandwidth and scalability problem.

Your experts shouldn't create content. They should contribute
‘ ‘ expertise. Your system should do the rest.- Tom Repp




Al Makes Expertise Scalable

Al matters because it can help solve the bandwidth and scalability challenges most B2B
encounter.

Every week, salespeople answer difficult questions, engineers solve applications, technicians diagnose
failures and leaders identify market shifts. Historically, much of that knowledge disappeared into calls,
emails, meetings and people's heads. How about your file cabinets?

Al gives us a practical way to capture that expertise, structure it and transform it into useful
communication.

One strong expert insight can become an article, FAQ, video, LinkedIn post, email, sales
resource or answer to a buyer's question. That's leverage.

Al can also produce mountains of mediocre content. That is not a Digital Moat. It is noise.

The advantage still comes from what your people genuinely know and what makes that expertise
different.

At The Repp Group, this challenge led us to develop the B2B Content REPPliKator™ ... a tool
designed to turn subject-matter expertise into multiple forms of useful B2B content without requiring the
expert to create every finished piece.

The process is simple: Human expertise — Al amplification — useful content — greater
visibility.

. Al's real strategic value is leverage.
. Human expertise must remain the raw material.
. Al can make consistent publishing practical for resource-constrained B2Bs.

How much valuable expertise does your company generate every week that disappears because
nobody has time to capture it?

Imagine putting that knowledge to work 24/7.

(14 You are what you publish - David Meerman Scott
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Authority Becomes the Moat

Buyers have changed. You possess valuable expertise. Bandwidth keeps most industrial companies
from sharing it consistently. Al provides leverage.

Do this well ... and keep doing it ... and you build authority.

Not because your website claims you are an industry leader, but because you repeatedly demonstrate
expertise around the problems buyers care about.

Authority Compounds
One article will not build a moat. Neither will one video or ten LinkedIn posts. Consistency matters.

You answer buyer questions. Search engines accumulate signals about what you know. Al encounters
more evidence connecting your company with your specialty. Prospects repeatedly encounter your
thinking.

Visibility builds familiarity. Familiarity builds trust. Trust builds authority.

A competitor can copy your website, buy the same CRM and use the same Al tools. What they cannot
quickly copy is years of expertise systematically transformed into trusted market authority.

That is competitive insulation. The goal is not to own the Internet. It's to own your niche.

Key Takeaways

. Authority is demonstrated ... not claimed.
. Visibility, familiarity and trust compound over time.
. Accumulated authority is harder to copy than individual tactics.

Executive Reflection

What if your strongest competitor started publishing its expertise tomorrow?

Now reverse the question: What if you got there first?

Authority is the ultimate unfair advantage.
‘ ‘ - Mark Schaefer




How You Build It

The New Rules of Industrial Competition explain what has changed. The Seven Infrastructure Pillars
explain how to compete and win:

1. Brand Authority — Why should buyers trust us ... and clearly understand what makes us different?
2. Search Authority — Can buyers find us when they search for the problems we solve? .
3. Al Amplification — How can we use Al to extend the reach of our genuine human expertise?

4. Consistent Velocity — Can we consistently turn what our people know into useful, valuable
content?

5. Automation Infrastructure — Can we turn buyer interest in our expertise into timely follow-up and
measurable sales opportunities?

6. Market Insulation — Concentrate authority around the industries, applications, problems and
regions that matter.

7. Data & Optimization — What is working, what is producing results, and how do we continually
improve it?

Campaigns start and stop. Infrastructure compounds.

The Digital Moat™ is a connected business system that transforms expertise into competitive
advantage. The B2B Content REPPliKator™ provides an easy way to get started by putting Al
Amplification and Consistent Velocity to work.

. The New Rules explain what has changed; the Seven Infrastructure Pillars explain how to
compete and win.

. Start with The B2B Content REPPliKator™; strengthen all seven pillars.
. You don't need to own the Internet. You need to own your niche.

Which part of your Digital Moat is strongest today ... and where is the biggest hole?

If you are serious about building a Digital Moat ... next step is understanding how all 7 pillars
work together. Dive deeper at https://www.thereppgroup.com/what-are-the-seven-infrastructure-

pillars

1 A bad system will beat a good person every time. — W. Edwards Deming
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Where Do You Stand?

Strategic Position — Can our leadership clearly explain whom we serve, the problems we solve, what
makes us different and the niche we intend to lead?

Digital Proof — Do our website and digital presence clearly demonstrate those advantages ... or
simply make the same claims as our competitors?

Hidden Expertise — Have we identified the valuable knowledge inside our company that buyers would
find useful but cannot currently discover?

Content Capability — Can we consistently turn that expertise into useful, branded content without
overwhelming our engineers, salespeople or leadership?

Search Visibility — Can buyers find us when they search for the problems, applications and questions
associated with our expertise?

Al Visibility — Do Al platforms recognize and accurately represent our company as a knowledgeable
resource in the markets we serve?

Al Amplification — Are we using Al to multiply genuine human expertise ... or simply create more
generic content?

Market Position — Are we deliberately concentrating our authority around the industries, applications,
problems and regions we are best equipped to own?

Business Conversion — Can we turn interest in our expertise into timely follow-up, qualified
opportunities and measurable pipeline?

Continuous Improvement — Do we know what is strengthening our visibility, authority and business
results ... and are we consistently improving it?

Mostly Yes? Your Digital Moat is taking shape. The opportunity is to keep strengthening and extending
it before competitors close the gap.

Mostly Somewhat? You have many of the right pieces, but they may not yet be working together as a
competitive system.

Mostly No? That does not necessarily indicate a marketing failure. It may reveal an unusually valuable
opportunity ... especially if your competitors are no further ahead.



Final Thoughts from Tom Repp

I've spent more than 30 years working with B2B industrial companies. I've seen many marketing ideas
come and go.

| believe Al is different.

Not because industrial CEOs need to become Al experts ... and certainly not because the answer is
flooding the Internet with generic Al-generated content crap.

The opportunity is simpler: You already know things your buyers need to know.

You earned that expertise through customers, applications, successes, failures and problems your
people learned to solve. Until recently, turning it into a steady stream of useful content was difficult,
expensive and time-consuming. And frankly why so many resisted or failed when they tried.

Al changes that. But do not miss the larger opportunity.

Your competitors are struggling with the same problem you are. | don’t see that as bad news. |
see it as one hell of an opportunity.

You do not need the biggest marketing department or budget. You need to understand what makes
your company valuable, capture what your people know and consistently make that expertise visible.

Do that long enough and buyers find you. They trust you. Your company becomes associated with the
problems you solve.

Competitors discover that catching you is not as easy as launching a new website or buying an
Al subscription. You've built something they have to earn.

That's the Digital Moat.
Your expertise deserves to be found ... not kept a secret.
Don't leave that opportunity for your competitors.

And if you haven't personally experienced what Al can do with your company's expertise, take a few
minutes and try the B2B Content REPPIliKator™. Give it something your company already knows and
see what it can do. Sometimes the best way to understand Al is simply to experience it.

Tom Repp
Founder, The Repp Group

Your expertise deserves to be found ... not kept a secret

‘ ‘ - Tom Repp

The Renn Groiin | therennoraiin com
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The Digital Moat™ in 30 Seconds

Buyers have changed.
Search, digital content and Al increasingly influence supplier discovery.
Your expertise is the opportunity.

Most industrial companies possess valuable knowledge that remains largely
invisible.

Bandwidth is the barrier.
Industrial companies were not built to be publishing companies.
Al provides the leverage.

The B2B Content REPPIliKator™ offers an easy way to start turning genuine
expertise into useful content.

Authority becomes the moat.
Become easier to find, easier to trust and harder to replace.

Expertise — Amplification — Authority — Digital Moat™

Al will make content abundant. Expertise

‘ ‘ will make authority scarce. - Tom Repp

The Repp Group | thereppgroup.com
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Differentiate or die. - jack Trout
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