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WHY DID I INVESTIGATE 200 NANOTECHNOLOGY WEBSITES?

Because I know there are a handful of marketing managers and 
directors who will read this goldmine of white paper information and 
act on it right away.

In short, this resource guide will help them craft white papers that get 
results.

On the flip side, many of the people who read this guide (most will be 
marketing managers, directors or VPs) will see what’s involved in 
writing the #1 B2B marketing tool for generating high quality leads 
(according to an article in MarketingProfs1) and say that it’s not worth 
doing.

They may even decide to quit reading this report, figuring that white papers are not for them.

But that’s great news for you, because if you keep reading, you’ll discover why you should be using 
white papers, the biggest mistakes made by nanotech marketers when writing them and what to do in 
order to craft a winning example.

This resource guide is 
all about how to craft 
e�ective white papers 
that get results

SCALING UP NANOTECHNOLOGY SALES
A MARKETING MANAGER’S GUIDE TO DRIVING REVENUE WITH WHITE PAPERS

Recently I spent some of my “free time” (most of which should have probably been used for sleeping) 
personally visiting the websites of 200 leading and growing nanotechnology and electron microscopy 
companies. 

I knew some of these companies were using white papers, but suspected most were writing and using 
them incorrectly. Surprisingly, I also found a large number of firms who could really use these marke-
ting pieces, but sadly, had dropped the ball and decided against it.

Now, I did not expect this problem to be as widespread as it actually is. Of the 200 sites I visited, 123 
companies were not using white papers at all! And the ones that were using them were making some 
big mistakes.

After you’ve read this guide, you’ll understand why this means a big opportunity for you.
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This report is all about how to craft white papers, a marketing tool that is really working in high-tech 
industries. And by working, I mean really influencing nanotechnology buyers to make buying deci-
sions.

This resource guide is dedicated to white papers because: 

You’ll learn why white papers 
are so important, how to write 
them and the biggest mistakes 
to avoid

WHAT THIS REPORT WILL DO FOR  YOU

First, many of the nanotech companies who I 
see using it are doing so incorrectly. They don’t 
have a clue how write them properly and they 
don’t promote them effectively. 

Second, white papers rank as one of the most 
complex and difficult marketing projects to 
undertake. It requires coordination between 
many people. And an already overloaded mar-
keting team can find themselves at their wits 
end just thinking about creating one of these 
pieces.

Finally, I focus on white papers because when 
its use is warranted, it truly is a marketer’s lifeli-
ne. It also happens to be a terrific foundational 
piece for any marketing system. 

Now, while you may raise your eyebrows at this, I can almost guarantee your skepticism is the result 
of a misunderstanding of what exactly a white paper is, what they’re used for and how to write them. 
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Not to worry, this resource guide will get you educated. You’ll learn the right way to create white 
papers and you’ll learn about the biggest mistakes I’ve found from my survey, so you’ll know what to 
avoid the next time you or your marketing team decide to write one.

A recent study conducted by CMO Council and the Netline Corporation, which was then posted as an 
article on MarketingProfs, dug into the quality of leads generated by various forms of marketing con-
tent1. 

The study turned up some revealing insights with one survey question in particular:

THE #1 TOOL FOR GENERATING THE BEST LEADS

“Which B2B content types produce great leads?”

24%

When asked what content type delivers the highest quality 
leads, a whopping 24% of the respondents mentioned 
white papers (followed by videos (22%), analyst reports 
(22%) and webcasts (22%)) as the content type of choice.

22%

22%

22%
Additionally, the Content Marketing Institute’s B2B Technology Con-
tent Marketing: Benchmarks, Budgets and Trends 2015, says that 
91% of technology marketers are focused primarily on lead-genera-
tion2.

61% of technology 
marketers say white 
papers are e�ective

As a savvy nanotechnology marketer, you cannot afford to ignore these results.

Interestingly, 83% of these technology marketers (in general) use white 
papers for this purpose, with 61% saying that they’re effective. These numbers 
are higher than last year, suggesting that white papers are becoming more popu-
lar.

Most Created Deliver Great Leads

Source: “Which B2B Content Types  
Generate the Best Leads”, Marketing 
Profs, July 2015 (original report by 
CMO Council)
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Well, of the 200 nanotech and EM websites I visited, 123 were not using white papers at all. After 
reading the above pages, you should now realize why this is a big opportunity for you and why you 
should capitalize on white papers now.

What about those companies that were using white papers?

Of the remaining companies, I found 4 major mistakes that were being made. It turns out that 3 of 
these are the same mistakes that companies in other industries (general B2B) make too. 

However, nanotechnology and other high-tech/scientific firms also make another mistake (mistake # 4 
below). The common mistakes I see with white papers are:

SO WHAT DOES THIS HAVE TO WITH
THOSE 200 WEBSITES I VISITED?

1 Focusing too much on your company and product. 

You’re not writing a brochure here. You’re writing a carefully crafted content marketing piece 
that provides valuable information on how a technical issue can be solved.

2 No useful information backed up by facts and proof.

The information needs to be useful. All claims have to be backed up with statistics and proof. 
Any fluff or hearsay should be discarded.

3 Spending too much time selling. 

A white paper is not a sales pitch. It is supposed to help nanotech buyers 
make decisions, understand an issue or solve a problem using educational 
and informative content.

4 Writing it like an academic paper, data sheet or research report. 

This is the biggest mistake I see with nanotechnology and general high-tech 
and scientific companies. 

Don’t forget: a 
white paper is a 
marketing tool 
with a speci�c 
marketing pur-
pose – It is not 
an academic 
paper!

The problem here is that there is no industry standard for describing a white paper. I’ve seen white 
papers written in the form of 120 page technical manuals and 1 page data sheets. I’ve seen technical 
academic papers being called white papers, as well as research reports. 

The most important point to remember is this:

Don’t forget that a white paper is a marketing tool with a specific marketing purpose. Its job is to help 
a nanotechnology buyer make a decision, understand an issue or solve a problem.
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Now that you know how important white papers are, how effective they can be at generating high-qua-
lity leads and the mistakes to avoid, let’s get you up to speed on how to write them.

In my never-ending quest to help nanotechnology marketers improve their communications and copy, 
I find that white papers are the cause of more anxiety around the office than any other type of content.

Certainly they can be tough, but asking yourself the following questions will ensure you’re in the best 
possible position to bang out a great white paper from the get-go.

And make no mistake, these questions are critical.

So let’s look at the 5 most important questions any nanotech marketer must ask themselves in order 
to write a winning white paper.

WRITING YOUR WHITE PAPER

1. What is the objective?

Ask yourself and your marketing team: “what are you trying to achieve with your white paper”?

The most important thing you should remember is that a white paper can do one thing, maybe two 
things… but it can’t do everything. One of the easiest ways to make sure your white paper bombs is 
to try and write it for many different purposes.

Some of these purposes might include:

To support a product launch

To use as a technical evaluation guide

To nurture prospects through the sales process by keeping them engaged

To get attention using a provocative approach to some issue

To generate leads

The 5 most important aspects of 
a white paper: objective, target 
audience, topic, length and title

So figure out what you want to use your white paper for. Remember, try and narrow this down to a 
single objective.

5
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2 Who is the target audience?

Probably the most important decision you need to make for any mar-
keting communications piece (not just white papers) is the target 
audience. Who will be reading your white paper?

Obviously, if you only market to one specific target audience, this 
will be an easy decision.  

But if you have several different audiences in mind, you need to 
narrow this down to one target audience. 

However, in many cases you’ll have to address the needs of both technical and 
business buyers. In this case, your best bet is to write two different white 
papers, one for the business audience and one for the technical folk. 

Don’t want to spend your marketing dollars on two separate white papers? Consider adding sidebars 
or text boxes throughout the paper addressing the needs of a particular audience. You could also have 
a section at the very end of the white paper that’s written for one audience, while the rest of the paper 
deals with the primary target readers. Just be sure to let your readers know about that section at the 
beginning of the paper.

For example, you may write a technical white paper as an evaluation guide that explains all the techni-
cal features of the product for the engineers and scientists who may be using it. 

Well, consider including sidebars for the business crowd showing how the product has already solved 
business problems (saved time, reduced cost etc.) for other similar companies – almost like mini case 
studies.

3 What is the topic?

The topic of the white paper will depend on the objective.

For example, if you want to write a white paper to generate leads, your topic might be about a new and 
better solution to a specific problem in the nanotechnology industry. In fact, this is the most common 
topic for a white paper in general.

If your objective is to support a product launch, then your white paper might cover the technical featu-
res and benefits of a specific product.

A white paper 
written with a 
single objective 
and for a single 
audience works 
best
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4 How long should the white paper be?

The length of the white paper is the easiest decision to 
make. It will largely depend on who you are writing to 
(which is another reason why deciding on the target 
audience is so important).

The sweet spot for most white papers is around 6-8 
pages. This is typical if you’re writing to a business 
audience like C-level executives who want the high-level 
overview of how a technology solves a specific problem.

If you’re writing to a technical audience looking to evaluate a product, like at the bottom of the sales 
funnel, then a longer white paper may be required (about 10-12 pages). 

5 What is the title?

The title of your white paper (just like the subject line of an email or the headline of a banner ad) is one 
of the most critical aspects to get right.

Why?

Well, if the title doesn’t grab the attention of your target audience, they won’t download and read it. 

While an entire book could be written about headlines and white paper titles, remember this for now: 
Make sure the title contains a well-defined benefit tailored to the interests and needs of your target 
audience. It’s also a good idea to mention who the white paper is for (just take a look at the title of this 
resource guide).

The optimal length for a   busi-
ness white paper is 6-8 pages. 
For a technical paper, 10-12 
pages

!

Above all, make sure you never include a product name in your white 
paper title. Doing so will make your document look like a sales pitch or 
brochure, shattering your credibility. 

According to white paper experts, including a product name in your white 
paper title can cut downloads by 50 %. Ouch!

Never include a 
product name in 
the title of your 
white paper
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Here is a summary of the 17 secrets outlined in this guide:

1.  White papers are the #1 B2B content type that generates the best leads

2.  83% of technology marketers use white papers and 61% say that they are effective.

3.  When writing a white paper, it is a mistake to focus too much on your company and product

4.  White paper claims need to be backed up with solid proof

5.  White papers are not sales brochures. They need to be informative and educational

6.  Do not write a white paper like an academic paper, data sheet or research report

7. A white paper is a marketing tool with a specific marketing purpose – not an excuse to                                                                 
regurgitate a ream of scientific and technical data

8.  An effective white paper helps nanotech buyers understand an issue, solve a problem or make 
a decision

9.  The 5 most important aspects of a white paper: objective, audience, length, topic and title

10. A white paper written for a single target audience works best

11. A white paper written with a single objective works best

12. The length of a business white paper should be around 6-8 pages.

13. For a technical audience, the length can be around 10-12 pages.

14. The topic of most white papers (for lead-generation) is a new and better solution to a specific     
problem

15.  Remember: If the white paper title doesn’t grab your reader’s attention, they will not download 
and read it.

16.  Include a well-defined benefit in the title and mention who the white paper is for.

17.  Never include a product name in the title of your white paper

17 WHITE PAPER SECRETS
1 7
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It’s clear the survey results speak for themselves.

And they’re telling you that white papers are critical to generating high-quality leads. 

They’re also effective when written correctly. Sadly, most nanotech marketers get them wrong.

I hope the preceding has given you some good ideas and strategies for improving the effectiveness 
and marketing yield of the white papers you create internally. 

And if you’re currently not using white papers, hopefully you’ve learned why you should be. I also hope 
you gained some practical knowledge that will help you get started. If you follow the advice given in 
these pages, you’ll be well on your way to writing effective white papers that are miles ahead of those 
put out by other high-tech and scientific firms. 

Have questions about how I might help with that process? I invite you to reach out by emailing me 
at colm@colmporegan.com or call +65 8302 1941.

Let’s talk about what you need, and I’ll help you generate high-quality leads and drive revenue with 
nanotechnology white papers – and a host of other marketing materials that will help you boost 
lead-generation and shorten your sales cycles.

Call +65 8302 1941 or email colm@colmporegan.com and let’s talk today.

By the way, if you found this report useful, why not sign up for my free weekly e-newsletter,            
Nanotech Profits? 

Do this today and you’ll also receive a free email series called The Nanotech Profits Blueprint:                 
9 Winning Lessons for Marketing and Selling Nanotechnology.  Click here: 

 www.colmporegan.com/nanotechprofits. 

BOTTOM LINE...

REFERENCE
1) “Which B2B Content Types Generate the Best Leads”, MarketingProfs, 
July 2015 (original report by CMO Council)

2) “B2B Technology Content Marketing: Benchmarks, Budgets and 
Trends 2015” Content Marketing Institute, March 2015

Copyright © 2015 Colm P. O’Regan, All Rights Reserved 

9


