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Are You Making Enough of Being Made in Brita

Turning your British manufacturing credentials into a meaningful competitive advantage.

By Made in Britain, we mean the value attached to where and how your products are manufactured —
not simply membership of a particular organisation or use of a marque.

Because adding a logo to the footer of your website is one thing.

Turning being British-made into a meaningful reason to choose you is something else.

Made in Britain is an asset — not an automatic advantage.

British craftsmanship and quality of execution are respected internationally, and can provide a powerful
reason to stand out and be chosen.

The real marketing opportunity is to turn that strength into customer value.
Ask yourself:

How does being British-made help us deliver more value to the customer?

Where you can add value:

Quality & confidence Evidence of manufacturing standards, engineering expertise and
dependable performance.

Availability Shorter supply chains, faster replenishment and less exposure to
international disruption.

Responsiveness Greater flexibility for custom, short-run or time-sensitive requirements.
Support & traceability Clearer accountability, local technical support and better visibility of

how products are made.
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Not every benefit will matter equally to every customer.

The strategic challenge is identifying which ones genuinely influence the buying decision — and making
those advantages part of your wider brand proposition.

Play to your strengths!
Customers do not stop spending when a market slows down. They simply look harder for value.
And value is not always about paying the lowest price.

For one customer, value may be knowing stock is available when it is needed. For another, it may be getting
a bespoke product without waiting months for an overseas production run.

The important thing is to understand how local manufacture and being British matter to your customers
—and build your proposition around that.

Different audiences. Different reasons to choose.
One of the easiest mistakes is assuming the same Made in Britain message will work for everyone.

It probably won't.

Distributor/Stockist Availability, continuity of supply, responsiveness and margin opportunity.
Contractor/Installer Product confidence, technical support and speed of delivery.
Specifier/Consultant Standards, quality, traceability and manufacturer expertise.

End User Trust, provenance, service and confidence in long-term support.
Export Customer British craftsmanship, quality, specialist know-how and reliability.

The brand story should remain consistent, but the reasons-to-buy may need to change depending on who
you are talking to.

That is where strategic positioning and creative communication need to work together.

Prove it. Don’t just say it.

“British quality” is easy to claim. But evidence seals the deal.

Be transparent. Show the factory. Introduce the people. Explain the process.

Talk about quality control, technical expertise, delivery capability and the problems you solve for customers.
The more tangible the story becomes, the stronger your Made in Britain proposition becomes.

Think Local. Act Local. Dream Global.

And, if you’re selling internationally, the same principle applies.

Simply putting a Union Jack on the brochure is unlikely to be enough. Identify how British craftsmanship,
manufacturing expertise, quality or service genuinely differentiate you in that market —and communicate
those strengths in a way that matters locally.

The emphasis may change from one country to another, while the core brand proposition remains the same.
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Five questions worth asking

1. What does being Made in Britain allow us to offer that competitors cannot easily match?
2. Which of those benefits actually matter to our most valuable customers?
3. Can we prove the claims with evidence rather than slogans?
4. Do different audiences need different reasons to choose us?
5. Are we promoting British manufacture and craftsmanship as part of our positioning —
or simply displaying the badge?

Make more of being Made in Britain!
The real opportunity is not simply to say where your products are made.

It is to understand what being British-made enables you to offer customers that they cannot easily get
elsewhere —and make that difference clear.

If you're not sure, let’s talk.

Sometimes, a fresh pair of eyes — with experience of uncovering competitive advantage for other British
brands —is all it takes.

Written by Steve Dyer, Industrial B2B Brand Marketing Specialist with 35+ years’ experience.

Find more B2B thought leadership articles on the website.

Oil The Wheels — A Streetwise Approach to Industrial & B2B Marketing

We're a seasoned marketing duo with big agency experience — without the big
agency costs. Oil The Wheels works with industrial and B2B brands when sales
need a lift, marketing needs to deliver more, or something just feels off.

We bring an experienced outside perspective, work collaboratively with in-house
teams to identify what’s getting in the way, then turn that into creative, integrated
marketing that better supports sales.

Because it’s not just about being seen.

It’s making sure your brand gets chosen!
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