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SUMMARY

Engineering
your market

growth

Be your customer’s problem solver

As an industrial engineering business, your customers come
to you for complex, innovative solutions that will help them
become more sustainable, automated and efficient. But to
illustrate just how valuable your solutions are, you can't focus
on product specs alone.

To capture the attention and trust of your potential customers,
you must continuously communicate the greater value you
provide both to them and the end-consumer. You don't just
provide a solution to a technical problem; you enable better
business and a better quality of life for the community.

Engage the modern buyer

With a strong brand as a foundation, your sales and marketing
teams must work together to address the transforming buyer
journey. The typical B2B buyer now spends much more time
educating themselves online before contacting potential
suppliers. This means you need to translate your brand
positioning into engaging, meaningful content that matches
every stage of your customer’s buying journey.

Cross-Border Communications offers 40 years of experience
and a unique understanding of the branding and marketing
challenges inherent in the global industrial engineering sector.
Here, you will find some inspiration from our industrial
engineering client portfolio along with some practical tips for
cross-border branding, lead generation and sales campaigns.
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BRANDING

Unitying
your message

internally and
externally

Unite your culture behind a strong brand
The foundation for your business is your
brand; it provides direction and ensures
a consistent customer experience. Your
brand unites your business internally and
differentiates it externally.

Internally, you need to unite your
organisation behind the brand promise
you make externally. Your sales
organisation (including partners, resellers
and local reps) should be able to
understand and deliver on that promise.

A clear understanding of your

shared mission will improve internal
collaboration and efficiency. This is
especially true of businesses with a
broad brand portfolio, and for brands
undergoing mergers or consolidation.

2D

Build a brand that your customers
believe in

On paper, your customer’s buying
process is a rational one. But when
making a tough choice between two
equally competent suppliers, the ultimate
decision may come down to a gut feeling.
When it's time to make their purchase,
your customer will pay a price premium
for a recognised and trusted brand.

To tap into your customer’s emotional
drivers, you need to prove that your
brand is smart, trustworthy and ready
for the challenges ahead. The next step
is turning positive expectations into
positive experiences.

Branding starts with a few simple

questions

- |s it clear what your brand stands for?

« Why should customers choose you
over the competition?

« Does your brand unite your business
internally?




Huntsman Advanced Materials, a division of the Huntsman Group,
is @ world-leading provider of advanced epoxy, acrylic, and
polyurethane-based polymer products. Following a long internal
process to clarify the company’s strategic direction, CBC
developed the “Made Possible” platform as a vehicle for growth
and to engage target audiences. Made Possible highlights how
Huntsman Advanced Materials is an enabler for innovation that
brings its customers’ ideas, potential, and products to life, and
frames its brand and communications within a unique and
powerful visual identity.

2.3.2 Usage proportions TS

Brand guidelines keep the
new branding consistent
across markets.

Advanced Materials

BRAND
GUIDELINES

MADE POSSIBLE HUNTSMAN

ARE TAKING
SHAPE TODAY

Our customers depend on
constant innovation. Whether

it's a faster development process
or exciting new technology,

we bring their ideas to life.

MABE POSSIBLE HUNTSMAN MABE POSSIBLE HUNTSMAN
The campaign uses

a distinctive visual
style that stands

out in a traditionally
conservative
competitor landscape.
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A BETTER INDUSTRY-LEADING A oY v
PLACE TO BE : PROCESSES ; I A Z -

HUNTSMAN

LOWER COSTS,
FASTER-TO-MARKET
WHATEVER

YOUR

Advancod Matoials HUNTSMAN

QUALITY RESULTS
MADE EASY

EPOCAST® 1645 FR A/B
void filler can increase
productivity with faster
processing times -
and an off-ratio mix

Using the new
Made Possible
platform, all
collateral makes the
greater customer
value clear.




As a truly global organisation with thousands of employees and
customers in virtually every market, the challenge for GEA Process
Engineering was combining cross-market appeal with cross-border
efficiency. We created a comprehensive internal and external
communications platform that united and elevated GEA's global brand
profile. GEA now speaks directly to each relevant segment, highlighting
the company’s responsiveness to customers and a deep understanding
of their problems.

Powder engineering

From formulation to solution

Extending the relationship

Content Technologies for a world
of food ingredients
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Sales-support
brochures provide
concise overviews

of complex products
and processes.

what makes

OUTSTANDING

e —

POLYMERS

No one knows more about drying polymers and
resins than GEA Niro. Which is why we count most
of the leading producers worldwide among our
customers. Our expertise extends from engineering

powder properties to designing and supplying

efficient drying solutions. We can help you determine

the optimum drying solution — designed to match

your exact product and plant specifications,

We know
We know what makes

what masa STRONG
3 PIGMENTS

Ads use imaginative
transformations of
spray-dried powders
to show GEA's
segment know-how.
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ROSS-BORDER COMMUNICATIONS corporate website. @
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Services and Capabilties  Investor Relations  News & Press  Careers  About FLSmidth  Contact

Case study ‘ 6

FLSMIDTH ;, . one soure

Annual Report 2010 > e EE

New eHighlights! Leading technologies

As the leading supplier of complete solutions, equipment and
services since 1882, FLSmidth was already a recognised name in
cement. CBC's task was to refocus the brand as the “size leader”
and “single-source supplier” under the One Source promise - a
strategy designed to unite the company under a single strong
identity supporting all business units and product brands.

The customer magazine
Highlights was completely
redesigned, with articles
focusing on new technologies,
new products and new
projects to engage customers
on a regular basis.

Print ads emphasise
the ability to deliver
big results to a wide
range of customers.

New visual
identity signals

gonl}es per , e pe = g Partnership
a ine delivered = sfivere

Profile brochures detail
FLSmidth's capabilities in
its main business areas,
cement and minerals, while
a broad base of lower level
brochures provides details

and benefits for the entire Customer servicas for [r—
ceme partnerships

ent plants

products and services range.
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MARKET
RESEARCH
AND ANALYSIS

Understanding
the customer

journey

Address the new B2B buyer

The buying process in the industrial
engineering sector is changing. Purchase
cycles have increased significantly, and
buyers are spending more time online
researching their potential suppliers
before reaching out to sales reps.

Your customers are out there searching
for solutions, which gives you the
opportunity to engage them with
valuable content. By sharing content that
supports the customer’s decision-making
process, you will build relationships,
differentiate from the competition, and
ultimately drive leads and sales.

Dig into your customer’s drivers

In order to provide valuable content

at the right time and on the right
channel, you need to map the customer
journey. Depending on your offering,
you may need to know what drives
your customer’s product development,
procurement, maintenance, marketing
and management teams.

2D

If you want to be the trusted source of
knowledge in your market, you need to
conduct research to understand what's
really on the customer’s mind. Relying
on experience and instinct isn't enough
anymore.

Taking a data-driven approach to market
research will give you a more nuanced
picture of your customer’s needs and
processes, and your brand potential.
Conducting qualitative and quantitative
market research will help you stay in
tune with the market, know where to
focus, and prepare your next move.

Research your customer

« Surveys and interviews

- Workshops and events

« Social listening

« Mining historical customer data

<)
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Case study

With the 2020 Global Sulphur Cap regulations just a year away,

MAN Energy Solutions saw an opportunity to create a sense of
urgency around the deadline, and to position itself as the engine
partner with the expertise and engine solutions to guide businesses

through this transition.

With a compelling creative concept and strategic roll-out plan, the
thought leadership campaign succeeded in engaging the industry in
the conversation around sulphur regulations, and increased sales

by 288% on a key product line.

Expert interviews
provided a wealth
of information.
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Based on original
research, the industry
trends white paper and
its insights formed the
basis of the campaign.
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P i g Aboutus  Marine Engine & Systems Pow

Home e

Stay compliant
55 and competitive
beyond 2020

Dont . .
miss
the tmat.Q

A series of
campaign key
visuals and
Industry survey headlines were
= developed to
Readiness, trends engage different  ea.
nd drive q SEECEE T Gentlemen.

Prepare
your engines.

MAN PrimeServ

-

A broad selection
of decision makers

s

Cap emissions
not
ambitions.

There is precious ittle time
to comply, given the factors
needed for implementation.

- FAGr here.
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Case study

TERMA

CBC's assignment was to rebrand Denmark’s foremost aerospace, defence
and security company around a clear value proposition. Creating a strong
identity was seen as central to competing in an increasingly global and
cost-conscious marketplace. The resulting campaign presented Terma as
a company at the leading edge of engineering innovation with a core
understanding of customer and partner needs.

TERMA®

ALLES IN INNOVATION

OUR PBBI.ZUGTION

UUR FACILITIES EXPERIENCE,
ID EXPERTISE GIVE AEROSPACE
UFAL‘TURERS ACCESS

A E R 0 PRODU’gI!IgAkI gﬂ’ggluﬂfs WWW.TERMA.COM

The new website was
a flagship channel for
the new brand and

a focal point for its
implementation.

youR ARERAFT
ﬂm,ﬂ/m oW

/_ —_—- ANNUAL REPORT

; 2012-13

TERVALOCATONS MM’E-

A series of posters
emphasise Terma’s ability to
go beyond partnership by
becoming an extension of
the customer’s organisation.

Tac-Flex— Situational Awareness
Simple in Use
Advanced in Performance

Integrated Electronic Warfare
Self-Protection Solutions
for all Types of Aircraft

]

YOUR Mis.
OUR TECHNDRQGY

Camp-Flex Semi-mobile
Protection of Deployed
People and Assets

SECURITY AND SBHEERT

SURVEILLANCE Hiihcnm

The new branding was
implemented across all

marketing channels, and
included brochures and
other key sales tools.

YOUR OPERATIONS
OUR SUPPORT

[
DEFENSE INGIBA 8
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CONTENT
CREATION AND
LEAD GENERATION

Filling the
customer journey

with value-adding
content

2D

10

Turn data into insight

With a strong brand and solid market research to support you, you
can create content that demonstrates experience and industry-
specific insights and speaks directly to your customer’s needs.

Using content in combination with marketing automation will allow
yOou to generate more leads and move them through the pipeline
faster. With digital targeting tools, you can micro-focus on your
audience.

Convert opportunities into revenue

Once someone exchanges their contact information for your content,
you can quickly determine if they match your lead criteria and keep
nurturing them with targeted content until they're ready to engage.
With the ability to track the entry point for each lead, you learn more
about the buyer journey and can clearly demonstrate the ROl from
your branding and marketing budget.

It's essential your teams understand that content marketing is an

iterative process which requires ongoing commitment. Tracking and
evaluation will allow you to see what's working and what's not,

enabling your brand to become stronger over time.
[
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Case study.

Bruel & Kjzer is known worldwide as a leading provider of solutions for
measuring and managing the quality of sound and vibration. To demonstrate
that BruUel & Kjzer is at the forefront of progress, we helped develop a
thought leadership campaign looking beyond tomorrow at the role sound
and vibration will play in the future of product development.

Providing integrated marketing support at every stage, we helped Bruel & Kjaer
engage more than 1000 high-level decision makers in the industry report and
generate more than 77 C-suite leads. The project culminated in an event at
BrUel & Kjaer's headquarters, where the results were presented

to 300 customers, industry experts and partners.

ruel & Kjaer Sound & Vibration Measurement A/S

Now - for the future” ~ a glimpse of the presentation of the Beyond Tomorrow
vision studly or

e£5v Bruel & Kjaer Sound & Vibration Measurement A/S

um and the Vision Study presentation grc
it Megatrends that were identified in the

- BE'
BEYOND Anders Hoeg Nissen o

TOMORROW

Technology journalist

Beyond Tomorrow - Vision study presented on 4 December 2017 - B

& Like & Comment @ Share

. /

LinkedIn was a key part of
the strategy to reach and
engage the target audience, 66 Like
using both organic and
sponsored posts, as well as
personal invitations to connect.

Get the Megatrends report here
seyondtomorrowd

& Like B Comment @ Share

Beyond Tomorrow - Scenarios 2030
beyondtomorrow.dk

& Like B Comment @ Share

;A ‘ L W
e served as 5

The mick
a communication hub for
the entire’project. Findings™
were sharedwon the .
microsite and this is also
where visitors signed up
to receive project updates

- and the final report.

BEYOND
TOMORROW

chlater  Share

EXPERT INTERVIEW INSIGHTS
ON PRODUCT DEVELOPMENT
LOOKING TOWARDS 2030

| & Kjeer =&8+

BEY
TOMORROW Designed by CBC, the
Bty trend report shared

; key trends, insights and
scenarios for the future

of product development.

>
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Digital content

Case study integrated with the
thought-leadership

magazine, providing
additional information ©erumoN DANFOSS
and opportunities to —
o SOURCE. DISTRICT WISt
sussne O FieRGy

connect.
EcopoLls

HEATWG THE )
SUSTAINABLE )

12

RECYCLE

bt that 60% of all
",Z'f,,g the most wastefil
yution s at band.

READMORE.

Danfoss, the world leader in engineering district energy networks, wanted to
promote this technology as a solution to lowering emissions and energy
consumption. CBC recommended creating demand by engaging new stakeholders
- political and urban development leaders - with a content marketing campaign.
The Ecopolis campaign associated Danfoss and district energy to a wider
sustainable cities movement, presenting it as an essential component in
sustainable development.

SUSTAINABLE CITY

Roll-ups and banners were
developed for events and
lobbying opportunities.

MAKING MODERN LIVING POSSIBLE

MAKING MODERN LIVING POSSILE

pe
and reality

to your district to your district

The centrepiece thought-
leadership magazine
engaged stakeholders
with articles, research,
infographics, case studies

and more. districtenergy.danfoss.com districtenergy.danfoss.com
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Case study

HUNTSMAN

The landing page
was central to
capturing leads.

Huntsman Advanced Materials is a leading global chemical solutions
provider with a long heritage of pioneering technologically advanced

epoxy, acrylic and polyurethane-based polymer products.

The client’s goal was to increase sales of specialised adhesives within
the wind energy, marine and outdoor industries. We helped Huntsman
create a white paper on the topic of optimising the maintenance and

repairs process.

Promoted on Facebook, LinkedIn and with Google Ads, the white paper
drew in over 400 leads.

Advanced wgey ey

HOT, cown W
HUNID R
UNDERWATER

5 steps

B 5key areas to
optimize within the
maintenance and
repair process

S

{m

The white paper explored
five key areas to optimise

HUNTSMAN

Exiching fves thongh i vt

Optimize your repair
process

Py 8
PG e 1 deveion, ez repsir solUtons tat wark regr jenang
condtuns.

Wit et mesms -tk iz hul e wteua the need for

Get your copy now

Improve your
assessment process

HUNTSMAN RedUce downime, INCreass producthity

your maintenance and

5 steps/ 2_planning

How can |
improve my
planning
procedures?

Making Repairs In Demanding Conditions

repair process.

HUNTSMAN

HUNTSMAN

« Bottor asset usage dus to precise

OVERALL GAINS
* Reduce downtime

* Increase productivty

HI Henri

WWOUR o L o ETEsony plu geseamun peocins?

Hama comas sOma aey illepoirts

~HEwes et 1 103 are previdng 1ast scleens ja e
155 S TR (OTIA

= Moang toward CAIFvT MXMNEN0s €30 Iesdl r subaianhy

£t A

o relahiry

WIS A

VDU CAN TDNS MOre 300 NI 50 IMPIoT TN 3TsossTen

whia e
Al bost

T Harks et ldrm

The nurturing email
flow kept leads
engaged until they
were ready to interact
with the sales team.

13




C bc The webinar demonstrated

CROSS-BORDER COMMUNICATIONS key cost_reduction and
process improvement

opportunities, supported
Case study by technical data.

HUNTSMAN

Competitive comparison m—Ts—l\ﬂAﬁ
EPIBOND® 300 A/B structural adhesive
I = EPIBOND®300
‘Competitor

T-Peel Lap Shear Lap Shear Compression  Compression
atRT at 400°F atRT at 250°F

14

RT Cure Schedule

Handing strength

Time (hrs)

Huntsman Advanced Materials is a leading materials solution ADESOESBLE
provider that enables businesses across virtually every industry to

address global engineering challenges. With the focus set this time

on the aerospace industry, we helped Huntsman promote and present

a webinar exploring how manufacturers and operators can reduce

costs and improve processes.

Promoted via LinkedIn, Twitter and email, the webinar drew in more Sased o e webinar 1
than 200 registrants and over 100 attendees for the live event, with ;?J?cin;rﬁdggv;?m%arble Increase
a high level of live audience interaction. Content from the webinar engagement opportunity. D ciaotion :_:YJD
was adapted to create a whole range of collateral to further engage

Huntsman's audience.

Easy-to-use adhesives with fast
and in help,

Advancey Materiay

Social media posts

@ MADE POSSIBLE
highlighted key
value drivers from
the webinar.
EPIBOND® 300 A/B achesto AUNTSMAN
Productivity

WITH A 75% ; JRyes——
LIGHTER SOLUTION? i pro

versatility

amet, odlo ot vi

THROUGHPUT
BY UP TO 80%?

END-PRODUCT
PERFORMANCE?

MADE POSSIBLE




C bc The landing page

CROSS-BORDER COMMUNICATIONS effectively funnelled
in clicks and captured A
leads. &
Case study 15

Get your guide to b

" ownload your
Effective crusher strategic guide
oil maintenance Names

C.C.JENSEN

Emai
Looking for easy ways to reduce downtime and

increase profitability? Find out how successful mining

asy path to savings with

Company

C.C.JENSEN saw an opportunity to increase its sales of oil filtration . . T

SyStemS fOt’ CFUSherS, an ImDOFtaﬂt DIECE Of EQUIDmEHt at any mlﬂe How does dirty oil affect your crusher uptime? Find out how to reduce your
. B B g oil change intervals and wear on components.

site. Our strategy was to create an inbound system starting with a

short PDF e-book that was activated in a targeted lead generation

campaign on LinkedIn. 75%

LESS OIL
RELATED

The LinkedIn campaign generated 180,000 impressions, 1,300 clicks ts——— Shuidonns
and 190 marketing qualified leads in the first month alone,
surpassing C.C.JENSEN'’s goals.

w

] . Download your guide to effective crusher oil maintenance -Download
Social media ads

targeted different 347 synes godt om - 10 kommentarer
audience segments with
value-led messaging.

& Synes godtom & Kommenter > Del

1%
ol

shutdowns

Rather than simply
focusing on the
product, we framed the
e-book as “a guide to
savings”, highlighting
the greater value oil
filtration provides.

m, | m,

Reduce oil change
intervals and wear
on crusher
components

Eliminate 3 out of 4
oil changes

Improve sustainability
and your bottom line

Reduce oil change

intervals and wear
on crusher components

Guide to effective crusher oil maintenance
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COBHAM SATCOM 82

EERERR ST

cosHAm

SAILOR 3965 UHF Fire Fighter

copy of

A complete radio package to prepare you for [
SOLAS Chapter 11-2 and to maximise safety on board.

Cobham SATCOM, a leading technology and services innovator,
needed to create preference for its maritime firefighting radio.

The strategy was to use content marketing to influence purchase
specifications, with a campaign that centred around two core user _

. . . e . . [ Strategic use of
missions: viewing hard-hitting video content and downloading a LinkedIn and Twitter

; : : Dothe SoLAS Chaptar helped to create
thought-leadership white paper. : awareness and

engagement.

In 12 weeks, the campaign created 1,300 indications of a strong
intention to buy and a 32% surge in actual sales. Conversion rates
across the marketing funnel far exceeded expectations with a
campaign ROI of 850%.

BE
CERTAIN

CBC created a digital
presentation to support
sales efforts.

o Cmm I

Are you prepared for SOLAS Chapter II-2?

The campaign used
Deadiine: Tst July 2018 paig

sponsored Facebook
posts to reach a wider

Meet all regulations and maximise safety on board with

SAILOR 3965 UHF Fire Fighter radio audience.
| Suggesid Post
[ |
“ B E . T A\ g,?;:?:":d SATCOM Maritime 1ls Like Page
READY | SOLAS Chapter I firefighting

radios. Why take the chance? Be ready. Be certain. Be safe. View the video
below to know more or click here to see our other videos in the series.
#SOLAS How safe s safe?

Ry
N5

Posters helped to
build awareness of
new regulations and
preference for the
new radio.

The brochure
promoted the
creative theme with
key information
and messages.

~~—

SAILOR 3965 UHF Fire Fighter radio =

Lie - Comment - Share - (5200 (12 2> 43
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CBC = B2B

A specialist
resource for

international
B2B marketers

Do you need help growing your brand?

Do you want to make your marketing efforts
more profitable? Our experienced team is
ready to help you get there faster.

At Cross-Border Communications (CBC),

we combine an international mindset and a
creative approach with a deep knowledge of
B2B marketing gathered over more than 40
years of experience. We offer a full spectrum
of branding, marketing and communications
services that will help you engage your
audience, boost awareness, generate leads
and drive sales.

D

Our B2B experts in Denmark, the UK and
Singapore have been handpicked for their
specialised knowledge in international
branding and communications. This
means you always get an effective team
behind your project with no need for long
consultation processes.

If you're ready to take your brand and
business across borders, talk to us.

17
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CLIENT
TESTIMONIALS

Ways in which
we've made a

difference

Daniel Vengel Jensen,
Marketing Manager,
MAN PrimeServ

Edward Wynne Morris,
Communications Director,
Huntsman Advanced Materials

18

Susanne Kohlert Jacobsen,
Marketing Communication Project Manager,
Strategic Marketing, Bruel & Kjzer

Dorthe Friberg,
Marketing Manager,
TICRA

Thomas Heide Jorgensen,
Marketing Manager,
Danfoss District Energy
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CBC takes
you from
complexity
to clarity to
commercial

results

Brand development

CBC helps you define the cornerstones

of your global B2B brand: a solid brand
position and clear value proposition; a
strong visual identity; and the Big Idea that
makes you relevant and compelling.

Our brand communications platforms, built
on 40 years of B2B sector expertise, deliver
strategic insight, razor-sharp copywriting,
and world-class design.

Marketing activation

CBC s an international team of dedicated B2B
experts who get the complexities of your
business and will develop tactical campaigns
tailored for your markets and KPIs.

Whether you need greater brand
awareness, stronger product marketing,
or tighter internal alignment, we help you
connect with audiences and increase your
marketing ROI.

Digital engagement

CBC enables you to drive digital lead generation
with high-value content via ABM and marketing
automation programmes that deliver the right
message, in the right format, at the most
influential moment in the buying journey.

Our engagement activities are tailored for
your business to create both qualitative and
guantitative inbound results.

2D

19

You need this to:

« Refresh or rebrand your company

- Clarify your brand hierarchy

- Update your digital brand experience

- Create a more relevant identity

- Improve your value proposition

- Align your brand after an acquisition

« Communicate customer-centric messages

You need this to:

« Increase brand awareness

« Launch a new product or service

» Reach more customers online

- Get more from your marketing ROI
« Enter a new segment or market

« Secure internal stakeholder buy-in
+ Attract new talent

You need this to:

- Generate more business leads

- Create better quality content

- Find new ways to engage prospects

- Give your sales teams greater support
« Drive and convert online traffic

- Improve your sales activities

» Optimise your online sales
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LET’S TALK

If you've got a particular
i challenge to solve, a target to
reach or you're simply looking
for inspiration, let’s talk.

RALPH KR@YER
Managing Director
+45 35 25 01 75
rk@cbc.dk

Cross-Border Communications A/S

COPENHAGEN LONDON SINGAPORE

Ryesgade 3B 30 Stamford Street 80 Anson Road

DK-2200 Copenhagen N London SE1 9QL Fuji Xerox Towers #11-08
Denmark United Kingdom Singapore 079907

+45 35 25 01 60 +44 7963 681880 +65 9691 1076

cbc@chc.dk / www.cbc.dk




