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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.

ALLIES IN INNOVATION



BRANDING

Unifying 
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. 

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

• Is it clear what your brand stands for? 

• Why should customers choose you 

over the competition? 

• Does your brand unite your business 

internally?
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Huntsman Advanced Materials, a division of the Huntsman Group, 

is a 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.  

The campaign uses 

a distinctive visual 

style that stands 

out in a traditionally 

conservative 

competitor landscape.

HUNTSMAN THE PRODUCTS 
THAT WILL ENABLE 
TOMORROW 
ARE TAKING 
SHAPE TODAY

Ideas

Our customers depend on 
constant innovation. Whether 
it’s a faster development process 
or exciting new technology, 
we bring their ideas to life.

Our specialist expertise 
and deep customer insight 
means we enable products 
to perform better, work faster, 
and cost less to produce. 

MARKET-LEADING 
PRODUCTS NEED
INDUSTRY-LEADING 
PROCESSES

Performance

LET’S MAKE 
TOMORROW 
A BETTER 
PLACE TO BE

Tomorrow

We take our responsibilities 
seriously. That’s why customers 
worldwide rely on us to build 
sustainability into every product 
and process they create.

Advanced Materials

QUALITY RESULTS 
MADE EASY 

In a fast assembly environment, why make 

operations more complicated than they need to 

be? Mistakes in hand-mixing risk a loss in strength 

and quality, while short shelf-lives increase your 

inventory management complexity.  

EPOCAST® 1645 FR A/B void filler can increase 

productivity thanks to its 1:1 mix ratio, color mix 

indicator, and excellent off-ratio mixing tolerance. It is 

also sandable within 2-3 hours and cures in one day 

at room temperature. A long shelf-life helps to simplify 

inventory management and further reduce costs.  

This flame-retardant void filler can also increase 

end-product performance. Compared to 

competitive products, EPOCAST® 1645 FR A/B

void filler can provide up to a 23% improvement

in strength at room temperature and up to an 85%

improvement at elevated temperatures.

EPOCAST® 1645 FR A/B 
void filler can increase 
productivity with faster 
processing times 
and an off-ratio mix 
tolerance of up to 40%. Using the new 

Made Possible 

platform, all 

collateral makes the 

greater customer 

value clear. 

Brand guidelines keep the 

new branding consistent 

across markets.

Case study 4



GEA

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.

Ads use imaginative 

transformations of 

spray-dried powders 

to show GEA’s 

segment know-how.

Case study 5

Sales-support 

brochures provide 

concise overviews 

of complex products 

and processes.



FLSMIDTH

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.

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 

products and services range. 

Case study 6

delivered

A 12,000 
tonnes per 
day line

Holcim’s new US cement plant in Ste. Genevieve, Missouri, is a record 

breaker. With four million metric tonnes annual capacity, it has the world’s 

largest clinker production line. Its equipment and technology are the world’s 

most advanced. Its operating costs and emission limits are among the 

world’s lowest. And it was entirely designed, built and supplied by FLSmidth. 

The fact is, no other company in the cement and minerals industries can 

call upon and co-ordinate such a broad array of engineering resources and 

commercial experience. From project management to equipment supply, 

we offer you one source for everything it takes to design, build and  

operate profitable plants.

For more information please visit us at www.flsmidth.com

FLSmidth’s innovative Triple Track Mobile Sizer (TTMS) systems are fully 

mobile. Tailored specifically for the Fortescue Metals Group’s iron ore 

project in Australia, the systems can move under load, without disrupting 

sizing operations during relocation. They cut operating costs and reduce 

emissions. And they were entirely designed and engineered by FLSmidth.

The fact is, no other company in the cement and minerals industries can 

call upon and co-ordinate such a broad array of engineering resources  

and commercial experience. From crushers and materials handling to 

pyroprocessing, we offer you one source for everything it takes to run 

profitable mining and mineral processing operations.

For more information please visit us at www.flsmidth.com

delivered

8,000 tonnes 
per hour, 
on the move

delivered

From startup to 
full production  
 in 72 hours

No glitches, no holdups. Seventy-two hours after startup, Grupo Cementos 

de Chihuahua’s (GCC) US cement plant in Pueblo, Colorado, was producing 

clinker. The new greenfield facility turns out 2,900 tonnes per day, achieves 

low power consumption and meets Colorado’s stringent emission require-

ments. FLSmidth engineered and supplied the entire project. 

The fact is, no other company in the cement and minerals industries can 

call upon and co-ordinate such a broad array of engineering resources and 

commercial experience. From project management to commissioning, we 

offer you one source for everything it takes to design, build and operate 

profitable plants.

For more information please visit us at www.flsmidth.com

Print ads emphasise 

the ability to deliver 

big results to a wide 

range of customers.

The brand message 

was incorporated 

throughout the 

corporate website.

Customer services for 
cement plants

delivered
Assistance Partnership

Minerals processing 
partnerships

delivered

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. 



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. 

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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MAN 
ENERGY SOLUTIONS

Case study 8

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.

Based on original 

research, the industry 

trends white paper and 

its insights formed the 

basis of the campaign. 

The landing page 

acted as the hub 

of the campaign.

A series of 

campaign key 

visuals and 

headlines were 

developed to 

engage different 

target groups. 

MAN PrimeServ19

Country of origin

 45% Greece
 13% Hong Kong
 8% Germany
 7% Singapore

Shipping sector

 62% Bulkers
 43% Tankers
 32% Container ships
 5% Other

Technical or commercial responsibility

 75% Technical side
 2% Commercial side
 22% Both
 1% Won’t answer
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SURVEY PARTICIPANTS

For this report, MAN PrimeServ conducted 169 telephone 
interviews with professionals from across the global 

shipping sector. 

The sample was taken primarily from Greece, although not 

by any means exclusively, and covered individuals from the 

technical side of decision making (75%), commercial (2%), 
and a mix of the two (22%).

A broad selection 
   of decision makers 

 6% China
 5% Norway
 16% Other

MAN PrimeServ5

2) Fuel challenges are the biggest concern
Respondents were most concerned about fuel challenges 

(62%), which include availability, compatibility, cost, 
specifications, and quality. Each of these represent their 
own list of related issues, not least technical operation for 

engines, which was stated as the second highest cause for 

concern (46%). Few organizations have the inhouse 
expertise or resources to meet these challenges.

3) Different strategies for different vessels
Many owners are preparing a different strategic approach 

for different vessel types. Parameters such as age, fuel 

consumption, return-on-investment time, geographic trading 

patterns, etc., create a different business case which 

determine the most viable solution. It is essential to 

understand the pros and cons of each approach to  

position your fleet and business most effectively.  

KEY FINDINGS

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

Download the IMO’s 
“Global Sulphur Limit 2020 – FAQ” here.

54%
plan on installing 
retrofits or upgrades



TERMA
Case study 9

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.

YOUR MISSION
OUR TECHNOLOGY

DECADES OF HANDS-ON 
SPACE ENGINEERING 
AND DOMAIN KNOWLEDGE 
LET US DELIVER 
CUSTOMIZED SOLUTIONS.
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SPACE

ALLIES IN INNOVATION

WWW.TERMA.COM

YOUR SECURITY
OUR EXPERTISE

OUR RADAR SYSTEMS 
AND EMERGENCY 
RESPONSE SOLUTIONS 
DELIVER ADDED 
SECURITY PROTECTION.

SECURITY AND
SURVEILLANCE

ALLIES IN INNOVATION

WWW.TERMA.COM

YOUR OPERATIONS
OUR SUPPORT

OUR ABILITY TO TRANSLATE 
USER INSIGHT INTO 
TECHNICAL ADVANTAGE 
BRINGS REAL VALUE TO 
THE DEFENSE SECTOR.
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DEFENSE

ALLIES IN INNOVATION

WWW.TERMA.COM

ALLIES IN INNOVATION

YOUR AIRCRAFT
OUR PRODUCTION

OUR FACILITIES, EXPERIENCE, 
AND EXPERTISE GIVE AEROSPACE 
MANUFACTURERS ACCESS
TO A UNIQUE SET OF
PRODUCTION CAPABILITIES.
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AERO WWW.TERMA.COM

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

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

Tac-Flex provides detailed, updated, and dynamic information on the 

geographical position of buildings, resources, vehicles, and individuals 

in the battlefield. With the ability to effectively combine GPS data with 

information from other sensor and information systems, Tac-Flex delivers 

a well-structured, complete, and customizable overview of the situation 

in real-time.

Tac-Flex is easily deployed at tactical platforms using COTS/MOTS 

personal computers, thereby reducing the need for special system 

administrators.

Tac-Flex comes with a buildin comms software package that delivers 

secure communication and enables extension of operational range by 

routing data traffic between multiple networks acts as an intelligent 

router. It also supplies the flexibility to connect and adapt to coalition 

partners, allowing Plug-and-Operate operations in a combined, and/

or joint environment. It is also possible to connect systems and equip-

ment in one configuration for one operation and on-the-fly change to 

a completely different configuration for another operation.

USER INTERFACE FEATURES

 Optional touch screen functionality (640x480 pixels or higher)

 CBRN glove compatible

 Menu for dispatching messages via CNR and IP

 Intuitive screen interface, including rollup menus, window-in-window, 

customizable views

 Menus fade out as a function of no-touch time

 Night vision mode.

NETWORKED SITUATIONAL AWARENESS

 Automatic Blue Force tracking

 Red Force tracking based on operator input

 Any vacant bandwidth is exploited for replication of Blue and Red 

Force overview in a net centric approach

 Individual call signs to all units- Fully compliant with NATO’s NFFI 

protocol.

MAP AND INFORMATION DISPLAY OPTIONS

 Exchange of command information

 Layered maps displayed as vector graphics (ESRI, DTED), ortho-photo 

(ECW), or bitmap (PNG, BMP, JPG)

 Force tracking using the APP-6A military symbol set

 User position is automatically centered

 Red Forces may be added by typing coordinates, tapping on map/

GIS screen or by Laser-Range-Finder

 Available NFFI force information may be shown in menu.

USER-FRIENDLY MESSAGE 

FUNCTION THAT INCLUDES 

A SET OF PRE-DEFINED 

TEMPLATES

AUTOMATIC TAC-FLEX COMES WITH 

BLUE FORCE TRACKING AND THE 

POSSIBILITY OF MANUAL ENTRY 

OF OBSERVED NEW TRACKS

2 3

Tac-Flex – Situational 
Awareness – Simple 
in Use, Advanced in 
Performance

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

The new website was 

a flagship channel for 

the new brand and 

a focal point for its 

implementation.

A series of posters 

emphasise Terma’s ability to 

go beyond partnership by 

becoming an extension of 

the customer’s organisation.

The new branding was 

implemented across all 

marketing channels, and 

included brochures and 

other key sales tools. 



CONTENT 
CREATION AND 
LEAD GENERATION

Filling the 
customer journey 
with value-adding 
content

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 

you 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 ROI 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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BRÜEL & KJÆR

Brüel & Kjær is known worldwide as a leading provider of solutions for 

measuring and managing the quality of sound and vibration. To demonstrate 

that Brüel & Kjær 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 Brüel & Kjær 

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 

Brüel & Kjær’s headquarters, where the results were presented 

to 300 customers, industry experts and partners.

Case study 11

MEGATRENDS

PRODUCT DEVELOPMENT 

TOWARDS 2030

TREND PERSPECTIVES

EXPERT INTERVIEW INSIGHTS 

ON PRODUCT DEVELOPMENT 

LOOKING TOWARDS 2030

INSIGHTS

LinkedIn was a key part of  

the strategy to reach and 

engage the target audience, 

using both organic and 

sponsored posts, as well as 

personal invitations to connect. 

The microsite served as 

a communication hub for 

the entire project. Findings 

were shared on the 

microsite and this is also 

where visitors signed up 

to receive project updates 

– and the final report.

Designed by CBC, the 
trend report shared 
key trends, insights and 
scenarios for the future 
of product development. 



DANFOSS

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.

Case study 12

The centrepiece thought-

leadership magazine 

engaged stakeholders 

with articles, research, 

infographics, case studies 

and more. 

RECYCLE
ENERGY

For a world in energy 
crisis, it is a sobering 
thought that 66% of 
all energy used in 
power production is 
lost. It is among the 
most wasteful indus-
trial processes in ex-
istence – yet a simple 
solution is at hand. 
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Power plants run at 

an effi  ciency of 34%. 

However, this can be raised 

to 90% through the 

implementation of a 

District Energy system. 

A staggering 66% of the 

fuel used in power plants 

is wasted, lost as heat to 

the atmosphere. District 

Heating lets us reuse this 

energy eff ectively. 

ECONOMICS OF NECESSITY 

It’s the story of our time – energy and the economy. 

Since the industrial revolution, economic develop-

ment has been fundamentally dependent on fossil 

fuel. Yet the fi nite nature of these fuels, combined 

with the environmental threat they pose, means 

continued growth depends on reforming our 

energy system – quickly. 

Finding clean, sustainable sources of energy is of 

course central to reducing dependency on fossil 

fuel, and huge strides have been made in making 

renewable power more competitive. However, less 

well known is the fact that our existing energy 

infrastructure is needlessly ineffi  cient and that 

there is enormous potential for gaining energy 

through recovery and recycling initiatives. 

Indeed, the adoption of renewable energy is 

meaningless unless accompanied by a wide-rang-

ing improvement in energy effi  ciency. In other 

words, there’s little point in generating more 

sustainable energy if we continue to use that 

energy in an unsustainable way. 

BROKEN PIPE 

Recall the chilling pictures from 2010 of BP’s 

ruptured deep-water well pouring millions of 

barrels of oil into the Gulf of Mexico. It’s a fi tting 

metaphor for power production. For every 100 

mega-watts (MW) of electricity generated, 200 MW 

(enough to power 20,000 homes) pours out as waste. 

As industrial processes go, few are more ineffi  cient. 

Th is wastage was accepted when fossil fuel was 

cheap and plentiful (and global warming relatively 

unknown). Today the situation couldn’t be more 

diff erent or the need for change more urgent.

Not much can be done to make power conversion 

itself more effi  cient. However, what can and must 

happen is to recover the energy (lost as heat) in 

this process and reuse it for other purposes. 

RECYCLED ENERGY  

Recycling heat in this way is the basic principle 

behind District Heating (or District Energy), a 

system for centrally supplying residential and 

commercial heating. Th e concept is to capture waste 

energy from power production and use it to heat 

water, which is then distributed via underground 

pipes to homes and buildings for heating purposes. 

Th e system can be used for cooling too by using 

recovered energy to power air-conditioning systems. 

Th e brilliance of the system is that it requires no 

“new” energy (fuel) to be used. Heating (and 

cooling) is provided simply by reusing energy 

that’s already in circulation – and oft en wasted. 

FUEL PLURALITY

Th e engineering behind District Energy is remarkably 

simple and stable, making it highly fl exible in terms 

of both scalability and compatibility with fuel sources. 

In fact District Energy networks can tap directly 

into renewable power sources such as wind 

turbines or biomass plants. In this way, it’s possible 

to provide heating and cooling for thousands of 

people using only renewable and recycled energy. 

CARBON TARGETS 

Recycling heat, through District Energy networks, 

opens the way to massively reducing carbon emis-

sions, particularly in urban centres, where heat demand 

is most intense. Th ese reductions are achieved without 

limiting economic and industrial output or endanger-

ing living standards. On the contrary, District Energy 

is widely used in some of Europe’s most advanced 

economies, where productivity and high living 

standards go hand in hand with real carbon savings: 

District Energy lets Copenhagen save 665,000 tons of 

CO2 annually, while Helsinki saves 1.5m tons per year. 

Reassuringly District Energy is able to deliver these 

benefi ts here and now. It is a proven, practical 

approach to controlled decarbonisation and meeting 

international pledges on emissions control.  

ECOPOLIS 

By 2030 60% of the world’s population will 

live in cities; cities that consume 75% of the 

world’s energy. District Heating has a vital role 

to play in meeting that demand, while enabling 

the creation of ever more sustainable urban 

centres. Europe has an opportunity to lead the 

world in demonstrating that vibrant, prosper-

ous cities are compatible with environmental 

preservation. The vision of an Ecopolis – a 

carbon-neutral thriving cosmopole – is within 

our grasp if we dare to reach for it.  

A MUNICIPAL VIEW

“In Helsinki 93% of our dwellings 
are connected to District Heating 
– because this is the cheapest option. 
We use our waste and waste water 
to heat our city while also protecting 
the environment.”

A EUROPEAN VIEW

“It is very important that Europe 
imports less energy to save money. 
Since energy is becoming both 
scarce and expensive, greater energy 
effi  ciency must be a priority and we 
are pushing for a strong, meaning-
ful Energy Effi  ciency Directive. 
District Heating has a role to play 
in terms of improving effi  ciency 
and integrating renewable.”

AN ACADEMIC VIEW

“Most people think of energy 
effi  ciency as expensive and diffi  cult. 
In reality, solutions can be simple 
and rather low cost. Th ere are two 
dimensions to the challenge: one 
is the need to reduce CO2 through 
greater use of renewables, the other 
higher energy effi  ciency. District 
Heating can solve both these issues 
in urban areas.”

A COMMERCIAL VIEW

“Energy effi  ciency is a powerful 
solution in the short term, but it 
will also need to be part of a long-term 
strategy, simply because the demand 
for energy will rise substantially in 
the coming years. So although 
renewables will be more and more 
important as we progress into a 
carbon-free society, energy savings 
will always be an integral element 
in a green economy.”

A UTILITY VIEW

“By relying on District Heating 
rather than heating oil, we avoid 
1.1 million tonnes of CO2 emissions 
each year, an amount equivalent to 
that generated by all the cars 
in Munich!”

€500 billion 
goes out of 
the chimney 
every year 
(in Europe)

I heat my 
house with 

kitchen waste

A CITY PLANNING VIEW

“District Heating allows a more 
effi  cient use of local resources – 
ranging from wasted heat to local 
renewables, as well as cogeneration. 
Th is helps local authorities to keep 
the energy money at home while 
providing a safer and cleaner 
environ ment for their citizens, 
allowing a higher quality of life 
for all.”

A TRADE BODY VIEW

“If you look at the European energy 
balance, about half of the primary 
energy going into the system is lost 
on its way to the end-user – mostly 
in the form of waste heat. Th e econ-
omic value of this (wasted) heat is 
close to €500 billion. By recovering 
some of that potential, there are 
huge economic gains to be made.” 
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Th ere’s a gap 
between 
perception 
and reality

“

“

“

Dr Sven W
erner, 

Professor
 of Energ

y Technol
ogy 

at Halmst
ad Univer

sity

Gerard Magnin, 
Executive Director ofEnergy Cities

Pekka Sauri,
 

Deputy Mayor
 of Helsinki

Britta Thomsen, 

Member of the 

European Parliament

Niels B. Christiansen, 

Chief Executive Officer, Danfoss

Katja Gieseking, 

Head of Sales, 

Stadtwerke München

Sabine Froening, 

Managing Director of 

Euroheat and Power

Leading 
thinkers from 
the world of 
politics, business, 
academia and 
activism cast 
their view on the 
forces shaping 
sustainable cities 
and the role 
District Heating 
can play.
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districtenergy.danfoss.com
Danfoss A/S, Nordborgvej 81, DK-6430 Nordborg, 
Denmark, Tel. +45 7488 2222, Fax +45 7449 0395
E-Mail: districtenergy@danfoss.com

Copenhagen 
665,000 tons

Annual CO2 Saving  

98% of Copenhagen 
receives clean, reliable, 
and affordable district 
heating
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Bring greater efficiency 
to your district
District energy is one of the most secure and efficient means of heating 
and cooling the built environment. By using “lost” heat from power plants, 
district energy provides a flexible, sustainable infrastructure, compatible 
with renewable and traditional energy sources. 

Danfoss is at the forefront of engineering climate and energy solutions that 
redefine the boundaries of energy efficiency and reduce CO2 emissions. 

MAKING MODERN LIVING POSSIBLE

districtenergy.danfoss.com
Danfoss A/S, Nordborgvej 81, DK-6430 Nordborg, 
Denmark, Tel. +45 7488 2222, Fax +45 7449 0395
E-Mail: districtenergy@danfoss.com

Bring greater sustainability 
to your district
District energy represents a unique opportunity for the effective, phased 
de-carbonisation of urban centres. As a proven infrastructure for heating 
and cooling buildings, district energy can deliver real carbon savings today.
 
Danfoss is at the forefront of engineering climate and energy solutions that 
redefine the boundaries of energy efficiency and reduce CO2 emissions.
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MAKING MODERN LIVING POSSIBLE

Roll-ups and banners were 

developed for events and 

lobbying opportunities.

Digital content 

integrated with the 

thought-leadership 

magazine, providing 

additional information 

and opportunities to 

connect. 



HUNTSMAN
Case study 13

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. 

Making Repairs In Demanding Conditions 4

5 steps

1_Assessment

Demanding weather can hinder 

accurate assessments, 

preventing you from reviewing 

damage before you begin. How 

do you ensure access to 

problems as they happen, so 

they can be repaired quickly 

with minimal downtime and a 

positive impact on productivity? 

2_Planning 

Difficult conditions narrow the 

timing options for maintenance 

and repair, impact on risk 

assessment protocols and affect 

the type of repair that you can 

complete. How can you both 

extend the repair window and 

get jobs done as quickly as 

possible when it is open? 

3_Repair team

In repair season, skilled 

technicians are in high demand, 

highly prized and costly as a 

result. In the marine sector, you 

can be a significant distance 

from shore without an available 

repair team to make a fix. How 

do you ensure teams are skilled, 

available and utilized effectively? 

4_Repair solutions

In challenging weather conditions, 

you may be unable to make a 

repair until the temperature is right 

for the repair solution you have in 

mind, or until humidity is 

dispersed. How do you choose 

the right solutions that allow you 

to work effectively in that tight 

repair time frame? 

5_Required support

Extreme conditions can call for 

extra support – heat blankets for 

efficient curing in cold weather, 

or security platforms in high 

winds. How can you cut down 

the steps taken to make 

essential repairs, reducing costs 

and adding more time-efficient 

repair methods? 

5 key areas to 
optimize within the 
maintenance and 
repair process

Making Repairs In Demanding Conditions 6

5 steps/ 2_planning

• Get the most up-to-date and advanced weather 

forecasting tools to fully understand when planned 

work can be completed. 

• Review your product portfolio: new adhesives 

achieve ever faster fixes, allowing you to complete 

more tasks in a short window. 

• Likewise, new waterproof adhesive options that can 

bond cracks in boat hulls under water avoid dry 

docks and the associated scheduling issues.

How can I 
improve my 
planning 
procedures? 

 

WHAT’S THE BENEFIT? 

• Better asset usage due to precise  

repair scheduling

• Improved ability to plan the utilisation  

of the repair team

• Improved availability of the repair force  

as a result of the above.

OVERALL GAINS

• Reduce downtime

• Increase productivity 

APPLICATION: Repairing hulls in water

Hairline cracks on the hull of a boat needed to be 

repaired in water between maintenance cycles.

Customer needs 

• Reliable fast-curing solution without welding

• Good adhesion on steel surfaces

• No sensitivity to humidity or cold

Solution 

The team used Araldite® 2050 and Araldite® 2051 

structural adhesives for a speedy repair that avoided 

expensive dry dock repair. 

The landing page 

was central to 

capturing leads. 

The nurturing email 

flow kept leads 

engaged until they 

were ready to interact 

with the sales team.

The white paper explored 

five key areas to optimise 

your maintenance and 

repair process. 



   

HUNTSMAN
Case study 14

Huntsman Advanced Materials is a leading materials solution 

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 

than 200 registrants and over 100 attendees for the live event, with 

a high level of live audience interaction. Content from the webinar 

was adapted to create a whole range of collateral to further engage 

Huntsman’s audience. 

Social media posts 

highlighted key 

value drivers from 

the webinar. 

8

Productivity 
meets
versatility

EPIBOND® 300 A/B adhesive provides an up  

to 80% faster time to handling strength and  

88% quicker cure than competitive adhesives.

Parts can be made in one working shift and 

production throughput can be improved by 

up to 80%.

With its high heat resistance and compressive 

strength, it is ideally suited for liquid shim and 

other structural adhesive applications.

EPIBOND® 300 A/B adhesive

Applications

 ■ Liquid shim for primary structural applications  

in major airframe components 

 -  Bonding skin to structure

 - Flight control surfaces

 ■ Engine nacelles and other high-temperature 

environments 

Performance

Compression

Lap Shear Strength

11,000 psi / 9,000 psi /

4,200 psi / 1,100 psi /3,100 psi /

76  MPa 
at RT

29 21MPa 
at RT 7.6 MPa 

at 400°F (200°C)

62 MPa 
at 250°F (120°C)

MPa 
at 250°F (120°C)

Processing
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Cure Time (hrs)

85% Cured in 6.5 hrs at RT

1 hr at 150°F (66°C)

Handling strength

RT Cure Accelerated Cure

Based on the webinar 

content, the downloadable 

guide provided another 

engagement opportunity. 

The webinar demonstrated 

key cost reduction and 

process improvement 

opportunities, supported 

by technical data. 

3

Opportunity_1

A generous open time followed by a rapid build of handling 

strength allows you to perform more bonding operations or 

bond larger parts, while still completing parts within one 

working shift. By eliminating these bottlenecks, you can 

improve your production throughput by up to 80%.

New adhesives with high compressive strength and heat 

resistance can also be used in liquid shim applications. 

This provides a custom fit and better mechanical bond, 

while being easier to use and requiring fewer labor-hours.

To streamline production, you should also look for 

user-friendly adhesives. A true 1:1 mix ratio by either 

volume or weight is easy to use, while similar resin and 

hardener viscosities help improve safety and reduce 

splash potential if hand-mixing. Non-sag properties also 

allow for vertical or overhead application. This means the 

shop may not have to rotate the tooling jig or part.

Increase 
production 
efficiency 

Easy-to-use adhesives with fast 

curing and handling times can help 

you streamline your production  

and increase your throughput  

– even with a smaller workforce.



C.C.JENSEN
Case study 15

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

systems for crushers, an important piece of equipment at any mine 

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. 

The LinkedIn campaign generated 180,000 impressions, 1,300 clicks 

and 190 marketing qualified leads in the first month alone, 

surpassing C.C.JENSEN’s goals. 

Rather than simply 

focusing on the 

product, we framed the 

e-book as “a guide to 

savings”, highlighting 

the greater value oil 

filtration provides. 

Social media ads 

targeted different 

audience segments with 

value-led messaging. 

2

Reduce oil change 
intervals and wear 
on crusher 
components

Guide to effective crusher 
oil maintenance

Would you like to reduce maintenance-related crusher 

shutdowns? How about extending the life of oil and wear 

parts? What if you could improve your sustainable profile 
and work conditions?

You can do all of that with one simple solution – offline oil 
filtration. The C.C.JENSEN team put this booklet together 
to help you understand how offline oil filtration for crushers 
could provide an easy path to proactive maintenance, 
reduced downtime and increased savings.

In particular, we examine the benefits of clean oil in your 
crusher and share some success stories of mining operations 
where offline crusher oil filtration has lead to great savings.
 

We hope you'll find some valuable ideas and insights that 
you can apply to achieve more efficient crusher operation 
at your mine.

How does dirty and contaminated crusher oil 

impact your profitability? 

• Severely worn components and system failure

• Downtime and lost production

• Unbudgeted replacement of parts

• Frequent oil changes (monthly or quarterly) 

• Frequent replacement of in-line oil filters

Calculate the value of one hour of crusher downtime

CJC® Filter Inserts, 

heavily saturated with 

contaminants from dirty oil

 One hour of lost production $

Crusher capacity tonnes per hour

Production hours per day hours per day

/24 hours

Avg. finished product per hour tonnes per hour

*

Avg. sales price per gram $

Grade (grams of a tonne) gram

Value per tonne $

*

*

Imagine if you can avoid 
3 out of 4 shutdowns with 
offline oil filtration
– how will that impact 
your profitability?

=

3

Achieve proactive maintenance 
Like many other mining operations, you may want to modernize 
your maintenance strategy. Simple and smart solutions such  
as offline oil filtration can enable big gains in your progression 
to a proactive maintenance model. 

It isn’t an uncommon practice to perform crusher service and 
repairs on an “as-needed” basis. When unexpected breakdowns 
occur, this reactive model can become costly, so many mines 
strive to implement a preventive maintenance strategy. 

With preventive maintenance (servicing the crusher and 
replacing wear parts at set intervals) you have more control of 

breakdowns, but costly parts are sometimes replaced without 
need, and production is lost due to scheduled downtime. 

From an OPEX perspective, the cheapest way to run a crusher 
is to follow a proactive maintenance strategy. With this model, 
the focus moves away from maintaining the crusher by replacing 

worn out parts. Instead, you monitor and control the factor 
which has caused the components to fail – contaminated oil. 
Installing offline crusher oil filtration is a proactive step which 
businesses can take to improve uptime and the lifespan of 
critical wear parts. 

75%
LESS OIL

RELATED
shutdowns

Site

Copper mine, Chile 

Challenge

The large dirt and contamination 
ingress resulted in oil changes every 2 

months, despite the almost daily inline 
filter changes.

Results

Since installing offline oil filtration,  
the client now shuts down just 6 hours 

annually for a single oil change, resulting 
in major oil savings. 

Type of costs

BEFORE 

installation  
of offline oil filtration

AFTER

installation  
of offline oil filtration

Total savings 

per year

Oil consumption 24,000 litres 4,000 litres 83% reduction

Waste oil handling 19,200 USD 4,800 USD 14,400 USD saved

Shutdowns
Cost = 10,600 USD/hour

Stand still, 
Oil replacement,
Cleaning, Service

508,800 USD

6 shutdowns of 8 hours 

each = 48 hours total

63,600 USD

1 shutdown of  

6 hours

445,200 USD saved

87% less 

downtime

Spare parts per year
3 cylinders & plates

3 main bushings

1 cylinder & plate

1 main bushing

Market price for 

spare parts saved

Eliminate 3 out of 4 
oil changes

Reducing shutdowns by 87%

Offline oil filtration solution
CJC® Fine Filter HDU 427/108 
containing 16 x CJC® Filter Inserts

4

Improve sustainability 
and your bottom line

How does dirty oil affect 

your crusher's performance?

With standard, inline filtration, the oil flows at high  
speed through the machine’s internal filter. The entire  
volume of the tank may flow through the internal pressure 
filter in just a matter of minutes. 

An offline oil filter normally processes the crusher’s oil 
in about two hours. This slower, finer filtration results in 
significantly cleaner oil, reducing the risk of premature  
oil degradation and oil-related machine failures.

Protect your crusher's internal components 

Metal particles, dirt and water cause many problems for  
your crusher's oil lubrication system. With the addition of 
offline filtration, you can considerably reduce scheduled  
and unscheduled downtime. 

Cleaner oil in your crusher's system will also reduce wear  
and tear, increase the reliability, and strengthen 
environmentally sound practices. 

Improve sustainable practices and your bottom line
Reducing the micron-size particle count in your oil with offline 
filtration will significantly reduce your oil consumption over 
time. Less oil changes and less handling of oil leads to both 
environmental benefits and improved working conditions for 
employees. So, micro filtration really can have a macro effect.

A clean and dry system with offline oil filtration

Abrasive Wear
Hard, clearance-sized particles wedged between 
movable metal parts destroy the metal surface 

and result in additional wear.

Oil Degradation
Wear metals, water and high temperatures lead to 
oil degradation resulting in sticky varnish deposits 
on metal surfaces.

Cavitation & Pitting
In areas where water is present and oil is compressed, 
the water implodes, causing metal surfaces to crack 
and release even more particles. 

Clean & dry oil

In-line filter

System pump

CJC® Fine Filter

Clean & dry oil is 
returned to the oil 

reservoir

Crusher oil system

hydraulic oil 

gear oil

lube oil

etc. 

The landing page 

effectively funnelled 

in clicks and captured 

leads.



COBHAM SATCOM
Case study 16

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 

missions: viewing hard-hitting video content and downloading a 

thought-leadership white paper.  

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%. 

Landing page 

& whitepaper

CBC created a digital 

presentation to support 

sales efforts.

Posters helped to 

build awareness of 

new regulations and 

preference for the 

new radio.

The campaign used 

sponsored Facebook 

posts to reach a wider 

audience.

Strategic use of 

LinkedIn and Twitter  

helped to create 

awareness and 

engagement.

The brochure 

promoted the 

creative theme with 

key information 

and messages. 
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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.

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.



“
“
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CLIENT  
TESTIMONIALS

Ways in which 
we’ve made a 
difference

“The ‘Innovation transferred’ launch campaign 

was a game-changer for us. The approach 

redefined the way we manage strategic product 

launches. The launch strategy, creative platform 

and channel plan have had a big impact.”

Thomas Heide Jørgensen,

Marketing Manager, 

Danfoss District Energy

“We were impressed with CBC’s abilityto gain a 

strong understanding of our customers’ 

challenges, and their focuson turning a complex 

proposition intoa communication platform that 

our customers could instantly identify with.”

Dorthe Friberg,

Marketing Manager, 

TICRA

“With a compelling creative concept and 

strategic roll-out plan, the campaign has 

succeeded in increasing our sales by 288% on a 

key product line. We are the ones driving the 

conversation around sulphur regulations in our 

industry – for us, this is only the beginning.”

Daniel Vengel Jensen,

Marketing Manager, 

MAN PrimeServ

“We were blown away by the creative 

execution and final results of this campaign. 

We set ourselves an ambitious sales target 

– and sold a staggering 400% of that initial 

target in just 12 months.”

Susanne Køhlert Jacobsen,

Marketing Communication Project Manager, 

Strategic Marketing, Brüel & Kjær

“CBC initially proved their worth during our 

divisional rebranding project, which has 

been instrumental in communicating our 

value. When it came to digital lead 

generation, I could not be more pleased with 

the approach taken and what has been 

achieved so far together. CBC brings a level 

of professionalism, expertise, and creativity 

that we have not found elsewhere.”

Edward Wynne Morris,

Communications Director,  

Huntsman Advanced Materials
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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.

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

Marketing activation

CBC is 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.

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

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 

quantitative inbound results.

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



LET’S TALK

If you’ve got a particular 

challenge to solve, a target to 

reach or you’re simply looking 

for inspiration, let’s talk.

RALPH KRØYER

Managing Director 

+45 35 25 01 75

rk@cbc.dk

cbc@cbc.dk / www.cbc.dk 

COPENHAGEN 

Ryesgade 3B 

DK-2200 Copenhagen N 

Denmark  

+45 35 25 01 60 

LONDON 

30 Stamford Street

London SE1 9QL

United Kingdom

+44 7963 681880 

SINGAPORE 

80 Anson Road

Fuji Xerox Towers #11-08

Singapore 079907

+65 9691 1076

Cross-Border Communications A/S
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