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Turning insight into business opportunities

Today’s B2B buyers are spending more time online researching their
potential suppliers before reaching out to sales reps. Your future
customers are out there, searching for solutions to their problems,
giving you the opportunity to create a value exchange where

you share your knowledge in return for their time, attention, and
consideration.

B2B buying cycles are growing longer and more complex, with more
decision makers in the process than ever before. By sharing content
that supports decision making across the customer’s organisation,
you will build relationships, differentiate from the competition, and
ultimately drive leads and sales.

Cross-Border Communications offers more than 40 years of experience
and a unigue understanding of the branding and marketing
challenges faced by B2B businesses. Here, you will find some
practical tips for sales and marketing alignment, inbound marketing,
and digital lead generation, along with some client case studies.
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The B2B buying journey is changing

74

of B2B buyers research
work purchases online

31

of buyers said the length of
their B2B purchase cycle
has increased significantly
compared with a year ago

45

of buyers stated that they
are spending more time
researching purchases
compared to last year

76..

of all B2B buyers expressed
a strong desire for “content
that speaks directly to
their company”

Forrester Research, 2018
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B2B DIGITAL
TRANSFORMATION

Integrating
sales and
marketing

Support decision making at every step

Buyers want insight and value at every interaction, which is why
B2B sales and marketing teams must collaborate to create content
that supports each stage of the process along the sales funnel.

Publishing targeted content in combination with marketing
automation will allow you to generate more leads and move them
through the funnel faster.

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 are ready
to directly engage with your team.

With the ability to track the entry point for each lead, you learn

more about the buyer journey and can clearly demonstrate ROI for
your branding and marketing efforts.
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B2B buying behaviours demand integration
of sales and marketing

Today, buyers are doing more research online before reaching
out to sales reps. This new customer journey, combined with the
changes in face-to-face meetings at events and trade shows, is
rapidly transforming the role of branding and marketing.

THEN NOW

Marketing
Marketing’s job was mostly
building brand awareness

Marketing
Marketers need to support and
nurture the buyer journey

Sales

Sales primarily led and °

interacted with the buyer

Sales

Sales teams need digital tools to

Loyalty Loop

capture and convert more leads
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B2B CONTENT
MARKETING

Filling the
customer
journey with
value-adding
content

Create content that converts

As innovative as your business may be, your content cannot focus
on product specs alone. You must speak to the customer’s pain
points and demonstrate the greater value you provide to them
and their end-customer.

Creating valuable, informative content doesn’t have to be
difficult. To get going quickly, you can repackage existing content
from sales decks, customer cases, press releases, and the like
with a more neutral, knowledge-sharing approach.
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Inbound lead generation and nurturing

Top-of-Funnel goals Top-of-Funnel content

¢ Generate leads Trigger and inspire

¢ Get contact info e Blog articles

e Create awareness e Ebooks, guides, etc.

Middle-of-Funnel goals Capture interest Middle-of-Funnel content

e Convert leads to prospects Educate, position, and build preference

¢ Aid in research ¢ Webinars

e White papers

. e Case studies
..................................................................................... Evaluation

Bottom-of-Funnel content
Build confidence and engagement

Bottom-of-Funnel goals
¢ Aid in decision making

¢ Develop buying intent ¢ Free trials and demos

¢ Convert prospects to SQLs e Assessments

Loyalty Loop

e Savings calculations

Loyalty loop
¢ Nurture and retain customers

¢ Grow share of wallet
¢ Get endorsement
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MARKET
RESEARCH AND
ANALYSIS

An evolving
market requires
an evolving
strategy

Dig into your customer’s drivers

Using digital platforms including LinkedIn, you can identify and
target potential leads with very specific demographic criteria
regarding their location, business size, and job title.

Whether you identify lots of low-hanging fruit or shoot for your
#1 dream client, you will be more effective if you can micro-focus
on your audience and share content that speaks to their specific
needs.

You can find out more about your customer’s drivers using
quantitative and qualitative research, but don’t forget the internal
resources in your organisation. Your colleagues, especially those in
your sales and product teams, probably have a lot of great insights
that the customer will find useful.
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Addressing each buying centre

With an account-based marketing (ABM) approach, you can better
support each step in the customer’s decision making process.

Defining customer personas will help you address the specific drivers, Commercial Technical Operational
pain points and potential oppositions for each buying centre.

Commercial decision makers
- Product management

- Business development

Technical decision makers
- Product development . .
- R&D 3 B

\ /

Evaluation

~.Capture interest”’

N .

Operational decision makers
- Production manager
- Procurement / Sourcing

B® 90 €0

Loyalty Loop
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CAMPAIGN

Turning data
into insight

An iterative process

You can’t expect just one piece of killer content to close all your
deals. Once the customer is in your funnel, you need to keep
nurturing them until they make a purchase.

After they make the initial purchase, you need to keep them in your
loyalty loop to strengthen your long-term relationship.

Tracking and evaluation will allow you to quickly see what’s working
and what’s not. If you apply your findings to reiterate and refocus,
your content and brand will become stronger over time.
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Digital lead generation - our approach

CBC empowers B2B brands through intelligence and creativity.
Together, we'll reach the right audiences on the right channels
to drive lead capture and nurture opportunities.

9) » & » £ v AT » @

Step 1 Step 2 Step 3 Step 4 Step 5

Understand your audience Create content Address the buyer Establish touch points Test, learn, optimise

Profile your audience and identify their Combine audience research with Activate your content on targeted Use marketing automation to Analyse and optimise frequently
needs to define your content format creativity to produce targeted and channels for a low-friction lead consistently engage, strengthen to inform future efforts and

and key messages. compelling content. capture and efficient ad spend. relationships, and improve lead reduce your cost per lead.

scoring.
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Get your guide to oowniiad

% ownload your
Effective crusher strategic guide
oil maintenance

CASE STUDY

C.C.JENSEN

Helping customers
identify opportunities

y pai @ savings with

C.C.Jensen saw an opportunity to increase its sales of oil filtration systems for crus
an important piece of equipment at any mine site. Our strategy was to create a short
PDF ebook that would be activated in a targeted lead generation campaign on LinkedIn.

Much of the material in this ebook was collected from existing sales materials, but
rather than simply focusing on the product, we framed the content as a guide to
savings, highligh the greater value oil filtration provides. | pE———

The campaign surpassed C.C.Jensen’s goals, generating 131 qualified leads in less than R . oo o T

4 weeks, with 179,515 impressions and 1,289 clicks. As a benchmark for future projects,

Targetted SoMe ads
. . 4 focused on specific
C.C.Jensen plans to reapply this strategy for additional target groups. \ s I audience drivers

n&h C.CIENSEN AS

75%

DECREASE

m,

Eliminate 3 out of 4
oil changes

m,

Improve sustainability
and your bottom line

LESS OIL
RELATED

shuteowns

5%
LESS OIL
RELATED

shutdowns

ﬁ C.CIENSEN A/S

Download your guide to savings & efficiencies in mining. Download |

387 synes gadt om - 10 kommentarst

& Synesgodtom G Kommenter /> Del

Reduce oil change [O—
intervals and wear
on crusher compnnents

A high-value and
insight-driven ebook
was the campaign’s
central asset

rush

Get your g

347 synes godt om - 10 kommentarer

& Synesgedtom G Kommenter = Del
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MAN ENERGY SOLUTIONS

Turning regulatory changes
into commercial opportunity

At the time, the 2020 Global Sulphur Cap regulations were going to hit the
global marine industry in less than a year. Vessel owners and operators
urgently needed to take action and make decisions, but no one wanted to
make the first move. MAN Energy Solutions saw this as a valuable thought
leadership and commercial opportunity.

Launched in January 2019, CBC developed a powerful lead generation
campaign that also positioned MAN Energy Solutions as a trusted partner
with the expertise and solutions to guide businesses through the transition.
The campaign increased sales by 288% on a key product line.

Expert videos helped
to convey MAN as
leading experts and
build trust

rtho Mario Svaistrup Jacobsen

A campaign landing page was central
to the lead generation programme

Stay compliant
=% and competitive
beyond 2020

~ Stay compliant

=5 and competitive
beyond __2020

60,000 100

\ V4

A series of ads gave
the campaign a
unique personality
and generated

interest L5k 7 ) : Gentlemen.
=y Prepare
gines.

1

A broad selection
of decision makers

Shipping sector

Cap emissions
not
ambitions.

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

CBC wrote and designed

Kl 04/ TETT B S2 T J

- FAGr here.

an insightful industry
report as the main
campaign asset

e
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CASE STUDY

COBHAM SATCOM

Making the choice obvious

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%.
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Live Page

Strategic use of 15
LinkedIn and Twitter
helped to create

awareness

SOLAS Chaptes 11-2, Regudarion 10 10.4

Fice Fighter Commimication

Fog Fighnee fadios

CBC created a campaign

landing page and Whice Paper
though-leadership

white paper to drive

engagement
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The campaign used
sponsored Facebook
posts to reach a
wider audience
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HUNTSMAN

Helping customers to
optimise repairs

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. Our solution was to help
Huntsman create a white paper about optimising the maintenance and
repair process, and use it to drive engagement through social media.

Promoted on Facebook, LinkedIn and with Google Ads, the white paper
drew in over 400 leads. CBC also developed a tailored email flow that kept
these leads engaged until they were ready to interact with the sales team.

Advanced Materiale

designed to create
maximum interest

Social posts
drew people to
a purpose-built

landing page
Optimize your repair
process

Get your copy now

sstens FONTSMAN

B 5key areas to
optimize within the
maintenance and s seper 2 oo
repair process B L
N
*(E' How can |
A
, COLD, WET, improve my
ID AND planning
DERWATER procedures?
e e, P
o O TN
e
The white paper ° EtrmemD
was written and * Ierease productiy

Making Repairs In Demanding Conditions 6

View in browser

Improve your
assessment process

SEE AT E=Im A I R Reduce downtime, Increase productivi
HUNTSMAN £ il

Hi Henrik

‘Would you like to improve your assessment process?

Here comes some key-bulletpoints:

- Review new technologies that are providing fast solutions to the
assessment problem.

- Monitoring of data output on wind farms helps assess whether there is a
likelihood of damage and how critical the repair is likely to be.

- Moving towards a system of predictive maintenance can result in substantial
cost savings and higher system reliability.

You can read more about how to improve the assessment process in our
whitepaper.

All the best

The Huntsman team

A nurture email
flow kept leads
engaged
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CASE STUDY

HUNTSMAN

Generating leads with a
value-focused webinar

With their focus set this time on the aerospace industry, CBC helped MR

Huntsman plan, promote, and present a webinar exploring how
manufacturers and operators can reduce costs and improve processes.

Promoted via LinkedIn, Twitter, and email, the webinar had more than 270
registrants and drew in over 130 attendees, with an outstanding 51% turn-out
rate. During the webinar there was a high level of live audience interaction.

Opportunity_1
CBC created a white

The webinar was followed by a nurturing email flow to keep Huntsman and paper to support Incrdeastg

the webinar and Zfrf?ci:‘r:\é;n :— d

communicate key

messages

the topic front-of-mind with the audience after the event.

Easy-to-use adhesives with fast
curing and handiing times can help
you streamine your production
and increase your throughput

- even with a smaller workforce.
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CASE STUDY

BRUEL & KJ/ER

Looking to the future of
product development

Bruel & Kjaer is known worldwide as a leading provider of solutions for
measuring and managing the quality of sound and vibration.

To demonstrate that Briel & Kjeer 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, CBC enabled
generated 1000 sign-ups for the event, with 300 attendees. Most
importantly, we enabled Brlel & Kjeer to engage directly with a group of
high-level decision makers and generate an incredible 77 C-suite leads.

A comprehensive

=&2% Bruel & Kjaer Sound & Vibration Measurement A/S

e

it SO inbound marketing

The Beyond Tomorrow project symposium and the Vision Study presentation grow campaign covered e
ever nearer. For more information about Megatrends that were identified in the =
study, you can download the Megatrends report at all channels | pprpmand

-

BEYOND

TOMORROW

_@ Bruel & Kjaer Sound & Vibration Measurement A/S

How can we look at product development beyond the standard 3-year road map?
How can we understand the role of sound and vibration in product development
looking towards 20307 The Beyond Tomorrow project will try to answer 1 ..see more

!@'ﬁ‘
‘h

Get the Megatrends report here N =
beyor i
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& Llike E Comment @ Share 0 \/ DRRO \\/
ARIOS 2030

The campaign
culminated in
a global VIP
event, involving
prominent market
leaders and
industry experts

The microsite
served asa
communication
hub for the
entire project

INAL REPORT AND PROJECT FINDINGS
e e e e i e, s e st parpCTe.
e b devekograe sk ewards 2030t s .
ko ok sty st the v

TP e ——————
o

BEYOND TOMORROW - A VISION STUDY BY BRUEL & KI&R

10 K s s s Sy 3 €8 S T ekt e TSI
e 20 201w 10 the

scenarcsfor e proch:

The trend report
was divided into
four areas, with
insights from

industry experts

BEYOND
TOMORROW

g

Share

The event EXPERT INTERVIEW INSIGHTS
ON PRODUCT DEVELOPMENT
was filmed for LOOKING TOWARDS 2030

subsequent
marketing
activities

BEYOND

TOMORROW A central report report
SCENARIOS 2030 shared key trends,

: insights and scenarios T R
for the future of product TREND PERSPECTIVES
development

NARIOS F
it EORE OF pol e
B JEVELOPMENT OUCT

SCENARIOS
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We help B2B
brands

drive growth
across borders

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, 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.

“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 CPH

“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 Kghlert Jacobsen
Marketing Communication Project Manager, Strategic Marketing
Briel & Kjeer

“CBC helped us develop the right strategy and
process to engage our specialist audience and
nurture long-term relationships. The retainer
model we work with has ensured the continuous
development of quality content and we’ve been
very pleased with the results.”

Morten Mortensen
Director of Airline Sales & Route Development
Copenhagen Airports

99
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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 KPlIs.

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.

i ol

You need this to:

e Refresh or rebrand your company

e Clarify your brand hierarchy

¢ Update your digital brand experience

e Create a more relevant identity

e Improve your value proposition

e Align your brand after an acquisition

e Communicate customer-centric messages

You need this to:

e Increase brand awareness

e Launch a new product or service

e Reach more customers online

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

e Secure internal stakeholder buy-in
e Attract new talent

You need this to:

e Generate more business leads

e Create better quality content

e Find new ways to engage prospects

e Give your sales teams greater support
e Drive and convert online traffic

e Improve your sales activities

e Optimise your online sales
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Let’s talk

If you are looking to grow revenue
and market share through more
effective B2B lead generation
programmes, talk to us.

RALPH KR@YER
Managing Director
+45352501 75
rk@cbc.dk

Cross-Border Communications A/S

COPENHAGEN LONDON
Ryesgade 3B 30 Stamford Street
DK-2200 Copenhagen N London SE1 9QL
Denmark United Kingdom
+45 35 25 01 60 +44 7963 681880

cbec@cbe.dk / www.cbe.dk

SINGAPORE

80 Anson Road

Fuji Xerox Towers #11-08
Singapore 079907

+65 96911076

April 2021



