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Summary (200 words)

DSM changed its website environment from a 45,000 pages counting product push environment to a
target group oriented structure consisting of a condensed corporate website and a series of market
websites, product brand websites and solution websites. Each website now has clear goals and a
structure that is based on a thorough description of the target group needs.

The old website environment lacked alignment between corporate, country, business group and
product sites. The sites were highly proliferated with diluting & confusing images. Following the
corporate rebranding project a program was started to support the DSM business groups to change their
online environment towards a “one DSM” environment. The migration process formed the starting point
for true digital marketing and sales excellence.

The new environment has a uniform look and feel and tone of voice. It provides various opportunities
to address the target group needs, varying from downloading information to getting into contact with
relevant persons. It performs demonstrably better in terms of visitors, lead generation and conversion.
Furthermore, it was used as a catalyst towards the business groups to start with digital intelligence,
online campaigning and active content management in order to create real integrated target group
experience and engagement.
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About the company

Royal DSM is a global science-based company active in health, nutrition and materials. DSM delivers
innovative solutions that nourish, protect and improve performance in global markets such as food and
dietary supplements, personal care, feed, pharmaceuticals, medical devices, automotive, paints,
electrical and electronics, life protection, alternative energy and bio-based materials. DSM’s 23,500
employees deliver annual net sales of around €9 billion.

Strategy - broader business issues the company is facing

The strategy that DSM embarked on in September 2010, ‘DSM in motion: driving focused growth’, marks
the shift from a time of intensive portfolio transformation to a new era of maximizing sustainable and
profitable growth. After a long history of successful transformations, DSM is now halfway this next
development phase, becoming a truly global leader in health, nutrition and materials and enhancing
customer/stakeholder centricity.

One of the key challenges DSM faced in its rapidly changing organization and environment was
implementing one global company brand position that delivers value across all of its diverse business
operations and regions. This was particularly challenging given the fact that DSM is globally active in a
wide number of end-markets and used to have an inward looking and operationally focused culture. A
rebranding program and a culture program are instrumental in triggering the desired changes by
focusing on creating an externally oriented, customer focused and collaborative ‘ONE DSM”.

The new website environment was built in line with the strategy and signals the changes which have
taken place in the organization towards becoming more customer-centric.
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Objectives of the campaign

The DSM online presence needed to become more customer centric instead of business
group/organization driven. It had to focus on the needs of all target groups and speak with one voice.
All relevant online channels needed to be aligned and interconnected. DSM wanted an online
experience which leveraged the DSM brand and enabled listening to, informing, engaging with and
servicing its target groups, ultimately leading to online and offline transactions:

* The business group sites had to be eliminated
* The visitor approaches Business information through a Market, Product or Solution
e The visitor can find the needed information easily and intuitively

\ Products /

In order to address these objectives, DSM developed a goal framework that has been applied to each
website. Below a picture of the framework:

Online customer journey

Branding
Leverage the DSM brand

Inform & Inspire Engage & Interact Transact e

= Service stakeholders /
customers by
supportingthem online

* Inform, inspire & = Advise & help = Generate leads of
provide knowledge stakeholders / prospects or customers
prospects fcustomers * Convince stakeholders
= Interact & collaborate to take action

Listen
Actively listen to customers & Stakeholders throughout the entire online landscape
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The target audience

Per website specific target audiences and personas have been developed. In general they consist of 4
main categories:

e Customers & Prospects:

0 Addressing the customer needs within 3 clicks varying from downloadable product data

sheets for a technical engineer to communicating a value proposition to a marketing
manager

o For each website this target group has been further specified addressing the customer
needs and interests in the complex and diverse value chains DSM is active in.

e |nvestors

0 Providing the right facts for the very broad investor stakeholder community in a timely
manner

e Job candidates

0 Providing job information, inspire potential employees to join DSM and building the
DSM employer brand

¢ Media & Society

0 Providing background information that substantiates DSM’s strategy and shows tangible
proof points
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Customers/ Prospects Examples

Sharon
Purchaser
L'Oreal (Switzerland)

Z\Projecten nieuw'B2B Secter\DSM\2009\DSM Brand
Design '[Appilcatlon Online\l Definition\1 Stakeholder workshops\Personas

B uitgewerkt\fotos\PNG\sharon.png
Engineer

GM (Detroit, USA)

Marketing Manager
Akzo Nobel (UK)

Li
—d Scientist

r) MIT/ P&G (Peking)
SR

Bob

Age: 36
Occupation: Design / Application Engineer
Company: GM (Detroit, USA)

Bob’s attitude and convictions

Karl Heinz
Quality manager

Unilever (Heilbron,
Germany)

Bob loves his job and will probably stay in this position for the next ten years. He is driven by

ways to realize cost saving and innovation. He is open to solutions and inspiring ideas. Bob
does not know DSM. He does know suppliers of bumpers, shock absorbers, furniture, lights,

Design is my life. I
am open to hear
about new
developments

and opportunities

exhaust pipes.

Reasons to visit the website

Bob visits trade shows and
conferences. He reads magazines on
design and automotive.

Bob has seen an advertisement and
an article on the application of
EcoPaXX in the automotive market. Or
maybe he has heard of iton a
tradeshow where DSM was present.
This triggers him to visit DSM.com.

Alternatively, Bob may enter the DSM
website through Google ads,
b networking communities and peers.

#-or details Bob will go to a BG or
product website.
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Online experience in 2012

Bab looks for specific information on
EcoPaXX in the automotive industry at
DSM.com and wants to find this
information as quickly as possible.
Either by search or quick navigation.

When finding this information, Bab is
triggered by other services and
applications in the automotive market.
This will ensure him that DSM is a
trustworthy partner and might be
interesting for future projects.



Media, channels or techniques used

Part of the program was to create a new website environment that contains templates and
standardized functionalities that can be applied in each website in order to be able to create a uniform
brand experience.

Previously the websites were built and hosted in multiple systems. As a result there was no uniform
tone of voice nor a uniform look and feel. There were no links between the websites. All websites are
now built in 1 web content management system.

Example of business website before the transition:

DSM Resolve ISearch

No uniform look and feel

4 Hosted in multiple systems

Shift your horizon...

Home Benefit from effective and knowledgeable R&D support
Aboutus The border between the earth and sky changes whenever you change your perspective. At DEM Resolve we can
< & Publications help you shift your horizon to resolve your most difficultissue,
Inside-out, technology oy spectrum of R&D suppont for products and processes based NO Iinks between the
afe
. f - Get targeted R&D support to solve specialized technical iss .
driven na\”gatlon Polymers Shift your view of what's possible through our targeted analyti websites
Chemicals and engineering issues and specialized advice. We cover
single question or on-going R&D support for development o
Life Sciences talented people who are always probing the unknown and det
Forensics Trust in our expert network and advanced technologies

Shift your capabilities with our broad experience and resources. Mo matter your problem, it's likely we've seen
(and solved) something similar before. If not, our extensive network of research and technology experts can
Capabilities help. We draw upon our long-term partnerships with customers and specialists to find the right answers to
technical problems. Qur R&D support facilities are equipped with the latest high-end specialized equipment. So
you can trust the results we'll provide.

Other Industries

Partners and Links
Contact
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Example of business website after the transition:

& DSM - Home - Windows Intemnet Expl — Q ‘ - - (e (=D e
|| B Google i

Yhorne il = lalx

Clear navigation based on customer —

needs
DSM OEMCarsorms Iwmationcame Comamim AR
SRIGHT SCIENCE. BRIGHTER LIVING. @D oifferentiators  Capabiities  Technoiogies

DsM in Pharmaceuticals

R

B
N

Mo~ v [ dm v Pagev Safetyw Tooks~ i@+

Uniform look and feel ]

Each website has clear goals .
Built in one web content

management system

i i,

Calendar B

DSM in Pharmaceuticals: Your success is our success

At DM we understand that outsourcing your pharmaceutical

27 Jun 2613 development and manufacturing iz 3 major step.

fzafing CMOs we'rs 2r sxtzrsion of your Business
uccess; which is why we werk with 5o many of the

Pharms ChemOutsourcing
e e je2l cmmparizs,

08 exhibition

Wiz understand your re=d for 2 smant, flexible, inventive long-term partner
SizProzess Intamatiznal able 12 respond To the: needs of your business, patients 2nd the market -

ot exchibition Tt

That's why our purpose is very desr: To werk with cur customers to

[ Uniform tone of voice et e ey S i

=nd supply of safe and effidert trestments in
5o how can we bhelp you today?

2t zuzry phass of the fif=yde.

Award entry B2B Marketing Awards — website version 26 August 2013



Example of product website before the transition:

& DSM - PeptoPro® - Home - Windows Intemet Explorer

—— e —

.

e/l NL  peptopraht

v‘@“"x‘lﬁpepmpm ,07'\

e Favorites | i @] Web Slice Gallery v

PeptoPro®
About PeptoPro®

= Why use it?
= History

- Safety

- Labsling

PeploPro® has proven benefits
in active peaple

Application of PeptoPro®
What consumers say

News

Frequently Asked Questions
Gontactus

Legal information

Gebruiksvoorwaarden

Privacy- en Cookie-
Verktaring

PeploPro®: What is it?
PeploPro@is unique in being a pre-digested milk protein, derived from casein, which is
neutral intaste. The secretlies in a patent-protected enzyme that reduces the typical bitter
taste at the same time as generating tiny protein ragments (so-called peplides) that are
rapidly absorbed into the bloodstream and so fuel the muscles

PeptoPro:

all-natural product DS scientists. Itis widely

o a
known that amino acids, the building blocks of proteins, are crucial for muscle function. But
consuming intact proteins, means these amino acids first need to be liverated by gastro-
intestinal digestion and this costs precious time and energy. Intact proteins can lead to
discomfort during physical aciivity. Proteins can be pre-digestedto deliver bioavailable
amino acids, but this generally produces a bitter taste. PeptoPro® can be providedin a
variety of pleasant tasting powders, drinks, gels of energy bars.

Example of product website after the transition:

(@ Home - Windows Internet Explorer

——— iy

T S -

v [ @ v Pagev Safety~ Toolks~ @~

PeptoPro Sales Offices

Australia
China
Europe
Japan

Latin America
South Africa
UsA/Canada

Consumer
Products
‘Submit your
tastimonial

0 e

2[4 ] x |[B quatic P

[ bt quali-c.com/

g Favorites | g @] Web Siice Gallery v

| @Home

b~ ~ = g v Pagev Safety~ Toolsv @+

O
@uali-c

About DM

tra

il and =

Oosm

DSM, the world's leading supplier ofvitamins, defines trust as not compromising on quslity, relisbiliry,
t2i0blity, With our glant located in the green hills of Scotland, we are the only western
vitamin C manufacturer and we offer the world's premium range of pure vitamin C farms.

Quali®C ist the varlds first brandsd vitamin € 2nd buying our Quali® C fulfils your nesds in arder to pratest
Your business interests and your brand value. It gives you the guarantaes snd the peace of mind that you
can anly gat from the bast vitamin manufacturer.

The werlds top faod, beverage and distary supplement campaniss buy Quali®-C from DSM, relying on DSM's

brand promise, Bright Science. Brighter Living™,

Webzron

DSM customers share one thing: trust

L
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Timescales of the campaign

The website development started with the redesign of DSM.com which was launched in February 2011.
In the next 2 years, the DSM business group websites were transformed into market websites through a
standardized process in order to improve the efficiency and manage costs. Each project consists of 3
phases as shown in the figure below. In this way ~30 websites have been built.

Content
creation
Y ENS

Realization
phase

Discovery

phase

Description * Project intake + Content creation + Build entire website in
» Briefing * Videos and photography DSM’s web content man
+ Research agement system

* Interviewing

* Workshops

* Website structure
document

* Online strategy
document

+ Content analysis

* = Investments depend on the level of support a business group needs and the size of the website

Budgets

These details were provided to judges in the original submission but are commercially sensitive and
therefore confidential.

Results

DSM changed its website environment from a 45,000 pages counting product push environment to a
target group oriented structure consisting of a condensed corporate website and a series of market
websites, product brand websites and solution websites. The current total amount of pages is ~5,000.

Each website has clear goals and a structure that is based on a thorough description of the target group
needs. The vision to move towards a “One DSM” structure is shared by the relevant stakeholders and
the migration process formed the starting point for true digital marketing and sales excellence.

Currently, 13 market websites, 14 product brand websites and 3 solution websites have been launched.
A few websites are to be launched in the upcoming months.
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With regards to the objectives:

Online customer journey

Branding
Leverage the DSM brand

Inform & Inspire Engage & Interact Transact e

= Service stakeholders /
custom y
supportingthem online

* Inform, inspire & * Advise & help = Generate leads of
provide knowledge stakeholders / prospectsorc
prospects fcustomers * Convince stakeholders

* Interact & collaborate ta take action

Listen
Actively listen to customers & Stakeholders throughout the entire online landscape

¢ All migrated websites live the DSM brand

e A clear governance has been agreed and implemented to keep the websites on brand

o All content has been revised according to the identified customer needs and the DSM brand
guidelines

e Engagement and interaction goals have been defined for each website and are being measured

e Lead generation processes have been identified and implemented

e Online buying opportunities are connected to the website

¢ Whenever applicable, other online channels (eg. Search, social) have been connected to the
website and are being measured and analyzed in order to be able to improve the conversion.
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The statistics compared to the old situation (illustrative example for one of the newly launched
websites):

These details were provided to judges in the original submission but are commercially sensitive and
therefore confidential.

Testimonial

Mauricio Adade, Chief Marketing Officer: ““DSM aspires to become even more customer and externally
focused than we are today. Our new online presence reflects this ambition and is an integral part of
our planned activities of achieving truly integrated customer experience and engagement’.

Jos van Haastrecht, Director Global Branding and Integrated Communications: “The new corporate
website is instrumental in expressing our brand in a unified way and bringing across relevant content
to the right audiences and stakeholder groups.”

Supporting material

e List of websites including URL’s
e Examples of target group descriptions
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