The
Commercial
Transition
Agency

Gl INRISF

Kabenhavn
Hilleredgade 30B
2200 Copenhagen

sun@sunrise.dk
+45 70 13 21 33

Aarhus
Filmbyen 3
8000 Aarhus C

Elevating
Brands
and
People.




T — o e A u.-.\.lr..).:\j..\K.Wl‘l...-.ar“T\
e e e g~~~ =y e e N e A IR Rt maet A s W E s o

-
——

{ i
S e P
5 4]
E\ e e e

i BSEa e P

. Y i p— S i o ™ .
SRR o

e e

Stripes
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100% independent 360-degree marketing 70+ clients

and privately owned Digital & CRM Shipping
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The
Commercial
Transition”
Agency.

*A transition is by definition, “a change or shift from one state, subject, place, etc.
to another”. This is exactly what we do in collaboration with the companies we
work with. We bridge sales and marketing to build brands for today and tomorrow
— developing lasting partnerships and creative concepts that bring long-term fame.



We help the management of medium-sized
companies tie sales and marketing together
to fulfil their commercial potential.



To be the preferred partner of companies
facing a commercial transition.
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ing brands & people.

We are known for

long-term
fame

we have a very
clear purpose...



Elevating Brands
and People.






Consulting

Our consulting team can help you transform your marketing with a practical,
proven combination of analytics, customer-centric data insights and a test-and-

learn approach.

We’'ll help you make immediate progress and build the internal skills you

need to continue delivering the right messages to your customers. We bring a
powerful combination of analytics, creativity and business understanding to your
organisation’s marketing efforts.

Market Segmentation
Persona Development
Brand Analysis

Brand Image

Drivers & Barriers
Customer Journeys
Customer Insights



Concept
Development

We develop creative ideas that solve real business problems - and we believe
there's a simple formula for doing so. It’s called telling the truth. It’s going
beyond a standard features and benefits list to unearth the emotionally
important promises that exist within a brand. We then transform these truths

into work that stimulates interest, motivates the target, elevates the numbers,
rattles cages and kicks tail.

Communication
Platforms
Communication
Concepts

Product Concepts
Campalign
Development
Advertising

Film



Elevating brands & people.

Design

Design has and always will be a vital part of Sunrise. Surrounding every strong
brand is a distinct, uniform, and recognizable visual expression. We can help you
translate your brand’s DNA and personality into a strong visual identity, ensuring
that zesty fifth element that truly reflects and breathes life into your brand.

Visual Identity
Logo Design
Product Design



Elevating brands & people.

Digital

We help our clients bring clarity to their customer journeys, defining
opportunities that build on an unparalleled end-to-end customer experience.
We plan, design, build and deploy digital experiences, products and services, all
of which are supported by a roadmap for long-term growth and optimisation.

Websites

Analytics & Optimisation
Digital Identity

UX

Ul



Social &
Activation

Elevating brands & people.

Our social team helps brands across various industries with different aspects
of social media marketing. By deploying results-driven social strategies, creative
and production services, community management, paid social advertising,
influencer marketing, and much more, we deliver the social expertise you need

for your brand to win.

We strive to provide clients with a carefully planned and bespoke social media
marketing strategy that will boost sales, generate new leads and offer the
audience exactly what they need.

Social Media Strategy
Social Media Execution
Paid Social & Content
Distribution

Community Management
Influencer Marketing



CRM &
Sales
Fnablement

Elevating brands & people.

Whether you are looking for CRM, Marketing Automation, Email Flows, or other
tools from the Martech stack, we can help you develop the necessary strategy
and make sure it is adopted by all relevant stakeholders in your company.

We are proud to be a Diamond Certified HubSpot Partner Agency and a Klaviyo
Partner, as these distinctions represent our commitment to helping brands
generate leads and achieve tangible results through inbound marketing.

Inbound Marketing
Email Marketing
Marketing Automation
Custom Solutions
Reporting

CRM
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IF YOU CAN’T TELL
THE DIFFERENCE
BETWEEN YOUR
STRATEGY AND
TACTICS, YOU DON'T
HAVE A STRATEGY.




Article:

INsist on These

Three Steps in Your
Company’s Marketing
Strategy

In 1931, a young boss at P&G wrote a memo that came to form the
foundation of modern brand management. Here in 2023, everyone
working in sales and marketing would be wise to re-read “the
McElroy memo”, as the countless digital possibilities present today
have blurred views on how to build effective brands and distinctive

campaigns.

By 1925, P&G had already created a department for consumer
research in order to understand consumer preferences and
behaviour. However, McElroy argued that this was not enough. He
wanted to move the overall responsibility for brand management
from the sales department to the marketing department. According
to McElroy, P&G should have a single person responsible for a

single brand. This brand manager would be in charge of the brand’s
storytelling and take on all brand-related activities — from customer
and sales analysis, to advertising and packaging design. These ideas
would ultimately form the basis for how many companies run their

marketing activities to this day.

Why is it relevant to The memo is relevant for two reasons. First,

read a 90-year-old it contains the important insight that brand

memo? responsibility must span the entire value-chain
— from customer understanding, to strategy
development, to implementation. Second, it
reminds us of something that many companies
forget in the quest for digital optimisation and
quick results: that there is one model that
always applies when working with marketing.
This model is Diagnosis — Strategy — Tactics,
and always in that order. At Sunrise we call it

INA — Investigate, Navigate & Activate.

It is expensive to jump directly to the tactical component

Many marketing leaders are absorbed by the numerous digital possibilities of today and
try to find fast solutions — solutions that may be based on the motto, "We can simply
change it because it's digital". New channels, platforms and solutions blend together

in a mass offering, the "free" SoMe channels are always at hand, and you can feel the
need to take a position on everything available at all times. Shouldn't we be on TikTok?
What do we do with Al? And what about Salesforce — are we doing enough with it? It's
easy to take action based on "quick" marketing possibilities rather than what creates

value for, and relationships with, the customer.

It doesn't take long to write some content articles or film a rough campaign that can
be released in record time. But sooner or later, you have to look at the sales numbers.
As an advertising professional who has tried almost everything, it's my experience that
you should stop trying to "go" before knowing where you want to go — and that you
should resist the temptation to take shortcuts in the hope of achieving fast results. As
the legendary copywriter David Abbott said, "Shit that arrives at the speed of light is
still shit".



The winner is still the one that hops where the fence is highest.
There is no miraculous shortcut to success in marketing. Good
marketing always begins with the customers’ needs. It is here you
must start in order to create lasting success, and it is here the three
steps McElroy pointed to almost 100 years ago still work. You still
Investigate (carry out a diagnosis), then Navigate (create a strategy),

and — in the end - Activate (think tactically).

Formulating an effective Investigate phase is a three-part process.
You begin by using your knowledge of your brand or product to
develop a hypothesis regarding which problem you can solve for
the target group, or what needs you can fulfil. Next, you test your
hypothesis by speaking with people who love the brand. They will
explain what they like and what can be better. Lastly, you use
qualitative research to evaluate how many people experience the
problem or have the need you want to address (research can be
expensive and difficult, but the alternative of going with a gut-
feeling is even more expensive, as it rarely pays off). This three-
part approach yields a diagnosis that allows you to understand how

customers act and do not act — and why.

After the diagnosis, you can proceed to creating the marketing
strategy. Ask yourself, how should the brand be positioned? Which
target groups should you pursue? And in what order should you
execute each element of the plan (including KPIs)? Remember, your
customers see several hundred marketing messages every day, so the
strategy cannot be too generic (boring), and the campaign’s design
must be distinct. Everyone knows that these types of campaigns

are difficult to create, but in my experience, it’s even more difficult
getting brands to buy them. This may be why we see so many easy,
indifferent campaigns — even though we know studies show that

creative campaigns function best.

"Your customers see several

hundred marketing messages

every day, so the strategy

cannot be too generic

(boring), and the campaign’s

design must

It requires bravery to choose a solution that
people can relate to. And if you have second
thoughts, you can always revisit the diagnosis.
When you know deep down that you’re on

to something, which is important for the
customers, it’s easier to find the courage you
need. It’s not the end of the world if someone
has something against your marketing — but it
is if no one notices it. Only after the diagnosis
and strategy are in place should you begin

to look at the tactical elements. What is the
most effective way to reach the customers?

How do you get the most possible return

ne distinct!

out of your marketing investment? What role
should the website play? How many seconds

should the film be? What should a click cost?

If your company carries out marketing

efforts based on these three steps, and in

the aforementioned order, you can be quite
certain that the results will be relevant,
desirable and effective. And after receiving
such results, it’'s only appropriate to take out
a good bottle of wine and send a kind thought
to blessed Neil McElroy.

Enjoy.



I N A We believe that companies can’t make the creative leaps needed for growth without
going beyond data analysis and gaining real customer insight. We are insanely curious
about people and what makes them tick. For us, that’s still the most important

o
I nve St I gate question in marketing.
N aVi gate To gain real customer insight, we use a data-driven method called INA. This method

helps our clients move from complexity to simplicity, and enables them to make

Q Ctivate better, more informed decisions about their business and marketing.

NMETHOANND



Q Data & Insights
We collect the data, conduct the

analysis and help you get to know the

customers

Brand strategy should not be complicated if done right. It simply requires

: : : : : Brand & Strate
taking the right steps in the right order and remembering that they are gy
We develop the brand strategy as a

cohesive response to the challenges

multiplicative. What do we mean by that? In short, that the success of ‘
one part directly affects the success of the others.

Activation
We help you activate the brand
strategy to achieve commercial effect

in the short and long term

— Go-to-market
success



Imagine that all three phases are perfectly executed:

10 x 10 x 10 = 1000
Go-To-Market
Approach Score

If this is the case, then we’ve done everything we can to deliver success
in the market. Multiplying those perfect 10s gives a score of 1,000.

| Investigate

Data & Insights
We collect the data, conduct the
analysis and help you get to know the

customers

| Navigate

Brand & Strategy
We develop the brand strategy as a

cohesive response to the challenges

| Activate

Activation
We help you activate the brand
strategy to achieve commercial effect

on a short and longer term

1000



But not giving one phase the focus it deserves can have a
huge effect on the effectiveness of the campaign.

2 X170 x10 = 200
Go-To-Market
Approach Score

— 200



And jumping straight into strategy and tactics,
without really understanding your market and the
issues that you are tackling? Multiplying anything by
zero results in zero:

Ox10x10 =0
Go-To-Market
Approach Score

This is of course a simple model, but it’s intended to highlight an increasingly common situation.
Too often we see the Investigate phase skipped, as people want to move straight into doing
"stuff". They leap into ideas without knowing the real problem the idea is supposed to solve.
When campaigns are created based on internal opinions, biases are projected outward to

customers, rather than insights coming inwards to the organisation to inform strategy.

Without a properly researched diagnosis, it can be difficult to demonstrate to your team that

their opinion doesn’t reflect the actual situation or the needs of the customers.







More time for
what matters with
home delivery

nemlig-com



Case
Castus

Deliverables

Brand Analysis
Communication Concept
Product Concept
Product Design

Social Media Strategy

Bringing a piece of
nature to the people

Transition challenge

Despite being over 50 years old and enjoying
high awareness and preference, particularly

for its hero product, Castus was dealing with a
misunderstood brand perception and unfulfilled
commercial potential across audiences and
product categories — on top of an increasingly
competitive market.

Solution

Sunrise conducted a thorough analysis of the
competitive landscape and market trends,
interviewing a number of existing and potential
customers. It was clear that a growing focus

on health, natural food, authenticity and local
produce are all important factors for the target
group. While Castus is synonymous with these
trends, it was time to let more consumers know
about it.

To revitalise such a beloved brand was to pay
tribute to its heritage while focusing on how the
brand could align with the demands of today’s
modern consumers.

Result

The new Castus tone-of-voice, visual style and
colours were carefully selected to reflect the
simplicity and natural quality of the products.
The brand DNA also had to be summarised

in a precise statement that communicated
everything Castus stands for. Together with The
Whole Company’s management, we landed on
“A Piece of Nature”. With Castus, everyone can
get a piece of nature every day, making the

brand universal and both “of and for the people”
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we o Fighting
Social Isolation

: " DEM DER
Aai Q’ REKKER UD,
Deliverables Founded by Her Royal Highness Crown Princess Mary, h KA‘N GGRE EN

Communication Concept Mary Fonden is one of the most well-known foundations FORSKELI

Campaign Development in Denmark. Mary Fonden’s main purpose is to fight social ‘ S S

Films isolation, and it is especially known for its work to prevent . - ? *

Social Media Strategy loneliness and bullying in schools and other institutions. h . Mar\/ FOﬂd@ﬂ

Social Medie Execution Social isolation is a complex problem that can have major A AT s
consequences for both individuals and society as a whole.

From a communication perspective, it is not something
that can be solved via a single campaign. It demands a
comprehensive effort and long-term attention across
different channels and focus areas — which Sunrise and
Mary Fonden have worked together on for several years.

Transition challenge

While communication was already a high priority for Mary
Fonden, there was still untapped potential in the activation
of its digital channels and social media to inform, inspire and
spread tolerance regarding social isolation. At the same time,
Mary Fonden wanted a more strategic plan to further unfold
its communication platform in order to encompass other
areas related to social isolation, such as domestic violence.

Mary Fonden

H.K.H. Kronprinsesse Marys Fond

Mary Fonden teamed up with Sunrise, who could act as a
strategic and creative partner, in addition to contributing to
the roll out and activation of communication on social media.

Solution

In close collaboration with Mary Fonden, Sunrise has planned
and developed always-on activities on primarily social media
for several years, in addition to nationwide campaigns.
Sunrise has been a long-standing strategic partner for Mary
Fonden’s communication efforts, helping form the foundation
for various ongoing activities.

Result

Together with Mary Fonden we’ve through communication
turned the spotlight on social isolation, developed tools
and recommendations to help fight social isolation and
simultaneously increased the awareness and understanding
of Mary Fonden as an organization.

<Semd message 4 (Send message : (Send message




Deliverables
Communication Concept
Product Concept
Advertising

Film

ILALLE 0S
JER ERLIDT
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To all of
from BKI

Transition challenge

With its quality and heritage, BKI has many
great stories to tell. The key question: how to
tell these stories in a manner that strengthens
the BKI brand and position BKI as more

than just low-price coffee. The task had two
parts: create a brand platform and create a
communication platform.

Solution

We began work on the brand platform by
unpacking the essential narrative of BKI. This
task included establishing brand position and
determining the primary target group. With
these elements in place, we were able to
develop the communication platform to engage
with customers.

T
DER VIL HA
AT V/ELGE IMELLEM

Gaining a deep understanding of the target
group’s wants and needs, it became clear that
BKI’s ideal position lay opposite the current
coffee trend of high-end luxury that so many
brands have tried to assume. BKI, after all, is
for those who simply want a quality cup of
coffee at a fair price. Therefore, we created

a strategy to get “everyday coffee drinkers”

to perceive BKI as the simple choice that
strengthens everyday moments.

US

Result

Our strategy led to the creative platform “BKI
Kaffe — til os alle” (BKI coffee — for all of

us), which was made to work across various
channels. Determined to avoid the norm of
creating a “pretty” coffee commercial for

TV, we set out to do something different.
Inspired by Benny Andersen’s beloved poem
Svantes Lykkelige Dag, the solution was almost
automatic. We invited the musician Katinka to
re-record the poem, setting it to visuals of the
everyday moments that BKI helps make even
better. The end result: cohesive and unique
brand and communication platforms that have

helped reposition BKI as the coffee for all of us.

KAFFEN ALLE KA’ LI’

SPECIALRISTET
FORMALET KAFFE

400 g €

A new take on a classic
Inspired by Benny
Andersen's beloved poem
Svantes Lykkelige Dag, we
invited musician Katinka to
re-record the poem, setting
it to images of everyday
moments that BKI helps
make even better.




Case
Pilgrim

Deliverables

Social Media Strategy
Social Media Execution
Influencer Marketing

Exploring TikTok
with Pilgrim

With 40 years of dedication and passion for
designing jewellery, Pilgrim is an international
brand recognised worldwide for its signature
Scandinavian design. Already a known brand
among its younger target audience, Pilgrim
wanted to take the next step on social media by
strengthening its position with an international
target group. Pilgrim’s talented in-house brand
and marketing team came together with
Sunrise’s social specialists to establish and grow
a strong presence on a new platform: TikTok.

Transition challenge

Pilgrim wanted to launch on TikTok to drive
awareness and brand love internationally, while
also strengthening its position among a younger
target audience. Pilgrim was, however, cautious
about getting started too quickly, as it did not
want to risk its content not getting traction

and falling through the strong culture and
communities that prevail on TikTok.

Solution

With the development of a TikTok strategy,
Sunrise structured Pilgrim’s content to achieve
faster and more efficient content production
that is relevant to the target group and true to
the brand. Sunrise’s social team quickly became
an extension of Pilgrim’s marketing team with
day-to-day sparring and advice. Jumping on
trends, playing with the Pilgrim brand and
exploring new creative directions was part of
building brand love, and within a few months,
the effort showed visible results that supported
the TikTok strategy.

Result

Together with the Pilgrim TikTok team, we
accelerated the TikTok frequency and ensured
consistency in the overall content production.
This resulted in a dynamic feed with variation in
content categories and creators. Within the first
three months, we gained over 10,000 followers
and saw an increased growth in both video
views and interactions.
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When youithought:
getting readylwould take
2 hours but youireldone!

in 30 min=

PILGRIM

PILGRIM



Case
Candy King

Deliverables
Social Media Strategy
Social Media Execution

Sweet
as
candy

Transition challenge

CandyKing recently reinvented itself with a
colourful, quirky brand identity and a new
universe that blurs the boundaries between real
life and imagination. Furthermore, it aimed to
establish a closer connection with its customers
by targeting the occasions when they consume
candy. Next on its to-do list was to launch the
brand identity in Denmark. This led CandyKing
to a collaboration with Sunrise as its strategic
and activation partner on social media.

Solution

Sunrise and CandyKing decided to activate the
new brand universe through a combination

of campaign bursts and always-on initiatives
on Facebook, Instagram, and later TikTok. The
goal was to incorporate the same sense of
humour and playfulness found in the rituals
of picking, mixing, and enjoying CandyKing
into the activation of the new brand universe.
Ultimately, the aim was to create cosy and
enjoyable moments for couples, singles and
entire families.
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25 likes
Jermanos #awesome
layla great work |
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Result

Following the same go-to-market plan and
strategy for several years, CandyKing has
achieved growth on its own media and raised
awareness of its brand. CandyKing has also seen
an increase in reach and followers not only on
Instagram, but also TikTok, where it's organically
gained nearly 10,000 followers in six months.

The collaboration with Sunrise focused

on testing new concepts, categories and
challenges, which provided data to make

more informed decisions on what to prioritise.
Influencer activations have proven effective for
campaign promotions, and today influencers are
integrated into CandyKing’s marketing.

@ Instagnam +

Storles
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Case
Flugger

Deliverables
Communication Concept
Product Concept

Film

Whatever
IS inside,

Flugger's

outside.

Transition challenge
Flugger Group is widely known for its indoor
paint across the Nordics and has successfully

acquired a market-leading position in Denmark.

However, awareness is low for Flugger’s
outdoor products, especially among private
consumers, which is a strategically important
segment. Furthermore, Fligger is up against
competitors with high awareness and large
market shares. The question was how to
change that in order to increase awareness of
Flugger's outdoor products.

Solution

Sunrise’s analysis showed that there was a need
for a long-lasting communication concept with
the main purpose of connecting Fligger to the
outdoor category. Moreover, it needed to be
done in a way that stood out significantly and
could create attention. The concept “Whatever
is inside — Flugger is outside” was developed,
which differentiates from the industry by raising

the emotional value of a very functional product.

FlGgger's outside.

% Fliigger

Result

When you use Fligger on your house, you don’t
need to worry. Feel safe, feel protected and feel
comfortable because of what’s on the outside.
Which begs the question — what’s going on
inside? This became the foundation for the
development of future campaigns, with the
first celebrating diversity and relations between
people — a fundamental part of Fligger’s DNA.
The campaign ran in five markets accross TV
spots, print ads, digital media and outdoor.

Flligger

i

Fliigger’s outside.

Whatever’s inside. Fliigger’s outside.

* Flugger _

WoadProtection |




Case
SpecSavers

Deliverables
Communication Concept
Film

Social Media Strategy

The Eye
Opener

Transition challenge

Studies show that about 80% of people believe
vision is the most important sense. Despite this,
people rarely get their sight checked. This may
be because few people are aware that up to
50% of all sight loss can be avoided with regular
sight checks. As an important message for
consumers, these insights provide Specsavers
reason to show that its at the forefront of sight
testing in stores and that eye health is its top
priority.

Solution

Sunrise developed a concept “The Eye Opener
Test” to be launched in five markets. In a series
of touching films, various Specsavers customers
told honest and personal stories of how having
an eye exam had helped them find more serious
problems than just poor vision.

Specsavers presents

The Eye Opener test

Result

The campaign was a great success for
Specsavers, with the stores in the various
markets all reporting increased traffic.
Customers appear to have connected with the
campaign and better understood how important
it is to get their eyesight checked regularly.

Specsavers



= Good design.
Good coffee.
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emmerys

emmerys

Result

Based on strategic choices, a new brand
promise was developed: “Mindful coffee
moments”. This was accompanied by

a renewed corporate visual identity,
including a distinctive new brand stamp
and tagline: “Organic coffeehouse and
bakery”. To ensure alignment with the
intended brand position and new visual
identity, the entire brand’s store concept
and design were also revamped.

emmerys

Deliverables Transition challenge
Visual Identity After some years of heightened competition,
Logo Design emmerys decided it was time to strengthen
Product Design its corporate visual identity, tagline and
brand promise as part of a comprehensive
revitalisation strategy. The key question: how
should the brand reposition itself in the market?

[

. jsestam: N
Solution =

. . . = =
To develop the most .relevant direction fc?r the el ‘”‘”é ‘[”“:
brand’s new CVI, tagline and brand promise, ——
emmerys and Sunrise started analysing the
brand’s competition, performance, foundation e
and potential. This resulted in four main e
strategic choices, which became drivers for the
brand position and led to the question of how
emmerys should position the brand in the future

to reach its full potential. emmerqs

ORGANIC COFFEEHOUSE & BAKERY
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Case

= Aheavy
message ¢ N

Deliverables
Communication Concept
Campaign Development
Film

Social Media Strategy
Social Media Execution

Transition challenge

Weight is one of the greatest social and health
challenges of our time. In 2017, 51% of Danes
were overweight and 17% were obese. Despite
these numbers, few are aware of how serious
the situation is — which is exactly why action
was required. The challenge was two-fold. One:
Only 5% of Danes knew about the link between
being overweight and cancer when asked
independently. Two: given how sensitive the
topic is, communicating the negatives of being
overweight had to be done in a careful manner.

Solution

To convey the message, a four-phase strategy
was developed. First, a broad PR campaign was
launched to rouse media interest. Second, we
focused on the causes of being overweight —
emphasising that it’s about complex cultural,
social and economic issues as much as the
individual. Third, we partnered with the brave,
relatable and well-known Dane — Anders W.

Berthelsen. Showing that he’s not as slim as
he once was, he explained that becoming
overweight tends to occur gradually and can
go unnoticed for several years. Lastly, we
developed partnerships to prevent unhealthy
weight gain by increasing the demand for, and
availability of, food and beverages in smaller
packages and portions.

Result

The campaign received over 5,000,000
impressions on SOME (paid and organic), over
3,500 shares, 7,700 likes and over 80% of Danes
claimed they enjoyed the film (KPI 55%). As

an extension of the campaign, 18 partnerships
were established aimed at preventing obesity
by increasing the demand and availability of
food and beverages in smaller sizes. Partner
companies include 7-Eleven, McDonald’s, Coop,
De Samvirkende Kgbmaend and more.

Kreeftens Bekaempelse
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Case
Clever

Deliverables
Communication Concept
Campaign Development

A Clever strategy
to increase customer
engagement

Transition challenge

As the leading charging operator in Denmark,
Clever has big ambitions for the green transition
and the electric car transformation. To support
these ambitions, a team has been established
to activate the brand and products through
engaging content that retains existing customers
and inspires potential customers and partners
to choose or sell electric cars and Clever.
However, to do so, the team needed a strategy.

Solution

Based on a co-creating approach, Sunrise
supported and facilitated the process of
defining a strategy that could help the Clever
team define clear objectives, identify unrealised
potential, and prioritise efforts across the team.

Result

Clever received one unified strategy with clear
objectives, newly ordered priorities and a
detailed roadmap specifying project owners

and responsibilities. The strategy also included
concrete tools for ongoing work, leaving the
team with motivation, ready to execute the
clearly defined plan of action to support Clever’s
business goals.
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Case
Perspirex

Deliverables
Communication Concept
Campaign Development
Film

Social Media Execution

Embracing
the best version
of yourself

Transition challenge

The global antiperspirant brand, Perspirex,
needed a global toolbox of content that could
be used on digital platforms in the coming years
to communicate its “Embrace Your Moment”
platform in its 40+ markets. However, Sunrise
had to create a carefully calibrated look and
feel, as Perspirex is neither a lifestyle product
nor a medical product. Another challenge

was to determine the right theme and visual
expression to speak to the target group and fit
the current cultural trends, meaning diversity
and educational information were central to the
platform’s development.

Perspirex

Strong
Extra-effective
Antiperspirant
Roll-on

Perspirex
Strong
Controls sweat and odour Extra-affective
Eatn efccth forupto SO0y ey
High ngth formula Roli-an

Solution

Sunrise was chosen to develop the “Embrace
Your Moment” platform for Perspirex back in
2017. Already on point with the brand’s confident,
optimistic tone, the process began with a deep
dive into global events between 2017-2021. The
research on trends and events pointed towards
individual empowerment as highly relevant for
today’s consumers. This was the perfect way to
position a brand that’s all about helping people
to be the best version of themselves.

Result

Confident, empowered, contemporary shots of a
diverse cast of models. Renewed product shots
with scientific props and staging. An energetic,
powerful brand film of consumers engaging in
moments with full confidence - all thanks to
Perspirex.

Perspirex
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Deliverables Transition Challenge
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Result

The campaign culminated in two commercials
with the fantastic Bodil Jergensen - a
household name in Denmark — cast in the lead
role. She was the perfect actress to convey a
serious message while having a good laugh. The
commercials start in an everyday environment
and take a sharp turn when the lead character
finds a battery in the rubbish bin and reacts in
a way no-one is expecting: “Are you fucking with
my groundwater?!”.



Elevating brands & people.

Deliverables

Campaign Development
Social Media Strategy
Social Media Execution
Influencer Marketing

The bank

that doesn't

feel like a bank

Transition challenge

From a marketing perspective, Lunar was already in
a great place. It had succeeded in building a strong
position in the Nordics, while also experimenting,
challenging and finding new creative ways to
communicate its brand and product. However,
Lunar wanted to be even more “social-first” with its
brand and marketing solutions and needed a team
that, besides being able to move fast, could consult
and execute on social media in close collaboration
with its own team.

Solution

Sunrise’s social team quickly became an extension
of Lunar’s brand and marketing team, contributing
to the strategy development for social media and
ongoing production for Instagram and TikTok.

Sunrise structured Lunar’s content to achieve
faster and more efficient content production, and
at the same time measure data and learn more
about the preferences of the target group.

Sunrise acted as a day-to-day advisor and agile
sparring partner for Lunar. For a fast-growing
company like Lunar, this included launching
Lunar’s “Will Power” campaign, the company’s
new brand identity and its new crypto product, all
within a few months.

Result

Together with the Lunar team, we
accelerated the post frequency
and injected more consistency into
the overall content production.

We saw an increased growth in
reach, interactions and followers
on both Instagram and TikTok.
Together, we succeeded with
co-sourcing and becoming an
agile, day-to-day partner for the
Lunar team. We constantly sought
new ways to communicate the
complex topic of finance, and
received mentions for our efforts
on both Instagram and TikTok.

Reels

These are still
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: -‘Deliverables
‘Brand Analysis
Customer Journey
Customer Insights

Transition challenge

Never a brand to stand still, NEYE wanted to
reflect upon where it was in the present and
where it should be going to ensure relevance
among existing customers and to attract

new ones. Vital questions included: Which
consumers should NEYE focus on? How can
NEYE maintain relevance among them now and
in the future? Where does NEYE need to be
visible? Which initiatives should NEYE prioritise?

Solution

A total of 14 in-depth interviews and 50
observational, on-the-spot interviews were
conducted across the country. Building on
findings, Sunrise surveyed more than 1,000
nationally representative customers and 1,300
of NEYE’s existing customers. The findings

TRIGGER

A need, desire
or temptation

LOYALTY

Engagement,
involvement or
recommendation

Customer
Journey

USE

Service, repair and
ongoing maintenance

were converted into a broad understanding of
NEYE’s most valuable customer segments, a

map of their buying journeys and a foundation
for the management team to further build its
strategy upon.

*Sunrise’s approach has given us

luable insights into the customers’

Result

NEYE gained a detailed understanding of its
existing and potential customers, including
key insights relating to each phase of the
journey. Furthermore, drivers and barriers
outlining issues, opportunities and performance
compared to competitors were delivered. The
insights were followed up with a number of
recommendations to support the strategic work |
of NEYE’s management team to help transition
the brand successfully within the category.

E:" i

‘_:e;"_‘_-in;each of the buying phases

to enhance, and which phases to

| prioritise and focus on to optimise

; . == , S our strategic investments”

Camilla Raffnsge, CEO, NEYE

RESEARCH AND
EVALUATION

Inspiration and information
are sought to uncover
options and possibilities

R il

PURCHASE \
A decision is made
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Deliverables Transition challenge

Communication Concept Z0O0 in Copenhagen is known to all Danes. It is a
Campaign Development place families have enjoyed for decades. But the
Film zoo is also a place people quickly forget about.

Social Media Execution After all, if you’ve seen the lions once, why
come again?

Z0O0 could see this behavior in the visitor
numbers. So how could we get the target
audience to visit the ZOO more often? The
more guests visiting ZOO, the more effective
Z0OO can be in educating people and spreading
its message of nature conservation.

Conservation
forthe Kids

&@_m; »i_

Yot
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19. NOVEMBER - 1. JANVAR .

Solution

Z0O0 needed a creative concept that could
speak to the kids and, at the same time, tell I HAVEN
all the good stories about how it was created -’ ¥ A
to promote nature conservation. In close 14.-30. OKTOB\:;M A
collaboration with ZOO, Sunrise recommended o
the development of a kids club. In the ZOO START  vipeogg
Children’s Club, the kids meet Pelle, the

panda, and Kaya, the kangaroo. The two friends
invite kids to year-round fun, games, and
entertainment at at ZOO. Zookeepers are also
always present to tell stories about what’s going
on at the zoo. Zoo BORNEKLUB

-~

Masser af gratis aktiviteter for born. Du kan blandt andet sté p& .

RULLESK@JTER mellem pandaer og pingvinger, synge med Popsi og

Krelle, klippe-Klistre i det hyggelige juleveerksted, mode Pelle, Kaya
og Dyrepasseren og meget mere.

PLAYUSTER e

K@BENHAVN

ABONNER

121.000 abonnenter - 878 videoer

Result

Z0O0 now has a concept that can be used for
campaigns across various media channels. Pelle
and Kaya have become well-known figures
among the young children, and the children's
club has gained lots of new members, thus

ensuring increased traffic to the zoo. @ o
R ER KAYA?

® .8 &

Abonnementer  Saming

i e -~
S
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W RernEldny
DINO ZOO
ER TILBAGE
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Case
danbolig

Deliverables
Communication Concept
Campaign Development
Advertising

Appealing to
high-end real estate
expectations

Strandvejen 213, Charlotteniund

Transition challenge

Based on its existing position of strength in
the everyday real estate market, danbolig
wanted to capture more market share among
the high-end buyer segment. This required an
even more distinct communication concept
as buyers in this specific segment have very
particular expectations of how brands should
look and act.

Solution

Based on qualitative in-depth interviews
with danbolig real estate agents, it became
clear that to become relevant within the
high-end segment, high-end expectations
for exclusivity had to be fulfilled. However,
due to danbolig’s primary focus on the
regular real estate market, it was important
not to compromise the existing, strong
identity. The necessary approach was to
remain true to danbolig’s DNA with a new
high-end concept while keeping its well-
known personal approach.

Result

The new liebhaver concept was established
through a new tonality, logo, colours,
typography, image style and design
elements. With the new liebhaver concept,
danbolig and its 150 real estate agents
gained an even better position to appeal to
the high-end customer segment - therefore

expanding its brand perception and position.

Til dig med
noget mellem
veggene

Liebhaver

ABC
123

ABC
123

At szelge boliger til
hgjttlyvende priser
uden at miste
jordforbindelsen

herskabsvilla m
hvad hjertet bega

danbolig

W =

2.977 699
Felgere  Falger

Liebhaver Klampenborg

med plads til




Case
FitnessX

Deliverables
Communication Concept
Campaign Development
Film

Social Media Strategy
Social Media Execution

oin the

conversation

Transition challenge

How do you attract a younger generation that
is heavily influenced by the digital world,
contemporary body images and inclusivity to

a gym? Gen Z and millennials demand fitness
brands that have joined the conversation about
identity politics, rather than brands flouting
six-packs and bubble butts. With the need to
create an entire brand from scratch, the road to
peak performance was going to be demanding
for FitnessX.

Solution

Sunrise’s analysis showed that people actually
don’t care about the number of locations a
gym chain has, as they are more interested in a
local fitness centre that can meet their needs.
Moreover, the younger generation has largely
moved on from superficial and objectifying
body imagery, instead gravitating towards
self-empowered, individual and realistic body
imagery. These insights indicated the need for
new product offers that could position FitnessX
as a disrupter in the market. The solution was
a new visual identity based on our insights that
could be adapted to each FitnessX location,

as well as a new concept called “Treeningsven”
(“Fitness Buddy”).

Result

To position FitnessX and “Treeningsven”, Sunrise
developed a social strategy to address the target
group on the social media they use with content
that’s on point for a generation that questions
the status quo. Based on thorough research of
the target group, Sunrise created more than 70
assets that can be used throughout the next
year for split-tests/AB testing, allowing FitnessX
to make data-driven decisions regarding content
for its different target groups.

“Traeningsven” allows people to
give a free fitness membership

to a friend, partner, colleague,
child, neighbour or whoever
else you want to train with.

TRANINGSVEN |
TRAN TO. BETAL FOR EN

SPAR YDERLIGERE

50%
TIL 1. NOVEMBER

BRUG KODEN
“nov50”

FITNESS TRANINGSVEN

FITNESS X

TRANINGSVEN
TRAN TO. BETAL FOR EN

LAS MERE

FITNESS X






Case
Novozymes

Deliverables
Communication Concept
Campaign Development
Film

Playful purpose
activation

Transition challenge

Novozymes’ purpose is known throughout the
entire company, but top management wanted
to re-activate it for the most recently hired
employees. Due to the separation created by
corona, the new campaign had to reconnect
people and strengthen internal community
spirit. The campaign had to reach 6,500
employees across 37 locations in 19 countries
and activate them in a playful and engaging way.

DrRAW

WiTh

Solution

In close collaboration with Novozymes, Sunrise
landed on the campaign idea: “Draw with
purpose”. We gave everyone the opportunity to
draw on a simple piece of paper with the outline
of the Novozymes purpose diagram printed on
it. Every employee’s drawn contribution was
collected and edited into a single purpose
campaign film, with various employees from
around the world explaining their drawings.

Result

This solution created a campaign that
explained the purpose of Novozymes and
engaged 6,500 employees across the world.
The campaign created a unifying, social activity
for all employees, as well as an opportunity

to reflect on and share their thoughts about
Novozymes’ purpose.

DURPYSE

novozymes“)gO

Rethink Tomorrow

OGETHER.

1.
Ao

tion in my hus
at the whole

t only working for an amazing company,
0 working for a cause

X
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Case
TravelOperations

Deliverables

Customer Journey
Customer Insights
Communication Concept
Advertising

Film

Visual Identity

Logo Design

Website

Behind every
great journey
IS a great insight

Transition challenge

TravelOperations faced a critical challenge in
communicating the value of its offering to target
audiences. Despite its proficiency in product
communication, the company lacked a thorough
understanding of its customers’ needs and

pain points, and therefore struggled to tailor its
messaging to its various customer segments.
This challenge was amplified by the fact that
TravelOperations offers three different products
— each aimed at different customer segments
with unique preferences for communication
channels. Moreover, the company’s brand

and its website did not accurately reflect its
desired market-leading position, which hindered
effective engagement with potential customers.

Solution

TravelOperations partnered with Sunrise to

gain a deeper understanding of its potential
customers and refine its messaging. Sunrise
began with qualitative interviews to gather
insights into the needs and preferences of the
target audiences across the customer journey,
including preferred channels and media. With
this information, Sunrise created a messaging
hierarchy for each stage of the communication
funnel (awareness, consideration, and
preference) and tailored it to each of the three
customer segments.

Using these insights, TravelOperations and
Sunrise developed a new brand concept

and visual identity that aligned with
TravelOperations’ market-leading aspirations.
The updated branding was then implemented on
the company website, ensuring a consistent and
compelling customer experience.

Result

TravelOperations established its new brand
concept: “Behind Every Great Journey.”

The concept embodies the valuable role of
TravelOperations in facilitating its customers
growth journeys, supporting the company’s
internal journey, enabling employee career
development, and facilitating travel for
professionals around the world.

The insights gathered through qualitative
interviews were key to creating targeted
messaging for each of TravelOperations’
customer segments, accounting for customers’
unique needs and pain points throughout the
customer journey and across their preferred
media channels. The new brand concept was
applied to an updated brand platform, complete
with a refreshed visual identity and a redesigned
website. Additionally, new initiatives were
identified to further enhance TravelOperations’
market position.

’

TravelOperations ates hbaoaint by CAREER  INSIGHTS

all and medium business Small, medium and enterprise Utilization

Behind every great jqdfney

Helping travel agencies operate smarter and delivef Better expepiences:

(<
1}

Behing
Every
Great
Journey

CONTACT

TravelOperations



Case
DFDS

It's a hard life without

DFDS Direct

Deliverables

Customer Insights
Communication Concept
Campaign Development
Advertising

Film

Website

UX

0]

Social Media Execution

O E G £

Transition challenge

The challenge for DFDS was to develop an
effective but unique campaign to communicate
the benefits of its logistics tool, DFDS Direct,
in a more light-hearted way. In an industry
associated with traditional communication
methods and precise, 1-to-1 explanations of
features, the objective for the campaign was to
clearly communicate the overall advantages of
DFDS Direct in a way that would bring a smile to
the potential customer’s lips.

Solution

The solution was reached in close collaboration
with DFDS. Together we developed a new
customer-centric approach to communicating
DFDS Direct by focusing on the overall customer
benefits — eliminating stress and saving time.

The most effective way to emphasise these
benefits was not to show what it’s like using
DFDS Direct, but what it’s like without it. This
angle led to the creative concept: “There are
many ways to run your logistics ... and then
there is DFDS Direct™

Result

Our work resulted in a campaign consisting of
three hero films featuring Sophie, a logistics
manager who consistently encounters
unfortunate situations in her work that could
easily be avoided by using DFDS Direct. Different
from what it has done in the past, the campaign
helped DFDS stand out from competitors and
lay the foundation to adapt a customer-centric
approach focused on communicating products
in more unique ways going forward.
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Case
Scaleup

Deliverables
Communication Platform
Communication Concept
Campaign Development
Film

Website

UX

ul

Social Media Strategy
Social Media Execution
Paid Social &

Content Distribution
Inbound Marketing
CRM

A complete revamp of .
one of Denmark's fastest
growing tech companies

Don't hire a CFO,
subscribe to one.

Our team takes financial management off your hands, so you have the freedom to

be a founder.

Transition challenge Result
Scaleup Finance aimed to accelerate sales and Scaleup Finance now has a distinctive identity
transition from relying primarily on referrals and a well-orchestrated brand and marketing
(95%) to a more scalable solution to continually strategy that fits its ambition and position as
fill the pipeline with new leads. At the same time, an industry game changer.
it wanted a clear strategy for a successful entry
to the UK market. But to accelerate sales and The fast-growing company has seen high
drive short- and long-term commercial growth, performance and impact in the Danish and UK
there had to be focus on Scaleup Finance’s brand markets. Today only 10% of sales are referrals
identity and messaging, as well as the company’s (compared to 95% before), while marketing
overall brand and marketing approach. is one of the main drivers for filling the sales
pipeline with new leads. This has made
Solution its marketing approach more scalable and
Sunrise was Commercial Lead for developing the suitable for fast growth.
go-to-market plans and roadmaps together with
the Scaleup Finance team. T for Troels and Tyge Don't hire a CFO,
Vonsbak developed a new brand strategy and a subscribe to one.

comprehensive brand identity: new logo mark,

typography, colour schemes, design assets,

grids, brand narrative, key messaging, marketing
concepts, motions concepts, product Ul and
web design. Sunrise was Marketing Activation

Lead and handled all the marketing activation of

the new brand strategy including:

— Launching the new website Mt e L

— Social media and content strategy -

— Paid Social such as traffic and lead-optimised
lead ads (primarily on LinkedIn)

— Advanced HubSpot integrations, data
structure and sales handling (uniting
marketing and sales)

— Content and film production

Financial

Founders dictionary

Definitions from Scaleup Finance

Scaloup Finance combines technology and
fnanciol expertise in o subscription-based

solution, 50 you Gan 0CUS 0N Growing your
business.

\
(+) spreadsheetphobia

spread-sheetpho-bia

Book a check-in @

Trusted by 150+ startups
noun

o An irrational fear or anxiety surrounding the use of spreadsheet

software, which can hinder a founder's or entrepreneur’s ability
to effectively manage their company’s finances, including
financial modeling and budgeting.

Come work
with us!

==

next-gen am
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Case
Forenede

Deliverables
Communication Platform
Visual Identity
Logo Design
Product Design
Website

Digital Identity

UX

Ul

Inbound Marketing
Custom Solutions
CRM

A holistic

brand

renewal

Transition challenge

With two very different business
areas in different markets and a
strong emotional legacy tied to

the existing corporate platform,
Forenede’s brand was not equipped
for the current challenges it faced.
The company needed to focus on a
holistic brand renewal. It was vital
for the new brand to be clearly
understood across the business in
Sweden and Denmark, and by the
different target audiences spread
across the public and private
sectors.

Solution

Sunrise began by describing
everything that makes up Forenede
— unpacking its core narrative and
unique values. This task included
both extensive external and internal
research and workshopping to
build empathy with customers,
employees, the board, and owners.
Once these fundamentals were in
place, we were able to develop a
new, dynamic tagline and a fresh
visual expression including a new
logo. With this new CVI, Sunrise
developed five individually linked

websites across countries and
business areas with a clear hierarchy
and a common visual identity.
Furthermore, the user experience

of the websites was optimised to
drive sales activities through lead
generation across the group and
customer touchpoints.

Result

The work resulted in a strong new
strategic direction for the group with
a clear vision and ambition for the
future. As the primary objective was
to develop a strategic direction that
was both meaningful to the target
audiences and worked for the group
internally, we developed a creative
framework “Forenede — Fordi der

er forskel” (Forenede — Because
there’s a difference). The result

was a unified and unique platform
for the entire Forenede Group. A
platform that unlocked synergies
across five stunning, individually
linked websites. Both platform

and websites worked regardless

of country, language, industry, and
target audience — with a clear brand
identity, hierarchy, visual expression,
and user experience.

9:41

& Forenede
Service

el
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En lidt bedre
hverdag,
hver dag

Etord er of ord, ag vilevarer alfd def, vi hat
afial. Del skrer jor an hej kvciite, hver gong.
Og som en sistra garenti dokumenterer vi
endda vores arbejde real Hime.




Transition challenge

With increasing competition for skilled competencies
across Europe, Denmark needed the right
communication concept to create international
awareness and position Denmark as a place to
relocate to.

Solution

Based on multiple focus groups with skilled workers
across Europe, we developed a customer-centric
campaign concept and produced engaging content
for social media. We also created a campaign site,
testemonial films to reassure the target audience,
and personalised landing pages to drive traffic and
help people take the final step towards a skilled job
in Denmark.

Result

The idea of The Future Generator is to give
international talents a digital glimpse of their

future life in Denmark’s skilled labor workforce.

The campaign has racked up close to 600,000
impressions, 96,000 unique website visitors, 50,000
job clicks, 3,200 subscribers to Danish job news and
3,000 job applications from skilled professionals
across Europe.

IN DENMARK

NIV ESE=EVEVIFURRNER
THERE ARE GREAT OPPORTUNITIES HERE

SIGN UP FOR JOB NEWS

ARE YOU

NEW INDUSTRY
ELECTRICIAN?

FIND JOBS IN DENMARK
WITH THE FUTURE GENERATOR

DENMARK
NEEDS

DISCOVER WORK IN DENMARK WITH
THE FUTURE GENERATOR

+:. Business Development

FREE

FOR YOU AND
YOUR FAMILY?

FIND JOBS IN DENMARK WITH
THE FUTURE GENERATOR
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Case
SynergyXR

Deliverables

Inbound Marketing
CRM

Website

Brand Analysis
Persona Development
UXx

ul

Optimised for
awareness

Transition challenge

With augmented and virtual reality (XR) being
emerging technologies, market education,
awareness of the Synergy XR brand and demand
for its product were all low. A rebrand was
therefore needed to establish Synergy XR

as the preferred choice for extended reality
solutions for business. With a new CMO at the
helm, the company set out to build a marketing
function from scratch. It required a strategic
brand and marketing approach to shift from
adhoc decision-making to a more robust,
comprehensive approach that could craft a
meaningful global brand and drive long-term
demand. In short, the goal was to create the
right conditions for rapid growth and scalability
through a strong lead pipeline for sales.

Solution

SynergyXR identified key buyer personas,
leveraging its motivations, pains and gains to
re-calibrate the brand platform. This included
altering the narrative, value proposition and
visual identity, as well as the key objectives
that would define success. Moving from
strategy to tactics, we formulated a thorough
inbound plan - tailoring a customer-centric
funnel, tech stack and ecosystem of marketing
assets with the website as the epicentre to
drive sustainable demand.

Result

A stunning new website, customer-centric
inbound plan and funnel, as well as

engaging content optimised for awareness,
comprehension, and consideration. The entire
package supports SynergyXR’s brand position
as an industry thought-leader and drives more
quality leads into the pipeline to contribute to
its yearly revenue targets.

B C)

Get started fast, save big
and sel your company up
for lung-term success

Workflow

[}

What are you looking for?
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We've made it ridiculously easy

for you to start using virtual
and augmented reality.
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- Case
Hafnia
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Dqlwelfables
VJsua.t DeSIgrL

_‘Anatyncs &b‘ptrhnsatuan

’D|grtal1dent1ty~ %3

TranSItlon challenge
Hai‘ma needed to shn‘t-focus from an |nformat|on

-._heav _and mvesto-r-omented dlgrtaklahdscape: towards
X a presence that supports |ts'~peopLe and. lncorporates
-an E_SG-tentred s‘tr‘ategy It also needed to distance .

: |ts brand frOm ahe of its: ma}o ; vestors and become

more rndependent in. the-product tanker market.

Sblutlon ‘ - ; ;

- Hafnia’s website : had grown to have too m\any pages
and,an |nfor'mat|on archltecture that was difficult for
V|S|tors to understand In close coliaboratlon with the
Hafn’ra, team, Sunnse reframed the \cqntent strategy.to
make the site. eas|er to nawgatezand ensure a stronger
focus: on Hafnia’s offerlng and peoplé-first approach.
Sun.flse also updat.ed Hafnlas visual 1dent|ty to match °
.the Company ’s forward- movrng oulture

ReSlﬂt

; Hafnlas website and dlgltal CVI are now madern: and
.-engaging, with |magery and content that tell the story

of a company. that wants to do things its own way in_
a conservativé |_ndustry usually bound by traditions.
We reduced thé amount of content on the website by
73%, created a dedicated space for investor relations
and replaced most of the classic vessel photos with
images of Hafnia’s people to highlight its “people
first” approach.
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': Hafnia
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Fleet Pools Bunkers ESG

Fleet recycle list

Ship Recyoling Policy

About Hafnia

Investor relations Career

Explore our fleet @

Tanker Company

Constantly in motion, we transport

hydrocarbons safely and sustainably
around the world. Our cargo creates the
modern world as we know it. From the
energy we use, to the homes we live in -
even the clothes on our backs.

esses typically oparatain
tan

ainable business is one that thinks ~ cantrol our cumulative impact

ng-term focus, allowing  that wi hin the planet’s safe
operating limit

We put people and rela

Chivo

Best on Water
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Case
KOMPAN

Deliverables

Persona Development
Customer Journey
Customer Insights
Communication Platform
Film

Social Media Strategy
Website

Digital Identity

UX

ul

Playgrounds from
the customer’s
point of view

Transition challenge

The global market leader within playground
and outdoor fitness equipment, KOMPAN, has
many different customers with varying needs,
pain points and behaviours, making it hard to
know what triggers them, what they are looking
for, and which channels they use to search
for inspiration. KOMPAN wanted to take a new
customer-centric approach to its sales and
marketing, starting with getting to know its
customers in-depth.

Solution

Based on a global insights study, KOMPAN and
Sunrise gained an in-depth understanding of the
customer journey for the landscape architect
segment through persona descriptions, details
on how to target them and how to prioritise
future intiatives. Together with KOMPAN, Sunrise
identified the three most important action
points — a global social media strategy, an
updated inspiration landing page for architects,
and new sales material.

Result

To better communicate to customers, the

social media strategy was established to build

a bigger presence on Pinterest and Instagram
and defined how to share inspirational pictures
of projects, situations, and topics to create
dialogue and engagement. The landing page was
created and updated with more emphasis on
inspirational nature pictures, natural materials,
and sustainability. It furthermore resulted in an
updated landscape architect sales presentation,
with more attention on sustainability and the
needs and pain points of landscape architects.
With these initiatives, KOMPAN will, over time,
be able to fully optimise its services to leverage
its global marketing and sales materials across
channels and platforms.

KOMPAN+

Let’s play

orchnecture

Stgn up to our newsletter. —>

Inspiration

Planning Products

L

o

Research

KOM PANT

About

Q @

Let’s play

Gel in touch




Case
Universal Robots

Deliverables
Communication Platform
Communication Concept
Campaign Development
Advertising

Film

From robot

manufacturer to
market leader

Transition challenge

Like any company experiencing double to triple
digit top line and employee growth year in and
year out, setting up shop in new markets and
getting distributors on board, Universal Robots
realised they had reached a point where it

was time to take their branding and marketing
efforts to the next level. In other words, it was
time to calibrate and consolidate.

The management at UR decided that to
continue strengthening the organisation needed
a marketing-focused transition. With the
mindset of creating one brand, one look and one
message, the following goals were set:

1) A harmonious and consistent brand
experience

2) Global control and coordination of marketing
effort for maximised impact

3) Standardisation of processes, technology,
and strategy

4) Comparable data and KPIs across markets
and channels

Solution

The goal was to create a brand platform
based on the DNA of Universal Robots. This
meant taking its “what,” “why,” and “how” and
translating into a platform that could tell a
consistent story globally.

Combining company, target group, and market
insights, the essence of Universal Robots was
distilled into a value proposition and position
to form the basis of an exclusive brand story
with the purpose of “Empowering People”. More
than just automation, Universal Robots changes
how people work and live around the globe

by empowering their ideas and dreams. This
was a brand statement that UR as a company
could stand for, that their customers would be
attracted to, and that would stand out in the
market as truly distinct.

Result

The result — based on one brand, one look,

one message — was “Empowering People”. For
obvious reasons, the brand transition is an
ongoing task that requires constant efforts

to grow the brand in the hearts and minds of
customers and drive business. Yet, the results of
the collaboration between Sunrise and UR can
clearly be seen. At all levels of the organisation,
“brand buy-in” can be seen as a result of our
internal activation. This has created a close-knit
internal movement that can be spread externally.
A global brand experience with consistent form
and expression has been created across all
markets and touchpoints through numerous
global campaigns and sales concepts.

GAME CHANGING BENEFITS

FAST
CHANGE THE
WAY YOUR Azt

b

W\
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< we're looking at savings of just
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New colours.

Case

Smooth sailing with
a multi-site solution

hex #5C94C0

hex #FSFSFS

hex #D65A33
hex #FOFOFO

hex #CCCCCC

Deliverables Transition challenge

Website G&O Maritime Group, a collection of six niche

Digital Identity companies serving the maritime industry,

Analytics & Optimisation wanted to optimise its website and create

UX a consistent visual expression across its

Ul sub-brands while also generating website leads i

CRM that could collect its sales and marketing data. T 1%.\
- -

Solution Pres-Vac Engineering

s o sy o

Sunrise integrated a flexible, WordPress multi-
site solution for G&O Maritime Group, ensuring
a consistent user journey and design across all
its websites. The project involved a workshop,
content review, and close collaboration
with stakeholders to challenge content,
user journeys, and information hierarchies.
Additionally, a CRM system was integrated [t Cyrcser
with HubSpot to collect and manage sales and lubrication
technology
marketing data efficiently, creating a lead- o
generating website and aligning sales and
marketing efforts. Overall, the combined multi-
site and CRM solution provided G&O Maritime
Group with a user-friendly and effective digital
platform to showcase its sub-brands while E7 :
streamlining its business operations. p . ;1.' r ¢ ’ of ¢
p : i

[—— P F_

-~

! G&O MARITIME GROUP Brands ~ About Sustainability Career Press and case stories [ Contact |

Result

G&O Maritime Group successfully launched
7 new websites with integration to HubSpot,
connecting its sales and marketing efforts
across all sub-brands. This marked the
beginning of its unified and strong group
synergy strategy.

We are a group of sub system providers to the maritime industry, all develeping high quality
praducts and enabling Surcustomers through the green transitioninthe maritim&industry
P

-

# o

Our Brands




Case
Lactosan

Deliverables

Customer Insights
Communication Concept
Product Concept
Website

Digital Identity

UXx

0]

Going bold to boost ¢
a product portfolio

Transition challenge

With a constant focus on R&D, Lactosan has
propelled itself to the forefront of the industry.
This has led to many innovations, such as the
ground-breaking Natural Culinary Boosters®,
which provide revolutionary, multifunction
benefits within completely new application
areas. The challenge posed by this ambitious
project was to transform the position, value
proposition and whole identity of Lactosan’s
product portfolio with a simple and compelling
story about how it brings value to its customers.
The story needed to create a clear distinction
and synergy across Lactosan’s product portfolio,
while also fitting with the overarching brand
concept to accommodate future campaigns and
platforms to boost sales.

Solution

Through detailed research, we identified a
clear path to sell a larger transformation
narrative to the market. We made the
craftmanship and products of Lactosan the
hero of the story, creating a platform that
allowed Lactosan to highlight its commitment
to the success of its customers. The new
product concepts and website were brought
to life through an immersive, distinct and
bold photo style and attention-grabbing visual
palette — all together setting Lactosan apart
from the rest of the industry.

Result

With a complete revamp of the positioning and
concept of Lactosan’s product portfolio, as

well as a marketing campaign and new digital
platform, Lactosan is well situated to gear up
its marketing activities. The all-around effort
will help Lactosan and its distributors sell its
products even more effectively and efficiently in
a highly competitive global market.

N Gy Bosster &

GREAT TASTE
BEYOND
COMPARE




Case

: 5 lines to
tell every
story

Deliverables Challenge

Communication Platform Founded in 1947, H+ has expanded in the past S

Visual Identity few years to become one of the country’s .

Logo Design fastest growing architecture firms. With more

Product Design than 100 employees working in Copenhagen,

Website Aarhus, Odense and Nakskov, the company

Digital Identity solves a vast array of assignments for important

UX clients. However, the visual identity needed a ﬁég&ﬁm MORTEN
Ul major upgrade, so H+ reached out to Sunrise.

The company has many business units:
architectural consultancy, general consultancy,
cultural heritage, interior design, construction
management, facilities management and client
consultancy. The main question: how to develop
one graphic expression that accommodates all
these different business units?

Solution

The name H+ is sharp and simple, but there is
much more to it than meets the eye. H+ is more
than just architecture. H+ is 360-degree advice
for ambitious professional builders.

e I

[l
The philosophy is encapsulated in the short

name. Our solution was simple and could Altid med
accommodate all the complexities of the brand. udgangspunkt i
The name “H+” consists of just 5 lines, but M y O mennesker
based on these alone, we can tell all the stories t

that the company wants to share. Singular,
functional, creative: exactly like H+.

Result . . B
The result was a state of the art visual identity .
that can be used on every media platform. e

Boliger

Beredygtige bval
Kemeomrider Fra

liger exet afvores
isrenaveringer tl nybyg

viER +
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Case
Weibel

Deliverables
Communication Platform
Communucation Concept
Website

Digital Identity

UX

Ul

Take back

time

Transition challenge

With its new XENTA range, Weibel’'s ambition
was to establish itself as a serious player in

the short-range drone surveillance market. As
such, the brief to Sunrise was clear: help create
a product value proposition that positions

the XENTA attractively and uniquely in the
market, and create a bold creative concept that
will demand attention and help conquer an
ambitious part of the market share.

TAKE BACK T\ME

Solution

When monitoring critical infrastructure such as
airports, harbours, hospitals and stadiums, the
authorities time to act is critical. People’s lives
are depending on those protecting them having
enough time to make the right decision and
ensure people’s security. This led to the concept
“Take Back Time”: an empowering promise

and strong call-to-action that highlighted how
XENTA enabled the customers to take back time
in critical situations.

Result

A bold and immersive concept and marketing
campaign that has helped Weibel position
XENTA as the leading solution in the market
and add value to Weibel’s overall global brand
position. The launch gathered serious media
attention and helped Weibel secure new
lucrative business opportunities. In depth
market research outlined that Weibel was sitting
with a great hand. None of its competitors had
a similar product as tried, tested and proven
as the XENTA - providing us a clear runway

to position the XENTA as a truly revolutionary,
superior system.

Future of Short Range Alr Detense

that detects \ow

S\Ow e
dentiy

vl

Madelaine Petsch

TAKE BACK T
The Future of Short Range Air Defen _ = i
The only SHORAD radar that detects low, slow, and small flying

objects over 7 kilometres away. Giving you more time to identify,
assess and act in critical time-sensitive situations.
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XENTA

The future of small scale drone detection
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Deliverables

Customer Journey
Communication
Concept

Campaign Development

Massive insights to
satisfy customer
needs

Meyers is a well-known brand in the culinary
industry that has been transforming the way we
eat with its innovative and sustainable approach
to food. The company, founded by Claus Meyer,
has years of experience and has become a
pioneer in the industry. Along with providing
high-quality, green, and healthy dishes that have
made them a favorite among food enthusiasts
worldwide, Meyers also offers lunch agreements
in the B2B sector.

Meyers had purchased a lunch brand named
Massive, which targets a specific audience

and has a distinctive brand identity. While
Massive is well-liked among customers for its
uncomplicated and widely-recognised food
options, it deviated from Meyers’ principles and
brand image.

Transition challenge

Meyers faced the challenge of integrating the
Massive brand into its brand hierarchy and
offerings without diluting its core brand identity
or confusing its customers. The question was,
how could Meyers leverage the potential of the
Massive brand to cater to a broader audience
and satisfy multiple customer needs?

Solution #

Sunrise interviewed Massive’s e)ﬁsting
customers and internal stakeh‘éiders to gain
insights about preferences, ex?ectations, and
experiences with the brand. Based on these
interviews, Sunrise collaboraj.%d with Meyers

to develop and explore creat%/e concepts that
effectively communicated t v brand’s value
proposition. The objective s to leverage the
valuable feedback from the £ustomers to satisfy
their needs and to seamlesgly integrate Massive
into Meyers’ brand hierarchyg The insights
gathered from the qualitativ@ interviews were
carefully analyzed and used o develop solid
recommendations for the sugcessful integration
of Massive.

RS
FROKOST

KOKKEN _

Result

The findings résu
Massive as a st
Meyers umbrell&§
USP brand, and

and visual identif§
values and image

a successful rebrang
which catered to @
customers while {

company to levera
strengths and rea€
audience. As partio
Massive underweht
“The Well-Known -, i
alongside Meyerg
“Almanac” and “The"
customers the SP t
any of them. )

As a result, Mey $§ @pg'a

., -
»

tlon as a

provider of hlgh qual-lty’f n.otatlve, . .‘:

and sustainablé lunsh'-ag

eme’n s has

been enhanced ;nd the company has
been able to growits cugtomer base
while staying true to its care values_. :
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Case
Formuepleje

Deliverables

Brand Analysis

Drivers & Barriers
Customer Insights
Communication Platform
Logo Design

An outside-in
approach

Transition challenge

Even though no one could question the
performance of Formuepleje’s services, the
perception of the brand did not reflect the
company’s actual accomplishments and
results. Formuepleje needed a marketing
foundation that took an outside-in approach,
enabling it to convey all its unique stories
and proof points while appealing to key target
groups and stakeholders.

ER DIN
KAPITALFORVALTER
KEDELIG NOK?

alle omkostninger.

MERE OVERSKUD. MINDRE

Solution

Through extensive research and in-depth
interviews across key segments, Sunrise
helped uncover the underlying reasons

behind Formuepleje’s image and awareness
challenges and was able to identify key drivers
of the relevant target groups. These insights
enabled us to create a brand that encapsulates
Formuepleje’s customer-focused and service-
oriented DNA while still showcasing its unique
results. The resulting brand and communication
platform included a new brand story, values,
brand positioning, dynamic payoff, visual
communication concept and tone-of-voice.

Result

The new communication universe was
unveiled through a series of ads in leading
Danish newspapers. The ads made use of
the new dynamic payoff and helped position
Formuepleje as a market-leading asset
management company by taking a stance on
multiple relevant topics. In addition to the
newspaper ads, Sunrise helped Formuepleje
implement the new communication concept
across a sales presentation, online banners,
billboards, digital displays, as well as a new
website. The new communication platform is
built to ensure a relevant, consistent and value
creating marketing effort across all activities
and elements moving forward.

BANKUAFHANGIGHEDSERKLAERINGEN

FORMUE|PLEJE

AT GEARE ELLER
IKKE AT GEARE

T. MINDRE INDSKUD,

FORMUE | PLEJE

Womscarter | soroemar | tremim | @) | @

FORMUE

FORMUEIPLEJE

= menu

JER ER KUN EN,
DER KAN VZERE
NUMI
hvorfor Morningstar igen har
kiiret Formuepleje som
Danmarks bedste

investeringsforening
R

Lses mere her

Se investeringslosninger

NYHEDER

FORMUE



Elevating brands & people.

= Revitalising the
leading distributor of | p—
wooden packaging .
in Scandinavia . den mes

naturlige ting.

miljovenlige
ravare

Osi nar det geelder jeres Klimaregnskab, ervi svaore
at komn iden om — emballager lavet af nordisk

Deliverables
Brand Analysis
Customer Insights
Communication Platform
Visual Identity
Logo Design
Product Design
Website

Digital Identity

UXx

Ul

Transition challenge

With a legacy dating back to 1915, DTE has
evolved from being a series of small and
local sawmills to the leading developer
and manufacturer of wooden packaging in
Scandinavia.

But although the organisation had grown
over the years, marketing had yet to take a
strategic role internally at DTE. To continue
to thrive and further develop the business,
the company needed to focus on creating the
optimal conditions for expansions through a
well-rounded strategic brand and marketing
approach.

Solution

Together with DTE, we unpacked the core
narrative and unique brand position. The task
included both external and internal research.
Various interviews with internal stakeholders
and core customers were conducted to
understand the value drivers and develop a
new brand position, a purposeful mission and a
vision, all combined with a core narrative that
everyone could rally behind.

Result

Our work resulted in a strong, new strategic
direction with a clear vision and ambition for
the future. We developed a creative framework,
“DTE - Packaging with a vision”, emphasising
internal growth ambitions and an extensive
focus on sustainability. The innovative
framework now serves as an anchor and guiding
principle across the organisation.

The result was a holistic brand experience
through a unique and purpose-driven concept
that helped consolidate DTE’s position in the
market and provided the optimal conditions for
future growth.

F'or klimaets
skyld.

0 LES MERE
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Produkter

W nordisk ndletra.

W Varmebehandlet tra efter ISPM 15,
B Produltansvarsforsikring.

B Miljgcertificeringer.
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11 AFDELINGER 7 MILLIONER
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er vi nemme
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Deliverables
Communication Platform
Product Concept
Product Design

A space to
stand out

Transition challenge

JAI provides industrial area scan cameras and
line scan cameras for machine vision, traffic
imaging and life sciences imaging. JAl has a
global presence through companies in Denmark,
Germany, Japan, China, Singapore, South Korea,
and USA, and via distribution partners in more
than 35 countries. With its strong heritage

as a premium industrial camera supplier, JAI

is setting out to conquer the volume market,
which is characterised by fierce competition,
sharp prices, and similar products. But in a
saturated market, JAl and Sunrise understood
the key to success was to find a space to stand
out. In this process, we found just the kind of
X-factor we were looking for.

Solution

The first step on this journey was the

launch of JAI’'s Go-X series. Together with
Sunrise, JAI found an angle to differentiate
themselves from the competition. The answer
was to create a distinctive position by leveraging
JAI’s unique heritage and outstanding reliability.
Sometimes the solution is closer than you think.
Sometimes it’s right in front of you, or, like in
this case, in the name of the product itself.

That’s why the team landed on the concept:
“Go for X”. “Go” being actionable and “X” being
the X-factor that has enabled JAI to engage
with its target audience in a compelling way.
Visually, the solution was to highlight “X” as

a dominating graphic element, using this to
draw the attention of potential customers

and refer to one of their key drivers in the
communication — “X-ceptional” reliability and
manufacturing quality.

Result

The result is a product concept that enables

JAl to communicate in an exclusive and
eye-catching way about its new offering to the
market. Surrounding the product campaign is an
integrated campaign designed with one focus:
drive commercial goals.

Introducing the
new Go-X Series

D | covrocra o e

Want round the clock reliability? GO FOR =3

Key benefits

X is a promise you can keep

GigE Vision or USE
Vision with power
over—inrerface capdt




Case
_ Dynatest

Deliverables

Brand Analysis

DriVers & Barriers
Customer Insights
Communication Platform
Website

Digital Identity

UX

Ul

experience and tradltlon a,‘s‘;gﬁ‘ i dlj‘stryrploneer,
Dynatest faced numerous_diffic Lﬁe@' ' g
included loss of market: sha i
direction and an |ncon5|stent. 'ahd p_; c&ptlon.
As a result, the perception of Dynatest"was all
over the place — both mternally and externally.
Moreover, Dynatest was net;suecesful in
showcasing its mark\et Teadlng Josition.

- ‘[-‘! %

I "i",

Pynatest is
“on the road

G ol v s ot

Dynatest is
looking for agents

Dynatest timeline

Solution

Clearly defining Dynatests why helped Sunrise
uncover Dynatestls USPs and better tap into
the client’s needs. A clear value prop ition was
written, followed by ‘a communication= diendly
tagline which encompassed the expefience, :
quality and innovation focus that’s at the*heart
of Dynatest’s brand: Pavement Expertise in '
Action. Furthermore, a strategic brand plat#‘or
was developed, including a vision, mission ;
and \(alues, a value proposition, tagline, visual
communication concept and tone of voice to

be used both internally and externally to all
'”éi:ékehol‘ders Finally, a design manual was
created to ensure synergy between Dynatest’s
future marketlng efforts and to make sure

5 Dynatesfc Was suited to handle the development

of future creative elements internally.

Result

The brand platform now reflects the DNA"of
Dynatest: a strong innovative heritage and the
will to become a trusted partner to customers.
It is an outward sign of the brand’s worth and
how it stands up compared to the competition.
Coming to grips with this value and developing
a creative universe with a visual expression and
tone based on it can create unity and pride,
align global stakeholders and increase value.

Every week we get

a 14 minutes tlme slot.=-

Our work is done
in 5 minutes.

srm whal's in the rond shead of you af dynatest.com

In just 1 road trip
once a year.

We get 365 days
of knowledge.

not lmpus
s evanisll quo
lecaaci luptamus

Not oy't;‘ofr'
~the woods yet?
© We'll help you
visee whats around ¥

quok i cora s el 119
2 volupta loc semiu lustatis AgaRocabrio lupfarnus
Faaiaye. o perum.gul . quﬂmwvnﬁula S, ¢
tmichlr, Sut lantaul sped untet daBptal

Learn what'iihe road ahoad of yoiiat dynatest.com

DhDynatest

Expers

When it comes to roads
green is the new black.

Our recommendation?
Do nothing.

If your pavement is in good condition, we recommend
you leave it alone and save on resources and emissions.

hDynatest

Dynatest i
on the road,




Case

Copenhagen Life Science

Deliverables

Website

Visual Identity
Communication
Platform

Film

Logo Design

Customer Insights
Social Media Execution
CRM

Copenhagen
Life Science

Copenhagen
Life Science

OFFICIAL PARTNER

WONDERFUL
ormcwpaitier  COPENHAGEN

The capital of
life and science

Transition challenge

Copenhagen is a thriving life science city

that is home to several leading universities,
research institutions, and life science
companies. But despite a strong position in
the field of life sciences, Copenhagen had low
awareness and recognition of its position as a
leader in this sector.

Solution

Working with an innovative group of academics,
public, and private organisations, Sunrise
helped develop Copenhagen Life Science as a
new co-branding platform that builds upon the
unique duality of the city's strong tradition of
scientific research and its focus on quality of
life and sustainability. This could provide the
optimal conditions for attracting international
life science talents, companies and conventions
and globally position Copenhagen as the leading
life science hub in the world.

Result

An innovative brand uniting 25 diverse partner
organisations through a clear industry position,
internal values, a consistent tonality, shared
visual identity and a vibrant website combined
with an extensive digital toolbox to enable all
partners to activate the new brand across their
own platforms. Also, a series of campaign films
starring the CEO of Novo Nordisk, the Danish
Minister of Interior & Health, the Vice Dean of
Medical Science at Copenhagen University, and
international life science talents were produced
and activated across a broad variety of
platforms to increase awareness of Copenhagen
as the leading city within life and science.

Lars Fruergaard Jergensen
~

CEQ, Novo Nordisk

[ Yo t=2

Lorem ipsum obesity dolor sit amet, consectitur skinny adipiscing et Nunc
commodo a tortor sed condimentum, Nullam accumsan oo libero, at sagittls quam
BN above 25 CORSECteur UL, Vivamus e licus ante. Nulla el
consectetur i iprsum nec fel

Join the Healthy Weight Consensus

COPENHAGEN

CAPACITY

Copenhagen Together

towards equality

Life SCienCe in health

@ Sorptoeen -
Science g

For decades, we have tried to find a solution to diminish cbesity. None the less, the
issue keeps escalating, and today it is one of the World's biggest health problems.
In Copenhagen, we have a unigue triple helix where private companies, academia
and the public sector support each other, work together, and use the synergy to
break new ground within the life science area. We believe it will be the strongest
‘weapon yet in the fight against obesity. And we welcome you to join us, whether
you are a talent, a company, or an organizer of a convention.

Join our fight for healthy weight!

Life Science Partners
(’C Lean Fintech r # D&W
Digitallead. “energyszz iy Emarenue COPENHAGEN
invest insk v%&unulmbl- &A
s s g Business Hub ASIA

Life & Science in Copenhagen

Science

9 life science
universities
with 24,000

students

Explore Copenhagen Life Science

Reports & insights

Lorem ipsum obesity dokor 52 amat,
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01
‘our Chapter Title
goes here

Short and engaging
Headline

Inspirational and empowering sentence or quotation that
is no longer than three lines goes here. Sed ligula eros,
scelerisque vel leo nec, feugiat aliquet ante

Copenhagen
Life Science



Deliverables
Inbound

CRM

Websites

(0)4

ul

Visual Identity
Logo Design
Persona Development
Customer Insights
Brand Analysis
Drivers & Barriers
Brand Platform
Custom Solutions

Liberating
Technology

Transition challenge

Zylinc develops market-leading software for
switchboards, receptions, and contact centres
that help customers deliver exceptional
customer experiences and work faster and more
intuitively. With great solutions and enviable
internal culture, Zylinc wanted to take its
commercial journey to the next level and tie
sales and marketing closer together.

Solution

Qualitative interviews with its customers

laid the foundation for the brand’s strategic
direction. The brand concept “Liberating
Technology” was created to reflect the
emotional benefit of freeing up a lot of time for
its customers’ employees and a CVI reflecting
the company’s Scandinavian heritage was also
developed. Sunrise also investigated how to
optimise Zylinc’s CRM and digital presence

to start generating more qualified leads and,
ultimately, generate more sales qualified leads.

Result

The result was an updated brand foundation
expressing customer liberation and Zylinc’s
Scandinavian heritage. To optimise Zylinc’s
CRM, Sunrise set up a HubSpot integration,
developed a marketing plan and implemented
an ongoing inbound track with social media
ads to generate leads. Persona descriptions
for each target group were developed, which
were used for inbound marketing and targeted
segmented communication. To boost sales,
Sunrise also developed a new website reflecting
the new brand and a partner portal to make
collaboration with partners even closer. With
these initiatives, Zylinc was ready to conquer
the market with a differentiating brand
foundation, optimised marketing, and commu-
nication that customers would respond to and
engage with.
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Frigor dine agenter sa de kan
fokusere pa den gode
kundeoplevelse

Zylinc hjalper virksomheder der kaemper med store mangder kundehenvendelser. Fa
effektiv opkaldshandtering og overblik. Simpelt og let at sxtte op.

Lzer mere om de virksomheder, der forbedrer

kundeoplevelsen med Zylinc
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SEVORES CASES

&

CALL HISTORY.

Styrk din virksomhed
med Zylincs
receptions- og
kontaktcenterlgsning

Hijaelp dine agenter med at levere den service, dine kunder
ver dig overblikket Ll
at arbejde hurti|

Hvor kan vi hjlpe?

Omstilling Kontaktcenter

Har du brug for en receptionslgsning, der Giv dine agenter vacrktejerne til at sikre
reducerer kampleksiteten, giver dig den gode kundeaplevelse. Med Zylinc
overblikket og hjzlper med at fastholde Clouds kontaktcenterl@sninger kan agenter
fagligheden? Udforsk receptionistens hjzlpe kunderne hurtigere, nemmere og

fordele ved Zylinc Cloud. mere effektivt.

UDFORSK VORES OMSTILLINGSLASNING ? UDFORSK VORES
KONTAKTCENTERLGSNINGER

@ ghlsell

Zylinc Cloud

| samarbejde med veres systemintegratorer
og leknologipartnere har vi udviklet Zylinc
Cloud til at arbejde problemfrit med alle
dine IT-platforme. Dette sikrer et hajere
niveau af systemstabilitet, der understatter
optimale kundeoplevelser.

UDFORSK ZYLINC CLOUD -

SCALE

YOUR BUSINESS
WITH LIBERATING

TECHNOLOGY




Case
Gyldendal Education

Deliverables

Persona Development
Customer Journey
Customer Insights
Communication Concept
Product Concept
Campaign Development
Advertising

Film

Social Media Strategy
Social Media Execution

Supporting Gyldendal
Education with ongoing
campaign activation

Transition challenge

Gyldendal sought an agency that could help it
become more comprehensive in its campaign
execution, help it in purchase and user journeys
and develop strong creative concepts and
optimised content.

Solution

Sunrise became an extension of Gyldendal
Uddannelse's marketing team, providing ongoing
collaboration and advice for efforts across
products, services, and media.

With a focus on the customer journey, Sunrise
ensures the development of content that
resonates with the target audience without
compromising Gyldendal Uddannelse's goal of
distributing knowledge and skills to everyone.
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Result

From newsletters and websites to print and
digital media, Sunrise develops campaigns and
concepts during ongoing product launches and
renewals across Gyldendal Uddannelse's subject
areas and editorial teams to create awareness
and interest among the target group.

With the implementation of various social
media strategies, Sunrise organised the effort
to achieve quicker and more efficient content
production that accommodates the different
stakeholders without detracting from the
organisation’s overarching purpose and brand.
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lzerer dine elever
at satte ord
pa livet

Laes mere

Kender du

Godt-nyt-til-
leesevejledere-
portalen?

GYLDENDAL @ GYLDENDAL
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