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Executive Summary
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Customer Provider
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Z2: Marketing and Sales Practice, Mckinsey and Company, March 2013
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Automotive Constructalia Energy Appliance
Usibor ® Histar® KrybérE‘ . Estetic® Cold HE, A|AR, ZX, 7|2 £
Ductibor ® Magnelis® Solutions in Steel™  Estetic® Hot E3tEl o
MartiNsite® Protea® EslelcOWet  nQo| HAME 20
Solano® Estetic® Bright
AYEE0| ez B M B2 U #A Y AYR(RISH

2 25t nUEY HEZQ Fortiform, Atzzt Zz¥st 22|
@l S-in motion, A7|xt AE HZUAHEZCQ iICARe & HHUAE
CHSHO] mU2| HaHeE =23
HIHEO| 3512 Hol= AE E40 T2tM 1Re Al2RE
22 F+25td US

slo] e
NE| =3t

Exceptionally strong and formable for lighter cars

Steel solutions for lighter cars
iC ARe® Steel for electrical mobility

Fortiform H|Z Aj2|x M Fortiform® 980 ¥ Fortiform® 1050, M Fortiform® 1180

iCARe : Save(low losses), Torque(high permeability), Speed(high strength electrical steel)
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Agnes Claye, Blair Crawford, ‘B2B Business Branding’, McKinsey, 2013

Stephen Liguori, Beth Comstock, Ranjay Gulati, ‘Unleashing the Power of Marketing’,
Harvard Business Review, 2010
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ArcelorMittal (http://corporate.arcelormittal.com/)

ArcelorMittal Orange Book (http://orangebook.arcelormittal.com/)

NSSMC (http://www.nssb.nssmc.com)
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