DIGITAL FOR INDUSTRIAL & MANUFACTURING

We build the digital
industrial brands grow with.

Design, Development, SEO, Social Media and Integrations —
engineered around how buyers, distributors and engineers
actually search and evaluate.

Aug 2026 - Confidential
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The digital partner industrial brands rely on

Hats-Off Digital is India's leading digital marketing powerhouse, now also in the UAE.
Headquartered in Pune, we're a vibrant 14-year-old agency transforming businesses 13+ 320%

and brand experiences. Industrial websites Avg. traffic lift

We blend purpose-driven creativity, brand marketing and cutting-edge
digital — spanning social media, SEO, design & branding, and website / 7 14

app|icaﬁ0n deve|0pment- Years of Experience in Industrial Sector Years as an agency

TRUSTED BY BRANDS ACROSS INDUSTRIAL & MANUFACTURING

° 0 . L
[ eLcon’ ) P L R Ac;—l;( lia C) GENUINE A\  OCEAN PRIDE
[l INDUSTRIESS Kt\.« L 22 "SRR A udia GE) Enrerprises &y oo

comaponef w can Tl 1 .
Enriching Lives

- HIBRID Tecknotrove” ) Technolools ¢ W

INSTA
CRYSTAL

Awards, Trophies & Gifts
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WHAT WE DO

Everything the website needs, under one roof

IT Solutions
- Software Development
- Website Development

- Data Entry

Cloud Solutions
- Hosting Servers

- Visual Composer

e Zoho Integration

«+ App Development

- Testing & Security

- Domain

« GSuite / Workspace
Integration

¢+ WhatsApp Business
Integration

SEO & Content

= Search Engine
Optimization

e Platform SEO — YouTube,
Amazon, Quora, Reddit,
Mobile

* SEO Content Creation

* One-Time Website
Optimization

Wikipedia
= Page Creation

= Monitoring &
Maintenance

e Content Writing

* Draft Creation

SEO Consultation

Google — GMB, Merchant
Center, Tag Manager

ORM Strategy

AlIO, AEO, GEO

Page Editing

Recover Deleted Page

Consultancy

Creative & Advertising
- Social Media Management - Performance Marketing
- Video & Post Production = PR & Outreach

- Branding Services - Photography &
Videography

3/59



SECTION 03

Selected case studies

Ten industrial and manufacturing brands trust us end-to-end —
design, development, apps, SEO, social and cloud.
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Elcon Industries



ELCON INDUSTRIES - SOFTWARE

One system to run the entire business

We built a custom web and mobile system covering the full scope of Elcon's operations — product management, HR management, labour jobs, procurement,

billing & dispatch, sales, and more — bringing every department onto one connected platform.

® QUOTATION
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A social presence that sells

The figures mentioned below are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid ads.

New followers
ELCON"

INDUSTRIESS
Think Quality.. Think Elcon

It's hn

‘erﬂ
ym lighting

www.elconindustries.com

600-800

Avg. monthly reach

Safe electrical
insulation

Strength
@
High durability
foXe]

Stable grounding
support

www.el¢onindustries.com -~

2.1%-3.0%

Engagement rate

E. ELCON’
INDUSTRIESS

Think Quality.. Think Elcon

HEAVIEST

REQUIRE ...

OUGHEST STRUTS

Strut channels that keep your solar
panels, cable trays, and racks

standing tall. Solar Support

Cable Management

orage Racks

www.elconindustries.com |

[X]

Campaigns run

E. ELCON"
INDUSTRIESS

Think Quality.. Think Elcon

T IGNORE

THE SIGNS

TANGLES BREAKDOWN-

SmII issues can le@id to big prublam ut

Big problems have bigger solut
Trust Elcon Cable Trays!

www.elconindustries.com
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CLIENT 2 / 13

KEPL

Kirloskar Ebara Pumps Limited — a 1988 Kirloskar—Ebara joint venture in Pune
engineering APl and non-APl pumps and steam turbines for oil & gas, petrochemical,
fertiliser, power and water treatment.
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KEPL - Ul / UX

From a Legacy Industrial Website to a Modern Digital Experience

The old KEPL website had a dated visual design with a compact navigation structure, limited content hierarchy, and product information presented through

basic sections such as Infrastructure, Pumps, and Turbines. The redesigned website transforms this legacy experience into a modern, responsive platform

with structured product and industry navigation, improved search, stronger visual communication, and richer corporate content. The new experience makes

it easier for customers and industry professionals to discover products, explore applications, access services and downloads, and connect with KEPL.

® BEFORE

KIRLOSKAR EBARA PUMPS LIMITED

We at KEPL are set apart by outstanding engineering and manufacturing highly engineered pumps and allied
products, which are customised for critical individual applications such as Hydrocarbon Processing, Ol and
Gas, Fertilizer, Chemical Industries and Water Treatment Plants and Power Projects

K@PL RELIABILI™ yoot

Infrastructure
S Oursite-otne art manuacturing
on o ourrich experince, our
wel-equipped manufactuing
centre
Our Offerings
Pimne || Turhines

® AFTER

Investors | Carsers

KIRLOSKAR EBARA PUMPS LIMITED.

AboutUsv dusosv  OuProducisv Sewices  Wedaw  Conoctls

Trust. Innovation.
Precision.
Global manufacturer of API, non-API Pumps & Steam Turbines.

READ MORE >

About Kirloskar Ebara We o KEPL ore set opy of exp e highly
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KEPL - DEVELOPMENT

Built fast, built to scale

8 Wks 5

Development time

7+ yrs

Developers on the build Avg. team experience

BEFORE
The website had a dated visual style with a fixed-width layout, small typography, heavy borders, and limited visual
hierarchy. The homepage relied heavily on a large banner and basic content boxes.

The navigation was limited to sections such as About Us, Products, Capabilities, Media Room, Customers, Service
& Spares, Contact Us, and Careers, requiring users to navigate through a relatively flat structure.

The homepage mainly introduced Pumps and Turbines through two basic content blocks, with limited product-
level visibility.

There was no prominent dedicated search experience in the old website, so users had to manually browse
through the navigation and pages to find specific information.

Industry applications were mentioned within the homepage content, but there was no strong dedicated industry-
based discovery experience.

Corporate information was presented primarily through basic sections such as infrastructure and company
information, with limited storytelling.

Service and spare information was available as a navigation item, but the old homepage provided limited visibility

into the breadth of support offered.

The old website had a relatively flat structure where important product, industry, service, and corporate
information was distributed across a limited number of sections.

AFTER

The redesigned website uses a modern, responsive interface with stronger visual hierarchy, larger content
sections, contemporary layouts, imagery, statistics, cards, and clear CTAs for a more professional industrial
brand experience.

The new architecture clearly separates About Us, Products, Industries, Services, Media, Downloads, Careers,
Investors, and Contact, making the extensive website content easier to explore.

The new website provides dedicated Pumps and Steam Turbines sections and presents KEPL's APl and non-API|

product portfolio in a much more structured way. Product catalogues and individual product information are also
easier to access.

A dedicated Search functionality has been introduced, allowing users to quickly locate relevant products, services,
industries, resources, and website content instead of manually navigating through multiple sections.

The redesigned website provides dedicated industry sections for Oil & Gas, Petrochemicals, Fertilizers, Power,
Water Treatment, and Process Industries, helping users find solutions relevant to their sector.

The new website provides dedicated experiences for KEPL's heritage, vision and mission, leadership, awards, CSR,
manufacturing capabilities, global presence, and corporate profile, creating a stronger brand and credibility story.

The redesigned platform presents a comprehensive services experience covering installation and commissioning,
troubleshooting, maintenance, training, energy audits, condition monitoring, spares, reverse engineering,
retrofits, and more. Downloads are also organised into catalogues, corporate information, testimonials, and
customer approvals.

The new website uses dedicated product, industry, service, corporate, resource, and news/event pages, creating
a deeper and more organised content architecture that improves usability, discoverability, and the foundation
for SEO.
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CLIENT 3 / 13

Kirloskar

Kirloskar Brothers Limited — founded in 1888 and headquartered in Pune, a global

leader in fluid management with pumps, valves and turbines serving customers in over
130 countries.
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KIRLOSKAR

Ul / ux

A Smarter, More Connected Fluid Management Experience

The old website presented a vast portfolio of pumps, solutions, industries, and services, but the extensive information could make product and solution

discovery difficult. The redesigned website brings a more structured, modern, and intuitive experience with clearer product categorisation, industry-focused

solutions, stronger visual hierarchy, and improved navigation. The new experience makes it easier for customers, engineers, and industry professionals to

explore products, applications, services, capabilities, and KBL's engineering expertise.

® BEFORE

KIRLOSKAR BROTHERS LIMITED
Established 1888
PRODUCTS ~ SPARES & SERVICES  BUSINESS VERTICALS  MEDIACENTRE  DISCOVER US

Enriching Lives

Enriching Lives

Commemorating

of Kirloskarvadi Rallway Station
India Post releases two special covers and a unique,

first-of-its-kind, pictorial stamp on the historic milestone,
recognizing Kirloskarvadi’s contribution to the nation.

BUSINESS VERTICALS

Total fluidity control for a wide range of industries.

® AFTER

KIRLOSKAR BROTHERS LIMITED
Estabished 1388 Products
AKitoskar Group Company.

Spares and Services. Business Verticals Discover Us Investors

cOoCEDe

()f//g/« ;'/L? axc@/&n in
En 79 (S//éo&em

KOSi 135 Openwell Submersible Pump
Wins the National Energy Conservation Award 2025

Fluid M:; Solutions for a

Delivering Inr
Sustainable Future
Kirloskar Brothers Limited (KBL), founded in 1888, is a global leader in fluid management solutions, delivering
innovative and sustainable technologies for over 138 years. With a legacy of excellence, KBL serves diverse sectors,

3 " oil & gas, i d building & in Pune, India, we are a
multinational conglomerate whose innovative products and services impact the lives of over two-thirds of the
global population, in India, the UK, and the USA, we operate across
three continents, serving customers in over 130 countries.
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KIRLOSKAR

DEVELOPMENT

Built fast, built to scale

8 Wks 6

Development time

Developers on the build

THE CHALLENGE

The large product portfolio and multiple pump categories made it difficult to quickly identify the right product.
Users had to navigate through extensive information to find solutions relevant to their specific industry.
The content-heavy experience made important products, solutions, and business information less prominent.

Technical product and engineering information could be overwhelming for users unfamiliar with
pump terminology.

Finding a specific pump, valve, application, or industry solution required considerable browsing.

KBL's extensive history, engineering capabilities, manufacturing strength, and global presence were not
communicated as effectively through the overall digital experience.

The old website did not have a dedicated search option, so users had to manually browse through different
product, application, and information sections to find what they were looking for.

The extensive product and industry content had significant potential but required stronger information
architecture to improve search discoverability.

9+ yrs

Avg. team experience

WHAT WE BUILT

Products are organised by Product Type, Market, and Application, creating a clearer and more efficient product
discovery experience.

Dedicated business verticals help users quickly explore solutions for Building & Construction, Irrigation, Marine &
Defence, Oil & Gas, Power, Process Industry, Retail Pumps, Valves, and Water Resource Management.

A cleaner interface, stronger visual hierarchy, structured sections, and prominent CTAs create a more modern and
intuitive browsing experience.

Product pages and solution sections present applications, benefits, capabilities, and technical information in a
more structured format.

Structured product categories, market/application-based discovery, featured products, and dedicated industry
pages make relevant solutions easier to find.

Dedicated Discover Us, heritage, capabilities, manufacturing, quality, awards, and corporate sections
communicate KBL's engineering expertise and long-standing credibility more effectively.

A dedicated Search functionality has been introduced, allowing users to quickly search for products, solutions,
applications, services, and other relevant information, significantly improving content discoverability and reducing
navigation effort.

Dedicated product, application, industry, service, and solution pages create a stronger SEO foundation, allowing
search engines and users to discover highly specific pump and fluid-management solutions more easily.

13 /59



KIRLOSKAR - SOCIAL MEDIA

A social presence that sells

The figures mentioned below are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid ads.

250-400

New followers

SUBMERSIBLE CONTROL PANEL

Protects your pump
from costly motor failures.

OSKAR BROTHERS LIMITED
shed 1888
skar Group Company

logos on pact

TRUSTED FOR INDUSTRIAL PERFORMANCE.

15,000-25,000

Avg. monthly reach

BUILT FOR DEMANDING PROCESSES.

LIVERING PRECISE
OW CONTROL

s 1600 mm sluice valves \*
ble efficient water

agement at one of

a’s leading steel plants

KIRLOSKAR BROTHERS LIMITED
Established 1888
A Kirloskar Group Company

3%—-4%

Engagement rate

THERS LIMITED RLOSKAR BRO R -
ed 1888
up Company
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CLIENT 4 / 13

Alkun Steel

Al Kun Steel Trading — a Dubai-based exporter and supplier of pipe fittings and oilfield
materials since 2012, stocking carbon, stainless and alloy steel across the GCC, Africa,
Asia and Europe.
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ALKUN STEEL - Ul / UX

From a basic product showcase to a powerful industrial platform

Al Kun Steel's previous website provided basic information about the company and its products but lacked the depth, structure, and professional
presentation needed for a growing industrial supplier. We redesigned and rebuilt the platform in Laravel with a modern product-led experience, stronger SEO

flexibility, hyperlocal functionality, and richer content sections, transforming the website into a scalable digital platform designed to improve product

discovery and reach customers across multiple markets.

® BEFORE

WELCOME TO OUR WEBSITE

Year of Establishment @ Annual Turnover

Nature of Business
Below 0.1 Millon USD Approx.

Exporter & Supplier

AL KUN STEEL TRADING Established in 2012, located in Dubai- United Arab Emirates as one of the Exporters / Suppliers of pipe fittings & oilfield materials. We have been
providing support to Drilling Contractors, Oil Companies, Engineering Divisions, Defense & Marine Sector. We have widened our strategy to cover the needs of Oil & Gas
industry throughout GCC, Africa & Asia & other places in Middle East and Europe.

If you are looking for the complete range supply of Carbon Steel, tainless Steel, Alloy steel and other steel Pipe fittings, Butt-Weld Fittings, Forged Fittings. THEN "AL KUN
STEEL TRADING " is the most appropriate and right place to get all of it

Read more...

® AFTER

Home  AboutUs  Products

Flanges

Best Prices On Flanges For Strong, Leak-Proof,

Long-Lasting Solutions!

WP

Flanges

pof)
ﬁgg

Couplings

W

Pipe Fitting and
Accessories

Expansion Joints

Cotegories  Pants @ Brochure  Boge  ContactUs

Our Categories

Camlock Coupling

Clamps

g5

Gasket

Structural Steel

D ==

& il

Gasket Sheet

Valves

Industrial Hoses
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ALKUN STEEL - DEVELOPMENT

Built fast, built to scale

10 Wks 5

Development time Developers on the build

® BEFORE

* Basic product showcase — the website presented a limited selection of products with minimal
categorization and product discovery options.

* Qutdated visual design — the older interface used a dated layout and visual style that did not reflect

the scale and professionalism of the business.

* Limited navigation — the product range and company information were presented through a simple
structure, making deeper content harder to explore.

* Minimal customer er t — limited enquiry touchpoints and content made it harder to guide

visitors toward taking action.

* No rich content ecosystem — there were limited sections for industries, latest products, news,
events, customer reviews, and other trust-building content.

* Limited SEO & location targeting — the platform lacked the flexibility to create targeted pages and
expand visibility across different countries and regions.

9+ yrs

Avg. team experience

©® AFTER

Modern industrial eCommerce experience — redesigned the website with a professional visual
system that better represents Al Kun Steel's scale and expertise.

Comprehensive product discovery — introduced structured categories, product listings, featured
products, new arrivals, and dedicated product pages for easier browsing.

Industry-focused navigation — added dedicated industry sections covering sectors such as
construction, civil, fabrication, fire fighting, and electromechanical industries.

Stronger lead generation — added prominent enquiry CTAs and strategically placed enquiry
opportunities throughout the product and content journey.

Rich content & trust sections — introduced company information, quality assurance, video content,
news & events, statistics, and customer reviews to strengthen credibility.

Laravel + advanced SEO architecture — rebuilt the platform in Laravel with greater SEO flexibility and

custom hyperlocal functionality, helping expand Google visibility across targeted countries and states.
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ALKUN STEEL

A ~76x lift in traffic, organi

SEO

c-led

Dubai-based exporter and supplier of pipe fittings, flanges, valves, hydraulic fittings and structural steel for the oil & gas, construction and marine industries.

Organic search has become the dominant source of traffic to the site, with overall visits and organic sessions both climbing sharply since work began.

® BEFORE

Allaccounts > Alkun Steel

AlKun steel~ Q@ Trysearching “Users overview

A Analytics
0+

Traffic

Custom 10ct-310ct2022 ~

Session primary channel group (Default ...

T2 e 0

o 03 05 o7 09 n 1 1 7
ot

» 20 >

@ Total @ Organic Search [ Direct 4 Unassigned ¥ Organic Social A Referral

(i [} < w7
[
27 29 3 °

Q_ search. Rowsperpage: 10 v 1-5ofS
=2 Session primary..channel group) +  + 4 sessions Engaged Engagement Average Events Event count Keyeve
sessions rate engagement per Allevents + All evente
time per session

Total 73 241 sa.61% 505 770 2871

100%of total  100% of total Avg0 Avgo g0 100% of total
1 Organic Search 204(54.69%) 158 (65.56%) 77.45% 485 690 1407 (49.01%) o
2 Direct 125(3351%)  70(29.05%) 56% 1mo3s 1045 1,306 (45.49%) o1
3 Unassigned 22(5.9%) 2(0.83%) 9.09% 185 155 34(1.18%) o
4 Organic Social 1 (295%) 5207%) 45.45% 365 718 79 (275% o1
5 Referal 10 (268%) 6(2.49%) 60% 225 450 45(1.57%) o

[

©2026 Google | Analytics home | Terms of Service | Privacy policy | [3) Send feedback

70.66%

Organic share of traffic

~99x

Organic sessions growth

® AFTER
) Allaccounts > Alkun Steel ) o .
Al Analytics  Ajkun steel - Q Ty searching "Users overview’ n e e e
[ o+ Traffic acquisition: Session primary channel group (Defaultc.. © - +  cuwsom 1aui-3tuiz206 - 0O Wl @ < » 2
G o @ 3 o ® ™ = 5 = 0 £ = 3 7 » E
@ @ Total @ Direct M Organic Search # Unassigned ¥ Al Assistant A Referral
@ Q search Rowsperpage: 10 v 1-60f6
-] Session primary..channel group) ~ | + ¥ Sessions Engaged Engagement Average Events. Event count Key
sessions e engagement per Alovents = Aile
lmeper  session
o 3039% 13 a3 123,660
100% of total oo Ao oy 100% ofttal
1 Organic Search 20,194 (70.66%) 3245 (37.36%) 16.07% s 368 74251 (60.04%)
2 Direct 7548 (26.41%) 5237 (6029%) 69.38% ass 616 46497 (37.6%)
3 Unassigned 2(1.48%) 10012%) 243% 4 133 549 (0.44%)
4 Alssistant 260091%)  162(1.87%) 6231% 456 720 1871 (151%)
5 Referal 70 (0.24%) 39 (0.45%) 5571% a2s 576 403(033%)
6 Organic Social 17 (0.06%) 10(0.12%) se.82% 8 524 89(0.07%)
@
> lytics home | Terms of Service | policy | D

16.07%

Organic engagement rate

28,580/mo

Total sessions
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A social presence that sells

The figures mentioned below are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid ads.

15-35

New followers

ﬂmstﬁl
T oo o et

This is what might be
lurking behind a missing
pressure gauge.

Scan the QR
GE B

@ +o71-4-2720867 1 1971-505469253 E)

1,200-2,000

Avg. monthly reach

Effo tless

One Gauge To
Rule Them All

* Accurate Readings

FENOMASTI¢

Pure Colour Enamel Gloss 18L delivers a durable, (¥
longlasting finish with excellent colour retention
and a smooth surface.

* Reliable Performance

@ 97142720867 1 4071-505468250 ) wwwialkunstesl.com

@ «o71-4-2720867 /4971-505469259 ) wam.alkunsteel.com

2.5%-3.5%

Engagement rate

M!ﬁste_el

ESSENTIAL GASKETS FOR
EVERY PIPING SYSTEM IN 2026

Uses In Piping Systems:

Seals Joints | Protects Against | Enhances Ensures

9t
To Prevent Corrosion System | Optimal
Leaks And Damage | Longevity | Fluid Flow

“'}y'\ < =
69253

= S —
@) <o7-asr arr o
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ALKUN STEEL - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 2.8s

Uptime LCP

71% B

Performance Grade

6.2s

Fully page load

82%

Structure
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CLIENT 5 / 13

Ferra

Ferra Italia — an Italian-inspired brand bringing refined, design-led products to the
UAE market.
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Ferra Italia Digital Experience: From
Complex Information to Clear Solutions

The existing Ferra Italia website presented its industrial products and company information but needed a more modern, structured, and user-focused digital
experience. The challenge was to simplify product discovery, improve navigation, and communicate the company's engineering capabilities more effectively.
We built a cleaner and more engaging website with improved content hierarchy, intuitive navigation, product-focused sections, and a stronger digital

brand presence.

AFTER

Home Products Blogs About Contact "

Obsessed
with details

Concept collection for doors, window, and furniture fittings.
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FERRA - DEVELOPMENT

Built fast, built to scale

7 Wks 5

Development time Developers on the build

® THE CHALLENGE
® Product information needed to be easier for customers to understand and explore.

® Users needed a simpler way to move between products, solutions, company information,

and services.

® The previous interface provided limited visual emphasis on the products and their premium

design characteristics.
® Product information needed to be presented in a more engaging and accessible manner.
* The website needed to communicate a stronger and more professional brand identity.

* The website needed to provide a consistent experience across different screen sizes.

6+ yrs

Avg. team experience

WHAT WE BUILT
Product information needed to be easier for customers to understand and explore.

Users needed a simpler way to move between products, solutions, company information,

and services.

The previous interface provided limited visual emphasis on the products and their premium

design characteristics.
Product information needed to be presented in a more engaging and accessible manner.
The website needed to communicate a stronger and more professional brand identity.

The website needed to provide a consistent experience across different screen sizes.
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FERRA - SEO

Organic search from a standing start

Dubai-based supplier of premium Italian door hardware — handles, hinges, stoppers and glass fittings — for residential, commercial and architectural

projects. Organic search traffic has grown substantially and now makes up a much larger share of total sessions than before.

® BEFORE
_ Allaccounts > Ferra e e
Al Analytics  Ferra~ Q. Try searching “Users overview" <00
[, 0+ Traffic isition: Session primary channel group (Default... @ - +  custom 1Dec-31Dec202s - [ [0 < X2
T~
s
Q \ ¥ .
o & @ 3 @ O ; = W g W ] » 2 7 » w0
Q@ i
@ Total @ iect M OrganicSockal  Orgaric Search ¥ Referal
Q search Rowsperpage: 10 v 1-4ofd
= Session primary.channel group) =+ b Sessions Engaged Engagement Average Events Event count Key evente
Sessions e engagement per Ailovents « Al events
tmeper  session
session
ol & n 68.66% ms0s 1428 957 o
1o0%of total 1008 of totl Ao Ao Ago 100% of toal
1 Direct 59(88.06%) 41 (89.13%) 69.49% 2moss 1556 918 (95.92%) 000
2 Organic Social aorn 20359 s0% 2 450 18(1.88%) 000
3 Organic Search 3@aen)  2a35%) 66.67% 285 43 13(1.36%) 000
4 Referal 1(1.49%) 117%) 100% s 800 8(084%) 0.00
(4

46.95%

Organic share of traffic

©2026 Google | Analytics home | Terms of Service | Privacy policy | [1) Send feedback

~90x

Organic sessions growth

©® AFTER

Al accounts > Ferra

Al Analytics  Forrg - Q  Try searching "Users overview’

HCG N - ]

o + Traffic acquisition: Session primary channel group (Defaultc.. @ - +  cutm twi-31z026 - O Ml @ < ~ 2/

]
\/\/ - 7 / Na 10
@ 7 7 o/
S 7
o @ o5 @ ® @ 0 s 0 W ] B = 7 ® E
@ S
@ Total @ Organic Search M Diect  AlAssistant ¥ Referal A Unassigned
Q search Rowsperpage: 10 v 1-5of5
= ‘Session primary..channel group) ~ | + & Sessions Engaged Engagement Average Events Event count Key eve
sessions e engagement per Al ovents + All events
time per session
session
ol 305 s323% a7 646
ot g0 Ao 00
1 Organic Search 269(4695%) 174 (57.05%) 64.68% 4aas 563 1,515 (40.95%) o1
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3 Alssistant a106%)  32(1049%) 78.05% mo2s 727 298 (8.05%) o
4 Referral 8(1.4%) 1(033%) 125% 55 363 29(0.78%) o
[} 5 Unassigned 4(0.7%) 0(0%) o% s 275 11(03%) ol

64.68%

Organic engagement rate

573/mo

Total sessions
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FERRA - SOCIAL MEDIA

A social presence that sells

The figures mentioned below are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid ads.

5-8

New followers

FERR A

Precision-engineered shower hinges

ensure smooth, effortless door movement.

400-650

Avg. monthly reach

Jeulia

Q,  How to secure my door without breaking the bank

0.3%-1.0%

Engagement rate

FERR A«

TRENGTH IN ..,

PIIETIR el <o VERY DETAIL

Stainless Steel
Hemisphere
Door Stopper

44x25mm
46x26mm

SSS, PSS,BP,
GP, AB, AC

Durable

Sleek

Floor Mounted
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FERRA - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 3.1s

Uptime LCP

81% A

Performance Grade

6.1s

Fully page load

86%

Structure
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CLIENT 6 / 13

Genuine Enterprises

Genuine Enterprises — a Kolkata-based supplier of fasteners, material handling products
and cutting tools, serving construction, irrigation, marine, oil & gas, power and water
resource industries.
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GENUINE ENTERPRISES - Ul / UX

Building a digital foundation for industrial solutions

Genuine Enterprises needed its first digital presence to showcase its extensive range of fasteners, material handling equipment, cutting tools, and
engineering products. We built a high-performance Laravel website from the ground up, supported by a custom CMS and SEO-ready architecture, creating a

professional platform that makes industrial products easier to discover while providing a clear path for customer enquiries.

® AFTER

GENUINE 3
9 ENTERPRISES ABOUTUS PRODUCTS CATEGORIES v BROCHURE BLOGS Q Let’s Connect

Superior products for residential
and industrial applications

Driving Business Success
with Efficient and Trusted
Solutions

Discover Now
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GENUINE ENTERPRISES - DEVELOPMENT

Built fast, built to scale

10 Wks 4

Development time Developers on the build

THE CHALLENGE

* No existing digital presence — needed a professional website to establish its presence in the
digital market.

® Large product portfolio — a diverse range of industrial products required a clear and scalable

structure for product discovery.

* Complex product information — technical products needed to be presented in a simple and
organized manner for potential customers.

SEO requirements — the new platform needed a strong technical foundation with flexibility for

future search optimization.

Lead generation — the website needed to turn product interest into direct customer enquiries.

Content management — the internal team needed an easy way to manage products and
website content without depending entirely on developers.

7+ yrs

Avg. team experience

WHAT WE BUILT

Laravel-powered website — developed the complete website from scratch using Laravel for
performance, flexibility, and scalability.

Custom CMS — created a dedicated CMS that allows the team to manage products, categories,

pages, and website content efficiently.

SEO-ready architecture — implemented flexible control over URLs, metadata, page content,
and other key SEO elements.

Structured product catalogue — organized the extensive industrial product range into intuitive
categories for easier discovery.

Conversion-focused enquiry system — introduced clear enquiry touchpoints throughout the
website to help convert product interest into leads.

Responsive industrial website — created a professional, mobile-friendly experience that
establishes credibility and works seamlessly across devices.
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GENUINE ENTERPRISES - SEO

Organic sessions nearly double

Kolkata-based industrial hardware supplier with 50+ years in business, covering fasteners, material handling equipment and cutting tools for construction, oil

& gas, marine and power sectors. Organic search sessions have nearly doubled, and engagement rate has improved dramatically — a clear sign of higher-

quality, more relevant traffic.

® BEFORE
X Al accounts > Genuine Enterprses e .
Al Analytics  Genuine Enterprises - Q Try searching “trend of conversions from organic last month® nc e e
L] 0+ Traffic Session primary channel group (Default... @ - +  cusom 1Feb-28Feb2026 - [ W0 <~ 2
(o} I — — _ .
— — A
g'h 03 05 7 09 n 13 15 17 19 2n 23 25 27 o
@ Total @ Direct W Organic Seatch # Referrl ¥ Organic Socal & Unassigned
Q
Q search Rowsperpage: 10 v 1-5ofs
= Session primarychammel groun) < + & Sessions Engaged  Engagement Average Events Event count Keyer
Sessions e engagement per Allevents + Al ever
limeper  session
Session
Total 3180 a3 13.62% 185 501 w017
T00%oftotal 1008 of total A0 Moo e 100% of tota
1 Direct 2655(83.49%)  117(27.02%) s 3 384 10184(5327%) .
2 Organic Search 407(128% 272 (62.82%) 66.83% m 508 17.50 7123 (37.26%) 1
@ 3 Refera 7048%  BO62%) 7021% 2m28s 3545 1,666 (8.71%) [
ferral
4 Organic Social 26 (0.82%) 8(1.85%) 3077% 9 a9 128 (0.67%) (
5 Unassigned 9(0.28%) 2(0.46%) 22.22% 13s 178 16 (0.08%) «
(]
> Analytics home | Terms of Service | Privacy policy | (1) Send feedback

44.23%

Organic share of traffic

+95%

Organic sessions growth

® AFTER

Al accounts > Genuine Enterprises

WAl Analytics  Genuine Enterprises - Q  Try searching "trend of conversions from organic last month"

2 90 >

@ Total @ Direct M Organic Search 4 Al Assistant ¥ Organic Social A Referral

Q search
= Session primary..channel group) ~ | + & Sessions Engaged Engagement Average
sessions e engagement
time per
e v e
1 Direct 899 (50.08%) 173 (24.16%) 19.24% 255
2 Organic Search 794 (4423%) 491 (68.56%) 61.84% 1moss
3 Alssistant 70(69%  35(489%) s0% s
4 Organic Social 19006%)  12(168%) 63.16% mi2s
5 Referral 6(033%) 3(042%) s0% mi7s
6 Unassigned 4(022%) 0(0%) 0% 3s
7 Organic Video 2011%) 1014%) s0% a3
©
25 Iytics home | Terms of Service | policy| [0

o + Traffic acquisition: Session primary channel group (Defaultc... @ - + Custom 1Jul - 31Jul 2026 ~

T o000

Dmwa<w~7z

Rowsperpage: 10~ 1-70f7

Events Event count Key eve
per Al events + Al evente

session

106 18232

Avg O 00% of total

10.00 8,994 (49.33%) o
1057 8,389 (46.01%) o
576 403 2.21%) o
19.68 374 (2.05%) o
9.67 58 (0.32%) o
1.50 6(003%) o
400 8(0.04%) o

61.84%

Organic engagement rate

1,795/mo

Total sessions
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GENUINE ENTERPRISES - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 1.5s

Uptime LCP

73% B

Performance Grade

1.3s

Fully page load

90%

Structure
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CLIENT 7 / 13

Ocean Pride Ship Chandlers

Ocean Pride — a UAE maritime services company established in 2013, supplying ship
stores, spare parts and technical marine brands across every major UAE port.
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OCEAN PRIDE SHIP CHANDLERS - Ul / UX

Building a digital presence for the maritime industry

Ocean Pride Ship needed its first professional digital platform to establish its online presence and communicate its maritime services and capabilities to
potential clients. We built a modern, responsive website from the ground up, creating a structured service experience that presents the company's expertise

clearly while providing visitors with an easy path to explore services and make enquiries.

® AFTER

+97150 272 9288 sales@oceanprideship.com

Whether you are looking for a Ya
Deck, Engine, or Safety Store,

Ocean Pride Is your best choice for’/ﬂ
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OCEAN PRIDE SHIP CHANDLERS -

DEVELOPMENT

Built fast, built to scale

12 Wks 2

Development time

Developers on the build

THE CHALLENGE

No dedicated website — the company lacked a central digital platform to present its
services and capabilities.

Limited online visibility — potential clients had no comprehensive online destination to
discover Ocean Pride Ship.

No structured service presentation — maritime services and capabilities were not

organized into an easily accessible digital experience.

Limited lead opportunities — there was no dedicated online journey for potential clients
to explore services and submit enquiries.

No digital brand experience — the company's professional expertise was not represented
through a modern online presence.

5+ yrs

Avg. team experience

WHAT WE BUILT

Professional maritime website — created a modern digital platform that establishes
Ocean Pride Ship's online presence.

Structured service experience — organized the company's maritime services and
capabilities into clear, easy-to-navigate sections.
Professional UI/UX — developed a clean, industry-focused design that communicates

credibility and expertise.

Enquiry-focused journey — added clear contact and enquiry touchpoints to help convert
website visitors into potential clients.

Responsive platform — built a mobile-friendly experience that works seamlessly across
desktop, tablet, and mobile devices.

Scalable digital foundation — created a platform that can grow with additional services,
company information, projects, and industry content.
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OCEAN PRIDE SHIP CHANDLERS - SEO

Sharp growth, organic-led

UAE maritime services company supplying ship stores, spare parts and technical maritime brands across ports throughout the UAE. Traffic has grown sharply
in a short span, driven largely by a strong lift in organic search visits and engaged sessions.

0 05 o7 0 n [ s 7 & 7 % %

® BEFORE © AFTER
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Ps o & Traffic isition: Session primary channel group (Default... © - +  custom 1May-31May2026 -~ 3 [0 < X2 A Reportssnapshot o 7 Traffic acquisition: Session primary c.. @ & cwim 1i-asizzs - | O M) @ < & 2
Realtime overview -~ -~ = = 7 <
© o K SN
2 Realtime pages ~ A
Q Q o = o 7 °
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Q <]

o
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@ Total @ Direct W Organic Search @ Referral ¥ Unassigned
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296 2 1081% 3 337 997 0.00 T00%oftotal  100% oftotal Ao o o
Totel 100% of total  100% of total Avg 0 Avg 0 Avg 0 100% of total (e DEmzD
o e : " 1 Organic Search 462(50.16%) 131 (51.17%) 28.35% 1s 347
1 Direct 226 (76.35%) 5(15.63%) 221% 0s 310 700(70.21%) 0.00(-) oer acquisition cohorts
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2 Organic Search 63(2128%)  22(6875%) 3892% 126 417 263(2638%) 000(-)
b BT 3 Refemal 14(1531%)  42(1641%) 2079% 0s 369
3 Referral 5(1.69%) 4(12.5%) 80% 178 480 24(241%) 000(-)
> Monetisation 4 Unassigned 23(25%) 12 (4.69%) 5217% o0s 361
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Retention 5 Organic Social 10(1.09%) 30147%) 0% 05 660
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> ©2026 Google | Analytics home | Terms of Service | Privacy policy | [1) Send feedback & <

50.16% +633% 28.35% 921/mo

Organic share of traffic Organic sessions growth Organic engagement rate Total sessions
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OCEAN PRIDE SHIP CHANDLERS - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 2.7s

Uptime LCP

66% B

Performance Grade

2.6s

Fully page load

71%

Structure
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CLIENT 8 / 13

Instacrystal

Insta Crystal — a manufacturer of crystal awards, trophies and corporate gifts, crafting
recognition pieces for corporate events and milestones.
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INSTACRYSTAL - UI / UX

A premium shopping experience built for speed and growth

The original WordPress website delivered the essentials of online shopping but struggled with slow performance, limited scalability, and an outdated design
that didn't reflect Instacrystal's premium brand. We rebuilt the platform in React.js with a modern eCommerce experience, faster performance, improved

product discovery, and a custom analytics system, creating a storefront that's visually refined, data-driven, and built to scale.

® BEFORE ® AFTER
) A AL Wome AboutUs Shop  Blogs  ContactUs  FAQ  CustomProducts Q RO
/. INSTA ERéra el
Y/ CrRYsTAL o | | pbyCampy Tt v PG+ CopanOi s + O O

AWARDS & TROPHIES CORPORATE GIFTS ART GLASS. LASER SUBSURFACE DRINKWARE CUSTOM PRODUCTS

CORPORATE %‘

Categories

GIFTSQXQO

o8 Wbl o Lol ! Y;

Reseller/Dealer | al N Product Customization ~ Occassional Award Popular Shapes Shop By Category Awards & Trophies Custom Product

ing. We are here to support you. § T e ‘“a i v/

T S,
pauh ¢

e e o - fa!

4 L

AN

s Ca 0 M Pl e

S @B 4,

a Create your awards
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INSTACRYSTAL -

DEVELOPMENT

Built fast, built to scale

9 Wks 5

Development time Developers on the build

® BEFORE

« WordPress-based platform — performance limitations resulted in slower page loads and
reduced responsiveness.

e Google crawling issues — inefficient indexing affected the website's search
engine visibility.

o Generic website design — the storefront lacked the polished look and feel of a premium
eCommerce brand.

e Less intuitive shopping journey — product discovery and navigation made browsing

less engaging.

o Dependent on Google Analytics — business reporting relied entirely on third-party
analytics with limited operational insights.

7+ yrs

Avg. team experience

AFTER

React.js eCommerce rebuild — migrated from WordPress to a modern React.js
architecture for a faster, scalable platform.

Lightning-fast performance — significantly improved page speed and overall
user experience.
Professional online storefront — redesigned the interface with a premium, eCommerce-

focused shopping experience.

Improved product discovery — streamlined navigation and shopping flow help customers
find and purchase products more easily.

Custom analytics dashboard — built an in-house analytics system delivering real-time
business insights without relying solely on Google Analytics.
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INSTACRYSTAL - SEO

Engagement nearly doubled in four months

US-based e-commerce site selling custom crystal awards and recognition products. Total sessions, organic search sessions and engaged sessions have all

grown, alongside a notably higher engagement rate.

® BEFORE

Al accounts > Instacrystal

oAl Analytics  https://instacrystal.com/ -

Q_ Try searching “Users overview"

® AFTER

laccounts > Instacrystal

o
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T2 e 0

Q_ Try searching “Users overview
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2 Organic Search 270246%) 148 (2222%) 6r.40n m30s 749 1701 (1551%) « 2 organic Search a1 (1287 222 (14,965 67.07% m36s 105 3657 (2094%)
3 Referral 49 269%) 37(671%) 75.51% 2m22s 13.90 681 (6:21%) « 3 Referal 43(1.67%) 16(1.08%) 37.21% a4s 7.44 320 (1.83%)
4 Unassigned 20(11%) 0(0%) 0% 26s 405 81(0.74%) « 4 AlAssistant 12 (0.47 4027 33.33% s 408 49(0.28%)
5 Organic Social 4(022%) 1(015%) 2% 2 400 16(015%) ( 5 Unassigned 9(0.35%) 0(0%) 0% 128 233 21(012%)
@ 2] 6 Organic Social 6(023%) 302%) s0% as 400 24(0.14%)

12.87%

Organic share of traffic

©2026 Google | Analytics home | Terms of Service | Privacy policy | [1) Send feedback

+46%

Organic sessions growth

67.07%

Organic engagement rate

2,572/mo

Total sessions
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INSTACRYSTAL - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 2.8s

Uptime LCP

61% B

Performance Grade

2.8s

Fully page load

77%

Structure
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CLIENT 9 / 13

Sapience

Sapience — a Dubai-based market research and advisory firm combining research, data
analytics and strategic advisory for brands across the UAE and wider Middle East.
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SAPIENCE - UI / UX

A modern digital presence built around insight and impact

Sapience needed to keep its digital presence aligned with a rapidly evolving professional services landscape while maintaining a secure and reliable platform.
As part of an ongoing AMC engagement, we modernized the website's UI/UX, refreshed its visual identity, introduced a sector-focused lead generation

solution, and upgraded the platform to create a more contemporary, engaging, and conversion-focused experience.

® AFTER

Phone: +97155 549 8754 Email: info@sapience.ae in f

SAPleNCEcE HOME  ABOUTUS  SERVICES  SECTORS  CLIENTS  CASESTUDIES  BLOG  CONTACT US

That Drives Results
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SAPIENCE -

DEVELOPMENT

Built fast, built to scale

6 Wks 3

Development time Developers on the build

THE CHALLENGE

e Outdated visual experience — the existing interface needed a more modern and
professional presentation.

Inconsistent visual identity — the website required a refreshed color system and more

cohesive design language.

o Limited sector-focused lead generation — there was no dedicated solution to capture
leads based on specific industry sectors.

« Static page experience — existing sections needed restructuring to better communicate
Sapience's expertise and services.

Ongoing security and maintenance needs — the platform required regular security
updates and technical upgrades through the AMC.

5+ yrs

Avg. team experience

WHAT WE BUILT

Modern Ul/UX redesign — redesigned key pages and sections to create a cleaner, more
contemporary experience.

Complete visual refresh — updated the website's theme colors and design elements to
strengthen the professional brand identity.

Sector Hyperlocal Plugin — developed a custom plugin designed to generate and capture
leads around specific sectors and targeted locations.

Modernized content sections — restructured website sections to improve content
presentation and make Sapience's capabilities easier to understand.

Security & platform upgrades — provided ongoing maintenance, security updates, and
technical upgrades as part of the AMC engagement.
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SAPIENCE - SEO

Organic search taking a growing share of traffic

Dubai-based market research and strategic advisory firm serving clients across the UAE and GCC in sectors including automotive, banking, FMCG, healthcare
and real estate. Overall sessions and organic search sessions have both grown meaningfully, with organic now accounting for a larger share of total traffic.
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61.59% +102% 8.43% 1,734/mo

Organic share of traffic Organic sessions growth Organic engagement rate Total sessions
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SAPIENCE - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 3.8s

Uptime LCP

60% C

Performance Grade

5.4s

Fully page load

82%

Structure
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CLIENT 10 / 13

Hibrid

Hibrid — “Power Behind the Screen”: a MENA infrastructure company since 1999
delivering streaming, managed hosting, CDN, DevOps and cyber security.
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HIBRID -

SEO

Organic traffic up 73% across MENA

UAE-headquartered B2B streaming and media infrastructure company — live streaming, VOD, OTT and hosting — serving clients across MENA. Total sessions
and organic search sessions have both grown well, with organic search extending its lead as the top traffic channel.
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CLIENT 11 / 13

Tecknotrove

[One line on who Tecknotrove is and what they do.]
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TECKNOTROVE - SOCIAL MEDIA

A social presence that sells

The figures mentioned below are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid ads.

10-18

New followers

Tecknotrove”
“Defence

Train for
Dynamic Aerial
Threat Scenarios

450-600

Avg. monthly reach

Celebratlng

MADE IN INDIA

FOR THE WORLD

Precise

Tecknotrove<>

Years of building technology
for multiple sectors across the globe.

Simulation | Al | Electronics | Robotics

Thank you to our fantastic team and everyone who has
supported us on this journey so far!

today
Perfect
tomorrow

0.3%-1.5%

Engagement rate

Tecknotrove

Industrial

OVERLOADING

. LACKOF

TRAINING

PIIEI:ISII]N
TRAINING PREVENTS LOSSES

SIMULATOR TRAINED OPERATORS
KEEP LOADS SAFE

tomorrow

Tecknotrove”

TRAINING TECHNOLOGY FOR
The World’s Most
CRITICAL INDUSTRIES

Tecknotrove Simulation Training Labs
empower industries like Defence, Aviation,
Mining, Automobile and Logistics

¢ L

www.tecknotrove.com
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Techno Tools

Techno Tools LLC — founded in 2018 in Dubai, a GCC-wide supplier of precision
machine tools and parts, serving oil & gas, aerospace, automotive and general
engineering industries.
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Industrial tools & equipment supplier

Techno Tools went from having no digital presence at all to a searchable, filterable product catalogue that works around the clock — buyers find products
themselves, raise enquiries directly, and the sales team gets a steady, trackable stream of leads. And because the CMS puts the client in control, the website

grows with the catalogue instead of aging with it.

AFTER

© +97145462771 info@technotools.com

7! TechnoTlools 80 zi;)EZBCTRY PRODUCTS ~ ABOUTUS  SERVICES  BRANDS  BLOGS  CONTACT oW (&) GETAQUOTE

Design, Shape, Innovate: Engineered For Accuracy
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TECHNO TOOLS - DEVELOPMENT

Built fast, built to scale

8 Wks 4

Development time Developers on the build

THE CHALLENGE

« No website at all — Techno Tools had no digital presence, so buyers searching for their
products online simply couldn't find them.

o A catalogue trapped offline — the product range lived in printed catalogues, PDFs
and salespeople's conversations, with no way for a prospective client to browse
it independently.

Enquiries dependent on existing contacts — with no online enquiry route, business
relied entirely on outbound effort and word of mouth; interested buyers had no path to
reach out.

« No visibility into demand — no way to know which products buyers were actually
looking for.

5+ yrs

Avg. team experience

WHAT WE BUILT

A complete catalogue website on Next.js — a fast, modern, SEO-ready platform that puts
Techno Tools' full product range in front of buyers searching online.

Filtering by category and brand — buyers narrow down a large catalogue to exactly what

they need in seconds, instead of scrolling through everything.

Product enquiry built into the journey — every product leads to an enquiry, turning a
browsing visitor into a trackable lead.

A dedicated CMS for the client's own team — products, categories and brands are added
and updated in-house, with no dependency on developers for routine changes.

Lead management inside the CMS — every enquiry lands in one place where the team can
view and act on it, so nothing slips through email.
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TECHNO TOOLS - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 6.99ms

Uptime LCP

95% A

Performance Grade

1.3s

Fully page load

90%

Structure

54 /59



CLIENT 12 / 12

Swiftin

Since 1978, Swiftin has engineered industrial products and solutions — aluminium
profiles, structures, pipe & joint systems, and automation — for manufacturing shop
floors across India.
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SWIFTIN - SOCIAL MEDIA

A social presence that sells

The figures mentioned below are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid ads.

25-40

New followers

SWITFIN
WORKSTATIONS
THAT WORK SMARTER

MODULAR ALUMINIUM

STRUCTURES DESIGNED FOR
EFFICIENCY, FLEXIBILITY, AND
LONG-TERM PERFORMANCE

Fully Modular

Precision Built

Efficient Layouts

1,000-1,600 0.5%-2.0%

Avg. monthly reach Engagement rate

SW
Ng\ :
LEVEL UP YOUR o O STILL STRUGGLING

MOTION! Y~ WITH UNSTABLE

YORKPIECE HOLDING?

Swiftin Toggle Clamps provide quick, secure, and reliable
clamping for precision industrial applications. Designed for
efficient operation, they ensure firm holding and consistent
positioning during production.

MAX
PRECISION

N e el APPLICATIONS

MIN
PRECISION

Assembly I
& fines B
e Welding

X Fixtures ke gopne

@ www.swiftindustrialin @ toggleclampsindia.com

SWillA
YOU HAVE THE

Hg\%’g @ LJZ‘TW l/

Swipe left to check out complete
range of industrial solutions

> >

@ www.swiftindustrial.in
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WHY HATS OFF

Why industrial brands choose us

® Industrial specialists ® One integrated team
We know how technical buyers search — specs, applications, Design, development, SEO and integrations — one accountable
certifications and the proof points that shorten evaluation. partner, zero finger-pointing.

e Built for global buyers ® Built to convert
Multi-market, multi-language delivery for exporters, distributors Enquiry flows, catalogue structure and SEO that turn visits into
and OEM partners. qualified RFQs.
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Z))off

Let's build the next chapter
of your digital presence.

Website Email Phone
hatsoffdigital.com poke@hatsoff.co.in +91 99232 87864
== 197150272 9288



