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Terma A/S is Denmark’s foremost aerospace,
defense and security company. With more

than 1,125 employees and a global netvvork /

of partners, Terma works closely with many
of the world's leading defense forces, publj t;
authorities and international space organ/
sations, delivering a wide range of hlghl F
specialised, mission-critical products an f
solutions. ,h

Despite these strengths, the compa'a’hy
faced some challenges to continued su f‘,ess.
At an international level, Terma was viewed
as relatively small and the brand lackad .
visibility in some key markets. Strategically,
Terma'’s brand also no longer reflected|its ’
core values, business vision or organisati‘onal
strengths. Modernising the brand around a
clear value proposition and strong identity
was seen as central to competing in an increas-
ingly global and cost-conscious marketplace

CBC's challenge was to address this situa-
tion with a complete rebranding campaign
aimed at presenting Terma as a company at
the leading edge of engineering innovation,
with a core understanding of customer or
partner needs.
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Allies in innovation: .
staking out a position TERMA

We began with a series of internal and external interviews. These
revealed that Terma was considered small, agile and flexible by its
core stakeholders. A company that was extremely effective at
matching its capabilities and organisational set-up to customer and
end-user requirements.

Rather than trying to look bigger than it actually was, CBC's
recommendation was to turn Terma'’s niche and specialist focus into
its unigue advantage. We wanted to help Terma take ownership of
the “Partnership” position - an extremely relevant profile to adopt
in a highly interlinked and regulated marketplace. This would
position Terma as a flexible, personal organisation yet one still
big enough to deliver world-beating niche engineering skills.

These insights gave rise to the brand proposition “Allies in
innovation”, which is built on the premise that creating customer
value is not just about strong engineering skills, it's about being able
to apply these skills in the context of a specific customer’s needs.

TERMA”

YOUR AIRCRAFT
OUR PROBUCTION -

OUR FACILITIES, EXPERIENCE,
AND EXPERTISE GIVE AEROSPACE
MANUFACTURERS ACCESS
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WHEN PUSHING THE FRONTIERS
OF ENGINEERING EXCELLENCE,
IT HELPS TO HAVE A PARTNER

IMPANY ' fi5aiarion " ' wwTERMAGOM



Beyond partnership:
a visual approach

Creatively, CBC needed to complement the “Allies in innovation” theme
with a strong visual interpretation of Terma as a true ally, tightly
linked to its customers for the benefit of both parties. Our answer
was to use a “split-screen” approach to all Terma visuals: one side
of the image always represents a customer segment - aero-structures,
space, etc. The other part of the visual is constructed as a technical L .
3D wireframe. ' Vi
The wireframe approach represents Terma’s forte of integrating =
seamlessly into a customer’s world, while using its technical skills

. . , YOUR MIS
to help complete the picture. It graphically demonstrates Terma’s OUR TECHND®QGY

DECADES OF HANDS-ON.
SPACE|

ability to go beyond partnership by building a system of commercial
symbiosis. A system in which Terma become an extension of the SPACE fiisaien e —
customer’s organisation by putting new capabilities and capacity at
their disposal, while integrating seamlessly into the wider value chain.
Headlines accompanying the split-screen visuals underscore
this message by outlining how Terma and customers complement
one another and by highlighting Terma's capabilities, such as
production capability.

TERMA®

ALLEES IN INNOVATION

N (OUR RADAR SYSTEMS
SECURITY AND ' Aooetcsttt ous
SURVEILLANCE &5 Bigtecnon e

YOUR OPERATIONS
OUR SUPPORT

Split-screen images were
the basis for trade publica-
tion ads and large posters

OUR ABILITY TO TRANSLATE ) , )
USER INSIGHT INTO to raise Terma's profile
TECHNICAL ADVANTAGE )
DEFENSE BRINGS REAL VALUE TO with key external and
THE DEFENSE SECTOR. WWW.TERMA.COM

internal audiences.
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Annual Report
2012113

Tac-Flex — Situational Awareness
Simple in Use
Advanced in Performance

The brand identity was effectively . ‘ k B
applied to annual reports by centring on

a new topic every year, e.g., globalisation,

technology leadership, etc.

Installation of Sensors and . n

Countermeasures Systems

Integrated Electronic Warfare
Self-Protection Solutions
for all Types of Aircraft

The new branding was implemented across
all marketing channels, and included
brochures and other key sales tools.

The brand concept fits
exceptionally well into all
media, including product films.

NETWORK BASED OPERATIONS &
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From space agencies
to media: targeting a
diverse audience

Terma was aiming at both internal and external audiences. Internally,
at 1,125 staff members worldwide and at its service partner network.
External targets ranged from national governments, politicians, defense
companies and space agencies to opinion leaders and the media. Given
this diversity, the biggest, most effective channel and focal point for
campaign implementation was the corporate website. In addition, a wide

range of other marketing channels was addressed with tools including TERMA™ — St
a new corporate identity, profile ads, segment brochures, product films peaererar e
and exhibition materials. MAVAL SELF-PROTECTION SYSTEMS
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The new website was
a flagship channel
for the new brand
and a focal point for
its implementation.

YOUR AIRCRAFT
OUR PRODUCTION

ANNUAL REPORT
2012-13
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A strategically
redesigned website

It was understood from the outset of the rebranding project that
implementation would be largely driven through the creation of a new
corporate site. The former website only served to compound image
issues, failing on a number of levels:

+  Visually outdated

- Complex and difficult to navigate

- Company-focused, rather than customer-focused

= Lacking in actionable opportunities to connect with stakeholders

A strategy for the new site was developed with the clear ambition of
creating a site that was more customer-centric, provided stronger
content and aligned with the new “Allies in innovation” brand concept.
Terma also wanted to create a site that was more international, reached
out to a broader cross-section of stakeholders and became a conduit
for engagement and even interaction. At a technical level, there was a

host of specific requirements in terms of functionalities and CMS needs.

1. Promote engagement through stronger content and
opportunities to interact

WEB PAGE ELEMENTS & TYPES

HOME PAGE

Given the vast volume of
content and functionality
required, it was extremely
important to ensure that
the design maintained a
sense of uniformity and
coherence throughout the
user experience.

3. Strengthen the digital Terma brand using the “Allies in
innovation” concept and create greater visual impact

. Be more customer and benefits orientated




More relevant and predictive
content - IP-geo location
functionality customises
content according to the user’s
location.

User-friendly navigation - it is
essentially impossible to get
lost in the new Terma website.
A simple, systematic navigation
makes it easy to locate
information and retrace your
steps at all times.

Ground-breaking
results for terma.com

As the flagship channel and the focal point
for implementation, terma.com offers

the most tangible results from which to
measure the new brand’s success:

Terma.com experienced a ground-breaking 634 downloads per month in the 12 months
following launch: Representing an incredible 7% conversion rate for downloads of white
papers, etc., (200-300% higher than the average for B2B sites)

Almost 60% were new Visitors: Dramatic increase in first-time visitors shows the website’s
appeal to a new audience (as well as the effectiveness of offline branding efforts)

Page views soared 27%, to 35,000 per month year on year: Suggesting that the new
website is significantly more engaging compared with the previous website

More than 530 newsletter sign-ups in 12 months: Furthermore, emails achieved more
than a 50% conversion rate

Only 35% of all visitors were from Denmark: Confirming the website's
international appeal

Over 122,000 visitors in 12 months: Achieving up to 600% more than recent reports on
B2B web traffic averages
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Sales interaction points - terma.com
invites users to interact through TE RMAW = T (e
a variety of downloads, sign-ups
and links and even invites visitors
to connect directly with relevant
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The “instant-on” Search func-
tionality means relevant results
appear as soon as you begin
typing. This makes it easy for
visitors to quickly find specific
information and enhances the
user experience. Results are
organised according to logical
categories to make it easy to
identify the correct result.
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The most
recognisable brand

Typically, advertising and communications metrics are measured
over a three-year programme. However, as indicated by its website
results, Terma's new brand profile had within a 12-month period
already delivered significant value and achieved its primary
objectives.

Culturally neutral and universally understood, “Allies in
innovation” was able to unite the company’s global offices and
departments under a single banner with a clear proposition that
had instant appeal.

Externally, Terma has a unified, well-differentiated brand,
with a clearly defined position, a meaningful promise and a strong
visual identity.

“The website reflects the modern Terma organisation
and where we want to go as a business. It's user-oriented,
contemporary, useful and scalable. Importantly, the site also
communicates what Terma stands for at a deeper level. We want to
be the partner, or ally, customers turn to for innovative, affordable
solutions worldwide,” says Jarn Henrik Levy Rasmussen, Vice
President, Terma Global.

CBC EQUALS B2B

Jorn Henrik Levy
Rasmussen,

Vice President,

Terma Global

PRESENT CLIENTS INCLUDE:
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