
[RE]-Branding 
for international 
impact

Terma A/S is Denmark’s foremost aerospace, 

defense and security company. With more 

than 1,125 employees and a global network 

of partners, Terma works closely with many 

of the world’s leading defense forces, public 

authorities and international space organi-

sations, delivering a wide range of highly 

specialised, mission-critical products and 

solutions. 

Despite these strengths, the company 

faced some challenges to continued success. 

At an international level, Terma was viewed 

as relatively small and the brand lacked 

visibility in some key markets. Strategically, 

Terma’s brand also no longer reflected its 

core values, business vision or organisational 

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

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 unique 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.
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Split-screen images were 

the basis for trade publica-

tion ads and large posters 

to raise Terma’s profile 

with key external and 

internal audiences.
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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 

3D wireframe.

The wireframe approach represents Terma’s forte of integrating 

seamlessly into a customer’s world, while using its technical skills 

to help complete the picture. It graphically demonstrates Terma’s 

ability to go beyond partnership by building a system of commercial 

symbiosis. A system in which Terma become an extension of the 

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.
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The brand concept fits 

exceptionally well into all 

media, including product films.

The new branding was implemented across 

all marketing channels, and included 

brochures and other key sales tools.
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Installation of Sensors and 
Countermeasures Systems

ch-47d/f chinook Ah-64d Apache

tornado

Mi-17

chinook Aircraft survivability equipment, chAse
Two pods, one on each side of the fuselage, are each 
equipped with three UV missile warning sensors and one 
DIRCM unit. This provides 360 deg spherical coverage 
against incoming IR missiles. Mounting of sensors and 
DIRCM in the same pod eliminates inaccuracies caused 
by fuselage torque during maneuvering. 

f-16 Pylon integrated dispensing system (Pids+)
Each pylon contains three UV missile warning sensors and 
two chaff/flare magazines. Full weapons carrying capability 
is retained.

On the C-160 Transall, sensors are installed in the fuselage. 
The chaff/flare capacity has been increased to a total of 36 
magazines. Two underwing Modular countermeasures 
Pods, McP-10 each contains ten magazines and two 
‘scab-on’ mounted units each containing four magazines. 
The original eight fuselage mounted magazines are retained.

Apache Modular Aircraft survivability 
equipment, AMAse 
Each helicopter has two pods mounted on the stub wings. 
Each pod holds two chaff/flare magazines and three UV-based 
missile warning sensors providing 360 deg spherical cover-
age against incoming threats. Each AMASE pod can host 
a DIRCM unit, RWR, KWR, and HFI.

Modular countermeasures Pod, 
McP for tornado aircraft 
The pod contains six UV missile warning sensors and eight 
chaff/flare magazines.

MAse Pod for Mi-17
The helicopter carries two pods, each containing three UV 
missile warning sensors and two chaff/flare magazines, 
plus provisions for RWR, LWS, and HFI.

ch-47d fuselage mounted 
dispense magazines

Modular countermeasures 
Pod, McP-10

FLVFOT SYD

f-16

c-160 transall
‘scab-on’ mounted dispense 
unit for the c-160. each 
aircraft carries two units.

eight good ReAsons to seLect the teRMA soLution
 Terma has over 20 years of experience as a leading integrator of 

EW systems. Terma’s AN/ALQ-213(V) Electronic Warfare Man-
agement System is operational and combat proven on more than 
2,000 fighters, helicopters, and transport aircraft worldwide.

 The ALQ-213 has achieved a position as the only system in the mar-
ket that is independent of platform or subsystems suppliers and is 
able to control and integrate any combination of sensors and 
countermeasures systems on any type of aircraft and make these 
work as one system.

 Terma is the only integrator that includes the structural packaging 
in the total solution, typically in the form of Terma designed pods, 
pylons, or other fixtures that allow rotation of systems within the 
fleet. This approach reduces the cost of aircraft modifications and 
allows for fewer systems overall.

 Terma provides combat proven, automatic threat response through 
Electronic Combat Adaptive Processing and offers multinationally tested 
Embedded Training so pilots can truthfully say “We train as we fight”.

 Pilot-Vehicle-Interface is the most advanced in the market with 
separate, full color threat display or glass cockpit integration,  
3D-Audio Warning of attack, Active Noise Reduction, and radio 
channel separation.

 Terma has a proven record of developing, qualifying, and deliver ing 
complete custom-tailored self-protection installations within 3-6 
months utilizing our fast responding organization and unique 
modular product portfolio. 

 All EW suites are offered with advanced Mission Support tools 
and full organic and logistics support. Mission Support tools can be 
operated stand-alone or integrated with common mission program-
ming and debriefing system tools for multi-player training. 

 Terma’s EW controller is the only solution offering commonality 
and common software across the aircraft fleet.
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Terma EW Control 
and Integration – 
in a Class of its Own

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

Tac-Flex provides detailed, updated, and dynamic information on the 
geographical position of buildings, resources, vehicles, and individuals 
in the battlefield. With the ability to effectively combine GPS data with 
information from other sensor and information systems, Tac-Flex delivers 
a well-structured, complete, and customizable overview of the situation 
in real-time.

Tac-Flex is easily deployed at tactical platforms using COTS/MOTS 
personal computers, thereby reducing the need for special system 
administrators.

Tac-Flex comes with a buildin comms software package that delivers 
secure communication and enables extension of operational range by 
routing data traffic between multiple networks acts as an intelligent 
router. It also supplies the flexibility to connect and adapt to coalition 
partners, allowing Plug-and-Operate operations in a combined, and/
or joint environment. It is also possible to connect systems and equip-
ment in one configuration for one operation and on-the-fly change to 
a completely different configuration for another operation.

User interface featUres
 Optional touch screen functionality (640x480 pixels or higher)
 CBRN glove compatible
 Menu for dispatching messages via CNR and IP
 Intuitive screen interface, including rollup menus, window-in-window, 

customizable views
 Menus fade out as a function of no-touch time
 Night vision mode.

networked sitUational awareness
 Automatic Blue Force tracking
 Red Force tracking based on operator input
 Any vacant bandwidth is exploited for replication of Blue and Red 

Force overview in a net centric approach
 Individual call signs to all units- Fully compliant with NATO’s NFFI 

protocol.

Map and inforMation display options
 Exchange of command information
 Layered maps displayed as vector graphics (ESRI, DTED), ortho-photo 

(ECW), or bitmap (PNG, BMP, JPG)
 Force tracking using the APP-6A military symbol set
 User position is automatically centered
 Red Forces may be added by typing coordinates, tapping on map/

GIS screen or by Laser-Range-Finder
 Available NFFI force information may be shown in menu.

USER-FRIENDLy MESSAGE 
FUNCTION ThAT INCLUDES 
A SET OF PRE-DEFINED 
TEMPLATES

AUTOMATIC TAC-FLEx COMES WITh 
BLUE FORCE TRACkING AND ThE 
POSSIBILITy OF MANUAL ENTRy 
OF OBSERvED NEW TRACkS
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Tac-Flex – Situational 
Awareness – Simple 
in Use, Advanced in 
Performance

The brand identity was effectively 

applied to annual reports by centring on 

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

technology leadership, etc. 

Annual Report
2012  13

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



The new website was 

a flagship channel 

for the new brand 

and a focal point for 

its implementation. 

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 

a new corporate identity, profile ads, segment brochures, product films 

and exhibition materials.
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SEE THE GROUND-BREAKING RESULTS INSITE
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WEB PAGE ELEMENTS & TYPES

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.

1. Promote engagement through stronger content and 

opportunities to interact

The strategy here was to promote engagement through 

creating stronger content and many more opportunities 

for interaction, including:  

•	 More relevant and predictive content

•	 More accessible content

•	 More sales interaction points

•	 New brand interaction points

2. Be more customer and benefits orientated

Here the focus was on trying to create a smooth, logical 

and helpful user experience through:

•	 Outward-facing business segmentation 

•	 Better information management

•	 Enhanced user journeys

•	 User-friendly navigation

•	 Instant-on Search functionality

3. Strengthen the digital Terma brand using the “Allies in 

innovation” concept and create greater visual impact

The approach here was to encapsulate everything under 

a strong identity and clear positioning through: 

•	 Bringing a powerful brand concept to life online

•	 Creating a contemporary and functional site design

•	 Abundant and organised use of visuals and rich media

THE STRATEGY AND EXECUTION

CBC worked on every dimension of the site (structure, usability, content and 

functionality) to address the three key site objectives. 

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.



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.

•	 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

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:
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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. 

Sales interaction points – terma.com 

invites users to interact through  

a variety of downloads, sign-ups  

and links and even invites visitors  

to connect directly with relevant  

staff members.



Jørn Henrik Levy 
Rasmussen, 
Vice President, 

Terma Global

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 Jørn Henrik Levy Rasmussen, Vice 

President, Terma Global.

CBC A/S

RYESGADE 3B 

DK-2200 COPENHAGEN N 

DENMARK  

TEL.: +45 35 25 01 60

30 STAMFORD STREET 

LONDON SE1 9LQ  

UNITED KINGDOM 

TEL.: +44 (0) 745 296 5852 

PRESENT CLIENTS INCLUDE: 

Brüel & Kjær / Cobham / ConvaTec / Copenhagen Airport /  

GAC / GEA Process Engineering / Lactosan / MOCON /  

Nordic Tankers / Novo Nordisk Pharmatech / Perkins /  

Plus Pack / Satair / Svitzer / Terma

CBC EQUALS B2B

After 35 years’ pure focus on international B2B branding and marketing 

communications, CBC knows how to move brands forward. Fast.

We relish complexity, finding the most effective ways to shape 

intricate processes into clear, compelling propositions that resonate. 

From satellites to software, marine to medical, broad experience has 

shown us how to blend strategy with creativity to deliver the impact 

that drives bottom line results.

Our B2B experts in UK and Denmark have been handpicked for 

their specialism and knowledge of international branding and communi- 

cations. This means we never require long consulting engagements and 

you get the most effective team behind your project.

So get in touch with the agency that brings more to your business. 

Because CBC equals B2B. cbc@cbc.dk / www.cbc.dk / www.cbc.co.uk

The most 
recognisable brand


