STATEGISK FORANKRING

ORGANISATORISK FORANKRING

Figur 1.1

Den professionelle kommunika-
tors 3 tilgange til forankring af
indsatsen.

Kilde: Lund og Refshauge 2023.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.

© Samfundslitteratur og
forfatterne 2023.



ORGANIZATIONAL EFFICIENCY

IMAGE
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STRATEGIC COMMUNICATION

N

TRANSPARENCY

ORGANIZATIONAL IDENTITY

Figur 1.2

Mdlene for strategisk
kommunikation.

Kilde: Falkheimer og Heide 2018.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.
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SELF-STRUCTURING

ACTIVITY COORDINATION

~

s

THE ORGANISATION

'

MEMBERSHIP NEGOTIATION

INSTITUTIONEL POSITIONERING

Figur 1.3
CCO’s fire flows.
Kilde: Feldner og Fyke 2018

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktgjer til at skabe
verdi.

© Samfundslitteratur og
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EXCELLENCE

Communication departments in organisations which outperform others in the field

INFLUENCE

Internal standing of the communication department within
the organisation

PERFORMANCE

External results of the communication department’s activities
and its basic qualifications

ADVISORY INFLUENCE

Senior managers take
recommendations of the
communication function

(very) seriously

EXECUTIVE INFLUENCE

Communication will (very)
likely be invited to senior-
level meetings dealing with
organisational strategic
planning

SUCCESS

The communication of the
organisation is (much) more
successful compared to those

of competing organisations

COMPETENCE

The quality and ability of
the communication function
is (much) better compared
to those of competing
organisations

Figur 1.4

Den excellente kommunikations-
funktion.

Kilde: Zerfass m.fl. 2022.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.

© Samfundslitteratur og
forfatterne 2023.
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Figur 1.5

En konceptualisering af de fire
roller som lederen af en public
relation funktion skal
varetage. Kilde: Gregory og
Willis 2013.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
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No consequences

Y

MANAGEMENT DECISIONS

A

Consequences ¢
ORGANIZATIONAL REPUTATION |------ '
RELATIONSHIP COMMUNICATION PROGRAMS
OUTCOMES (relationship cultivation strategies)
A
ACHIEVEMENT OF
ORGANIZATIONAL GOALS CRISIS
MANAGEMENT

Consequences

\

STAKEHOLDERS
[P1] [P2] [P3]
PUBLICS

Behavior of pu

ics creates

<
<

ISSUES

Figur 1.6
Strategisk ledelse af PR.
Kilde: Grunig 2018.

Fra Anne Katrine Lund
og Mette Refshauge:
Strategisk kommunikation
ipraksis. Viden og
verktdjer til at skabe
verdi.
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AMBASSADOR —~_ _~—— MULTIPLICATOR

COMMUNICATION ~ w PROFESSIONAL
STRATEGIST v COMMUNICATOR

OPERATIONAL
MANAGER

STRATEGIC MANAGER

Figur 1.7
Kommunikatgrens roller.
Kilde: Berger m.fl. 2017.

Fra Anne Katrine Lund
og Mette Refshauge:
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Building and maintaining trust
Linking business strategy and communication

Dealing with sustainable development and social responsibility

Strengthening the role of communication function in
supporting top management decision making

Dealing with the speed and volume of information flow

Matching the need to adress more audiences and channels with
limited resources

Exploring new ways of creating and distributing content

Using big data and/or algorithms for communication

Digitalising communication processes with internal and external
stakeholders

Supporting diversity, equality and inclusion

Establishing flexible and remote work in communication

_ 39,3%
I V0%
I
I
I
I 2%
I
I
I
[

I

34,5%

32,0%

30,9%

26,0%

23,4%

Figur 1.8

De vigtigste strategiske udfor-
dringer set med de europziske
kommunikatgrers gjne.

Kilde: European Communication
Monitor 2022.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe verdi.
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ARTEFAKTER
Synlige signaler, for
eksempel i arkitektur
og indretning

(SKUE) VERDIER
Ofte formulerede gnsker og
ambitioner om, hvad man
vil og er

GRUNDLAGGENDE ANTAGELSER
Opfattelser, tanker og folelser

Figur 1.9

Edgar Scheins tre organisatori-
ske niveauer illustreret som et
isbjerg.

Kilde: Schein 1986.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.
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;' Evaluering og Strategisk %
: justering analyse

Implementering Planlagning og
(facilitering, orkestrering

radgivning og
produktion)

Figur 1.10
En systematisk arbejdsproces

med fokus pa strategisk analyse,
planlegning, implementering

og evaluering.
Kilde: Lund & Refshauge 2023.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
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LEVEL 3
Intimacy, transparancy & collaboration

LEVEL 2
Open & trustful

LEVEL 1
Professionel & transactional

Figur 1.11

Scheins relationsniveauer.

Kilde: Ilustreret frit efter Scheins
beskrivelse i ord, 2016.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.
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1ews

A.P. Moller - Maersk integrates West & Central Asia and Africa
markets to form the IMEA (Indian Subcontinent, Middle East &
Africa) region

Chaﬂglng 3 2 Advisories
conversations, % s i P
buildin

e q of global =

3 - e—

- & t ra d e Aternational Be the driver of your own How true control over

12023: An career customs can give you
- ' Rate
!
Figuria2

Et eksempel pi et tidligere
analogt produkt — Maersk
Post og et screenshot fra
intranettet One Maersk.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
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Viden og varktajer til at skabe
verdi.
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Maersk's Rainbow Container tour ends

Afive-month voyage around the world has come to an and — but the journey towards improved

diversity and inclusion continues.

In July 2020, two fully functional Masrsk containers were skiHfully painted wih a rainbow 1o oin MasrsK's

fleet,and in March tis year,they embarked on their frst World Tour.

First part of the Journey for the 40 and 20-foo rainbow containsrs was aboard the Masrsk Edmontor

APM Terminals Pier 400 in Los Angeles to Yokohama. The containers have stopped at severallocations
across Asia and Europe, before inaly ending thelstour in Denmark for Copenhagen Pride 2021

During their World Tour, the containers have been made avalable to A P Moller Maersk employees during

for hem to sign - and . v the chance to s

thei hopes for a future of mproved diversty and inclusion.

When we stated the world tour, we ware sxcited. Butit s safe to say tha the

‘expactations. Whil the autsids of thess containers represent the company’s stand of ty and nclusion, the nside of the containers represant our collsagues' personal pledge

many have actually taken the chance to share their commitment.” Rachl Osikoya, Hi iversity & Inclusion at Maersk:

Maersi's rain served as a symbol of inclusion and diversiy, boldy a cuure where all employees, partners,

and can be thems: thout judgment.

Figuri1a3

Eksempler pd Marsks
’newsroom approach’ pa tvars
af kanaler og platforme i
forbindelse med
regnbuecontainerne.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Degree & digital adaption

4

A

Local Functions
fra at udggre fem
separate kommuni-
kationsafdelingeri et
konglomerat (step 1)

Global Function

Instant production
Global Function til at legge produkti-
Production flow onsflowet om, sa alle
til at blive én samlet afdeling tager ansvar for E2E
(dog med separat produkti- produktion (step 3)

ons-enhed i Manila) (step 2)

Brand  Informal

SoMe  Media

Global Function
News Room
til strategic producer,
newsroom approach
(step 4)

» Time

Figuri1a4
Transformationen af Marsks
kommunikationsfunktion.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
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The path to irrelevance

Pace and technology challenge
traditional production flows
and skills I

The path to irrelevance

Producers

Analogue Interactive Instant Community based »»»o0n Newsroom
Figurias
Den strategiske producers
dna.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktdjer til at skabe
yerdi.

© Samfundslitteratur og
forfatterne 2023.



Figur116
En strategisk sko som
kommunikativt greb.

Fra Anne Katrine Lund
og Mette Refshauge:
Strategisk
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Viden og varktajer til at
skabe vardi.
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Figuriay
Mersks CEO, Vincent Clerc,
ifgrt Marsk-skoene.
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Figur148
Mzrsks CEO, Vincent Clerc,
ifprt Marsk-skoene.
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Figuri1ag
Topledere i Mzrsk ifgrt
Mzarsk-skoene.
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Figuri.20

Eksempler pd posts om
skoene fra lanceringen.

Fra Anne Katrine Lund
og Mette Refshauge:
Strategisk kommunikation i
praksis. Viden og varktgjer
til at skabe vardi.

© Samfundslitteratur og
forfatterne 2023.
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e Proud to step out in our blue susde PUMA Group shoss, exclusively designed
for our Masrsk teams $%.

1 am excited to see how the partnership with Maersk has developed over the past
years. B

The Masrsk PUMA shoe
the PUMA famil."shared Dr. Thomas Liske, Giobal Director Logistes.

“Itis amszing to see how the collsboration with PUMA transformed into the
today. For me the

over.are this
Mark van Grinsven, Head of Puma, Key Cient Manager at AP. Moller - Maersk.

Sharing s cri <o thess

ing . 50 v a e pair
shoes over the weeks to our followers. look out for detais.

#Maersk #PUMA #Althoway Horeverfaster #customerlove.

Se oversaattelse

J

:
J

M

Masrsk PUMA shoe exclush

€Ce i “

Figur1.21

Collage med uddrag fra den
interne omtale.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
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Viden og varktgjer til at skabe
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Figuri1.22

Dzkning af Mzrsk-skoen i
pressen.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
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Figur1.23

Mzrsk-skoene var ogsd
artefakt i opdateringen af
forretningstrategien, 2023.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktagjer til at skabe
vardi.
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Internal media update: Highlights, 26 April - 24 May 2022

Top stories, broadcasts and announcements

Impressions: 29m

. " - s Global broadcasts
Social Media update: Top Performing Content 23 April - 24t
- o5k otovers - s
Last Month: 9.2 million post Last Month: 15M people Last Month: 273K post|
mpressions ehed impressons
Engagement Benchmark 2% Engagement Benchmark 1% Engagement Benchmal|
TopELT posts
TS Laura Maersk leaves dry Maersk New Rail. 300 lhes. S
3 i drone footage Asia-Europe financial resuts for 01
200K videos views 4K video vie »:
560K reach 20K impressions Channel and content performance = 45,000 views.
5% engagement rate 14% engagement One Maersk One Masrsk Global Yammer News Globat Yammer News se0li
: - P bl [
Laura Maerskleaves gg;(m:smy Financial vpdate e \ s (: ).;;, o— )Mﬂ ( D .
aroms footage —~ (
50K video views 2% engagement rate gg:‘ggfgﬁ
200K impressions S L 8.0%oftotal lensed sers
1% engagement rate ay Teachedin Moy
International Women in - i
it Chief Officer Story 10K impressions
ey Bt Divarsiy at saa || Dhimy Maers fu et from s cont.
T14K impressions 140K reach N
3% engagement rate. 4% engagement rate.

Figuri.24

Et eksempel pd rapportering fra
sociale og interne medier, der
indgiri datagrundlaget for
kommunikationsbeslutninger i
Mezrsk.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
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10 BORSEN. VIRKSOM

Uggla kerer ny frontmand i stilling til barske

Figuri.25

Pressemegde i anledning af
CEO-skifte i Mersk med
bestyrelsesformand, den
afgiende og den tiltredende
CEO.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.

© Samfundslitteratur og
forfatterne 2023.



The Future Positions

Positioning

for the next

steps of the
business

transformation

The Quantum
leap forward

Becoming New ways
Next Level Competences Strategic Producers of working

Figuri1.26

Visualisering af det igang-
verende kommunikative
kvantespring i Mzrsk.

Fra AnneKatrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
ogverktgjer til at skabe verdi.

© Samfundslitteratur og
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The Newsroom of Tomorrow



KOMMUNIKATIONSROLLE | BESKRIVELSE AF ROLLEN

Rollen indebzrer, at medarbejderen "udlever”organisationens kernevaerdier og
brandlgfte. Med andre ord, at medarbejderen handler, kommunikerer og reagerer pa
interessenter i overensstemmelse med organisationens vardier, normer og brand.

Organisationsreprasentanten
(The embodier)

| denne rolle styrker medarbejderen virksomhedens omdgmme ved at kommunikere
positive budskaber om organisationen til forskellige interessenter som borgere, kunder
og brugere. Medarbejderne handler med andre ord som positive ambassadarer.

Markedsfagreren
(The promoter)

Forsvareren Nar en medarbejder i sin kommunikation forsvarer organisationen mod kritik, der kan
(The defender) opsta som anklager, angreb og rygter. Sa handler medarbejderen som forsvarer.

| denne rolle skaber, fastholder og udvikler medarbejderen relationer med interne og
eksterne interessenter vedligeholder og forbedrer relationer med interessenter/stake-
holders.

Relationsbyggeren
(The relationship builder)

Spejderen  En vigtig rolle for medarbejderen er at tage ansvar for at samle og dele oplysninger om
(The scout) organisationen, og den samfundsmassige og teknologiske udvikling.

Meningsskaberen | denne rolle organiserer og skaber medarbejderen mening i organisatorisk information.
(The sensemaker) Det sker iszr, nar medarbejderen kommunikerer og diskuterer med andre.

Innovatgren Nar medarbejderen proaktivt kommer med nye idéer og tager initiativ til at foresla
(The innovator) organisatoriske @ndringer, sa optraeder medarbejderen i rollen som innovatar.

I rollen som kritiker ggr en medarbejder opmarksom pa udfordringer og mangler i
organisationen (enten internt eller eksternt), ved at give deres mening til kende til den
gverste ledelse, kolleger, sociale medier eller pressen.

Kritikeren
(The critic)

Figur 2.1

En typologi for medarbejdernes
kommunikative roller.

Kilde: Verhoeven og Madsen
2022.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe verdi.

© Samfundslitteratur og
forfatterne 2023.



Myth

Reality
Trust has no boundaries. Trust is limited.
Trust is objective. Trust is subjective.
Trust is managed from the outside in Trust is managed from the inside out
— by controlling a firm’s external image. - by running a good business.
Companies are judged for their purpose. Companies are judged for their purpose and their impact.
Trust is fragile. Once lost, it can never be regained. Trust waxes and wanes.
Figur 2.2

Overblik over myter og realitet.
Kilde: Sucher & Gupta 2021.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
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STAKEHOLDER

Customers

Employees

Investors

Society

ECONOMIC PROMISE

To provide products and services
that enhance their lives

To provide a livelihood (pay,
benefits, training, opportunity)

To provide returns
To manage risk

To offer employment and eco-

nomic development

To fulfill important needs

LEGAL PROMISE ETHICAL PROMISE

To follow consumer protection To make good on commitments
laws and industry regulations To disclose risks

To remediate mistakes made or
harm done

To follow labor, antidiscriminati-  To provide safe work conditions
on, and workplace safety laws and job security

To treat everyone fairly

To fulfill fiduciary duties To oversee emplyees’ conduct

To disclose material information  To abstain from insider trading
and self-dealing

To follow local federal laws To protect public health, the
To work with regulators environment, and the local
community

To set industry standards

Figur 2.3

Fundamentale virksomheds-
1pfter.

Kilde: Sucher & Gupta 2019.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe verdi.
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e——> () significant change

n
GLOBAL 27 Distrust (1-49) Neutral (50-59)
62
Change, 2022 to 2023 @
Business
Least-trustning countries Spain 43
for each institution Japan 47
S. Korea 38

Trust (60-100)

59
51 50
NGOs Government Media
* Sweden 44 Japan 33 UK 37
Germany 41 S. Africa 22 Japan 34
Japan 38 Argentina 20 S. Korea 27
Figur 2.4
Tillid til institutioner.
Kilde: Edelmans
Trustbarometer 2023.
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MAERSK

Thiz emall Is sent to all employees In Denmark
Dear colleagues,

The angaing debate in Denmark on sexual harassment in the media and
entertainment industry as well as the political stage reminds me of the imgortance of
this topic for all of us, and | wanted to take this opportunity ' share my view.

The people of AP. Moller - Maersk are the foundation for our success. This is why
ane of aur Core Values & *Our Employees - the right environment for the right
people”. | parsanally believe that the right environment is an environment where
harassment does nat happen, and the right pecple do not harass, bully or
discriminate their coleagues. At Maersk, we treat our colleagues with respect and
dignity, and we do not talerate discrimination o harassment of any kind. It is as
simple as that.

To protect this high standard and our from any

conduct, our Code of Conduct emphasizes what we stand for as a company, and our
Maersk Behaviours as well as the Commit Rule on Global Employee Relasions all aim
to ensure that these are in ything we do. This

states our commitment as 3 company and cutiines our expectations 10 every
employee at Maersk.

| personally feel very strongly about this. We all have a responsibility to create an
inclusive culture that is free of discrimination, harassment and bullying. Let's use this
mament in histary to reflect, isten to each other, and together make sure that we take
care of curselves and cur colleagues by standing united against harassment.

If you have i s it i behaviar,

ar discrimination, | enmnge you 1o report it. You can either go to your immediate
manager or any of aur ip Team You can go to HR or
anonymously through the MM!& . Also, you are welcome to come
directly fo me. Please take some time % use the resources below 1o learm more about
how we all have a role %o play in creating a positive enviranment.

Our values remain constant. They are deeply ingrained in cur behaviors and the way
we do business, It is by living them every day that we continue to thrive as
individuals, and collectively as Maersk.

Stand united and stay safe,

Saren Skou
CEO of AP. Moller - Maersk

BORSEN  sosmenn wises

Seren Skou i brev til 70.000 ansatte: Vi
har alle et ansvar for at bekeempe
sexisme - sig det til mig, hvis I har
oplevet noget

fokus pé problemet  en mal i sine medarbejdere

Soren Skou,adm. direktor | A. Melle-Viarsk opforder s medarbejdare tat e op i desay har

JONATAN RYING LARSEN

R 225.2020KL.0800 oas

Figur2.5

Davarende CEO Sgren Skous
brev til alle Mzrsks med-
arbejdere, da krenkelses-sagen
kommer pd i offentlighedens

agenda.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.

© Samfundslitteratur og
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MAERSK FPrces Bookv® Tacking Schedules  Logistcs solutions

Setting a global standard

Maersk has zero tolerance against bullying, discrimination, violence, sexual harassment,
sexual assault or harassment of any kind. We want every employee to be treated with
respect and dignity and are committed to creating an inclusive workplace where diversity
is valued. We have launched a global policy which

« Sets out the minimum standards of behaviour we need from our employees
o Helps our employees identify any situation of misconduct
«  Empowers people to speak upif they witness anything inappropriate

Every employee has the right to work in an environment that is free from prejudice, bias,
offensive and inappropriate behavior. That makes it 2 key principle for us to handle all

reported incidents promptly, fairly, and transparently and to work hard to promote an
environment where people speak up and receive our support to do so.

Read the policy here

Figur 2.6

Eksempler pd den interne
kommunikation i forbindelse
med krenkelsessag i Marsk i
2021.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe vardi.

© Samfundslitteratur og
forfatterne 2023.

Proactive and aligned communication
on our cultural transformation and
prevention of SASH at sea




Uhyggelig voldtaegt chokerer Mersk: »Vier
dybtrystede over det her«

Figur2.7

Artikel om kraenkelsessag i
Mezrsk i Berlingske,

7. oktober 2021.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden ogvarktajer til at skabe
verdi.
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Mazersk efter flere
MeToo-sager: Vi har et
problem

AP Moller-Maersk er géet i gang med at interviewe sine godt
350 kvindelige sofarende. Beskrivelserne og omfanget af
kreenkelsessager kommer bag pé rederiet.

2 LAsOP (D ORDBOG A TKST

Figur 2.8

Artikel om krenkelsessag i
Mearsk i Berlingske,

7. oktober 2021.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden ogvarktdjer til at skabe
vardi.
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Seren Skou vil kreenkerkultur pa havet til livs i Meersk:
“Det er pa ingen made den virksomhed vi gerne vil veere”

Figur2.9

Davzrende CEO Sgren Skou i
interview med Bgrsen om
krenkelsessager i Marsk.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
© Samfundslitteratur og
forfatterne 2023.



COMPETENCE
The function that
our product
serves

CULTURE
The intent with
which we run our

business

CAUSE

The social good to
which we aspire

Figur 3.1
Tre typer af purpose.
Kilde: Knowles m.fl. 2022.

Fra Anne Katrine Lund og
Mette Refshauge:
Strategisk kommunikation i
praksis. Viden og varktgjer til
at skabe vardi.

© Samfundslitteratur og
forfatterne 2023.



SHARED

Figur 3.2
Fire kanaltyper i medie-
landskabet.

Fra Anne Katrine Lund
og Mette Refshauge:
Strategisk kommunikation
i praksis. Viden og varktdjer
til at skabe vardi.

© Samfundslitteratur og
forfatterne 2023.



Treatment of employees
Climate change
Discrimination

Wealth gap

Immigration

Figur 3.3

Forventninger til dagsordener,
hvor en CEO trzder offentligt
frem.

Kilde: Edelman
Trustbarometer 2023.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe verdi.

© Samfundslitteratur og
forfatterne 2023.
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De tre faser er henholdsvis:

1 For-fasen: er den ind-
ledende fase, inden man
beslutter sig for atindtage et
synspunkt. Det er en beslut-
nings- og analysefase, hvor
CEO’en ogsa forankrer stand-
punktet i sine egne vardier,
hvilket giver en personlig
stemme og samtidig sikrer,
at synspunktet meningsfuldt
kan forankres i organisatio-
nens verdiset og purpose.

2 Under-fasen: er pibe-
gyndt, ndr en organisation
indtager synspunktet, og

CEO trzder frem med sin egen
stemme — og organisationen
simultant ggr det samme.

Her begynder modtagere ogsa
granskning af emnet og den
rolle, som CEO’en indtager.

3 Efter-fasen: betegner, at
bide CEO og organisation for-
bliver synlige i den til enhver
tid aktuelle debat om emnet
og evt. raffinerer standpunktet
eller underbygger med argu-
mentation om, hvorfor det er
relevant, at CEOQ/organisatio-
nen tager dette standpunkt.

Figur 3.4

Tre faser til arbejdet med
CEO-aktivisme.

Kilde: Olkkonen & Morsing 2022.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.

© Samfundslitteratur og
forfatterne 2023.



Decision to take a stance
The CEO makes a decision to engage with

a socio-political issue and prepare a public
stance

Anchoring Motivations
i (CEO voice)

Publication of CEG stance
The CEO takes a deliberrate public stance
and a socio-political issue

Modeling Action

Taking agenc
g asency (Organizational voice)

(CEO voice)

Public scrutiny of CEO stance

} The CEO elaborates and justifies the issue
Tepale et RUIRGRI of the stance and the social role taken in

Why this Why this : . )
,55{,27 Ac{n,? the stance in response to public scrutiny

Normalizing Activism Enduring Criticism
(CEO voice) (CEO and Organizational voice)

Maintaining CEO activism

in public debate

The CEO continues to take part in public
socio-political debate even after the
campaign has ended

aseqd djuejs-aid

aseyd Supjej-aduels

aseyd ajueys-3sod

Figur 3.5

Procesmodel til CEO-aktivisme

over en lengere periode.

Kilde: Olkkonen & Morsing 2022.

Fra Anne Katrine Lund og Mette

Refshauge: Strategisk

kommunikation i praksis. Viden og

varktgjer til at skabe verdi.
© Samfundslitteratur og
forfatterne 2023.



Press releases

A.P. Moller - Maersk aims at having carbo
vessels commercially viable by 2030 and g
strong industry involvement.

04 December 2018

Scstainablity

Aimad at accelerating the transition to carban neutral shipping, Masrsi amounces today its gﬂal'o o
neutrality by 2050. To achieve this goal, zero carbon vessels must be commercially viable by 2030, ang
new innovations and adapticn of new technology is required.

Climate is one of the most important issues in the world, and carrying around 80°% of global trade, t
vital to finding solutions By now, Maersk relative CO2 emissions have Been reduced by 43%
mare than the industry average

s wordrade and therey stippig olumes il contoue o gro,effcency improemerts onhe
technclogy can only oret

T vay to ach much-1 7 0u 7
neutrol fusls ond supply chains, says Soren Toft, Chisf Operating O%icer 3t AP Moller - Maersk
Maersk is putting its efforts towards sotving problems specific to maritime transport, as it calls for d¢
than automative, ail 2nd aviation. The yet to came electric truck s expected to be able to carry max
1 run 800k per charging In comparisan, a container vessel carrying theusands of TEU sailing from
Rotterdam makes around E800km. With short battery durability and na charging paints along the ro
developments are imperative.

e 20-25-year ife time of a vessel, it is now time to join forces and start developing the newty
will be crossing the seas in 2050,

“The next 5- ing to be cruciol We will for innovath fleet ted|
the technical and financiol nal\ul) of decorbanised solutions Over the lost four pears, we hove invested or
engaged 50+ eng ping " 2dds SorenToft.
Research skey . Jsuy- o fromacy's gyand
smbtou: u-g!' h inves
ymichement, pment, s

that ».emye':n seein the maritime ndunry

PRESSEMEDDELELSE - Maersk secures green e-methanol for the world’s
first container vessel operating on carbon neutral fuel

wdlasan = Presamacu

TRANZSORT OG GODIMANDTERING ¥

European Energy will establish a new e-methanol focility in Denmark and provide renewable energy to fuel it.

‘Copenhagen, 19 August 2021 - A.P. Moller - Maersk has identified its partners to produce green fuel for its first vessel to operate on carbon
neutral methanol: REintegrate. a subsidiary of the Danish renewable energy company European Energy.

REintegrate and European Energy will establish a new Danish facility to produce the approx. 10.000 tonnes of carbon neutral e-methanol that
MaersK's first vessel with the ability to operate on green e-methanol will consume annually. Maersk will work closely with REintegrate and European
Energy on the development of the facility.

“This type of partnership could become a blueprint for how to scale green fuel production through collaboration with partners across the industry
ecosystem. and it will provide us with valuable
Sourcing the fuels of the future is a significant challenge. and we need to be able to scale production in time. This agreement with European

aswe are journey customers’ supply chains.

Energy/REintegrate brings Ls on track to deliver on our ambition to have the world's first container perated on carbon neutral

the water by 2023 says Henriette Hallberg Thygesen, CEQ of Fleet & Strategic Brands, AP. Moller - Maersk.

‘The methanol facility will use renewable energy and biogenic CO; to produce the e-methanol. The fuel production is expected to start in 2023.

‘The energy needed for the power-to-methanol production will be provided by a solar farm in Kassa, Southern Denmark.

regrate has a proven for producing g hanol i its test laboratory in Aalborg. The new faciiity will be its third e-methanol

facilit, as they are also constructing an e-methanol facility in Skive with startup in 2022:

“We're proud to be a part of the first large scale e-methanol production in Denmark. Whill renewable energy is becoming more and more common

in the energy mix of electricity consumption this is one of the first steps in heavy towards using gy. This

agreement marks a milestone in the journey towards green transition in the shipping industry.” says Knud Erik Andersen. CEO, European Energy.

Wihile the renewable energy wil be produced in Southen Jutland it is yet to be decided where in Denmark the power-to-methanol facility will be
located.

Maersk announced the dual fuel vessel, an industry first, in February 2021, In June. Maersk announced that Hyundai Mipo Dockyards will be building
the 2100 TEU (Twenty Foot Equivalent) feeder.

The world'’s first methanol feeder will be 172 metres long and it is expected to join the Maersk fleet in mid-2023. it will sail in the network
of Sealand Europe. a Maersk subsidiary. on the Baltic shipping route between Northem Europe and the Bay of Bothnia. It will fly the Danish flag,

Media Contacts:

Rikke Marie Dahl, Senior Press Officer, AP. Moller - Maersk +45 29222143 rikke dahi@maersk com

Mikkel Elbek Linnet, Senior Press Officer, AP. Moller - Maersk +45 248211 96, Mikkel Elbek Linnet@maersk.com

Figur 3.6
Et eksempel pa
pressemeddelelse.

Fra Anne Katrine Lund
og Mette Refshauge
Strategisk
kommunikation i praksis.
Viden og varktdjer til at
skabe vardi.
©Samfundslitteratur
og forfatterne 2023.




Figur3.7

Henriette Hallberg Thygesen i
dialog med f.eks. den
amerikanske president

Joe Biden og formand for EU-
kommissionen Ursula von der
Leyen i forbindelse med
Klimatopmgdet i Glasgow 2021.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



0 Soren Skou B3+ e
s

Seren Skou
CEOA.P. Moller - Maersk

“Fossil fuels cannot keep being

cheaper than green fuels.
Action is required NOW.
Itis vital to consider all

greenhouse gases, not

just CO2, on a full life cycle
analysis, otherwise we will not §
be able to truly decarbonise
shipping by 2050 in line with
the Paris Agreement.

B masrsk

Figur3.8
Et eksempel pi
CEO-aktivisme pa LinkedIn.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Bloomberg

Subscriber Oriy

Bisines) Maersk Seeks $150-a-Ton Carbon Tax on
Shipping Fuel
= Measure would help shipping industry to shift to cleaner fuels
= Company runs the world's biggest fleet of container ships.

s
execunve
©Wharcon /BXECUTVE

Wharton
Executive Certificate

APLYNOW,

By Jack Witiels
June 2, 2021 a1 12:41 PM GNT+2 Updated on fune 2, 2021 a1 6:31 PM
awr2

Lol uteh The world's largest container shipping line has called for & $150-a-
ton carbon tax an shipnine fuel that would drive un the costs for an

Figurz.o

Pressen, her amerikanske
Bloomberg, har hele tiden
daxkket arbejdet tat.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktdjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



AP. Moller - Maersk

-®

Training time for our “green” crew: Science, safety, and simulators @ &

Mest Heino Segaard Nielsen - chief engineer from our first “graen’ crew®@

Heino is among the 30 crew members that have been selected for the firt fesder
vessel to operate on methanole®

Our pioneering seafarers have gone to Finland to get ready to take our first dual fuel Togethervith his colleagues, he has started his training to get resdy for the vessel to
feeder on the water later this year! get on the water ater this year.

At Maersk. we are vary thrilled to see our dedicated seafarers leaming new skill to

farers coming together to leam
sai on gre=n fuels on ourjourey towards net zero emissions in 20401

|embarked on a journey towards

AP. Moller - Maersk ...

#sustainability #greenfuel #vessels #seafarer #crew #Maersk

Se oversattalse

Back to school in Finland: Our “Green” crew is training to sail on green marine fuels  fe of our team and providing them

Later this year, our first green methanol powered feeder vessel will be on the water
and there s a lot to learn for our dedicated team about operating a vessel on a dual
fuel engine.

w #Maersk

Thank you Aboa Mare for welcoming our pioneering seafarers to Turku, Finland and
preparing them for the important task ahead.

#sustainability #greenfuel #vessels #seafarer #crew #Maersk S
Heino S. Nielsen
Se oversattelse i and Chigf Engines

and il be art of the

Meet Heino - chief enginer from our first “green” crew

©@O Norten Wit Butter og 443 3 kommes

Getting ready for green fuels

P T——— Figur3io

Eksempler pd opdateringer fra
Mzrsk om vejen mod en
klimaneutral fremtid

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.
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Figurza

Mersk Studio i Marsks
hovedkontor pd Esplanaden i
Kgbenhavn og i en mobil
glasscontainer.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.




n AP. Moller - Maersk e
>+ ®
We want to create a more diverse, equitable and inclusive workplace. where
employees feel able 10 bring their whole selves to work and contribute their
fullest. Hear the personal story of Christian Wirawan. who is helping to make sure
everyone can thrive as their genuine selves. Among the 100,000 people at Maersk
there are many hidden heroes and Christian is one of them ()

#Maersk #HiddenHeroes #Diversity #inclusion

Hidden Heroes Christian

cce

Figur3az

Serien’Hidden Heroes’
produceret som en del af
Mezrsk Studio.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktagjer til at skabe
vardi.

©Samfundslitteratur og
forfatterne 2023.



o AF. Moller - Maersk
Ra¥ -
-®

M How do you prepare the

chef similar to being a man

T

S Nickolai Wildego

What's cooking - Santas little helpaer

Figur3a3

Serien’What’s cooking’
produceret af de strategiske
producere.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Whatsapp 15,7%

14,8%
Facebook 14,5%

1,4%

Douyin 5,1%

TikTok 4,3%

Twitter 3,3%

FB Messenger 2,6%
Telegram 2,0%
1,8%

1,8%

1,6%

1,4%
1,3%

Imessage [EREIETS

1,0%

Figur 4.1

Status for sociale medier 2022.
Kilde: https://datareportal.com/
reports/digital-zo22-global-
over-view-report

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



G2

Brands
Pre-existing ideas
about news

=)

Visuals

Headli
Images, video, or Ton:aanénv?l;d
presence of URL choices

Six Cues
for snap judgements
about what to trust

) °'i§’
Advertising v '
Cues related to v @ Social Cues

Who shared the
information?

sponsorship

Platform Cues
Presence of likes,
labels, and the
order in which
information
appears

Figur 4.2

De 6 signaler, der er fundamentet
for den hurtige vurdering af,
hvad man skal stole pd som
skeptisk leser.

Kilde: Reuters Institute for the
Study of Journalism (2022).

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Presence Active

Activity Presence
Informational T

i i Predi ition
Interactive Attitude edispositio

to Interaction
Graphic resources
L Interactive Dialogic
Audiovisual Resources g .
Resources Communication

Hypertextual Resources

Support
Responsiveness
Viralization Effoctive
Intensity Interaction
Conversation
Reciprocity

Figur 4.3

Kernedimensioner i den dialogi-
ske kommunikation via sociale
medier.

Kilde: Capriotti m.fl. 2021: 38.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.
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fetour CPT Jens pet.

B 2502 b7k 1> 6509

ftfeel shy abouts.. Time tohit some wave... Wha it takes to assem...  Life at sea can be mag|

[ QS

[ - SO —

Figur 4.4

Eksempel pd Marsks kontakt-
etablerende kommunikative
indhold pa sociale medier.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



MAERSK

The ideal reefer temperature
for apples is -1°C to 4°C

- 0

MAERSK -.“

MAERSK

Towering
Triple E's

B ita- D
28 mecs

Triple € Vessel

-®
something gets 2 second ife?

Take used cooking o for instance. Once considered biowaste, it can now & .. se mere.

Se oversasttelse

How can used cooking oil
pave the way to decarbonisation?

2nd generation biofuels that power ships and aircrats

cCe

Figur4.5

Eksempel pid Marsks brug af
infografik pd sociale medier.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktdjer til at skabe verdi.
©Samfundslitteratur og

forfatterne 2023.



Figur 4.6

Billeder fra gaming-event,
hvor Mzrsk sponserede
prisen til den mest verdi-
fulde spiller, MVP.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Figur4.7
Vincent Clerc til Web Summiti
2021.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Figur 4.8
Mersks stand og tv-studie pa
Web Summiti 2022.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktdjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



- Maersk

“This is not the Metaverse. We all want real things’
What i the role of technology in the future of transport and logistics? Our Chief
Economist Graham L. Slack s joined by special guest Jason Schenker C . see more

Wi

Maersk Trade Talks - Transport Trends to Watch with Jason Schenker, Fu...

CU@:1s 8 commen

Figur4.9

Interview med gkonomisk
fremtidsforsker Jason
Schenker i forbindelse med
South by Southwest-
konferencen i Austin, Texas,
2022.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Maersk at SXSW: Supply Chain Challenges, Geo Politics and Policy with Holly Landry and Graham Slack
Maersk i =

251 views 9 months ago #Maersk #sustainablesupplychain
‘Supply chain lesson'slearned from “Dude, where's my camera.” EU hosted @SXSW session.

4 Download 9 clp

Head of Data Holly L fack unfold the role of geo - Show more.

A.P. Moller - Maersk wee
[\

& Pay, flexible working or culture - What matters most to you when working for a

company? We took to the streets of Austin during SXSW and asked members of
the public for their answers.

see more

SXSW Vox Pops - What matters to you in an employer?

€O 410

Figur 440

Eksempel pd Marsks spon-
tane interviews med talere pa
konferencen South by

Southwest i Austin, Texas,
2022.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktajer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Maersk at SXSW Vox Pops - What matters to you in
an employer?

& Pay, flexible working or culture - What matters most to you

when working for a company? We took to the streets of Austi...
Maersk @

13 Apr 2022 - 3K views

Maersk Vox Pops: What matters to you in the future <.
of work?

& What's important to you in the future of work? We asked

the general public at SXSW for their views. Pay E1, safe...

Maersk @

5 May 2022 - 2.2K views

Figur 411

Eksempler pd Marsks voxpops
péd konferencen South by
Southwest i Austin, Texas,
2022.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



81%

monitor social

latforms 5 80/
100 . o K
l track content 51 0/0 48 /0
performance measure dEtfdtatr;]d 430/0
: protect the
80 l Eonverstlontrates company from gauge reputation
orconten fake news health through

sentiment analysis

| |

60

|

40

20

Figur 5.1

Pages undersggelser af, hvordan
kommunikationsteknologien
bruges til at holde gje.

Kilde: Page 2019.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden 0og
verktdjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Activities Participation Short Medium Long

Figur 5.2

Programteoriens model for
madling.

Kilde: Taylor-Power &
Henert 2008: 5.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og verktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Social and Cultural Change
Number who repeat behaviour
Number who behave as desired
IMPACT
Number who change attitudes

Number who change opinions

Number who attend to messages and activities
Number who receive messages and activities
IMPLEMENTATION —

Number of messages placed and activities implemented

Number of messages sent to media and activities designed

Quality of messages and activity presentation

PREPARATION

Figurs.3

Parametre i
malingsarbejde. Kilde:
Cutlip & Broom 2012.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktgjer til at skabe
verdi.
©Samfundslitteratur og
forfatterne 2023.



The Organization (Company, government, NGO, or non-profit)

CONTEXT
conomic, political, social, cultural, competitive, and interna
\J (E i litical, social, cultural iti di ]
Organization
Objectives
A
Y Short, medium, long term
INPUTS ACTIVITIES OUTPUTS OUTCOMES IMPACT
Comn'1uni.cation . (e.g., formative (e.g., writing, (e.g., publicity, Web o, ETTETENESE (e.g., revenue, cost
Objectives research, strategic design, printing, content, events, at.t%gude change’ savings, improved
N planning, budgeting) media relations) publications, etc.) Y T i public health, etc.)
: . A A
: \4 \/ : \/
Preparation Production Distribution Response Results
Exposure/Reception
Stakeholders, Publics, Society
Figurs.4

Integreret model for evaluering
af PR og kommunikation.
Kilde: Macnamara 2018b.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.
©Samfundslitteratur og

forfatterne 2023.




CLIENT

NoILy¥yd3de

Implement

Activity

Figur 5.5

AMEC’s anbefalede tilgang til ma-
ling af kommunikation i praksis.
Kilde: www.amecorg.com.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Maersk all media

Total mentions

5%

27.16. g2

Total reach
25%
4 0 Previous period
m 53.34m

Total impressions * Reach down 14% as New Path
S content reaches peak in

Previous period previous month.
209.89. heam  + Positivity UP from 36% to 44%.

« The twin sense of ‘new paths’ as a logistical and profit solution cuts through because it strengthens audience mental association between
end-to-end integration and business profit. To sustain resonance, recommend combining with earned media driving theme of new green

energy vessels.

« The new path content helps attract attention to both the green fuel ship news, and employee wellbeing content around multi-culturalism.
Top @ Fortune favors the Curious — Discover new paths and profitable solutions. 2.27M Reach
contexts ® New green fuel ships order and design announcement. Maersk content amplified by Forbes. 1.44M

® Multi-cultural crew content (FB). 952K

MARC
H

Feb 2023

logistics.

Main positivity driver each

ot

I__ New Paths / Maersk content unveiling new green ship design — Forbes shares news of new green

der.
A New Path / Ships at sea - end-to end

Dec 2022 I—_ EV Delhi deployment / Xmas wishes / All is paws-jble (PUMA collaboration)
Korea.
6 additional green vessels / US - Korea
e | Y i v suscined
0 10M 2M 30M oM 50M 60M 70M 80M

Key - Reach: number of people who read the content

engagement with Ocean Clean Up
coverage after original post in October

N.B. EXCLUDES Russia related content from Feb & March to provide a truer picture

Figurs.6

Et udklip fra den minedlige
rapport med aktiviteten pa
sociale medier.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktdjer til at skabe vardi.
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forfatterne 2023.




Amas wishes from seafarers ‘Al i pawe-sible’ - Puma
collaboration. 1.2m

4.9m EV truck deployment in Delhi. 2.2m

Figurs.7

Et udklip fra den minedlige
rapport med aktiviteten pa
sociale medier.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktdjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.
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Figurs.8

Eksempel pd datadrevne
’ordskyer’ pd baggrund af
kommentarspor pa sociale
medier.

FraAnneKatrineLund og
Mette Refshauge: Strategisk
kommunikationipraksis. Viden
ogvarktgjertil at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



e 6th people survey lear to me how SA2.0 I believe the reas, or
opulation: linked to doing the changes in SA2.0
period:27-29/10/20 tegrator have been communicated
and simpli clearly
5th people survey

Survey period: 1921/10/20
4th people survey
(10/12/14/1 (16/1 /17/16) 14
iod:5-7/10/20

3rd people survey

1 believe the changes in S.A. | feel encouraged to do

2.0are the right things to do what is needed of me to

drive these changes

2nd people survey

(27/29/29/3; A (14/12/14/18/

iod: 1416/9/20

and regions

Figurs.8

Et eksempel pd et ugentligt
temperaturtjek under

en forandring, der gor det
muligt for Mzrsks strategiske
producere at fglge responsen
hele tiden.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.
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Customer

jomer-centricity

safety

Figurs.9

Et eksempel pd data til senere
brug genereret i forbindelse
med onlineevent.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



2. Please let us know what you think about the format of the GLC ‘23, evaluating the following staterr

W Swongly disagree M Disagree M Neutral W Agree

The virtual format of the GLC worked well

The conference live stream worked well

The opportunity to ask questions during the live
event worked well

The GLC website worked well (accessible, easy to
navigate)

100%

W Strongly agree

0% 1

Figur 5410

Eksempel pd evaluerende
data efter en event, der kan
indgd i fremadrettet
planlzgning.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktgjer til at skabe
vardi.
©Samfundslitteratur og
forfatterne 2023.



”AMMMMM e+

Empowering women i rural parts of Indial)

1f you are looking for a nice story to start your weekend with, here s one that is making
proud.

Inindia, Aramon, and they a1
Going increcible work to empower local women in Murbad Taluka, Maharashira.

With the heip of funding from Maersk GSC, they launched the “Samrudch Papad” initati

to provide a source in 8 villages and help
barrier...see more

Shov 40 previous comments

Sk i £o00
Thats 2 commendable inizatve from Maersc Go teamil

Empowering women in Murbad Taluka, Maharashtraff)

‘We are proud to share the amazing resuits of our partnership with Arambh and the
incredible work they are doing to empower local women in Murbad, Taluka,
Maharashtra.

With the help of funding from Maersk GSC, they launched the "Samruddh Papad™
initiative to provide 2 source of liveiihood for women in 8 villages and heip them
‘overcome societal bariers and become financially independent members of their
community @

The Papacs have been 5o successful that they are now being recognized by
neighbouring communities and vemacular newspapers, and the women have even
participated in local and district-level fairs and exhibitions to market their products
2nd boost sales.

We are inspired by the strength and determination of these women and are proud
to support their journey toward financial independence &

#Maersk Swomenempowemment Spapadpower #MaerskCSR #GSCCSR
2 *7

Figursa1
Eksempler pd datadreven
intern kommunikation.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktgjer til at skabe
verdi.
©Samfundslitteratur og
forfatterne 2023.




Traditional

Not interactive

Newsletters
Magazines
Information boards
Posters

Memos

Mail sent to home

Digital newsletters

Information on LCD or other screens
Podcasts

Blogs

Video posts

Group e-mails

Somewhat interactive

Meetings in larger groups
Live events

Intranet

One-on-one e-mails

Live web-casting

Video conferencing in larger groups

Social networks

Internal communication applications (apps)

Interactive

Meetings in smaller groups
Team building
One-on-one interactions
Rumor mills

Video conferencing in smaller groups
One-on-one video conferencing

Figur 6.1

Oversigt over traditionelle og nye
interne kommunikations-
kanaler.

Kilde: Tkalac Vercic¢ m.fl. 2022.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



The quiet arena: ISM is primarily for one-way communication from one or more
departments.

The knowledge sharing arena: ISM is a directional arena primarily used to share
knowledge about tasks, products and customers, and knowledge grows out of
knowledge conversations.

The Participatory communication arena: ISM is a multi-vocal communication
arena where many different voices interact and communicate about tasks, pro-
ducts and customers as well as about the organizations strategy and identity.

Figur 6.2

Tre typer kommunikative arenaer
pd interne sociale medier.

Kilde: Madsen i Tkalac Vercic
2021.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



§) P s

Integrator 2030; Reshaping Logistics.
§ et

Our Integrator gy i aligned around one core
customers’ needs better than anyone efse in the business

) e o towin

Recent strategy-related news

inbingng the  [EY
ur customers? Stay Ahead 3.0: Announcing the CEO-3
Organisational Setup

Regional Perspectives

| 2

Integrator 2030 resources.

Figur6.3

Eksempler pd intern
kommunikation i forbindelse
med opdatering af ny strategi i
Mzrsk, 2023.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Figur6.4

Sdlen pd Marsk-skoen med
den nye strategis
ngglebegreber sammen med
Mezrsks brandplatform ’All
The Way’.

FraAnneKatrine Lund og
Mette Refshauge: Strategisk
kommunikationipraksis. Videnog
varktgjertilat skabeveardi.
©Samfundslitteratur og
forfatterne2023.



Figur6.5

Fotos fra Mzrsk Studio,
hvorfra den opdaterede
strategi blev lanceret.

Fra Anne Katrine Lund og
Mette Refshauge:
Strategisk kommunikation i
praksis. Viden og varktgjer til
at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Figur6.6

De to strategiske producere
fra kommunikations-
afdelingen faciliterede hele
ledermg@det som vearter.

FraAnneKatrineLund og
Mette Refshauge: Strategisk
kommunikationipraksis. Viden og
varktgjertil at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Figur6.7

I konrolrummet blev der
holdt skarpt gje med
kvaliteten og input fra
deltagerne.

Fra Anne Katrine Lund og
Mette Refshauge:
Strategisk kommunikation i
praksis. Viden og varktgjer til
at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Strategy

The Integrator 2030 Our differentiators

Our customers

Figur6.8

Ved lanceringen af den
opdaterede strategi for
Mezrsk 13 et site til lederne
klar, der skulle hjzlpe

til videreformidling af
budskaberne.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Our 2023 Strategic Priorities
g etemtioms

Our six strategic priorities for 2023 reflect how we are taking care of today while we bring the Integrator 2030

to life.

Related stories

Building a winning organization

ties ave grouped by thes relevance £ th outcomes managing
uccess. and ensuring

s in the coming weeks.
rough events and on

§) Phip Edvard Lowin

The four differentiators that set Maersk apart.

Yesterday, CEO Vincent Clerc introduced our Integrator 2030 strategy - how we will
reshape logistics and bring customers Truly Integrated Logistics. Today we are
introducing the four differentiators that will help us get there - they are the ‘how, the
capabiliies that, when combined, il allow us to stand out and win with our customers.

&> Learn more about our four differentiators.

Figur6.9

Eksempler pd den opfglgende
strategikommunikation
internt efter lanceringen af
den opdaterede strategi i
Mezrsk.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Implementing
& sustaining
for change

Engaging &
enabling the
organization

: Build on the change
: TRIN 6
: Create quick wins
. Bl TRINS
change H i
= B i JECTRRy Empoveraction

—— Create a vision for change

Form a powerful coalition
TRIN 1

Create urgency

Create the

climate for

Figur 7.1

John P. Kotters linezre model for
forandring i 8 trin.

Kilde: Kotter 2012.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



CREATE
a sense of
\  urgency
INSTITUTE
change

BUILD
a guiding
coalition

FORM

SUSTAIN THE BIG ‘ a stratigic

initiatives

| acceleration OPPORTUNITY | vision &

7

GENERATE [ Enlist
short-term o a volunteer
wins ENABLE chiug
actionby

removing
barriers

Figur 7.2

John P. Kotters nyere version af
forandringsprocessers trin.
Kilde: Kotter 2014.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



. Traditional approach
Current ways : End

of working ~ ; > Goal

Implementation leading
to return on investment

Agile approach
Current ways

End
. A
of working > »

Goal

Implementation leading
to return on investment

Figur 7.3

Forskellen pa en linezr og agil
tilgang til arbejdsprocesser.
Kilde: Franklin 2021: 7.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
ogverktajer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



.................... Sprint <
: Retrospective |

\
Sprint Sprint
» » % ", 8" »

Sprint Increment

Backlog
Product Backlog

T

Figur 7.4
Etoverblik over framework for
SCRUM. Kilde: www.scrum.org

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



STATUS

CERTAINTY
AWAY TOWARD
TREAT AUTONOMY REEWARD

RELATEDNESS

FAIRNESS

Figur 7.5

SCARF-modellen giver overblik
over, hvad der kan trigge det
menneskelige alarmsystem.
Kilde: Rock & Ringleb 2013.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



Symbol

A Stakeholders are told they are considered important participants in change.
Stakeholders are provided input channels in order to make them feel more involved.
Stakeholders are provided input channels so their complaints, concerns, and ideas can be vented.

Stakeholders are asked to provide perspective on change so that implementers can correct misinterpretations
of disseminated information and stop or correct rumors

Stakeholders are encouraged to put forward ideas and sugest improvements in the process of implementing
change that are then used to alter the implementation.

Stakeholders are asked to provide initial guidance and render opinions about change adoption and
implementation that are heavily influential in decission making.

Stakeholders are given decision-making power and resource control over whether to adopt change and how
to implement it.

Resourcev ‘ )

Select stakeholders Diverse stakeholders

Figur 7.6

Model til refleksion over
involvering af stakeholders.
Kilde: Lewis & Sahay 2018.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktgjer til at skabe
verdi.
©Samfundslitteratur og
forfatterne 2023.



Step

Step

Step

Step

Step

A 12-week Executive Roadshow, covering 50 key LF Logistics
sites to meet colleagues, customers and suppliers

A 3-day Leadership Seminar for Top 21 LFL & APA RLT
focused on P&V, strategy and how to achieve the growth

Comprehensive Day 1 communication - focused welcoming
our 10,000 new colleagues, incl. hosting local celebrations ¥

Limited Announcement Day communication - focused on
formal notifications and press release by Li & Fung + Maersk

Regular pre-day 1 communication to Top 21/ 180 LFL leaders
and general integration updates to all Maersk and LFL

Figur7.7

Faseopdelt kommunikations-
plan i forbindelse med Mrsks
opkeb af LF Logistics i 2022.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



collaborative culture

’ Striving for excellence

Planning focus

Entrepreneurial
spirit

Customer oriented

Some core similarities ...

Figur7.8

En sammenlignende
kulturanalyse af Marsk
og LF Logistics.

Fra Anne Katrine Lund
og Mette Refshauge:
Strategisk kommunikation i
praksis. Viden og verktgjer
til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.

Growth strategy
Operational
discipline

Performance
management

... and some differences




Growing
ogether

Figur7.9
Forandringens narrativ blev
’Growing Together’.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Figur 710

Foto fra et roadshow med
ledelserne i Marsk og LF
Logistics i Vietnam.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktajer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Figur 7a1

Foto af velkomstsite til alle nye
medarbejdere efter Marsks
oplgb af LF Logistics.

Fra AnneKatrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktajer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Figurzaz

Eksempler pd artefakter udviklet
til at symbolisere Marsks opkgb
af LF Logistics.

Fra AnneKatrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.
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Figur743

Kvantitative pulsmilinger af
medarbejderes respons pi
Mzrsks opkgb af LF
Logistics.

FraAnneKatrineLund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
ogverktgjertil at skabevardi.
©Samfundslitteratur og
forfatterne 2023.



Lokale Globale

Faktiske Potentielle

Synlige Usynlige

Evidente Ikke evidente eller vidensbaserede
Figur 8.1

To typer risici i krisesamfundet.
Kilde: Frandsen & Johansen 2017:
26.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



INTERNE

TEKNISKE / BKONOMISKE SYSTEMER

MENNESKELIGE/ORGANISATORISKE/SOCIALE SYSTEMER

ANYILSHI

Figur 8.2
Shrivastava og Mitroffs forslag
til matrix til krise-kortleegning.

Kilde: Johansen & Frandsen 2017:

45.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



- Pre-crisis
Pre-crisis

\ 4

Post-crisis Post-crisis

f f

Initial Crisis Turning Point

Figur 8.3

En regenerativ krisemodel.
Kilde: Coombs 2019 i Gephart
m.fl. 2019: 52.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



/

Figur 8.4

Makroelementer i den retoriske
arena.

Kilde: Frandsen & Johansen 2017:
148.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Parameters Examples
Context Sociological context:
Situational context (timing, point in time, nature of voice, salience and power of voices, crisis type, crisis victims, etc.)

Organizational context (organization type [private/public], size, leadership, communication culture, organizationel
culture, etc.)

(Inter)cultural and socio-economic context (norms and values, legal, political, and economic factors across regions and
borders, including nature of ICT [media landscape, media power])
Psychological contexts:

Cognitive schemes influending perceptions and interpretations of senders and receivers

Communication-based parameters:

Medium Corporate media, print media, audiovisual media (TV), social media, etc.
Genre Press releases, press conferences, media interviews, corporate statements, social media posts, SMS, etc.
Text All semiotic resources: words, visuals, actions, artifacts, etc.

Figur 8.5

Mikrokomponenterne i den
retoriske arena.

Kilde: Frandsen & Johansen 2023:
171.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
verktdjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



KRISE-KOMMUNIKATION

Figur 8.6

Et skematisk overblik over
mikroelementerne i den retoriske
arena.

Kilde: Frandsen & Johansen 2007:
284.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.

MODTAGER



Figur 8.7

Den retoriske arena med indbyg-
gede subarenaer.

Kilde: Frandsen & Johansen 2023:
176.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Strategy
Denial
Simple Denial

Shift Blame

Definition

Did not perform act

Another performed the act

Evade Responsibility

Provocation

Defeasibility

Accident

Good intentions

responded to act af another

lack of information or ability

mishap

meant well

Reduce Offensiveness

Bolstering

Minimization

Differentation

Transcendence

Attack Accuser

Compensation

Corrective Action

Mortification

stress accused’s good
qualities

act not serious

act less offensive that
similar acts

more important values

source of accusation not
credible or deserved what
happened

reimburse victim

plans to solve problem or
prevent recurrence

apologize

Example

Tylenol did not poison capsule

Tylenol: a “madman” poisoned
capsule

firm left state because taxes
increased

missed meeting because not
informed of changed time

tree fell after storm, damaging
car

Sears wanted to provide good
auto service

Exxon claimed a swift and com-
petent clean-up of oil spill

Exxon: few animals killed by
oil spill

| did not steal your laptop; | bor-
rowed it without permission

stole food for hungry child

Accusations are just fake news

free desert if food not properly
prepared

ATET will spent billions to
improve services

ATET apologized for service
interruption

Figur 8.8

Benoits typologi for respons pa
omdgmmeskadelige Kkriser.
Kilde: Benoit i Frandsen & Johan-
sen 2020: 107.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden 0g

varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Response strategy Sub-types

Denial Denial
Attack accuser
Scapegoat
Diminish Excuse

Justification

Rebuild Compensation
Apology
Bolstering Reminder
Ingratiation
Victimage
Figur 8.9

Coombs’ forslag til respons-
strategier og ledelseshandling
med fokus pa stakeholders.
Kilde: Coombs 2015: 266.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og verktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.

Management actions

Claim that no crisis ocurred
Confront the person or group claiming a crisis
Blame some outside person or group

Deny intent to do harm/claim inhability to control events
Minimize the perceived damage caused

Offer money or other gifts to victims
Accept responsibility and ask stakeholders to forgive

Tell stakeholders about past good works
Thank or praise stakeholders for their help
Remind stakeholders that the organization is also a victim



+ New @ sendto < Promote & Pagedetails A Immersive Reader [ Analytics

Ukraine/Russia: Get the latest updates

Marika Nadaraia

St Communications Manager, Corp. & EUR

We are monitoring the situation closely and will provide updates on an ongoing basis.

Updated on 21 September

s Cate

Over the last six months, the crisis in Ukraine has deeply impacted many of our employees,
Bulletin and ons. Click here to read an update on our affected employees, our
humanitarian aid efforts and how we're moving cargo across borders.

Publish:

272412022
Updated on 5 May
Related stories 0 5 O s
Earlier we have communicated that we would cease all our operations in Russia and Belarus.
Maersk has now stopped all vessel operations in Russia and service with Belarus. For the domestic
operations, they are gradually being winded down and/or divested. The winddown does not allow
for any new business in neither Russia nor Belarus.

@  Ukraine: Getting Our People to Safety

®  supporting humanitarian logistics in Ukraine

The safety and stability of our people remains at the forefront of our minds, and we have worked
steadily to ensure that our people are safe. We have done our utmost to withdraw from Russia in a
responsible way, with our offices in Far East Russia, Novorossiysk and Kaliningrad expected to close
down during the summer of 2022. The Saint Petersburg and Moscow office will run until the end of
@ Upcate on Maersk assets in Russia the year. Our Belarus office will also be shut down during the summer.

®  Legal guidance on Ukraine

Figur8io

Et eksempel pd den nedtonede,
men kontinuerligt opdaterede
krisekommunikation i
forbindelse med Ruslands
invasion af Ukraine.

Fra AnneKatrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Maersk establishes aid warehouses and partners with German and Danish authorities to support humanitarian
logistics in Ukraine.

News Category

Crisis
Publishing Date

3/21/2022

Related stories

= Task force established

= Support initiatives in place for colleagues and their...

Figur8a1

Mezrsk etablerede i regi af
FN’s Logistics Emergency
Team logistikken til den
humanitzre hjlp til hele
Ukraine.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktdjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Overall Communication tactics: Show, don't tell

Week 1
Feb 21-27

Week 2
Feb 28-Mar 6

Approach

Reactive, fact-based

* Implementing + Over-implementing

3 sanctions sanctions

S . Safety and operation = « Customers and

L3 .

© . Mainly sharing facts society

@ .

s « Safety and operation

= « Mainly sharing facts
Figur8a2

Oversigt over taktikken for
Mersks krisekommunikation
de fgrste fem uger efter
Ruslands invasion af Ukraine.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
ogverktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.

Week 3
Mar 6-13

Going beyond
sanctions

Referring to the
invasion

Nuancing the
dilemmas

Sharing facts

Week 4
Mar 14-20

Week 5
Mar 21-28

Proactive, value-based

« Value-based
communication

« Actively
communicating wind-
down

* Managing the
dilemmas

* Managing the
dilemmas

« Refocus external
comms

* More human touch
stories internally



Personal

+ | Knowledge |

. Competencies
attributes

Figur 9.1

Evner, viden og personlige
egenskaber udger
kompetencer.

Kilde: Tench m.fl. 2017: 141.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden 0g
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Communicator
manages reputation, brand, and crises
creates campaigns and content

mangaes and evaluates paid, owned, earned and
shred medie

maintains relations with journalists and stakeholders

Coach

provides content for speeches, presenta-
(( tions, and social media posts

offers communication training

gives feedback

Figur 9.2

Kommunikatgrens forskellige
roller i det daglige arbejde.
Kilde: Zerfass m.fl. 2021.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Competencies for actng as a communicator
(e.g. ability to develop communication strategies, create concent,
and build relationships; being creative)

Competencies for acting an ambassador
(e.g. deep understanding of organisationel strategies and decisions;
ability to explain these and gain support; being convincing)

Competencies for acting as a manager
(e.g. ability to optimises processes and structures; leadership skills; know-
ledge of management tools; expertise in business models; being rational)

Competencies for acting as a coach
(e.g. ability to develop practical skills with other and give
construtive feedback; being encouraging)

Competencies for acting as an advisor

(e.g.) ability to understand decision processes of top executives
and their information needs; speaking the language of the top
management; being trustworthty

Figur 9.3

Kommunikatgrers oplevelse af
egne kompetencer.

Kilde: Zerfass m.fl. 2021.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
verktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.
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COMPETENCY

Performing and creating

(craft e.g. writing, design,
presentation)

Analyzing/interpreting
(research, listening)

Support/guiding
(vision and standards, ethics,
developing others)

Counselling

(building relationships,
consulting, coaching)

Organizing/executing
(planning, making it happen)

Managing
(cross-functional awareness,
business focus)

KNOWLEDGE

New technologies
Communication processes

Web 2.0 tools and effects on
organizational communication

Media systems and structures

Intercultural aspects og communication
messages and products

Global media environment

Research and analysis methods

Human Resources (HR) policies and links
to communication

Prediction/forecasting
Monitoring tools
Web monitoring tools

Listening, understanding and inter-
preting trends, linking them to business
strategies

Recognizing trends

Corporate governance
Ethics/ethical frameworks
Legal issues

Languages

Intercultural theory and issues
Learning curves of coworkers
Personality profiles

Corporate strategy
Financial systems
Planning systems
Project management

Management

Economics

Branding

Law

Knowledge about own organization
Business systems

General knowledge

Risk management

Stakeholder management

Public affairs/political dynamics
Change management

Language of the Board
Understanding of own business model

HARD
Writing
Editing
Design skills

Computer writing skills
Multimedia skills
Visioning

Verbal coherence/concision

Critical thinking

Reading
comprehension

Research

Social
environmental analysis

Diversity
Consulting
Consensus building
Negotiation

Writing
Strategy
Planning

Project
management

Time management
administration
Organizational skills
Creativity with budgets
Mapping
(organizational network
systems)

Leadership

SKILLS

SOFT

(Human and conceptual)

Communication
Presentation

Creative
problemsolving

Story telling

Forecasting
Listening

Visioning

Team building
Conflict resolution

Persuative
communication

Motivation

Startegic thinking
Planning
Decision making

Negotiation
Influencing

Delegating

Managing people
Sense of timing

(when to communicate)



PERSONAL ATTRIBUTES

Communicative
Entrepreneurial

Polyvalence/supporting diverse and offering perceptions

Initative

Lifelong learner
Innovative and creative
Enquiring

Openness

Pioneering

Curiosity
Questioning
Good judgement
Strong instincts

Ethical and socially responsible

Authority

Integrity

Honestly

Influence
Reputation

Sincerly

Objectivity
Sensivity/humanity

Empathy
Trustworthiness
Team minded (worker)
Negotiation
Sympathetic

Political intuition
Authenticity

Integrity
Patience/tolerance

Composure

Energy

Competitive
Leadership
Enthusiasm
Perseverance/resilience

Composure

Energy

Competitive
Leadership
Enthusiasm
Perseverance/resilience

Perticipative
Sociable
Authority
Calmness
Self-criticism
Responsivenes
Self-awareness
Humor

Self-rellance
Muliti-tasking
Proactivity
Agility/flexibility
Results orientated

Figur 9.4

Overblik over den professionelle kommunikatgrs
kompetencer.

Kilde: Tench & Topic 2018.

Fra Anne Katrine Lund og Mette Refshauge:
Strategisk kommunikation i praksis. Viden og verktgjer
til at skabe vardi.

©Samfundslitteratur og forfatterne 2023.



35,5%

Agreement

CommTech®
Digital technologies for managing and executing
core activities (communicating with
stakeholders; advising decision-makers) and for internal
workflows in communication units

Figur 9.5

De europziske kommunikatg-
rers egen oplevelse af fokus pa
CommTech.

Kilde: Zerfass m.fl. 2022.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og verktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.



T-SHAPED SKILLS

De overordnede kompetencer for den
professionelle kommunikater: viden,
evner og personlige egenskaber.

>

Dyb ekspertise

pa et hgjt
niveau pa
et eller flere
specialiserede
omrader.
Figur 9.6
Kompetencer visualiseret i en
T-form.
Kilde: Model inspireret af
Cheetham & Chivers 1996.
Fra Anne Katrine Lund og

Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe verdi.
©Samfundslitteratur og
forfatterne 2023.
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Figuro.7

Et overblik over akademiets
faglige elementer centreret
om at mestre rollen som
strategisk producer.

Fra AnneKatrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.
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Mastering the Strategic Producer role

Mastering 3,21 Having a strategic mindset
attention edge 355 358
Mastering s Having a producer mindset
psychological
toolbox
3,00
3,26
Mastering rhetorical skills Getting stakeholders to follow advice

Figur 9.8

Forste undersggelse af de
professionelle kommunika-
tgrers vurdering af egne
styrker og udfordringer.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktdjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Figur 9.9

Etrollespil med en

svar case i Marsks
kompetenceudviklende
kommunikationsakademi,
hvor de strategiske
producere prgver kraefter
med at anvende verktgjer i
praksis.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis. Viden
og varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



2021

2022

Figurgao

Afslutningen pad akademiets
forste ar var en fysisk samling af
alle de strategiske producere
med fejring, gensidig
inspiration og besgg fra
internationale

’thought leaders’ pa
kommunikationsfeltet.

Fra Anne Katrine Lund og Mette
Refshauge: Strategisk
kommunikation i praksis. Viden og
varktgjer til at skabe vardi.
©Samfundslitteratur og
forfatterne 2023.



Having a producer mindset

Having a strategic mindset

Mastering the Strategic Producer role

Figuroa1

Overblik over, hvordan de
strategiske producere
vurderede udviklingen af
egne kompetencer som
kommunikatgrerilgbet af
akademiet.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktgjer til at skabe
verdi.
©Samfundslitteratur og
forfatterne 2023.
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1 Boot Camp 3 Assesment

7 Boot Camp 2 Assesment
Boot Camp 1 Assesment
Baseline Assesment



Figurgaz

Fotos fra’roundtable’ i
Mzrsk med deltagelse af
ferende danske forskere
inden for kommunikation
og en masse studerende fra
en lang rekke
kommunikationsfag.

Fra Anne Katrine Lund og
Mette Refshauge: Strategisk
kommunikation i praksis.
Viden og varktgjer til at skabe
vardi.
©Samfundslitteratur og
forfatterne 2023.
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