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Executive Summary
This benchmark study focuses on the state of corporate communication in a sample of the
DN200, Norway’s 200 largest firms in terms of financial performance. The survey is part of
The Corporate Communication Practices & Trends Study European Countries 2008 and was
conducted by researchers at BI’s Center for Corporate Communication in collaboration with
Senter for Virksomhetskommunikasjon at Denmark’s University of Århus Business School
and Corporate Communication International (CCI), at Baruch College in the US.

The main purpose of the study was to determine the state of the art of corporate
communication in DN 200 firms. The importance of the study is enhanced by the fact that it
is part of an international benchmarking study which has as its purpose a better
understanding of corporate communication best practices.

The methodology combined quantitative and qualitative data. The data collection is
complete except for follow up interview.

The study examines:
–
–

–

What are the roles and functions of corporate communication in Norway?
How do Norwegian corporate communication executives manage strategic
communication processes including both external and internal stakeholders in today's
society?
How do they meet new important challenges: communication leadership, corporate
change, corporate crisis, corporate social responsibility, and the new social media?

Specifically the study:
•
•
•
•
•
•

Outlines and analyzes state of the art in DN 200 companies
Identifies and analyzes Corporate communication practices
Identifies trends in corporate communication
Builds a database for further study
Benchmarks corporate communication
Compares practices and trends to U.S. and Europe
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Summary
The year 2009 marks the 25th anniversary of PR education in Norway, and the practice of PR
has been accepted in the country for more than 50 years. In spite of this, however, there are
still several areas that provide challenges for the future of the practice of communication in
the country. For the first, there is no defined ‘fagfelt’ for organizational or corporate
communication in the country. There are few educational programs at the undergraduate
level and no research‐based programs at the graduate level. The exceptions are BI’s practice‐
based Master of Management programs. There appear to be no doctoral candidates
specifically studying organizational and corporate communication who can replace the
current small pool of academics within the area. Secondly, there is no job classification for
those working in communication within organizations. Currently ‘informasjonsmedarbider’
share the same job description as journalists.

This study is a step toward building a ‘fagfelt’ in Norway, as it gives a picture of the practice
of corporate communication in a limited number of top firms. It is clear that Norwegian
corporate communication departments have many characteristics in common with their US
and European counterparts. However, there are some differences and these are highlighted
in the study.

The good news is that Norwegian communication executives today have a higher
educational level in more relevant areas than they did just 10 years ago. Further, they
believe that the publics’ desire for increased transparency has only been a positive
development and it has contributed to improving the strategic status of the communication
function within organizations.

The study reported on here is the first of several research projects that will be developed by
the Center for Corporate Communication as it attempts to understand the practice of
communication within Norwegian organizations, including private as well as public sector
enterprises.
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Corporate Communication/Virksomhetskommunikasjon
Defined
Corporate Communication can be subdivided in to five disciplines;

•

Organizational communication

•

Management communication

•

Business communication

•

Marketing communication

•

PR

Organizational communication
Organizational communication is the understanding of how the context of the organization
influences communication processes, and how the symbolic nature of communication differs
from other forms of organizational behavior. It can also be the means by which people
ascribe meaning to messages, be it in terms of verbal and nonverbal communication.
Analyzing communication effectiveness, by how meanings are distorted in both formal and
informal networks.

Management communication
Management communication is about developing and disseminating knowledge that
increases effectiveness and efficiency of managers functioning in contemporary business
environments (knowledge sharing skills). Communication management is about building
relationship where it is important to understand the movement of information and the skills
that facilitate it, understanding the language and the power it has. This discipline focuses on
communication competencies and interpersonal communication.
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Business communication
The focus of business communication is the exchange of messages conveying, information,
ideas, attitudes, emotions, opinions, or instructions between individuals or groups with the
objective of creating, understanding, or coordinating activities. Communication may be
verbal or nonverbal and include spoken, written, and visual elements. Business
communication generally tends to address specific skills like writing letters, e‐mails, memos,
preparing reports and oral presentations, interviewing for jobs.

Marketing communication
Marketing communication is the collective term for all the communication functions used in
the marketing of a product or service. The principal targets are customers, retailers and
distributors.

PR
Public Relations (PR) can be defined as a leadership and management function that helps
achieve organizational objectives; defining philosophy and facilitating organizational change.
PR is also proven to help develop positive relationships and to create consistency between
organizational goals and societal expectations
The targets are all stakeholders of the organizations, whose interests sometimes clash with
customer interests.
Virsomhetskommunikasjon/Corporate Communication
(fra Brønn, P. S. and Ø. Ihlen (2009), ‘Åpen eller innadvendt: omdømmebygging for
organisasjoner’ (Transparent or closed: Reputation Building for Organizations), Gyldendal,
Oslo, Norway)

Virksomhetskommunikasjon er en videreutvikling av public relations (se Cornelissen 2008,
Argenti 2006) og det oppfattes også å kunne fjerne stigmaet fra PR, som mange ser som
ensbetydende med mediekontakt eller publisitet (Argenti 2006). Håpet er at
virksomhetskommunikasjon som fagområde kan innbefatte ekspertise og praksis fra mange
kommunikasjonsdisipliner, inklusive public relations, markedsføring,
organisasjonskommunikasjon og personalledelse for å kunne håndtere og integrere ulike
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budskap under én fane (Christensen, Cornelissen og Morsing 2007:655).

Virksomhetskommunikasjonens overordnede mål for Cornelissen (2008) er å etablere og
vedlikeholde et fordelaktig omdømme hos interessentgruppene. For Schultz og de
Chernatony (2002) dreier det seg om å skape et solid bånd mellom organisasjonen og
interessentgruppene gjennom et tydelig sett med verdier.

Det er funksjonen for virksomhetskommunikasjon som har ansvar for kommunikasjon for
hele organisasjonen, og som derfor må sikre at kommunikasjonen harmonerer, og at
virksomhetsidentitetsmiksen er godt styrt (se Cornelissen 2008).

Det er også opp til virksomhetskommunikasjonen å «avdekke organisasjonsidentiteten», å
utvikle tiltak som sørger for tilpasning mellom ønsket identitet, organisasjonsidentitet og
virksomhetsidentitet, å formulere og iverksette effektive prosedyrer for bedre
beslutningsprosesser og å mobilisere intern og ekstern støtte til organisasjonens
målsettinger (van Riel og Fombrun 2007).

In general corporate communication is the activities undertaken by an organization to
communicate both internally with employees and externally, with the existing and
prospective customers, and the wider public. Corporate communication is sometimes used to
refer principally to external communication and sometimes to internal communication, but
strictly speaking covers both. The term implies an emphasis on promoting a sense of
corporate identity and presenting a consistent and coherent corporate image.
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Research Findings
The following is a list of the organizations responding to the questionnaire. The firms
represent a broad range of business areas; therefore it was not possible to make any
conclusions regarding the practice corporate communications in different industrial sectors.

1. Nettbuss AS Hovedkontor
2. Vesta Eiendom AS
3. If Skadeforsikring Hovedkontor
4. Eksportfinans ASA
5. Sparebanken Hedmark Hovedkontor
6. Acta Kapitalforvaltning ASA
7. Alliance Unichem Norge AS
8. Aker Brattvaag AS
9. Mesta AS
10. SpareBank 1 Gruppen AS
11. Rolls‐Royce Marine AS Head Office
12. Steen & Strøm ASA
13. Gjensidige Forsikring BA
14. Bauda AS Konsern
15. Sas Scandinavian Airlines Norge AS
16. Rieber & Søn ASA Hovedkontor
17. Norwegian Air Shuttle ASA
18. Aktieselskapet Vinmonopolet
19. Hewlett‐Packard Norge AS
Hovedkontor
20. Skagerak Energi AS Konsen
21. Jotun AS Hovedkontor

22. Trondheim Energiverk AS
Hovedkontor
23. Block Watne AS
24. Lilleborg AS Hovedkontor
25. Nammo AS
26. Norges Røde Kors
27. StarTour‐Stjernereiser AS
Hovedkontor
28. Norsk Tipping AS
29. Norges Statsbaner AS
30. Felleskjøpet Rogaland Agder
31. TINE BA Hovedkontor
32. DDB AS Hovedkontor
33. FMC Kongsberg Subsea AS
34. Seadrill Offshore AS
35. Elkjøp Norge AS
36. Kaefer Ikm AS
37. Yx Energi Norge AS
38. Norsk Medisinaldepot AS
Hovedkontor
39. Nordea Bank Norge ASA Konsern

The turnover for firms participating in the study ranged from a low of 2.4 million kr to 60
billion kr, with an average turnover of 1 billion kr.
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Table 1. Number of employees

Only one‐third of the firms had less than 1,000 employees. The respondents in general
represented firms that can only be described as quite large by Norwegian standards.

Demographics of Participants
The demographic details of the participants are displayed below.
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Table 2: Gender of communication managers

There is nearly equal representation by males and females at the senior level within
communications. This is in sharp contrast to the US where the percentage of female
communication executives has declined from more than 50% in 2000 to just over 30 percent
in 2007.

Table 3: Gender of US communication executives
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Table 4: Age of communication managers

Nearly 80 percent of the respondents were less than 50 years old, with nearly one‐fourth
younger than 40 and slightly more than 60 percent between 20 and 45 years of age. The
youngest are between 20 and 34 and the oldest from 60 to 64. This is again in contrast to
the US where almost half of corporate communication executives are over 50. This could
indicate that there is a preference for younger corporate communication managers, or that
the field is relatively new.

Table 5: Age and Sex Compared

Alder
20‐34
Kjønn Kvinne

35‐39

40‐44

45‐49

50‐54

60‐64

Total

1

2

7

5

2

0

17

Mann

1

5

6

3

2

1

18

Total

2

7

13

8

4

1

35

There appear to be no real differences between men and women when it comes to age of
communication directors.
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Qualifications

This section describes the educational level and backgrounds of communication directors

Figure 1: Educational level of respondents

Communication directors are a relatively well‐educated group, with more than 60% holding
advanced degrees. In the extreme cases, were two respondents with no qualifications
(videregående) and one respondent holding a doctorate degree.

Table 6: Comparison of education between men and women
Utdannelsenivå
Videregådende
skole
Kjønn
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Bacehlornivå (3
år)

Kandidatnivå
(5 år)

Annet

Total

Kvinne

0

2

11

4

17

Mann

2

5

8

3

18

Total

2

7

19

7

35

There also appears to be no significant differences between men and women when it comes
to education.

Table 7: Primary area of education
Hovedområde
Percent
2008
12.8 %

Percent
1999
8.0 %

Strategisk
Kommunikasjon

20.5 %

3.0 %

Språk eller annen
humanistisk

5.1 %

8%

Økonomi (siviløk)

20.5 %

5%

Statsvitenskap

17.9 %

4%

Annet

17.9 %

Total

94.9 %

Journalistikk

The level of education of communication directors has increased dramatically the last 10
years. Research from 1999 with communication directors showed that only 2 percent had
advanced degrees. The relevancy of the education held by communication directors has
also changed dramatically. In 1999 only 3 percent of communication directors had
education within communication, and only 5 percent had business‐related degrees such as
marketing. Today, approximately 40% of those taking advanced degrees studied
communication or business.
Additionally, slightly more than 60 percent indicated that they had taken some form of
continuing education (etter utdanning).
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Table 8: Title used by communication managers
I min organisasjon har den øverste ansvarlige innen corporate communication flg. tittel:

Title

Percent

Kommunikasjonsdirektør

33.3

Informasjonsdirektør

10.3

Informasjonssjef

15.4

Kommunikasjonssjef

12.8

Konserndirektør

5.1

Markedsdirektør

5.1

Annet

17.9

Only about one‐third of respondents use the title communications director. The term
‘informasjon’ is still in use by about 25% of managers. And the marketing director is in
charge of corporate communication in at least two cases. These results are important as
previous research on Norwegian communication directors showed that there is a clear
correlation between job title and participation in decision making. Those with the title
communication director were much more likely to be involved in strategy setting with other
leaders.

Those answering ‘other’ included (see use of English titles):
•

Adm. Dir

•

CEO

•

Director Communication og CSR

•

Director Corporate Communications/informasjonsdirektør

•

Direktør Samfunnskontakt

•

Leder Kommunikasjon

•

Marked‐kommunikasjons og HR direktør

•

Sr. VP Corporate Communications and IR
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Reporting lines:
More than 80 percent of the respondents indicated that they answer to the CEO or
‘administrerende direktør’. This is the most desirable situation. Two persons indicated they
reported to the financial VP.
Budgets and Salaries
The size of the communication departments varied greatly, from one person in eight cases to
50 in one case. The average department seems to be around 6 persons. Most firms also use
part‐time employees as support. The majority of firms anticipated in 2008 that the number
of employees in their communication departments would remain the same. However about
16% thought they would be increasing their staff but only two firms predicted more than
15%. Only two firms indicated they would be reducing their staffs.

These results do not take into consideration the financial crisis that became more visible in
fall 2008. It is not known how that event will impact if a new survey was done today.
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Table 9: Budgets of communication departments

The majority of firms had communication budgets in excess of 5 million kr but nearly one‐
third were operating with budgets under that amount with at least 12 percent having
budgets under 2.5 million.

There seems to be no correlation between budget size and financial turnover. While the
largest firm reported the largest budget, one firm earning 300 million kr also used more than
50 million for their communication departments. Conversely the smallest firm did not have
the smallest budget; two firms with a turnover between 2.4 to 2.8 million kr used between 5
– 25 million on communication. Firms with the smallest budgets (under 2.5 million) had a
turnover between 1.4 and 30 billion kr.

While the majority believed their budget would remain unchanged in 2008 compared to
2007, more than one‐third believe it would increase on average between 5‐10 percent. It is
worth noting that the survey was taken before the breaking of the financial crisis, and it is
possible the figures are no longer valid.

Table 10: Increases/decreases in budgets
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Budsjettet vil øke

38.5 % Hvor mye? Opp til 5 % ‐‐ 17.9 %
Opp til 10 % ‐‐ 12.8 %
Opp til 15 % ‐‐ 2.6 %
15 % eller mer – 5.1 %

Budsjettet vil reduseres

7.7 %

Hvor mye? opp til 10 % ‐‐ 5.1%
15% eller mer – 2.6%

Budsjettet vil forblive uendret 53.8 %

Figures 2 and 3 : Communication Budget includes:
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Internal relations and media relations is included in nearly all firms’ communication budgets,
while very few firms use their communication budgets for relations with professional
organizations, technical communication or training of employees. And between 60 to 78
percent of the firms use their communication budgets for CSR, crisis communication, their
intranet site and PR. Slightly over 50 percent indicated that their budgets covered executive
speeches, the internet, the annual report or reputation management. Only about one‐
fourth of rims allocate funds for investor relations, issues management, or e‐mail handling.

Table 11: Salaries of Communication Managers
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The majority of respondents earn between 500.000 to 1.000.000 kr per year. A small group
earns more than 1 million and one person earns more than 1.5 million. Norwegians are also
clearly out earned by their Fortune 500 counterparts. More than half of the executives in
the CCI benchmark study in the US had salaries in excess of 1.4 million kr, with slightly more
than one‐fourth earning more than 2.1 million annually.

18 | P a g e

Table 12: Comparison of salaries with number of employees

Antall Ansatte
under

1.000 ‐ 5.000 ‐

20.000 ‐

30.000 ‐ 40.000

1.000

4.999

24.999

39.999

Lønn 500.000 ‐

+

Total

7

5

2

0

0

1

15

3

5

3

0

1

0

12

3

6

2

0

0

0

11

0

0

0

1

0

0

1

13

16

7

1

1

1

39

799.999
800.000 ‐
999.999
1.000.000 ‐
1.499.999
1.500.000
Total

9.999

The size of the organization does not seem to have an influence on salary. The respondent
with the highest salary does not work in the largest firm, the person working in the largest
firm is on the low end of the salary range, and there are persons working in the smaller firms
(less than 1,000 employees) with salaries over 1 million kr.

Table 13: Comparison of salaries by sex

Lønn

Kjønn

500.000 ‐

800.000 ‐

1.000.000 ‐

799.999

999.999

1.499.999

1.500.000 Total

Kvinne

10

6

1

0

17

Mann

5

3

9

1

18

Total

15

9

10

1

35

The highest salaries are earned by men. Twice as many women earn in the lower end of the
salary spectrum and only one woman earns more than 1 million versus nine men. The
Norwegian situation is not unusual as it is mirrored in other countries. For example, a study
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by the Chartered Institute of Public Relations in the UK found a nearly 20,000 £ gap in the
average salaries of men and women, with women coming out on the short end.
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Key Functional Responsibilities
Table 14 shows the results of the question asking respondents to check off the activities
covered by corporate communication in their organizations.

Table 14: I vår organisasjon omfatter corporate communication:

Corporate Communication

NORGE USA

DK

1. Internkommunikasjon

95%

91.9%

83 %

2. Kommunikasjon på Intranet

95%

79.0%

83 %

3. Kommunikasjonsstrategi

92%

96.3%

87 %

4. Kommunikasjon på Internet

92%

75.8%

83 %

5. Pressekontakt

90%

98.4%

78 %

6. Krisekommunikasjon

87%

90.3%

78 %

7. PR

87%

96.8%

78 %

8. Kommunikasjonspolicy

85%

90.3%

87 %

9. Omdømmeledelse

80%

83.9%

10. CSR – Corporate Social

74%

48.4% 48 %

11. Årsrapport

72%

80.6% 61 %

12. Ledelseskommunikasjon taleskrivere

69%

96.8%

13. Relasjoner til lokalsamfunnet

67%

58.1%

14. Relasjoner til politiske
interessenter

62%

19.4%

omfatter:

Responsibility
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15. Merkevare strategi

56%

53.2% 52 %

16. Corporate identity

54%

67.7% 61 %

17. Markedskommunisjon

46%

45.2%

18. Reklame

39%

40.0%

19. Organisasjonskultur

36%

38.7%

20. Etisk - Code of Conduct

36%

8.1%

21. Investor relations Økonomisk/finansiell
kommunikasjon

31%

21.0%

22. Issues management

28%

66.1% 52 %

23. Corporate mission statement

26%

43.5%

24. Relasjoner til
fagorganisasjoner

23%

4.8%

25. Faglig/teknisk kommunikasjon

21%

6.5%

26. Utdannelse og utvikling av
medarbeidere

13%

27. Utvikling av infomedarbeidere

3%

4.8%

The table below shows the functions where there are notable differences between
Norwegian, US and Danish practices.

Table 15 : Areas showing noteworthy differences.
Corporate Communication
omfatter:

Norge

US

DK

Kommunikasjon på Intranet

95%

79.0%

83 %

Kommunikasjon på Internet

92%

75.8%

83 %

Pressekontakt

90%

98.4%

78 %

PR

87%

96.8%

78 %

CSR – Corporate Social
Responsibility

74%

48.4%

48 %

Ledelseskommunikasjon taleskrivere

69%

96.8%

Relasjoner til politiske
interessenter

62%

19.4%

Etisk - Code of Conduct

36%

8.1%

Issues management

28%

66.1%

52 %

It appears that Norwegian corporate communication departments have more responsibility
for their inter‐ and intranets as communication channels for their organizations than both
their US and Danish counterparts. Press contact is considered by more US and Norwegian
communication departments than their Danish counterparts.

More Norwegian communication executives view CSR and codes of conducts as part of their
areas of responsibilities. It is impossible to speculate on the reason for these differences
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but clearly this is an area deserving more attention, particularly in light of the fact that CSR is
relatively new on the agenda in Norwegian firms.

One area also deserving more attention is the disconnect between rating reputation
management as a priority for the communication department while only 28 percent of
executives find it part of their department’s mandate (see table below).

In table 16, respondents were asked to list from 1 to 12, where one is best, the functions
that best describe the role that corporate communication plays in their organizations.

Table 16 :

Role Ranking

NORGE USA

Omdømmeledelse

25.8 %

35.0 %

Publisitet

19.4 %

6.7 %

Ansvarlig for brand/image

12.9 %

6.9 %

Rådgivning

9.7 % 22.0 %

Relasjoner med viktigste interessenter

9.7 %

14.8 %

Leverandør av offentlig informasjon

9.7 %

14.8 %

CSR

3.2 %

1.9 %

Internkommunikasjon ledelse

3.2 % 10.5 %

Relasjon med alle interessenter

3.2 %

Støtte for markedsføring og salg

3.2 %

Total

3.7 %

100.0 %

Both US and Norwegian communication managers ranked reputation management as the
primary role of their departments. However, more than one‐third of US communication
executives ranked this role first as opposed to 25 percent of Norwegians. It is worth noting
that US only 20 percent of executives ranked it first in 2005. Both countries see the
importance of reputation for their organizations and communication executives are slowly
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realizing the necessity of their departments’ involvement in building this asset for their
organizations.

The US communication managers also ranked being an advisor to management as their
number two priority, while few Norwegian firms recognized it as a priority. A hallmark of
corporate communication is the advisory role of the function.

Norwegian communication executives are more concerned with publicity as part of their
function than are their US counterparts. Even though they recognize publicity or media
relations as part of their function, it is not a priority.

It would appear that Norwegian firms manage their reputation with a focus on the media.

Use of Agencies
The following two tables indicate the percentage of firms that use agencies for various
services.

Tables 17 and 18: Areas where agencies are used the most and least:
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Agencies are used the most for:
Advertising

Percentage
74 %

PR

41 %

Annual Report

38 %

Crisis Communication

32 %

Corporate Identity

24 %

Marketing Communication

24 %

Brand Strategy

22 %

Intranet Site

22 %

Agencies are used the least for:
Corporate culture

Percentage
5%

Corporate mission statement

5%

Investor relations

5%

Issues management

5%

Ethics code

0%

Technical communications

0%

Community relations

0%

Relations with professional orgs

0%

The use of agencies primarily for advertising reflects the same trends in the US. Many of the
tasks outsourced to agencies tend to be those of a more operational rather than a strategic
nature. Areas of a more strategic nature include issues management, reputation, corporate
mission, ethics, communication policies and strategy. Only 8 percent of respondents
indicated they used agencies for assistance with their reputation, and none of the
respondents used agencies for assisting in their ethics codes.

Research from European Communication Monitor 2008, indicates that organizations view
agencies as providing ‘additional arms and legs’. Europeans, much less than Americans, view
agencies are providing strategic marketing insight and experience. Although this is gaining in
importance, there is still a lack of confidence on the part of European organizations about
consultants’ skills when dealing with major issues.

The Monitor study suggests that this could be improved by agencies investing in continuous
education, applied research and long‐term cooperation with academic institutions.

26 | P a g e

Leaders and Corporate Transparency
There is no question that communication executives find the scrutiny of the public to be a
positive development, not only for their organizations but also for the corporate
communication function. As noted by one executive, it has led to management seeing that
they must take communication more seriously and value its benefit as a strategic element.
Comments on transparency are provided in the appendix.

The respondents also believe that the leader’s role is critical for how the organization is
perceived in today’s society. When asked if it was ‘normal’ in the past for leaders to no be
visible, respondents were generally in agreement. However, when asked if a clear, open,
honest and consistent communication policy was critical for not only the organization’s
success but also for how the leader was perceived, respondents were nearly unanimous (97
percent) in answering ‘yes’.

Tidligere da tingene ofte var enklere kommuniserte ledere generelt så lite som mulig for å
minimalisere risikoen for dem selv og virksomheten.
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I nåtidens mer kompliserte samfunn kan ærlig, klar og sammenhengende kommunikasjon
ofte påvirke virksomhetens og ledernes resultatoppnåelse.
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Appendix
24. Hvordan har åpenhet og innsyn (transparency) påvirket måten
corporate communication bli drevet på i din virksomhet?
•

Vi går alltid ut med pressemelding, også om negative nyheter, dersom det
er viktig. ‐ lederne er tilgjengelige for pressen ‐ virksomheten har
offentliggjort alle selskapets underleverandører ‐ vi inviterer pressen for
kvartalsvise intervjuer med adm.

•

Bedre internkommunikasjon Større betydning av positive saker/resultater
Bedre forberedelse av mulige kriser Gjennomtenkt kriseberedskap

•

Blir sett på som selvsagt at alt vi driver med skal tåle offentlighetens lys

•

blitt mer åpen

•

Den økede forventning til åpenhet krever mer arbeid, og enda mer
planlegging. Bare å legge informasjon åpent ut fungerer ikke alltid godt,
informasjonen må settes i en context som gjør bedriftens prioriteringer
forståelig, eller slik at mottaker kan se at

•

Det er til stor hjelp. Gir et press uten ifra som gjør at ledelsen må ta
kommunikasjon på alvor. Gjør bedriften mer bevisst på hva vi må være
åpne på og hva vi kan begrense av info ut.

•

En premiss for hvordan kommunikasjonsarbeidet blir utøvd.

•

Høy tilgjengelighet og sericeinnstilling

•

Ingen

•

Mer positivt syn på bruk av media og større forståelse for en god
internkommunikasjon

•

Positiv effekt.

•

Selskapets retningslinjer for 'Eierstyring og selskapsledelse', for 'Investor
kommunikasjon' ble etablert i forb med børsnotering i 2006. Disse
retningslinjene og policy for 'intern kommunikasjon' utøves i praksis og
vektlegger åpenhet, innsyn og tilgjeng

•

Stiller krav til at vi må kunne dokumentere handlinger/tiltak bak løftene
være
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•

Større forståelse i organisasjonen for åpenhet som strategisk verktøy.
Større forståelse for proaktivitet.

•

Tar samfunnet rundt mer på alvor.

•

Tydelig kommunikasjonspolicy, solid beredskap, og hyppig medietrening
gjør alle medarbeidere trygge på corporate communication.

•

Vi har tradisjonelt hatt en åpenhet om det meste som policy, og konstaterer
med glede at vi 'hatt rett'. Vi fortsetter derfor som vi stevner.

•

Vi sørger for å ha interne rutiner som understøtter denne åpenheten.

•

VI ønsker å drive med åpne kort og god dialig med alle våre
interessentgrupper.

•

Virksomheten har etablert en policy rundt transparens i kundekontakten
(priser m.m.) det har påvirket måten cc blir drevet på.

•

Økt transparens bidrar til tillitt

•

Åpenhet skaper ytterligere behov for kommunikasjon, men ufarliggjør

•

Åpenhet, tilgjengelighet og innsyn har bidratt til godt omdømme.

25. Har du ytterlige kommentarer til eller opplysninger om den
rolle corporate communication har i virksomheter i dag?
•

Bedre interne rutiner.

•

Bør få en mye viktigere rolle da dette er limet eller tannhjulet i en
organisasjon. Har bedret seg betraktelig de siste årene pga hastighet
på info gjennom nettet.

•

Litt strateg og litt potet for virksomheten. Hvordan greide man seg
uten får?

•

Rollen blir viktigere og viktigere og mer synlig i forhold til at
selskapet vokser og derigjennom utfordringer i forhold til
kommunikasjonen med omverdenen.

•

Rollen er ofte uklar, utsatt og vurdert som lite betydningsfull
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