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Norge - en sinke i Europa

Vi ma bygge opp et forskningsmilje i strategisk
kommunikasjon. Dersom vi ikke styrker
utdanningen og forskningen innen faget, blir vi
hengende etter resten av Europa.

Av Pdl Horsle, seniorrddgiver i Statskonsult

Eget professorat
Norsk kommunikasjonsforening er helt sikkert av samme oppfatning og bar veere en av de

viktigste padriverne for a bringe strategisk kommunikasjonsforskning opp pa et allment
europeisk niva. Et farste steg pa veien er a etablere et faglig godt forskningsmilja i
strategisk kommunikasjon. Dette ma ledes av en egen professor. Suksess er ogsa avhengig
av personer. Kommunikasjonsforeningen bgr i samarbeid med vart hjemlige utdanningsmilja
ogsa oppmuntre til & etablere internasjonale nettverk for a stimulere norsk forskning.

NORWEGIAN
BLISINESS SCHOGIL




Nytt
forskningssenter
for kommunikasjon

14. desember 2007

Handelshoyskolen BI oppretter et forskningssenter innen kommunikasjon i
samarbeid med Kommunikasjonsforeningen og partnere i naeringslivet og det

offentlige.



Kommunikasjon

Fagblad om strategisk kommunikasjon. Utgitt av Norsk kommunikasjonsforening

Nytt norsk senter for

strategisk kommunikasjon

Morsk kommunikasjonsforening og Handels-
heyskolen Bl har det siste dret jobbet med
etableringen av et eget senter for strategisk
kommunikasjon i Morge. Sammen ensker vi

4 etablere et senter som skal gi uteverne av
kommunikasjionsfaget en bredere faglig og
etisk plattform. @nsker du og din organisasjon
4 bli en del av Bl Center for Corporate
Communication, ber vi dere ta kontakt med
Kommunikasjonsforeningens sekrotariat.
Telefon 22 05 99 50 eller e-post
medlem@kommunikasionsforeningen.no
Ltiyllende informasion ligger ogsa ute pa vare
nettsider

©)

Kommunikasjonsforeningen

AKTUELT

Hovedmeny o

Publisert 9. desember 2008, endret 9. mars 2009
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Purpose of Center

e Contribute to:
» Professionalization of the field
» Development of new knowledge
* Research at a high level

» Conveying importance of communication for value
creation (formidling)
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Objectives

Develop knowledge within the field
Communicate knowledge

Contribute to the transfer of knowledge between
Bl and the practitioner community

Enhance dialogue and networking between
relevant academic communities and practice
Contribute to the development of knowledge with
each partner
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Partnership provides:

» A professional meeting place

o Competence development of own employees

 Lecturing possibilities by partners for students

» Sharing of experiences and challenges

» Feedback, profiling or asking for advice

» Exchange of experience with peers and Bl researchers

» Access to latest international research results before published
» Opportunities for research projects for own organization
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Priorities for Research (as identified by partners
in 2007)

« Correlation between corporate Corporate
communication practice and communication/organizational culture

organizational performance CSR — samfunnsansvar
* Internal communication Methodology

« ROC Social Media
* Role of communication executive PR versus marketing

» Measurement/evaluation —
communication metrics
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Journal of Business Ethics (2009) 87:91=109 © Springer 2008
DOT 10,1007 /51055 1-(08-9795-¢

Corporate Motives for Social Initiative: Business and Society Review  113:4 441-470
Legitimacy, Sustainability, or the Bottom Pegey Simcic Bronn .. .
Line? Deborah Vidaver-Cohen Corporate Citizenship and
Managerial Motivation:
. . Implications for Business
Relationship outcomes Legitimacy
as determinants of reputation

Peggy Simcic Bronn
Norwegian School of Management, Oslo, Norway

DEBORAH VIDAVER-COHEN AND PEGGY SIMCIC BRONN

How others see us: leaders’
perceptions of communication

and communication managers
Pegoy Simcic Bronn

Norwegian Business School, Communication, Culture and Languages,
Oslo, Norway

(Best paper award
Euprera 2012)
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Drivers and Barriers in Public Relations Measurement and Evaluation: Analyzing

Intention to Measure Communication Outcomes (2016, Buhmann and Brgnn)

Attitudes
towards performing

M&E
432"

Behavioral
preference
for M&E

activities

Subjective
norms
for M&E

.085"

.296*

Perceived
behavioral
control to
perform M&E

Relations

Advancing PR measurement
and evaluation:
Demonstrating the properties
and assessment of variance-
based structural equation
models using an example
study on corporate reputation
By Diana Ingenhoff, Alexander
Buhmann
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The networked communications
manager : A typology of managerial
social media impression management
tactics Christian Fieseler and Giulia
Ranzini

The compassionate organisation: Contesting the
rhetoric of goodwill in public sector value
statements

By Poul Erik Flyvholm Jargensen, Maria Isaksson

Bl oic o The dawn of a new golden age for media

Relations | relations?: How PR professionals interact with the
0 mass media and use new collaboration practices
By Ansgar Zerfass, Dejan Vercic, Markus Wiesenberg
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FEE IREORLAE COMNMUBICATIOE SO ITEE

How g Devabon. Maragt aod
Lead Excaptipnal Commers naafony

Measuring o
Countrylmage  ~ Egiaa's”
Connected World

Regeacch in Public Relatfons and
Organisational Communication
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] THE PROMISE OF
i TECHNOLOGY-

MEDIATED
i COMMUNICATION

Corporate Communication Opportunities | e || . i
and Challenges. ﬂH “ Hﬂﬁﬂ P‘ I| Det vi tenker pa
I| nar vi prover ikke tenke pa

J Global Oppvarming

GLOBAL
OFPURMING S
— ‘.l" -«f on twitcer; @estoknes
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Formidling/Dissemination

* Website, reports, meetings/seminars, articles
e Events/seminars/conferences

e Communication for Leaders Magazine

e Networking in Norway and internationally

* Lectures for business & public sector

e Award committees

_ . FOLLOW US!
¢ Social media

Twitter:  @BICCC_

Website:  www.bi.edu/ccc
Facebook: CentreForCorpComm

Linkedin: BI Centre for Corporate Communication

NORWEGIAN
BLISINESS SCHOOL



http://www.bi.edu/ccc
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Kommunikasjon

i clapsoeen S Mt 6
Horge - 5otk mid et ayno 22

En bransje, om forening og o4t tog kar weltst sog Stor ;
Jubileumsaret 2009

Bl Senter for virksomhetskommunikasjon gnsker
velkommen til:

Corporate Communication Summit
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Corporate Communication Executive Summit BI
Kleivstua

®—

-

Integrert kommunikasjon;
Organisatoriske utfordringer, muligheter
og fallgruver

Septermnber 2010

Corporate Communication Executive Summit BI
Kleivstua

Ul v '@

“Authenticity”, eller autentisitet, ekthet
i organisasjoners identitetsmiks, og
hvordan dette kan kommuniseres til
ulike interessentgrupper.

September 2011
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Corporate Communication Executive Summit BI

Kleivstua

U

The Alignment Factor.
Leveraging Total Stakeholder Support.

September 2012

Corporate Communication Executive Summit
Kleivstua

Leadership Communication /
Communicating for Leadership

September 2013
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Accomplishments

Built significant body of knowledge in Norway

Established as the only organized research group in Norway in
Public Relations, corporate communication, strategic
communication, organizational communication

Expanded faculty and researchers
Significant efforts in disseminating and sharing knowledge
Expanded faculty and research
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Supported by excellent students

 Mark Hartland

* Michael Eriksson

* Lone Bonde

 Thomas Groot

e Pernille Lavlie

 Astri Hjad-Pirounn Grytten
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Situation Norway anno 1994

Membership

Organizations
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2017: Nearing the desired research model

Teaching Theory/Model

1
. mb.ersthip Theorizing
I allons
Actions
Outcomes _ R
Observing Researchers
NORWEGIAN /f :

BLISINESS SCHOGIL



Expert panel of
communication
executives In
September
2014 at
Klelvstua

A summary of the main strategic and tactical

challenges and opportunities:

Opportunities

Challenges

The Value-Adding Collaborator

Drive and improve organisational strategy by interpreting and aligning

INTERPRETING,
UNDERSTANDING,
COLLABORATION
STAKEHOLDERS
SOCIAL MEDIA
SKILLS

CORPORATE
VALUES

INTEGRATED
COMMS DEPT

INFLUENCING
STRATEGY

DEMANDS FOR
TRANSPARENCY
INCREASING

stakeholders
STORY
TELLNG

MORE FOCUS ON
EVALUATION AND
EFFECT

CHANGE
COMMUNICATION

CCO FUNCTION

DIGITAL
MEDIA

INTERNAL
#50Me

TAKING CARE OF
THE INSIDE FIRST

ONLINE
VIDEO/TV

ONLINE - VIDEO/TV

SOCIAL MEDIA

AS TOOL FOR SOCIAL MEDIA
DIALOGUE W EVEN HIGHER
STAKEHOLDERS IMEACT

FINDING THE RIGHT
COMPETENCE FOR THE
FUTURE CC UNIT

CENTRAL

A BROADER SET OF
SKILLS

COMPLEXITY
ALIGNMENT

Balancing time for
strategic work vs
organisational
deliveries

OWNERSHIP OF
DISCIPLINE
CONFUSION ABOUT
RESPONSIBILITIES

DO MORE WITH LESS

Strategic

Tactical

NORWEGIAN
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Challenges

Obtain continued financial support by engaged
partners

Continue to build Norwegian body of knowledge

Build recognition of communication as an
academic discipline in Norway

» Lobby for master’s program that can provide basis for:
* Relevant doctoral theses
* Young persons furthering the discipline in academia

Expand platform for sharing of knowledge
Establish Norwegian research network

NORWEGIAN
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Unlike some industries such as banking, insurance, or
energy, research/development of the PR/corporate
communication field is dependent on the kindness of

individuals.

And we are extremely grateful to the following:
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Arsgang 2008 « Kjetil Svorkmo Bergman & Astrid
Mathisen, Innovasjon Norge

» Ole Christian Apeland, Apeland Informasjon
» Ole Kristian Lunde, Orkla

* Frode Vik Jensen & Elin Klakken,
Kommunikasjonsforeningen

« Trond Bentestuen (Ole Gilbo), DnBNOR

» Ellen Hov Aanaes, Statens
landsbruksforvaltning

e Janne Log, Bl

* Bjogrn Richard Johansen, Glitner

e Trine Larsen, Hammer & Hanborg
» Jarle Aabg, Aabg & Co.

* Irene Melby, Statnett
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Elisabeth Gjglme

Sissel Faller

Ashild Indresgvde

Bernhard Stormyr/Esben Tuman
Janne Log

Bjarte Reve

Torild Uribarri
Kristian Hvilen
Bjorn Klgvstad
Bente E. Engesland

Posten

Statens vegvesen
Elkjap

Yara

Evry

Ahus

Telenor
Mondelez
Coop
Statkraft
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Today:

Cathrine Torp, DNV GL
Torund Bryhn, Gassnova
Hakon Mageli, Orkla
Yngve Kveine, Bl

NORWEGIAN
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 We promote the attitude that research should have practical
applications, and that research is necessary to increase the
skills and knowledge of our profession.
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