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Global Communication Monitor

= Largest study series worldwide exploring the status quo and trends in strategic communication and communication management
across five continents and more than 80 countries; since 2007

= European Communication Monitor (annually), Asia-Pacific Communication Monitor, e "
Latin American Communication Monitor; new: North American Communication Monitor

= Research team and national collaborators from renowned universities
= BICCC is national partner for Norway

= www.communicationmonitor.eu
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Research Design and Method
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Research framework and questions

Person (Communication professional)

Demographics Education  Job status Professional status
Age & Gender, Q 28, Q 29 Academic Position and Experience on the job (years),
el i e, @50 qualifications, hierarchy level, Q33
Q34 Q20 Q21 .

Non-paid work at home, Q 31 RITEE AT

! Dominant association(s),
Personal leisure time, Q 32 areas of work, Q35

Q27

Income, Q 37
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Relevance of fake news, Q 1
Exposure to fake news, Q 2

Types of fake news, Q 3, Q 4
Dealing with fake news, Q5

Current practices and relevance of
information providing, Q 7, Q 8

Types, frequency and outsourcing
of information providing, Q 9a/b

Communication department

Excellence

Influence

Advisory influence, Q 23

Executive influence, Q 24

News briefings and media monitoring, Q 10
Leader performance, Q 12

Work engagement, Q 13

Trust in the workplace, Q 14

4&———) Structure / Culture Country

Type of organisation, Q 19 European country,

Organisational culture and it

leadership, Q 11

Alignment of the top commu-
nication manager, Q 22

v

Performance

Success, Q 25
Quality & Ability, Q 26

A(v

Strategic issues, Q 6

Future relevance and opportunities of information
providing, Q 7

Disposition to change the job, Q 38

Job satisfaction, Q 15, Q 16
Work stress, Q 17
Stress factors, Q 18




Position - Organisation FUR Hjmm

[ 1] [ 1]
Head of Communication, 36.8% Communication department in a _
Agency CEO = joint stock company 20.9%
Responsible for single 30.4% " private company 22.7% 73.4% EUR
communication discipline, = government-owned, public sector, B =
Unit leader political organisation 19.0%
. -profit isation, iati 10.8%
Team member, Consultant 27 7% non-profit organisation, association 6 |
Other 5.1% Communication consultancy, 26.6% EUR
PR agency, freelance consultant -
Job 1 [T
ob experience EUR =
More than 10 years 65.3% n = 3,096 communication professionals (n = 92 Norway)
6 to 10 years 17.0%
Up to 5 years 17.7%.
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Information provision
for decision-makers
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Providing information to decision-makers is a common practice in communication departments/agencies,
but only two thirds consider it a core task

Information is delivered to top Information providing is a core
management and/or (internal) clients task for the department/agency
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The majority of professionals agree that information providing helps to gain
recognition and position communications — it will thus become more important

Providing information for decision-makers ...

offers great opportunities offers great
to gain recognition from opportunities to position
top management and ourselves against other is gaining in relevance for
(internal) clients departments/agencies our department/agency

W Agree m Neutral m Disagree

CENTRE FOR
CORPORATE
COMMUNICATION




EUROPEAN COMMUNICATION MONITOR 2018

Various reports provided to decision-makers:
Key ones are for monitoring social and mass media (and these are outsourced)

Information provided to top management and/or (internal) clients Frequency Outsourced
Media monitoring reports 56.0%
News briefings 22.4%
Survey results 39.7%
Background reports on topics 12.6%
Reputation/brand reports 35.2%
Background reports on stakeholders 13.0%
Benchmarking reports 25.1%

m Regularly m Sometimes = Not at all
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Types of reports provided to top management: Nordics vs. European Averages

Media IS Survey Background Reputation/ Background Benchmarking
monitoring briefings results reports on brand reports reports on reports
reports topics stakeholders

Regu- | Out- Regu- | Out- | Regu- [ Out- Regu- | Out- Regu- | Out- | Regu- [ Out- Regu- | Out-
larly |sourced| larly |sourced| larly [sourced| larly |sourced| larly |sourced| larly [sourced| larly |[sourced

74.6% 56.0% 56.0% 22.4% 30.5% 39.7% 29.9% 12.6% 26.4% 352% 23.8% 13.0% 20.1% 25.1%

Denmark 72.9% 61.0% 61.0% 153% 30.5% 37.3% 20.3% 10.2% 18.6% 49.2% 153% 13.6% 22.0% 37.3%

Sweden 75.7% 57.3% 64.1% 282% 34.0% 33.0% 14.6% 7.8% 26.2% 34.0% 13.6% 7.8% 17.5% 17.5%

.

Norway III 69.0% 51.7% 59.8% 27.6% 23.0% 37.9% 28.7% 8.0% 16.1% 42.5% 19.5% 9.2% 11.5% 21.8%

Finland 73.8% 72.8% 53.4% 21.4% 46.6% 46.6% 17.5% 18.4% 32.0% 62.1% 14.6% 155% 16.5% 21.4%

Norway: Comparatively lower levels of use of surveys, reputation/brand and benchmarking reports
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Up-to-date information is mostly restricted to the discourse in print media;
social media monitoring and curated news briefings are less common

Frequency of monitoring reports and news briefings

Print media monitoring (clippings/evaluation)

Social media monitoring
(clippings/evaluation)

TV monitoring (clippings/evaluation)

News briefings (edited/curated content)

m Daily ®m Weekly m Lessoften = Never
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Weekly or daily provision of media monitoring and news briefings: Nordics vs. European Averages

Print media Social media TV News
monitoring monitoring monitoring briefings

Norway =—
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Job satisfaction and
willingness to change
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Overall job satisfaction: Three quarters of the communication professionals in
Europe are happy at work; however satisfaction is slowly declining over time

Job satisfaction in 2018

Not satisfied
with the job

Satisfied
with the job

Neutral

Longitudinal comparison

Job satisfaction

Scale: 1 (Strongly disagree) — 7 (Strongly agree). Mean values.
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Practitioners working in consultancies are to a greater extent satisfied, while most unhappy colleagues can be
found in non-profits and listed companies

Consultancies & Agencies

Private companies

Non-profit organisations

Joint stock companies

Governmental
organisations

m Satisfied with the job = Neutral ™ Not satisfied with the job
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Job satisfaction of communication professionals across Europe: Nordics rank high

Romania
(5.22)
Czech Republic
(5.16)
Poland

(4.80)
Serbia ~
(4.93)
Croatia '
496
Slovenia

(5.39)

Italy
(4.74)

Portugal
(4.91)

Scale: 1 (Strongly disagree)

— 7 (Strongly agree)
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Russia
(5.13)

Spain
(5.25)

Germany
(5.36
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Austria
(4.90) Switzerland
(5.31)
France
(5,00)

Belgium

(5.10)
\“ Netherlands
a (5.55)
United Kingdom

\ (4.94)
\ \ Ireland
‘ 4.89)
Denmark
(5.48). -
Sweden 1
(5.27)
Norway
Finland (5.25) -
(5.40) |-
i
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Overall job satisfaction of communication professionals: Norway has one of the largest “satisfied” and one of the
smallest “not satisfied” cohorts in the job force

Germany
Austria

Switzerland
France
Belgium
Netherlands
United Kingdom
Ireland
Denmark
Sweden
g= Norway
== Finland
Spain
Portugal
Italy
Slovenia

Nordics
as

Croatia
Serbia
Poland
Czech Republic

Romania

Russia

m Satisfied with the job = Neutral = m Not satisfied with the job
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Dimensions of job satisfaction: Communication professionals enjoy an interesting job -
but career opportunities and work-life-balance are often criticised

My tasks are interesting and manifold 3,88

Superiors and (internal) clients value my

work 3,82

My job is secure and stable

The job has a high status

The salary is adequate

3,31

My work-life balance is all right 3,32

i Agreement (scale 4-5)

| have great career opportunities 3,09

—0—Mean values

(1) Strongly disagree (3) Strongly agree (5)
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Professionals working in online, media relations and marketing communication
are less satisfied than colleagues specialized in strategy and consulting

My tasks are interesting and manifold ** /- T / /K‘

Superiors and (internal) clients value my work **

My job is secure and stable ** W
The job has a high status ** ///y)
The salary is adequate ** Q((///

——0Online communication
My work-life balance is all right ** ——Media relations

—0—Marketing, brand, consumer communication

/ ‘/ / —o—Strategy and coordination

I have great career opportunities ** —4—Consultancy, advising, coaching, key account
< N
~ . 7

(1) Strongly disagree (3) Strongly agree (5)
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Strong and weak drivers of job satisfaction for communication professionals
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| have great career
opportunities
(B =0.254)

My tasks are
interesting and
manifold

(B = 0.443)

Superiors and
(internal) clients
value my work
(B =0.214)

Regression analysis reveals that interesting tasks, career
opportunities and appreciation by superiors and
(internal) clients are the main predicators of satisfaction

Job

satisfaction
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Strong correlation between job satisfaction and willingness to change

Move out of
communications and
change the employer

Change the employer, but
stay in communications

Move out of communications,
but stay with the employer

Step up to the next promotion
grade/level with the employer

Stay in the current
?5.80 position with the
employer
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Characteristics of excellent
communication departments
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» As communicators, we compete for resources. We
have to justify our contribution to the success
of the company and defend budgets.

Benchmarking helps above all to create greater
transparency in costs and employee structures.

This supports discussions with top management and
management consultants, internal audits, and leading
the communication department. «

Dr. Christoph Zemelka

Senior Vice President Corporate Communications,
Brand Management and Sustainability

Robert Bosch



EUROPEAN COMMUNICATION MONITOR 2018

Benchmarking

... is “a systematic and continuous measurement process; a process of continuously measuring
and comparing an organisation’s business process against business leaders anywhere in the world
to gain information which will help the organisation to take action to improve its performance”
(Watson, 1993, p. 258; see also EFQM, 2015; Lema & Price, 1995).
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o o 17.7% of comms departments
|dentifying excellent communication departments i s sy are e aliied e

“excellent”

The Comparative Excellence Framework uses statistical analyses to identify
outperforming organisations, based on benchmarking and self-assessments known from quality management

EXCELLENCE

Communication departments in organisations which outperform others in the field

INFLUENCE PERFORMANCE

Internal standing of the communication department External results of the communication department’s
within the organisation activities and its basic qualifications

ADVISORY INFLUENCE EXECUTIVE INFLUENCE SUCCESS COMPETENCE

(Q23) (Q24) (Q25) (Q26)

Senior managers take Communication will (very) likely The communication of the The quality and ability of the
recommendations of the be invited to senior-level organisation in general is communication function is (much)
communication function meetings dealing with (very) successful better compared to those of

(very) seriously organisational strategic planning competing organisations
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Alignment of communications to top management:
Significant differences between excellent and other departments

Excellent communication
departments

The top communication manager / is a member of the executive reports directly to the CEO or does not report directly to

chief communication officer ... board (strongly aligned) top-decision maker (aligned) the CEO or top-decision
maker (weakly aligned)

Other communication
departments
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Excellent communication departments are delivering value by providing information to top management

Providing information for decision-makers ...

70,3% is practised by the department
63,3%

is a core task for our department

offers great opportunities to gain
recognition from top management
and internal clients

73,1%

65,5%

offers great opportunities to position 55,9%

ourselves against other departments

54,0%

68,1%

is gaining in relevance for our
department

59,1%

B Excellent communication departments B Other communication departments
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Excellent communication departments offer all kinds of management reports more frequently

Information frequently provided to top management and/or internal clients

. o 79,8%
Media monitoring reports **
72,0%

- 68,2%
News briefings **
56,2%

43,7%
Survey results **

Reputation/brand reports **
Background reports on topics **

Benchmarking reports **

27,8% m Excellent communication departments
Background reports on stakeholders **

CENTRE FOR
CORPORATE
COMMUNICATION

m Other communication departments




EUROPEAN COMMUNICATION MONITOR 2018

Excellent communication departments are embedded in organisations with great leadership and culture

The CEO or top leader of my organisation

understands the value of PR/communication ** 57. / 6,32

My organisation values and practices
diversity and inclusion **

4,77 5,75

The highest-ranking communication professional

. T 4,51 5,90
in my organisation is an excellent leader **

My organisation practices two-way 435

5,53
communication with employees/members **

Leaders of most work units in my organisation
(or client leaders if you work in an agency) 4,28 5,51
understand the value of PR/communication **

My organisation shares decision-making 3,82 ./ .4

power with employees/members ** !

< N

(1) I don't agree at all (4) | agree to a very large extent (7)

—0— 0Other communication departments —o—Excellent communication departments
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Leadership performance is better in excellent communication departments

The highest ranking communication professional in the work group, unit or function ...

is actively involved in the organisation’s
strategic decision-making processes ** 4,94 '\ f 6,11

demonstrates a strong ethical orientation

and set of values to guide actions ** 5,04 6,05

The highest-ranking communication professional

in my organisation is an excellent leader ** 4,79 6,00

develops productive relationships and

coalitions to successfully deal with issues ** 4,72 >,86

leads work teams to successfully

resolve issues ** 4,65 5,93

provides a compelling vision for how

communication can help the organisation ** 4,57 2,92

is an excellent leader ** 4,47 ./ /5,83

(1) I don't agree at all (4) | agree to a very large extent (7)

—0—0ther communication departments —®— Excellent communication departments
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Professionals working in excellent communication departments are more deeply engaged
than peers in other departments

1,2%

Excellent communication departments

Communication professionals: Not engaged Actively disengaged

Other communication departments
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Excellent communication departments are better in enabling practitioners to manage their daily stress at work

58,9%

38,5% 39,2%

T
During my workday, | typically | have the resources available to manage the stress
feel tense or stressed out * that | experience in my daily work **

H Excellent communication departments B Other communication departments
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Job satisfaction in excellent communication departments is higher in all dimensions —
especially with regard to perceived job status and career opportunities

My tasks are interesting and manifold ** Overall job Overall job

satisfaction satisfaction

Superiors and (internal) clients 3.47 4.31
value my work **

My job is secure and stable **

The job has a high status **

The salary is adequate ** 3,21 < 3,75//

My work-life balance is all right ** 3,23 3,65 /

I have great career 2,81 ./ 3,65

opportunities **

< N

~ 7
(1) Strongly disagree (3) Strongly agree (5)

—®—Other communication departments —®—Excellent communication departments
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Practitioners working in excellent communication departments are significantly more loyal to their employer

Career development plans within the next 12 months

61,8%
Stay in the current position with the employer

Step up to the next promotion grade/level with the employer

Change the employer, but stay in communications

o M Excellent communication departments
Move out of communications

6,3% m Other communication departments
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Bl Centre for Corporate Communication (BICCC) Team FOLLOW US!

Bl Norwegian Business School Prof. Dr. Peggy Brgnn

Department of Communication and Culture Asst. Prof. Dr. Alexander Buhmann Twitter:  @BICCC_

Postal address: NO-0442 Oslo Prof. Dr. Tor Bang Website: www.bi.edu/ccc

Tel: +47 464 106 70 Prof. Dr. Christian Fieseler Facebook: CentreForCorpComm

Fax: +47 232 647 81 Prof. Dr. Maria Isaksson Linkedin: Bl Centre for Corporate Communication
ccc@bi.no Prof. Dr. Ansgar Zerfass

© 2018 by BICCC. This document is provided for the personal use of participants of the speaker’s workshop or lecture. Spreading or storing this document in digital media
or on the internet is not allowed due to the fact that the presentation may contain preliminary or private data and/or visual material with copyrights held by third parties.
Any utilization, i.e. incorporating arguments and figures presented here in own presentations, requires the written approval of the speaker.
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Excellent departments are better prepared to deal with fake news

Attention given to the debate about fake news

Excellent communication departments Other communication departments

More or less
attention given

More or less
attention given

Attention No attention Attention [3 077 No attention WIDE % NEWS
given given given given Pope Francis Shocks World, Endorses
Donald Trump for President, Releases
i
. . . . ] e = ks smen s S—
Organisational approach to identify fake news YOKD ONC:“1HAD ANAFFARWITHHILARY |

CLINTON IN THE ‘705" e

Excellent communication departments

Advanced Prepared Passive o

Other communication departments
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