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DNV GL: a global impact for a safe and sustainable future

Technical experts  
globally

13,000

in Oil and Gas3,000

years of experience150

Expertise

6% PHD

42% Master

39% Bachelor 

Cross industry

Oil & Gas, 
Maritime, Energy 
Software, etc. 
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OPP - Region South East Asia 

& Australia

(Amounts in  M NOK at ref. rates)
This year Last year Change Growth % Last FC FC Dev. Target Target Dev. This year Last year Change Growth % Last FC FC Dev. Target Target Dev.

External revenue 72          73          -1          -1.0 % 80          -8          86          -14         229         274         -46         -16.7 % 236        -8          252         -23         

Own generated revenue 80          80          0            0.4 % 81          -1          91          -11         242         280         -38         -13.5 % 243        -1          269         -28         

Total revenue 98          102         -4          -3.8 % 98          0            106         -7          298         356         -58         -16.3 % 298        0            310         -12         

Total expenses -96         -124       28          -22.7 % -95         -1          -104       8            -293       -425       132         -31.1 % -292       -1          -310       17          

EBITA 3            -22         24          3           -1          2            1            5            -69         74          6           -1          -0          6            

EBITA  % external revenue 3.6 % -29.7 % 33.4 % 4.1 % -0.5 % 1.9 % 1.7 % 2.3 % -25.1 % 27.4 % 2.5 % -0.2 % -0.1 % 2.4 %

EBITA  % total revenue 2.7 % -21.2 % 23.8 % 3.3 % -0.7 % 1.5 % 1.1 % 1.8 % -19.3 % 21.1 % 2.0 % -0.2 % -0.1 % 1.9 %

Chargeability 58.5 % 45.4 % 13.1 % 57.4 % 1.1 % 58.8 % -0.3 % 57.9 % 45.2 % 12.6 % 57.5 % 0.4 % 57.8 % 0.1 %

AR>180 days % total AR 3% 8% -5%

Headcount (A+C) -28                         240                                        210                                        253                        238                                        225                                        

Q3 2017 YTD

Change Target YE FC YEOpening Count Jan 1st Closing count last quarter Closing Count This Month

What the business is used to vs what we used to give them
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Integrated channel view in Power BI 
– understand how our initiatives and channels perform real time  
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Division between paid and unpaid is no longer relevant 
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DNV GL social 

media posts 

DNV GL 

emails

Links

clicked

Search phrases 

to visit DNV GL 

website

DNV GL 

website pages 

visited

Documents 

downloaded

Influencers 

engaged with 

TCP posts

DNV GL 

webinars

27 hits on 

Press release 

launching 

TCP RP 
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AMEC framework for planning and measurement 
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https://amecorg.com/2017/10/amec-awards-launches-please-note-the-dates/
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How to influence a target group? 

improvement - learning – analysis – reporting 

MARKET
BUSINESS
STRATEGY

STAKEHOLDERS
COMMS 
GOALS

MESSAGE TACTICS

Market and Drivers

Business goal

Employees 

Objectives 
Goals 

Position
Internal emails, 

intranet, 
management 

packs 
Media 

Social Media
Digital 

Communication
Internal 

communication
Events 

Industry Issues

Existing & potential 
customers

Message-house

Competitor picture

Opportunities 
and Threats

Regulatory and policy 
makers

KPI & metrics

Topics

MEASURING 
IMPACT

Outtake: Channels 
effectiveness to reach and 

engage target group

Outcome: Change in 
target group perception & 

behaviour

Impact: Business results

Influencers
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Annual planning – we used to do this 
– academically correct but very time consuming and difficult to get an overview
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BA STRATEGIC 
GOAL 

BUSINESS GOAL 
AND TARGETS COMMUNICATION GOAL 

Be the leading global 
provider ………

Deliver an average
organic revenue growth 
rate of x% annually 
throughout the strategy 
period. 

• Engage employees with content that promotes the application of multi-disciplinary services to projects. 
• Enhance leadership communication of internal coms (cascade of monthly topics and ELT structured 

sharing) . Increase employee line of sight to the Oil & Gas strategy through internal communications 
channels including monthly management packs.  

• Help employees to grow market share by increase awareness of  broad portfolio of services, capabilities 
and value differentiators, and to package them to add the greatest value to customers. 

• Facilitate knowledge sharing and internal efficiency by engaging employees with technical papers, 
presentations and content on the Oil & Gas Knowledge Portal.

• Reinforce the value we bring to bigger, high-quality, complex, long-term operations and projects through 
customer success stories, case studies and contract wins

Year on year revenue 
growth in Segment 1 
shall be at least xx% on a 
BA level.

• Position DNV GL’s OPEX global value proposition within defined sub-segments. 
• Use integrated channels to promote content, incl.  PERSPECTIVES, blogs, media relations and webinars.  
• Rework dnvgl.com pages to reflect global OPEX capabilities.
• Engage line in organic social media. 
• Create internal awareness of our OPEX offering, highlighting new contracts and best practice. 

Establish a leading 
position in the yy
segment as independent 
supplier of a wide range 
of services, measured by 
x% CAGR.

• Continue build subsea position, with a focus on data smart services, standardization, processing and capex 
to opex. Use integrated channels to promote content, with a focus on continued cooperation with industry 
bodies, use of PERSPECTIVES, media relations, webinars and internal communication.  

• Support development of content related to brownfield and life time extension in the UK, and HPHT in North 
America.  

• Use internal communications channels to increase internal knowledge of DNV GL’s subsea competences 
and customers, and promote cross selling of our services 
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How we report– quarterly

• Offshore Europe was a success with 7 technical briefing, customer engagement and 

over 120 media hits much thanks to 4 press releases. The ETO launch generated 83 

media hits, as well as 5 media interviews, 6 000 Oil & Gas report downloads and 

76,016 social media impressions. It also increased our Contact Database with 1 680 

new contacts. 

• In total we hosted 15 customer events (vs 22 in Q2) with gas and pipelines as key 

topics. We presented at 28 external events (vs 60 in Q2) with topics such as 

standardization, pipelines and gas.  

• The Eloqua training program is been rolled out, providing regional resources with best 

practices and training to fully utilize Eloqua's marketing and automation functionalities; 

Middle East, Singapore, China, Korea & Japan  CEMEIA, UK, Norway have been trained 

while Americas is setting up a training on Nov 13th. 
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SCORECARD CHALLENGES AND ACHIEVEMENTS

Goals Channel #%Q3 17 vs Q2 17 

R
e
a
c
h

Contact database growth 5 649 3 130 

# media mentions 1 303 1 611 

% readership intranet articles 28.5% 29.7%

% internal newsletter 81.4% 81.9%

# web page views 152k 148k

R
e
p

u
ta

ti
o
n # event registrations 889 1 075 

# mngt & expert quotes 1005 390

# LinkedIn followers 11625 11 299

# Twitter followers 6938 6 807

R
e
la

ti
o
n

# gated downloads* 6 241 5 292 

# clicks on social posts 2156 2650

R
e
v
e
n

u
e
 

e
n

a
b

le
m

e
n

t # Registered JIP Interest* xx xx

# Accepted Flowmailer leads xx xx

Opportunity value (based on 

survey of xx people) 
xx MNOK xx MNOK

# Estimated contract value xx MNOK xx MNOK

Competitor 3 

10 %

Competit

or 1

14 %

Competitor 

2…

O&G -

DNV GL 

Digital 

(Key 

Media)

• Our share of voice within key media on 

general topics in 3 Q xx% while its xx% 

within digitalization driven by the Cyber 

RP launch and digitalization content in many 

other releases such as the ETO and new 

CEO. 11 Press releases were sent out with 

ETO, LNG Iberian Market Study (65) and 

Cybersecurity RP (45) attracted the most 

attention. 
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Pipeline Evaluation Portal – mini campaign
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Total pageviews: 

3,188

(7 pages)

Total visitors: 

1,795

Form submission:   

41

Google search: 1,408

Direct: 945

Social: 283

Referral (from other pages): 224

Paid promotion: 195

Email: 108

Enerwe: 25 

Existing contacts: 433

Unknown contacts: 970

Staff: 392

19,432 impressions

302 clicks

73 interactions

1,535 impressions

32 engagements

4 retweets
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We have become better at gathering data on user behaviour but do we have wisdom?
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R
e
la

ti
o

n
s
h

ip

Relevance

Information

DATA

Knowledge

Understanding

Wisdom builds on our past to give us new 

understanding and the ability to predict

cognitive and analytical - synthesize new knowledge 

from what was already known

information aggregated to a point where it has 

meaning and purpose – the how

when data has meaning and we understand context 

and relationship – the who, what, where, and when

Source: Ackoff Russell L., ‘From Data to Wisdom’. Journal of Applied Systems Analysis, Volume 16, 1989.

Where are we?

From Data to Actionable Insight
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The one and only KPI of performance measurement
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Thank you
Cathrine Torp 

VP Communications Director – DNV GL – Oil & Gas
E-mail cathrine.torp@dnvgl.com - Twitter @torp_cathrine
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SAFER, SMARTER, GREENER

www.dnvgl.com

A global impact for a safe and sustainable future
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