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

13,000 Technical experts
globally
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What the business is used to vs what we used to give them

MARKETIN
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ACTIVITIES
OCTOBER
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EVENTS: October and Novem
Below is a summary of events w
are involved in any events durin
on this list. This ensures we hay
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Integrated channel view in Power BI
— understand how our initiatives and channels perform real time

Q&G Communication KPls

OMV-3L
REACH
Total Web Pageview
151,547

703

7 Madia mentions

& o022 %

¥of Mew Contacts

REPUTATION
Management and Expert guotes

201703 1.005 s T1520%

KFis { percentage]

STy pe

Sacerdhed vyl e b

Evenst and 'Wah Rags

Tavittar Followars

DMY-GEL

Lot ~ ] Gwbect

B Mo fitiers applied

(Ekank]

Cost Raduction
Crods-BA coll abodati on
Dacam

Digitalization

Drilling and walks

D diligenca
Emdrnnenent and Sust..
iGas

Labss and best citas
Lifatima astensian
Orthar indusirias, rall r-
Fipalinas

Rasgarch and irnovati..
Safaty

INTEGRATED CHANMEL VIEW

A bverrt S Mdecha S Dagitud Actsey 9 Penpacires

m

i imiom @6 Lnosdls sonty @808 Twerts i Pagmeean

201F O 1
lamuary

T e
Ll

20F 1
Karch

ame 2 Mg AFO2

Ky Jirm

—
ANPGRS ANFoE S
Lily Fugunt

£

e Loy

Sth Ciubvore Wind Powssr Sub. . ilsrmmmy

The Florth Sea by Dnergy Yoks
3, OGTE Tacknolngy Fonm

United Kingdom 2008077

Campaigs Keme

ncal Can Meteeng [serarg
Sonrng oywieTn wels e J1L

rim=aimral Lotrsere Somm

Tnthe fUwncaphion

Mrw DA GL tool safesy s L
PR DAL June 21 DNV Ll gin

¥ Erm Apnl 10 Wind powers.

{Blank])

Glabal BA OHl & Gas
Glabal Inspsaction
Rugion Ammericas
Raglom China, Korea...
Reqion Continantal Eu..
Roglom Moresay

Reqion South East A
Angion LK

[Blank]

A1l Servica Linss
Inspaction serdoes
HD#AS Moble Denton.
Othar industries, rai, 1.
Dehar Ol amd Gax Sor..
Risk Managemsnt Ad..
Technical Adwisany
WCA Varitication Centl.
VML Warification of M.

154

291

7.825,008

txtimaied Lontrect Welue | btimaied Opportorty Velos  §§usified Lady

-]

]

and

E ]

ad

(L]

o

Sarch

1,420,000

Kby Ao

Tucw Trde
a

201% induairy cuticot:  balarcing ect -dme gl % OLOS2MS

& biumprint for mow moonng milatiity -dmegl % 01224

Tt dact

B "y e o] ey -
Shors-term agity, kerg-lerm

ind iy outiook for the ol

el

Larbon caphuse snd inasge
22rd World Petmisumn Cong

O Ll rereanes ressarch &

e

P e

A Mrw Fealiy e outiock for e o

Safwty Howr - Mantmsng isse perf

-
United Kimgdom  X20ANTY
yrw of poawiin. Datw -
-
benni LBty By
Pomd-Ewwnt 170rae s
bemmi (LTt
Totad Hrty el Laie -
1346 B oRO4IINY
1488 1108208
1340 B mmoaaong
¥ Date -
=
ArgageTEn ML Dwiw -
%= noramd
B aemamy
w
& = oMy
“heky rrsrachom. Lute -
&F 41 1RGN
20 18 11
w1 - norannd
tulwl (LU -

e W Rieme

= M

TR T T T T
2

DNV GL © 2017

DNV-GL



Division between paid and unpaid is no longer relevant

27 hits on
Press release

launching
TCP RP

SUBSEA & OFFSHORE
SERVICE MAGAZINE
April 2017 Issue

New DNV Recommended Practice for
Thermoplastic Composite Pipes

'GL-RP-F119 for the use of

ent will no doubt b

y still dominated by

Paad

DNV GL
emails

DNV GL
website pages
visited

Search phrases
to visit DNV GL
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[ (€

Influencers
engaged with
TCP posts

Links
clicked
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Documents
downloaded

DNV GL
webinars

inf G

DNV GL social
media posts

DNV GL's RP says thermoplastic composite
pipe could cut oil and gas costs

DNV GL has lsunched a rec ommended practice
(RP) on thermoplas i composite pipes (TCP),
stating that & could provide cost savings for ol

and gas cperators

The DNVGL-RP-F119 TCP allows operators 1o
select TCP instead of steel or tradional flexible
and has been launc hed for operators
contractors, supphiers and ofhers seeking
acceptance for using the pipes in offshore

operatons.

Itis intended for TCP supphers for offshare
operations and supphers of raw materials for

these pipes that look for market access for their

products

DNV-GL
PERSPECTIVES
Oil and gas industry insight

As offshore oil and gas activity shows sign of recovery in some regions, this

edition of FERSPECTIVES looks at the challenges and opportunities that cur
industry must face in the energy transition.

Oil and gas wiill remain crucial components of the world's long-term energy
future, sccording to DNV GL's inaugural fore: of

2030. It predicts that significant new investment will
industry.

e neaded across the

Maximizing this opportunity means operating safely, securely and sustainably
33 wel as profitably. We discuss how smaner, cost-effective approaches can
help to prewent major offshore sccidents; and how gyber security can be
ennan rough a new Recommended Practice.

As the industry continues to focus on cost efficiency, offshore operators are
adopting feaner, more fiexible field development solutions. We highlight the
importance of an effective information management strateqy in preparing for
operations. Operator DEA Nerge shares some perspectives

I hope you find the articles in this edition useful. | welkcome your feedback.

Elisabeth Terstad, CEO, DNV GL - Oil & Gas
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AMEC framework for planning and measurement

fg&g_zs MACRO- mw OUTPUTS OUT-TAKES OUTCOMES IMPACTS

Short definition ‘What you need in
preparation for
communication

KEY STEPS » Objectives

MESO-LEVEL + Budget

* Resources (e.0., staff,
agencies, facilities,
partnerships)

EXAMPLE METRICS & - SMART objectives

MILESTONES - Targets / KPIs
MICRO-LEVEL
METHODS - Internal analysis
OF EVALUATION - Environmental scanning
- Feasibility analysis
- Risk analysis

Things you do to plan and
produce your
communication

+ Formative research

* Planning’

» Production (2.g., design,
writing, media buying,
media relations, media
partnerships, etc.)

- Baselines / benchmarks
(2.g., current awarensss)
+ Audience needs,
preferences, efc.

- Strategic plan

- Evaluation plan

- Pre-test datz (2.g.,
creative concepts)

- Content produced (e.g.,
media releases,
Websites)

« Media relations

- Metadata analysis (2.g.,
past research and
metrics)

- Market/audience
research (2.0, surveys,
focus groups, interviews)
- Stakeholder
consultation

- Case studies (2.9, best
practice)

+ SWOT analysis (or PEST,
- PESTLE, efc.)

= Pre-testing pansls

- Peer review / expert
review

‘What you put out that is
received by target
audiences

» Distribution
- Exposure
* Reception®

= Publicity volume

- Media reach

- Impressions/0TS
- Share of voice

- Tone/sentiment/
favourability

- Messages placed
- Posts, tweets, etc.
- Advertising TARPs
= E-marketing volume
- CPM

- Clickthroughs

- Event attendance

« Media metrics (e.q.,
audience statistics,
impressions, CPM)

- Media monitoring

- Media content analysis
(quant)

- Media content analysis
(qual)

- Social media analysis
(quant and qual)

- Activity reports (eq.,
events, sponsorships)

What audiences do with
and take out of your
communication

» Attention

» Awareness

» Understanding

» Interest / liking

» Engagement

» Participation

» Consideration

= Unigue visitors

- Views

+ Response (e.g., follows,
likes, tags, shares,
retwests)

- Return visits/views

» Recall (unaided, aided)
- Positive comments

- Positive responss in
surveys, eic.

- Subscribers (2.9, RSS,
newsletters)

= Inguiries

- Web statistics (eg.,
views, downloads)

- Social media analysis
(qual —e.g.., comments)
- Feedback (e.g.,
comments, letters)

- Ethnography 12
(observation)

- Netnography! (online
ethnography)

+ Audience surveys (e.g.,
re

awarensss,
understanding, interest,
opinion)

- Focus group (as above)
- Interviews (as above)

Effects that your
communication has on
sudiences

+ Learning / knowledge®
» Attitude change

» Satisfaction

» Trust

* Preference

* Intention

» Advocacy

- Message acceptance

- Trust levels

- Statements of support
or

intent

- Leads

- Registrations (2.g., organ
donor list)

- Brand preference

- Trialling

- Joining

- Reaffirming (e.q., staff
satisfaction)

- Social media analysis
(qual)

- Database statistics (e.g.,
inquiry tracking
identifying sources)

- Ethnography
(observation)

+ Netnography (online
ethnography)

- Opinion polls

- Stakeholder surveys
(2q.

re satisfaction, trust)

- Focus groups (as above)
- Interviews (as above)

- Net Promoter Score
(NPS)2

The results that are
caused, in full orin part,
by your communication

* Reputation

* Relationships

+ Compliance /
complying

actions

+ Organisation change
» Public/social change

« Public/s support

- Mest targets (2.g., blood
donations; cancer
scresning membership,
etc.)

- Sales increase

- Donations increase

- Cost savings

- Staff retention

- Customer retention/
loyalty

- Qulity of life / wellbeing
increase

- Database records (eg.,
blood donations, health
outcomes, membership,
etc.)

- Sales tracking

- Donation tracking

- CRM data

= Staff survey data

- Reputation studies

= Cost Benefit Analysis/
Benefit Cost Ratio

- ROI (if thers are financial
objectives)

- Econometrics'?

- Quality of life scales &
wellbeing measures

8
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https://amecorg.com/2017/10/amec-awards-launches-please-note-the-dates/

How to influence a target group?

BUSINESS
STRATEGY

Business goal

STAKEHOLDERS

Employees

Objectives

Goals

Existing & potential
customers

Opportunities
and Threats

MARKET

Market and Drivers

Influencers

KPI & metrics

Industry Issues

MESSAGE

Position

Message-house

Regulatory and policy
makers

Competitor picture

TACTICS

Internal emails,
intranet,
management
packs
Media
Social Media
Digital
Communication
Internal
communication
Events

MEASURING
IMPACT

Outtake: Channels
effectiveness to reach and
engage target group

Outcome: Change in
target group perception &
behaviour

Impact: Business results

< improvement - learning — analysis - reporting
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Annual planning - we used to do this
— academically correct but very time consuming and difficult to get an overview

BA STRATEGIC BUSINESS GOAL

GOAL AND TARGETS COMMUNICATION GOAL

« 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
Deliver an average sharing) . Incregse employee line of sight to the Oil & Gas strategy through internal communications
channels including monthly management packs.

organic revenue growth ) . . A
& & Help employees to grow market share by increase awareness of broad portfolio of services, capabilities

rate of x% annually

P N LI . I = Ny B By R L e B N S N e e - I 51 PO B S D . S e B L )
throughout the
iod RELATION REVENUE
period. BUILDING ENABLEMENT
Ensure improvement of
I Average readership of internal content relating 2015 PEP score on
Customer cases publishad o h .
on ORG Yammer fasd 4 to multidisciplinary bids and contract wins 20 % Customer Focused 2 %
(induding mega projects) in 2016, organization (2015 result:
-%% vz 2014)
Be the |eadlng g|0ba| Year on year re i 2017 Result1 Result 2 Results REPUTATION 2017 Result Result? Results RELATION EULDING 2017 Result1 Result2 Result RE¥ENUE Target Resu H
o *ROYISION, Targetgee O gty Q3 M. MENT Targgge 10 Q/ed n Tarcgse 3 Q¢ yd, a3 EMABLEMENT 2017, It 1y |
rovider ......... : ) M K "H" R KH. M K B = K. M el |~ B M H M.
P growth in Segn T a
internal communications channels.
shall be at leas! Secure media mentions on
i Secure media mentions on digitalization in Ensure readers of 1000
BA Ieve' . 0“3.{ rEIEtEj content in target media. PERSPECTIVES Data Smart
mediz. and cyber seourity articles.
GEﬂEmte realﬁrg |:|-f [H:Ex Publiskr_\ concret: e:ample_s an zleps we En_surl_e er_nployees are engaged with 4 Secure Y ammer posts
.. are taking rowards becoming a data-smare igitalization content
rﬁmlm fl'l}l"ﬂ dlglt’al ©ompany in internal channels.
channels,
Establish a leac
it i . . Secure media mentions on gas Fieaders of gas downstream 1000 Secure high level speeches on
pOSItlon in the Generate media mentions downstream topics inmedia with 3 focus content from digital campaigns keyindustry arenas

on terminals, petrochem, refineries, (primarily PERSPECTIVES]
regasification and Ing

segment as ind  on subses content.
supplier of a wi

of services, me

x% CAGR.

Secure media mentions referencing to our
labs and software in media.

Create rich content for digital channelson 1000 Spadeadam Secure leads through the web
Labs [Spadeadeam videao) downloa video [requests for proposals - direct
ds publizhed response] for global lab

on Teknisk network from all comms
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How we report—- quarterly

SCORECARD CHALLENGES AND ACHIEVEMENTS
Goals Channel #%Q3 17 vsQ217 - 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
Contact database growth > 649 3130 media hits, as well as 5 media interviews, 6 000 Oil & Gas report downloads and
- # media mentions 1303 1611 76,016 social media impressions. It also increased our Contact Database with 1 680
§ % readership intranet articles 28.5% 29.7% new contacts.
z - - - -
% internal newsletter 81.4% 81.9% In t.otal we hosted 15 customer events (vs 22 in QZ) with .gas an.d pipelines as key
topics. We presented at 28 external events (vs 60 in Q2) with topics such as
# web page views 152k 148k standardization, pipelines and gas.
g # event registrations 889 1075 | - The Eloqua training program is been rolled out, providing regional resources with best
B 4 mngt & expert quotes 1005 390 pr_actlces and t_ralnlng to fu!ly utilize Eloqua's marketing and automation functlonall.tles;
1 Middle East, Singapore, China, Korea & Japan CEMEIA, UK, Norway have been trained
§ # LinkedlIn followers 11625 11299 while Americas is setting up a training on Nov 13th,
# Twitter followers 6938 6 807
c
©  # gated downloads* 6241 5292 | « Our share of voice within key media on _
- , . I Competitor 3
& _ _ general topics in 3 Q xx% while its xx% 10 %
®  # clicks on social posts 2156 2650 e ae =m o we ws . 08G - °
o within digitalization driven by the Cyber DNV GL
. # Registered JIP Interest* “x XX RP launch and digitalization content in many Digital ‘\Competit
QG _ other releases such as the ETO and new M(Kde_y ori
cE * Accepted Flowmailer leads X XX CEO. 11 Press releases were sent out with edia) 14 %
E’é souEvE;?gfgxanZpg)alue (based on xx MNOK xx MNOK ETO, LNG Iberian Market Study (65) and
S _ Cybersecurity RP (45) attracted the most Competitor
# Estimated contract value xxX MNOK xX MNOK attention. 2
11 DNV GL © 2017 DNV-GL



Pipeline Evaluation Portal — mini campaign

Pipeline evaluation portal
Connecting industry expertise with data

Contact us:
Eirar Bartin Stiansen
sore @ EH w4 FRINT:  ESH . i
DNV GL pipeline evaluation portal increase aveilability and sase-of-use of DNV GL A‘ " =

models and expeartize knowe-how by combining advanced structural models and

Total pageviews:
3,188

probabilistic assessments. The online tool enables smart u:
detailed infarmation from reliability anahysis and structural

decision making.

Here you find applications relevant for oil and ga= pipelines
compliance checks to detzsilad structural and probabilistic o
applicatic

marked with "Beta”. Information sbout upcoming
the application dl=s.

Buckle evaluation (BETA)

Access advanced pipaling models and
probabilistic buckle acsessmarts
daveloped for the industry by sur axparts

Anchor hooking assessment
{Infal

Pipelin
{Info}

Efficient

Total visitors:
1,795

Pipeline corrosion analytics Multi-analytic risk visualization

(Infol

tool - MARV™ [Info)
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

/

302 clicks

\73 interactions

Y

32 engagements

4 retweets

\

19,432 impressions 1,535 impressions

)

12
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We have become better at gathering data on user behaviour but do we have wisdom?

From Data to Actionable Insight

Wisdom  builds on our past to give us new
understanding and the ability to predict

IE
i =
(7))
c
9
)
L
()
(='4

Understanding cognitive and analytical - synthesize new knowledge

/ from what was already known

Knowledge information aggregated to a point where it has
meaning and purpose - the how

Information when data has meaning and we understand context Where are we?
and relationship - the who, what, where, and when

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

DNV-GL

13 DNV GL © 2017



The one and only KPI of performance measurement

14 DNV GL © 2017




Thank you

Cathrine Torp

VP Communications Director - DNV GL - Oil & Gas
E-mail - Twitter
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A global impact for a safe and sustainable future

Cathrine Torp
E-mail cathrine.torp@dnvgl.com
Twitter @torp_cathrine

www.dnvgl.com

SAFER, SMARTER, GREENER
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