KEEPING
OUR SEAT
AT THE TABLE

Philip Lewin, Maersk
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Presenter Notes
Presentation Notes
During the pandemic we were gifted a seat at the table out of urgency and panic. 

Now we have a great opportunity to keep that seat, but we do need to change the way we are working. 

The world has moved on. The way we communicate has moved on. 

Share some of the megatrends Maersk sees and share some insights into how we are evolving our communications function to remain a key contributor. 

We will have the chance at the end to discuss in small groups what this means for all of us, and you personally. 
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Presenter Notes
Presentation Notes
(because the world has changed since the pandemic, we reflect that change)
Digital impacting us more than ever before 
The most significant disruption ever!


Disruption as a way of life



Presenter Notes
Presentation Notes
It used to be a few years ago that crisis were something that you prepared for and maybe happened once a year, they were the exceptions

Now we seem to be moving from one to another 
Pandemic 
Geopolitical – Ukraine, China
Climate – world literally broiled last year, severe famine and drought 



Disruption as a winning strategy

Coal fired electric cars

Helping liberals pretend
they're solving a make believe crisis.



Presenter Notes
Presentation Notes
Clones of Trump using disruption as a winning formula. 
What was once reprehensible and outlier behavior is now mainstream.


SOCIETY AND COMMUNICATIONS

OUR RISK SOCIETY ENTER THE RHETORICAL ARENA
Fake news Complexity
Interference (politicians to trolls) Polarization

Misinformation Multivocality


Presenter Notes
Presentation Notes
Look at the role of the media in creating, disrupting or maintaining a company’s legitimacy
Sharp rise in the mainstream media’s role in pointing out poor corporate citizenship


COVID-19 Rhetorical Arena

Citizens,
victims,
MEeme Creators,
participatory

citizens

Journalists,
bloggers,
experts,
citizen journalists,
celebrities

Organizations,
small businesses,
manufacturers

Government,

agencies

-

First responders,
essential employees,
nurses,
doctors

-

International community,
foreign countries,
international agencies
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Presenter Notes
Presentation Notes
Like a cobra – lighting fast and very venomous!
The innovation pace and virality of digital has also fundamentally changed communications, much more than the early days of social media.  
Tiktok – in 4 years, one billion monthly users and 1 of 5 on internet using!
Many companies struggle with how to keep pace with digital today.


TYSONS CORNER, Va. (AP) —
MicroStrategy Inc. on Tuesday
reported fourth-quarter net income of
$3.3 million, after reporting a loss in

the same period a year earlier.

MANCHESTER, N.H. (AP) — Jonathan
Davis hit for the cycle, as the New
Hampshire Fisher Cats topped the

Portland Sea Dogs 10-3 on Tuesday.


Presenter Notes
Presentation Notes
AI is no longer a future concept

Natural Language Generation tech is “writing” thousands of stories every year in multiple areas

Especially – but not only – financial results



NARRATIVES AND BRANDS
IN THE ALGORITHM WORLD

LESS CONTROL

Difficulty cutting thorough bot-driven noise —

especially vs. traditional communications approaches

Most news today is algorithmically sorted and

prioritized by Natural Language Processing
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Presenter Notes
Presentation Notes
Not only do you have machines writing, but you also have machines reading what those other machines have written and decided who should see what! 

Algorithms - not editors - drive news decisions
Content is sorted and ranked by machines 
AI’s speed accelerates reputational ups and downs. Look how fast things can go viral these days! 



Our digital selves



Presenter Notes
Presentation Notes
Of course, our corporate lives do not exist in a vacuum!

In our private lives, we determine who can reach us and when, filter what content reaches us, and choose channels that work best. 

In the corporate world, we often get spammed, have too many channels and no filtering ability. 

When it comes to competing for audience's time, we are already at a big disadvantage! 
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WHAT DOES ALL THIS
CHANGE MEANZ®

Traditional comms models and flows are disrupted
Pace is accelerating

Attention span is decreasing

Stakeholder expectations increasing

The lines between all channels are blurring

13
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SHOULD COMPANIES RUN THE WORLD®

“Today, CEOs need to stand up not
just for their shareholders, but their
employees, their customers, their
partners, the community, the
environment, schools, everybody -

anything that's a key part of their
ecosystem.”

Marc Benioff
CEO of Salesforce




Company’s social contract

Starbucks named fifth most SIRERUCIR Tapation W10 yooriow

il #0718 | 4 #0pm

admired company worldwide

January 19, 2018 - 1 min read

JANUARY 2018

Starbucks received UK tax credit in 2020
despite making profit in US

Starbucks nses complex tax structure in Enrope and has faced
criticismm for Ll of transparency

MAY 2018



Presenter Notes
Presentation Notes
Companies are increasingly held to high standards for their behaviours, fueled by the media and very legitimate – or very false - rage. 
Especially sharp response when inconsistent with our expectations of them or the brand 


Controversy Is inevitable . ..

Court orders Royal Dutch Shell to cut
carbon emissions by 45% by 2030
Xinjiang: more than half a million forced

to pjc]{ cotton, repur]‘_ 5]_1;_1_%351;5 0il giant told plans should be brought into line with Paris climate
- agreement

@ Yale sCcHOOL OF MANAGEMENT

Forced labour much more widespread than initially thought in

China region that supplies a fifth of the workd's cotton ; _ = : | Almnst 1 ,ooo cnmpanies
- - : Have Curtailed Operations in
Russia—But Some Remain



Presenter Notes
Presentation Notes
Almost impossible these days to avoid the controversial issues taking place around the world right now  . . . 
Human rights and abuses
Climate impact (and business profits)
Doing the right thing

Companies fined in past, but first-time authorities told a private company to fix their performance! 


Not-so-hidden agendas

The New ork Times German police raid DWS and Deutsche Bank
oty s over greenwashing allegations

Disney C_E_O, SB.}FS Cumpany 15 Asset manager accused of misleading investors about ESG factors in its financial products
‘Opposed’ to Florida’s ‘Don’t Say

Gay’ Bill N
Bob Chapeks remarks followed eriticiam that the company; a Th um bs d own on ‘wo ke . ‘ D IS ney

major employer in the state becanse of Disney World, had not d&bac I-E’ IESSD n fo-r C EOS

-spoken out against the legislation. B oo i M T 2022 | 8250

Musk right to call ESG a scam
Tesla was excluded from the S&P 500 ESG Index over politics

Greenhushing: Should

. .‘: companies speak up or shut
Musk Mad Tesla Removed from S&P 500 ESG —= up?

In [lﬂx Welcome to the damned-if-you-do, damned-if-you-don't world of
Tesla CEO Elon Musk is unhappy that the EV company was deleted sustainability communications.
from the S&P 500 ESG Index.



Presenter Notes
Presentation Notes
Companies are being forced to take a stand, whether they want to or not. Not only the stands are controversial, but also the views on the role of businesses (ulterior motives?)
Tesla was taken off the S&P 500 ESG Index due to lack of a meaningful low-carbon strategy and racial discrimination and safety governance, e.g. in their eyes not deemed a socially responsible company.
Elon Musk hit with backlash when he launched a social media campaign against ESG, saying “E.S.G. is a scam. It has been weaponized by phony social justice warriors.”
Texas last year passed a law that cut off Wall Street banks from its municipal debt market because of their refusal to renounce ESG. 




The Cobra strikes again

Cop27 climate summit’s sponsorship by Greenpeace O
Coca-Cola condemned as ‘greenwash’

eenpeace - Follow
est plastic polluter @CocaC
Plastics campaigners call it ‘astounding’ that multinational they
say is world’s top polluter has sponsored key UN climate meeting
undermines the very objective of the event it seeks to

sponsor.

#BreakFreeFromPlast

Share a



Presenter Notes
Presentation Notes
Coca-Cola produces 120bn throwaway plastic bottles a year – and 99% of plastics are made from fossil fuels, worsening both the plastic and climate crisis

Coca Cola issues a 500 million Euro bond for sustainability projects. What payoff will it get for that investment? 




“We find a world ensnared in a vicious cycle of disftrust,
fueled by a growing lack of faith in media and
government. Through disinformation and division, these
two institutions are feeding the cycle and exploiting it

for commercial and political gain.”

Edelman 2022 Trust Barometer

20


Presenter Notes
Presentation Notes
What does all this mean for us as business communicators?

Most of you know Edelman trust barometer – people trust business leaders more than government or the media 
Great term – ‘friend shoring’ aligning with partners that share our values
What can companies live up to 24/7? E.g. Starbucks

Importance of trustworthiness
Coping with risk
Purpose and behavior on the agenda, like it or not


The inevitabillity of taking a stand

Australia becomes the first FIFA World Gup country to slam Qatar
for its human rights record
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Presenter Notes
Presentation Notes
Aside from Purpose, companies are often forced to take sides in complex and controversial issues, like it or not. 

In the US, the overturning of Roe v Wade suddenly made it a business issue, with many companies offering paid days off and transportation to states where abortion is legal, even though that makes them vulnerable to being sued. 
There have been huge protests over having the World Cup final in Qatar, largely due to very poor and dangerous working conditions. Most of the workers there come from Nepal and India, and it is estimated that 400 of them die a year. 
In addition, homosexuality is illegal and punishable by up to 7 years in prison in Qatar, and many hotels are refusing to offer hotel rooms to same sex couples. 

So for companies who take a stand on DEI and want to support all their workers, these issues will come in today’s world. 

Especially important for global companies like Maersk
Pride network, 67 countries where homosexuality is a crime. 
Advocacy group but not shared and open as we would like to protect members. 
(we follow embassy model) 


&4 E\ERY EFFECTIVE
WINNING STRATEGY
1S MAPPED OUT
BY FOCUSING
ON THE DESIRED
END GOAL ,,

- Wayne Chiriza




“Corporate purpose is the higher purpose of
a company that goes beyond the sole profit
orientation. The purpose is to define and
deliver a long-term value-creating promise,
either in the company’s local environment
or in the global market environment, that is
directly related to the company’s value
creation.”

Larry Fink, CEO Blackrock
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~ Corporate purpose .
The what, t nd the how -




PURPOSE IS GOOD BUSINESS

53% of CXOs said 66% of global
they had successfully consumers and 73%
generated new of millennials are
revenue streams willing to pay a price
from new socially premium for
conscious offerings. sustainable goods.

A 2019 survey found
that nearly half of
all participants and
3/4 of millennial
workers would take
a pay cut to work at
an environmentally

responsible

company.
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Presenter Notes
Presentation Notes
Its not all about hugging trees. 

Higher profits (driven by consumer willingness to pay a premium)

Recruitment and retention 


Does mayonnaise really need a purposee

Unilever CEO warns
advertisers that ‘woke-
washing’ threatens industry

credibility



Presenter Notes
Presentation Notes
A lot of criticism of Purpose, that it quickly becomes ‘purpose-washing’ or ‘woke washing’ and that it is very transparently a commercial exploitation. 

Has Unilever lost the plot?

Pre-pandemic, Unilever’s 28 Sustainable Living Brands – those taking action to support positive change for people and the planet – grew 69% faster than the rest of its business. 

Helmann’s mayonnaise – only one in 100% recycled packaging and 100% cage free eggs. 

Hellmann’s not only the world’s No.1 mayonnaise but also one of Unilever’s best-performing brands, 1000 sold every minute. .

Reality that a Purpose and business strategy must walk hand in hand. 
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MAERSK'S PURPOSE
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Doing the Unique to Integrated to our
right things what we do business strategy
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Core to our
growth ambitions


Presenter Notes
Presentation Notes
Taking a stand to do the right things
E.g. Russia, COVID response

Unique to what we do 
Linked to – but seeing beyond – our business strategy

How to add and keep over 100 technology experts a week and logistics experts 



Our Purpose: Improving life fc o,"
by integrating the world

We believe in an integrated world. One planet. Connected all the way.

By integrating global logistics, we improve the flow of the foods,
goods, data and materials that sustain people, businesses and
economies the world over.

Enabling an exchange of values, culture and ideas.

A more integrated world improves quality of life and prosperity on al g
levels. '

It is our responsibility to ensure a more sustainable N K
tomorrow for coming generations. g ﬂ,; '



Presenter Notes
Presentation Notes
Global trade, when done responsibibly, enriches life. 

It helps entreprenuers and SMEs, and creates jobs and economic growth

It offers consuemrs choice, innovation and cvompetitive costs

It adds to society. 

The tricky part is making sure we run the world without consuming it. That means reducing the climate impact of what we do, and ensuring that our activities are run responsibly – great example is truck drivers in Europe. 

And as part of our social compact, that we make sure the transition to a green economy does not leave anyone behind or widen the gap between the haves and have-nots. 
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Presenter Notes
Presentation Notes
Not only 1st two – foundational changes and social contract 

The world has moved on! 


(Corporate HR function view)



(reality)



A TIMELESS THOUGHT

“You cannot bore people into
buying your product.”
David Ogilvy



Presenter Notes
Presentation Notes
 David Olgilvy, founder of Ogilvy & Mather and known as the "Father of Advertising"


N
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COMMS NEEDS TO BE:

BOLD &

COURAGEOUS

Aspirational Corporate BS bingo and policy Planned and proactive
A clear and relevant position propaganda are dead Step back and don’t get pulled

into the ‘keeping up’ trap


Presenter Notes
Presentation Notes
3. No going back from pre-pandemic – now focus on upgrading the virtual production that we slapped together during the pandemic 

Aspirational comms is the passion and organizational energy, taps the emotional side of brain
Taking a position – corporate citizen, activist or politician
Fight against organizational silence and the quiet arena – participate in the conversation 


Authentic – CEO in a jumper, from his home office


WHAT DO LEADERS NEED FROM US~%



Presenter Notes
Presentation Notes
As companies are increasingly taking sides and driving agendas
There is increased pressure on leaders to communicate
They need our support in new ways, maybe outside their comfort zone (numbers people)
Helping them drive organizational trust and motivation, relevance and meaningfulness 
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Days of yore . . .
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Presenter Notes
Presentation Notes
In 80s and early 90s, creative and production very separate
Then DTP changed all that, anyone could produce their own
Similar split when the internet came into its own – needed the code crunchers to build sites 





Self or not-selfe
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Mind the gap between strategy and execution

o The path to irrelevance

Advisors

—

Pace and technology challenge
traditional production flows and skills

Producers

The path to irrelevance

Analogue Interactive Instant Community based >>>>>>>> Newsroom




The T shaped communicator

I-shaped T-shaped Line-shaped : The shared tool box
The technical expert Capable in a lot of things The generalist and advisor
and able to produce




Can you be
constructively
onnoymg? Mastering
the Mindsets

Mastering Mastering
the Role the

Advisor



Presenter Notes
Presentation Notes
Are you constructively annoying?

Mindsets = a strategic approach, leadership to project management 

Advisor = more than the pizza delivery person. A true sparring partner, challenges stakeholders. What skills are needed? (can you be constructively annoying?)

Attention edge = what does good look like? Catch and hold an audience in today’s world. Back to bold, aspirational, authentic

Role = reflect on how we are doing, evolving with challenges and opportunities 
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DISCUSSION QUESTIONS

1. What is the modern communicator’s superpowers?

2. What are the biggest hurdles to changing and evolving
our profession?


Presenter Notes
Presentation Notes
What sells tickets, cuts through the noise and builds trustworthiness?


OBLIGATORY
THANK YOU
SLIDE

(but really, thank you!)
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