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IN  ALL IANCE WITH…
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PARTNER & ADVISOR
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Nicoline Olesen
Sustainable Business Change Advisor
Corporate Activist
Co-founder & Partner in Märk
Head of Communications in B Lab Nordic
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M O D U L E  4  
I N T R OM O D U L E  4  

Vi hjælper virksomheder med at svare på:

H v i l k e t  a n s v a r t a g e r  I  f o r  v e r d e n ,  
s o m  e r  a u t e n t i s k  o g  k o n s i s t e n t ,  
i n t e g r e r e t  i  k e r n e f o r r e t n i n g e n ,  
p r i o r i t e r e t  a f  t o p l e d e l s e n  
o g  i n s p i r e r e r  o g  e n g a g e r e r  j e r e s  
i n t e r e s s e n t e r ?
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M O D U L E  4  
I N T R O
M O D U L E  4  
I N T R O

C L E A R  C O M M U N I C AT I O N  

Communications strategies
in words & action

(7 principles & 7 planning steps)

Expert contributor:
Nicoline Olesen, Märk

PA R T  1

W H Y - W H A T - H O W

S U S T A I N A B I L I T Y  
R E P O R T I N G

PA R T  3

W H A T - W H Y - H O W

A U T H E N T I C  
C O M M U N I C A T I O N

PA R T  2

H O W

S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Greenwashing 
& CSR dilemmas

Expert contributor:
Nicoline Olesen, Märk

Real-life case: 
Jesper Nymark, Danwatch

Reporting requirements, 
standards & processes

Expert contributor: 
Helena Barton, Deloitte

Real-life case: 
Helle Carlsen Nielsen, Falck
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

HOW
COMMUNICATION 
STRATEGIES
Communicating your company’s sustainability and responsibility efforts 
is key to supporting business objectives, strengthening your corporate brand 
and to obtaining stakeholder insights and feedback that you can feed into 
business activities. 

Strategic use of communication means targeting key internal and external 
stakeholders with the right messages and interactions at the right time by 
using the right range of relevant communication channels.

Purpose: 
Show how CSR/ESG 

communication can be 
planned in a 

systematic and 
strategic way so it 

reinforces goals and 
ambitions.

Remove Change 
Leadership & 

Communication from 
menu bar

C H A N G E  L E A D E R S H I P  
&  C O M M U N I C A T I O N

7

K E Y  L E A R N I N G S

W H AT  Y O U  W I L L  L E A R N …

Kort om hvorfor vi skal kommunikere om vores indsats

8 kommunikationstendenser indenfor bæredygtighed

En masse eksempler på bæredygtighedskommunikation

7 principper for impact kommunikation

H
O

W

Kommunikationsstrategi & planlægningsværktøj

Tania – kan du efter denne slide sætte 
en form for program over dagen ind: 

1) Refleksioner og dagens program
2) Kommunikationstendenser

3) Hvor bor den gode historie 
principper for 

kommunikation
4) Kommunikationsstrategi

W
H

Y
W

H
A

T

DK
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D

DATA

SYSTEMATIC STORIES

OVERVIEW

T H E  R E P O R T  C A N  A C T  A S  A  “ C O L L E C T I O N  P O I N T ”  F O R  
S U S TA I N A B I L I T Y  C O M M U N I C AT I O N S

8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

9

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

#module4 #communication #reports

B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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MODULE 4 I PART 2

8 TENDENSER 
H V A D  S K A L  V I  H A V E  I  B A G H O V E D E T,  
N Å R  V I  K O M M U N I K E R E R ?

SUSTAINABILITY COMMUNICATION

11

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

19

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

20



15.11.2023

11

© TANIA ELLIS – The Social Business Company®. All rights reserved.

MODULE 4 I PART 2

7 PRINCIPPER FOR 
IMPACT BRANDING 
& KOMMUNIKATION
H V O R  B O R  D E N  G O D E  H I S T O R I E ?

SUSTAINABILITY COMMUNICATION

21

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S

K o m m u n i k a t i o n  o m k r i n g  b æ r e d y g t i g h e d  o g  a n s v a r l i g h e d  
s k a l  f ø r s t  o g  f r e m m e s t  s k a b e  i m p a c t .  D e t  h a n d l e r  o m  a t  
b r u g e  f o r r e t n i n g e n  o g  b r a n d e t  t i l  a t  g ø r e  e n  f o r s k e l .  T i l  a t  
s k a b e  p o s i t i v e  f o r a n d r i n g e r  – b å d e  i  v i r k s o m h e d e n  o g  
u d e n f o r .  

I  M ä r k k a l d e r  v i  d e t  f o r  I m p a c t k o m m u n i k a t i o n  e l l e r  
b r a n d i n g ,  f o r d i  d e t  e r  e n  d i s c i p l i n  f o r  s i g .  D e t  h a n d l e r  o m  
a t  t a g e  u d g a n g s p u n k t  i ,  h v i l k e t  p r o b l e m  i  s a m f u n d e t ,  
v i r k s o m h e d e n  v i l  v æ r e  m e d  t i l  a t  l ø s e .
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G8  T R E N D S
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MODULE 4 I PART 2

COMMUNICATIONS 
STRATEGIES & 
PLANNING

SUSTAINABILITY COMMUNICATION

31

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY 2. HOW 3. WHO 4. WHICH
CHANNELS

5. WHAT 6. HOW 
OFTEN

7. HOW TO 
MEASURE

.

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.

B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7 P R I N C I P L E S

32
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

Not sure which hashtags to include 
here? #module4 #communication 

#tools?

In the SBCM.dk tools section, 
include link to the OMO guide, as 
this slide only works as illustration 

Initiativ Hvem kommunikerer 
vi med?

Hvad kommunikerer vi 
om?

Hvordan 
kommunikerer vi?

Hvilken effekt 
ønsker vi, og 
hvordan måles den?

Hvornår og hvor ofte 
kommunikerer vi?

Hvem er ansvarlig 
for kommuni-
kationen?

K O M M U N I K A T I O N S P L A N E N  |  S K A B E L O N

33

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY

..do we wish to 
communicate? 
(which strategic

and 
operational

goals do you
wish to address

with your
communication
e.g. employer

branding, 
increased

sales, 
stakeholder

engagement).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N  |  G U I D E

S T E P  1 :  W H Y  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

34
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1 .  C H A N G E  M A N A G E M E N T

S T E P  1 :  W H Y  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N S T E P  1 :  W H Y  B A C K G R O U N D 8  T R E N D S 7  P R I N C I P L E S S T R A T E G I C  P L A N N I N G

Faser Trin Aktivitet
Over-
vejelse

1 Analyse af behovet for forandring

2 Erkendelse og beslutning

Forbered-
else

Kotter
Fase 1

3 Gør truslen synlig

4 Etabler en stærk forandringsorganisation

5 Opstil vision og mål

6 Interessentanalyse

7 Risikoanalyse

8 Specificer og planlæg

9 Kommunikationsplan

Gennem-
førelse

Kotter
Fase 2+3

10 Implementer og eksekver forandringen

11 Forstå og fjern modstanden

12 Hold ud og fejr successer

13 Forankring af forandringen

Evaluering
Kotter
Fase 3

14 Evaluer forandringsprojektet

H A N D L I N G S P L A N  F O R  I N T E R N  F O R A N D R I N G  &  F O R A N K R I N G

F O R A N D R I N G S H J U L E T

Bjarne Kousholt, Forandringsledelse, Akademisk Forlag, 2021

DK

K
O

M
M

U
N

IK
A

TI
O

N
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

2 .  B U S I N E S S  
M A N A G E M E N T

SUSTAINABILITY IN THE 
HEART OF BUSINESS

CORPORATE 
ENGAGEMENT

(hardwiring & softwiring)

CLEAR PURPOSE
(vision, strategy, values)

ADJU
ST STRATEGY

ORGANIZE & OPERATIONALIZE

© TANIA ELLIS – The Social Business Company®. All rights reserved.

COLLABORATIVE 
CO-CREATION
(partnerships & 

value chain alliances)

IMPLEMENTATION & RESULTS DEVELOPMENT & PROTOTYPING 

CLEAR COMMUNICATION
(stakeholder interaction, 
reports, measurements)

S T E P  1 :  W H Y  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

37

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

En samfundsambition er en klar definition af den 
forskel, I vil gøre for det samfund, I er en del af.
Den er en del af jeres eksistensberettigelse 
og funderet i jeres kerneforretning.
Den er en ambitiøs ledestjerne, der gør jer mere 
relevante for alle interessenter og styrker jeres 
konkurrencekraft.

S T E P  1 :  W H Y  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

2 A .  S A M F U N D S -
A M B I T I O N

DK

38
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

2 B .  C O M P L I A N C E  &  
R I S K  M A N A G E M E N T

S T E P  1 :  W H Y  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

DK

39

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY

..do we wish to 
communicate? 
(which strategic
and operational

goals do you
wish do 

address with 
your

communication, 
e.g. employer

branding, 
increased sales, 

stakeholder
engagement).

2. HOW

..do we want to 
communicate? 
(which level of 
engagement 

do you want to 
achieve, what 
style and tone 

for your various 
stakeholder 

groups).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N  |  G U I D E

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Examples of 
consumer 

communication in 
Module 3, Part 3

Insert translated version 
from module 3, part 3

Eksempler
kunde

kommunikation
Modul 3, Dag 3

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

S TA K E H O L D E R
E N G A G E M E N T

S T E P  2 :  H O W  

#module4 #communication #stakeholders 

Kilde: Märk / https://maerkcph.dk/wp-content/uploads/2017/06/Mark_Artikel_Involver-1.pdf

42
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Lav 
ny

S TA K E H O L D E R  
E N G A G E M E N T

Kilde: Märk / https://maerkcph.dk/wp-content/uploads/2017/06/Mark_Artikel_Involver-1.pdf

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

#module4 #communication #stakeholders 

43

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

S TA K E H O L D E R
E N G A G E M E N T

Kilde: Märk / https://maerkcph.dk/wp-content/uploads/2017/06/Mark_Artikel_Involver-1.pdf

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

#module4 #communication #stakeholders 

44
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Lav 
ny

S TA K E H O L D E R  E N G A G E M E N T  I  E X A M P L E

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

45

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

D E C I D E  W H AT  R O L E  Y O U  W A N T  T O  P L AY

Funder: 
Bidrager til finansiering af sagen

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

D E C I D E  W H AT  R O L E  Y O U  W A N T  T O  P L AY

Facilitator:
Guider og inspirerer andre og giver 
dem en platform at tale og handle fra

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

47

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

D E C I D E  W H AT  R O L E  Y O U  W A N T  T O  P L AY

Uddanner:
Gør fans - medarbejdere, kunder, 
partnere - klogere og uddanner dem 
til selv at kunne handle

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

D E C I D E  W H AT  R O L E  Y O U  W A N T  T O  P L AY

Fortaler:
Taler højt om den forskel der ønskes 
skabt

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

D E C I D E  W H AT  R O L E  Y O U  W A N T  T O  P L AY

Kriger:
Provokerer, revolutionerer og 
sagsøger

S T E P  2 :  H O W  B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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E X E R C I S E S

Hvilken rolle – hvilke roller – er 
mest væsentlige for din virksomhed 
at indtage?

R E F L E K S I O N

51

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY

..do we wish to 
communicate? 
(which strategic
and operational

goals do you
wish do 

address with 
your

communication, 
e.g. employer

branding, 
increased sales, 

stakeholder
engagement).

2. HOW 3. WHO

..do we 
primarily want 
to target our 

communication 
at? (determined 

by your 
strategic and 
operational 

goals).

..do we want to 
communicate? 
(which level of 
engagement 

do you want to 
achieve, what 
style and tone 

for your various 
stakeholder 

groups).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N  |  G U I D E

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

E X T E R N A L  &  I N T E R N A L  C O M M U N I C AT I O N S

S T E P  3 :  W H OB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N S T E P  3 :  W H O  

REPLACE WITH NEW 
COLOURED VERSIONS

I N T E R N A L  S TA K E H O L D E R  A N A LY S E S

(See Module 1)

Insert 
updated 
version, 

module 2, 
part 1

S T E P  3 :  W H OB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

THEME WEEKS INTERNAL CAMPAIGNS

ARTIFACTS DAILY INTERNAL COMMS

I N T E R N A L  
C O M M U N I C AT I O N  
E X A M P L E S

(Module 2, Part 2)

S T E P  3 :  W H OB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

E M P L O Y E E  
A D V O C A C Y

P E R S O N A L  
B R A N D I N G

S T E P  3 :  W H OB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

PERSONAL BRANDING IS NOT 

ABOUT BECOMING FAMOUS 

BUT ABOUT BEING 

RECOGNIZED FOR WHAT 

YOU ARE GOOD AT.

S T E P  3 :  W H OB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

E K S T E R N A L  S TA K E H O L D E R  A N A LY S E S  

(See Module 1)

Insert updated templates 
from module 1, part 3
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

C O N S U M E R  
E X P E C TAT I O N S

S T E P  3 :  W H OB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

#consumers #reports

SEE MORE CONSUMER SURVEYS IN 
ONLINE LIBRARY #CONSUMERS #REPORTS
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

C O N S U M E R  
E X P E C TAT I O N S

• 9 ud af 10 mener, at egen miljøpåvirkning er lavere eller som gennemsnittet i eget 
land

• 55% finder det ofte svært at se, om produkter er gode miljøvalg, hvilket gør det 
grønne valg sværere

• 7 ud af 10 mener, at virksomhederne ofte overdriver, hvor miljøvenlige deres 
produkter er

• Kun 22% stoler på, at et produkt er et godt miljøvalg, når det markedsføres med 
begreber som miljøvenlig, bæredygtigt eller klimaneutralt

• 61% irriterer sig ofte over, at produkter markedsføres som ‘grønne’ uden en god 
forklaring

Kilde:  Nordic consumer sustainability Index, Nordic Swan Ecolable IPSOS 2022

S T E P  3 :  W H OB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

#consumers #reports
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY

..do we wish to 
communicate? 
(which strategic
and operational

goals do you
wish do 

address with 
your

communication, 
e.g. employer

branding, 
increased sales, 

stakeholder
engagement).

2. HOW 3. WHO 4. WHICH
CHANNELS

..do we 
primarily want 
to target our 

communication 
at? (determined 

by your 
strategic and 
operational 

goals).

..do we want to 
communicate? 
(which level of 
engagement 

do you want to 
achieve, what 
style and tone 

for your various 
stakeholder 

groups).

..do we want to 
use to reach 
our selected 

target 
audience? (e.g. 
social media, 

public 
speaking, PR 

with 
link/reference 
to full report).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N  |  G U I D E

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.
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E X E R C I S E S

Hvilke kommunikationskanaler benytter I til at 
kommunikere om jeres CSR/ESG-tiltag / 
samfundsengagement? 

Udarbejd en brainstorm liste over kanalerne 
(tænk i både formelle/uformelle, skriftlige/personlige)

R E F L E K S I O N
DK
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

C O M M U N I C A T I O N  C H A N N E L S  |  G U I D E

Written (“formal”) Personal (“informal”)

Website (corporate, dedicated)
Webshop
Intranet, internal channels
Advertisements (job ads, flush ads, branding ads)
Letterhead stationery
Business cards
Signs
Annual reports
Invoices, offers
Articles, blog posts
Newsletters
E-mail signatures
Social media (e.g. Twitter, Facebook, LinkedIn, Instagram, 
Pinterest)
Google ads, SEO
PR
Product catalogue, info sheets
Care labels, hang tags
Merchandise (t-shirts, mugs etc)
Sales materials
Screen savers, webinar background

Stakeholders (e.g. customers)

Customer meetings
Exhibitions, fairs (messer)
Sales meetings / sales reps
Employees
Speeches
Seminars/conferences
Networking events
Idea hack events
School visits
Job interviews
Public events (e.g. Folkemødet)

Social media (e.g. Twitter, Facebook, LinkedIn, Instagram, Pinterest)

Influencers (e.g. bloggers, celebrities)
Work groups, task forces
Awards
Coffee machine
Employee gifts
Customer presents
Product samples
X-mas gifts (customers, employees)

Ver. 2022-1

S T E P  4 :  C H A N N E L S

63

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

Reinforce sustainability strategy in every communication

Every letter that goes out

Every certificate about products sent to customers

T-shirts worn by factory workers

Coffee mugs used by employees everyday

Posters and labels in factories and showrooms

Every tender document

Every box of carpet tiles

All samples sent out to customers

Technical instructions on how to install carpet

All internal and external communication materials…

I N T E R N A L  
C O M M U N I C AT I O N  
C H A N N E L S  I  
E X A M P L E

Hvordan fortæller 
I historien 

gennem hele 
kunderejsen?

S T E P  4 :  C H A N N E L S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

#module4  #communication #casesCOMMUNICATION CHANNELS 
ROSKILDE FESTIVAL TOUCHPOINTS 
| EXAMPLE

DK

S T E P  4 :  C H A N N E L S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

U S E  C O M M U N I C AT I O N S  C H A N N E L  
T O  “ W A L K  T H E  TA L K ”  

#module4  #communication #cases

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

U S E  C O M M U N I C AT I O N S  C H A N N E L  
T O  “ W A L K  T H E  TA L K ”  

#module4  #communication #cases

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

L A B E L S  F O R  A C T I V I S T I C  
C O M M U N I C AT I O N …

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

PA C K A G I N G  T E L L I N G  Y O U R  S T O R Y

DIRECT TRADE
Vi handler direkte med kaffefarmerne. 
Det gør vi, for at sikre os den bedste 
kvalitet af råvarer, og samtidig sikre 
farmeren en betaling, som præmierer 
den høje kvalitet. Det er i virkeligheden 
meget simpelt. For at farmeren kan 
fortsætte med at lægge det store 
arbejde i at dyrke specialkaffe, skal han 
eller hun også betales herefter.

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

C O M M U N I C AT I O N
W I T H  L A B E L S  &
C E R T I F I C AT I O N S

THE BUTTERFLY MODEL

WWW.LETZCERTI.COM
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

S U P P L I E R S  A R E  S T O R Y T E L L E R S  T O O…

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

M A K E  I T  E A S Y

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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E X E R C I S E S

1. Hvilke interessenter bør min virksomhed målrette sin 
CSR-kommunikation til? 

2. Hvilke kanaler kunne være relevante at tage i brug 
for at informere/kommunikere/engagere de udvalgte 
interessentgrupper?

O P G A V E
DK
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

CHECK IF THIS IS THE LATEST 
VERSION (SEE MODULE 1) / WHICH 

VERSION DID WE USE FOR THE 
EXERCISE IN MODULE 1, DAY 3?

P R I O R I T I Z E D  S TA K E H O L D E R S
( A n a l y s i s  f r o m  M o d u l e  1 )

Check questions

Which persons, 

companies and 

organizations are affected 

by or have significant 

influence on our business 

operations?

(place in inner circle)

Which persons, 

companies, organizations 

or authorities – in addition 

to the above-mentioned –

may have a significant 
impact on your business? 

(place in outer circle)

Model inspired by Overskud Med Omtanke, Erhvervs- og Selskabsstyrelsen, 2006

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Kanaler Vores vigtigste interessenter

1. 2. 3. 4. 5.

Hjemmeside

Årsrapport

Nyhedsbreve

Facebook

LinkedIn

Twitter

Presseomtale

Artikler

Annoncer

Foredrag

Møder

Konferencer

Kurser

E T  P L A N L Æ G N I N G S V Æ R K T Ø J  |  S K A B E L O N

S T E P  4 :  C H A N N E L SB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

75

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

P L A N L Æ G N I N G S -
V Æ R K T Ø J  
|  E K S E M P E L

S T E P  4 :  C H A N N E L S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

Not sure which hashtags to include 
here? #module4 #communication 

#tools?

In the SBCM.dk tools section, 
include link to the OMO guide, as 
this slide only works as illustration 

Initiativ Hvem kommunikerer 
vi med?

Hvad kommunikerer vi 
om?

Hvordan 
kommunikerer vi?

Hvilken effekt 
ønsker vi, og 
hvordan måles den?

Hvornår og hvor ofte 
kommunikerer vi?

Hvem er ansvarlig 
for kommuni-
kationen?

K O M M U N I K A T I O N S P L A N E N  |  S K A B E L O N

S T E P  4 :  C H A N N E L S
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY

..do we wish to 
communicate? 
(which strategic
and operational

goals do you
wish do 

address with 
your

communication, 
e.g. employer

branding, 
increased sales, 

stakeholder
engagement).

2. HOW 3. WHO 4. WHICH
CHANNELS

5. WHAT

..do we 
primarily want 
to target our 

communication 
at? (determined 

by your 
strategic and 
operational 

goals).

..do we want to 
communicate? 
(which level of 
engagement 

do you want to 
achieve, what 
style and tone 

for your various 
stakeholder 

groups).

..do we want to 
use to reach 
our selected 

target 
audience? (e.g. 
social media, 

public 
speaking, PR 

with 
link/reference 
to full report).

..do we want to 
communicate? 

(choice of 
messages 

adapted to 
your chosen 

target 
audience).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N  |  G U I D E

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.
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D A Y  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Interessentanalysen

Risikoanalysen
9R Forandringsanalysen

Rammer
Retning
Regler
Roller
Relationer

Reaktioner
Risiko
Resultater
Refleksioner

Interne analyser (Modul 1)Forretnings/CSR strategien

Materiality analysen

I N P U T  T I L
K O M M U N I K A T I O N S
P L A N E N

( S e  M o d u l  1 & 2 )

Add latest templates with 
the updated colours from 

M1

DK

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Re-use the slide 
version from 

Module 1, Day 2

T E L L  S T O R I E S

Reports, numbers and rational arguments are easily forgotten, but stories stand the test of time.

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Viden alene virker ikke. 
Verdens udfordringer skal ikke ind i 
hovedet på os - de skal ind i vores 
hjerter, før vi kan skabe reel forandring
Inspireret af Maria Toft  - forsker i miljøadfærd og klimabevægelser

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

F R O M  C O R P O R AT E  
B R A N D I N G  T O  
S T O R Y T E L L I N G

http://www.cphfilmcompany.dk/portfolio-item/kenya-a-farmers-story/

#module4 #communication #cases

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

86



15.11.2023

44

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

M A K E  Y O U R  C U S T O M E R  T H E  H E R O

FILM LÆGGES IND 
nedenfor

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

86 procent af 
danskerne ved godt, 
at madspild er en 
central del af 
klimaproblematikken 
- men ofte ved de 
ikke, hvad de skal 
gøre ved det.

K l a r  m i s s i o n  
o g  m å l

H E L P  U S

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

S I M P L I F Y
M E S S A G E S

Possible to 
find other 

slogan 
examples in 
English? (if 
not, I’ll try)

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

V A L U E S - L E D  A C T I V I S M
Possible to 
find other 

slogan 
examples in 
English? (if 
not, I’ll try)

S T E P  5 :  W H A T
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

B E  A N  A C T I V I S T
Possible to 
find other 

slogan 
examples in 
English? (if 
not, I’ll try)

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

91

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

B E  A N  A C T I V I S T
Possible to 
find other 

slogan 
examples in 
English? (if 
not, I’ll try)
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

3  T Y P E S  O F  
C O R P O R AT E  
A C T I V I S M

Possible to 
find other 

slogan 
examples in 
English? (if 
not, I’ll try)

KILDE: Märk

1. Toplederaktivisme 
Toplederaktivisme drives af markante og åbenmundede topledere, der bruger deres platform, 
taletid og rækkevidde på sociale medier til at udbrede et markant synspunkt og italesætte det, 
der er galt med verden. 

2. Forretningsmodelaktivisme 
Forretningsmodelaktivisme beskriver den form for aktivisme, hvor virksomheden bruger 
forretningen som løftestang til at løse samfundsudfordringer. 

3. Bevægelsesaktivisme 
Bevægelsesaktivisme er et udtryk for brands, der mobiliserer deres fanskare til at kaste lys på 
konkrete sager og som løftestang til at ændre uretfærdigheder, fx gennem aktivistiske 
kampagner og aktiviteter. Brands, der giver deres medarbejdere og kunder en platform, så de 
har lettere ved at bevæge sig fra at være ansvarlige forbrugere til at være aktive borgere. 

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Possible to 
find other 

slogan 
examples in 
English? (if 
not, I’ll try)

IKEA tilbagekøber deres 

gamle møbler for at 

give dem et nyt liv – og 

dermed minimere 

mængden af affald og 

forbruget af ressourcer.

C I R K U L Æ R  
Ø K O N O M I

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

C L E A R  C O N N E C T I O N  T O  
Y O U R  C O R E  B U S I N E S S

94



15.11.2023

48

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Fællesskaber er et godt 
redskab til at begrænse 
vores klimaaftryk og få 
sat gang i den grønne 
omstilling

ü Fællesskaber danner en lokal kultur, der 
påvirker mennesker til at leve mere 
klimavenligt

ü Tage afsæt i andelstanken - alle kan være 
med, behøver ikke en grøn profil, men at man 
beslutter sig for at gøre noget i fællesskab

ü Som individ kan vi ikke være specialister i det 
hele - det kan fællesskaber - inspirere og 
motivere hinanden

ü Også når man kontrollerer for indkomst, 
politisk orientering, viden om klima, alder og 
køn, tyder det på, at fællesskab isoleret set 
bidrager med et markant formindsket 
fodaftryk

Kilde: Compass - Collective Movements and Pathways to Sustainable Societies - Beskrevet i information 2020

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

A C T  T O G E T H E R  – PATA G O N I A  C I V I L  E N G A G E M E N T

S T E P  5 :  W H A TB A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G

96



15.11.2023

49

P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY

..do we wish to 
communicate? 
(which strategic
and operational

goals do you
wish do 

address with 
your

communication, 
e.g. employer

branding, 
increased sales, 

stakeholder
engagement).

2. HOW 3. WHO 4. WHICH
CHANNELS

5. WHAT 6. HOW 
OFTEN

..do we 
primarily want 
to target our 

communication 
at? (determined 

by your 
strategic and 
operational 

goals).

..do we want to 
communicate? 
(which level of 
engagement 

do you want to 
achieve, what 
style and tone 

for your various 
stakeholder 

groups).

..do we want to 
use to reach 
our selected 

target 
audience? (e.g. 
social media, 

public 
speaking, PR 

with 
link/reference 
to full report).

..do we want to 
communicate? 

(choice of 
messages 

adapted to 
your chosen 

target 
audience).

..do we wish to 
communicate? 
(your strategic 

and operational 
goals will 
determine 

frequency and 
time period).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N  |  G U I D E

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Initiative Who do we 
communicate with?

What do we 
communicate about?

How do we 
communicate?

What effect do we 
want and how is it 
measured?

When and how often 
do we communicate?

Who is responsible 
for the 
communication?

C O M M U N I C A T I O N  P L A N  |  T E M P L A T E

translate

Translated from ”Forandringsledelse og forandringskommunikation”, Kousholt, Bjarne, 2014
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

C O M M U N I C AT I O N  
P L A N  I  E X A M P L E S INSERT ZOOM LINK TO THE FOLLOWING 

THREE EXAMPLES + PUT THE THREE 
EXAMPLES AT THE BACK OF THE SLIDE DECK

Can you find any 
examples in English?

(Janni Tangen
Carina Hedemark

???)

S T E P  6 :  H O W  O F T E N
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

1. WHY

..do we wish to 
communicate? 
(which strategic
and operational

goals do you
wish do 

address with 
your

communication, 
e.g. employer

branding, 
increased sales, 

stakeholder
engagement).

2. HOW 3. WHO 4. WHICH
CHANNELS

5. WHAT 6. HOW 
OFTEN

7. HOW TO 
MEASURE

..do we 
primarily want 
to target our 

communication 
at? (determined 

by your 
strategic and 
operational 

goals).

..do we want to 
communicate? 
(which level of 
engagement 

do you want to 
achieve, what 
style and tone 

for your various 
stakeholder 

groups).

..do we want to 
use to reach 
our selected 

target 
audience? (e.g. 
social media, 

public 
speaking, PR 

with 
link/reference 
to full report).

..do we want to 
communicate? 

(choice of 
messages 

adapted to 
your chosen 

target 
audience).

..do we wish to 
communicate? 
(your strategic 

and operational 
goals will 
determine 

frequency and 
time period).

..whether we 
have 

succeeded 
(e.g. use of 
quantifiable 

KPIs & 
measures).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C A T I O N  |  G U I D E

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

#module4  #communication

S T E P  7 :  M E A S U R E
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N B A C K G R O U N D S T R A T E G I C  P L A N N I N G8  T R E N D S 7  P R I N C I P L E S

S O C I A L  M E D I A  K P I  /  I N T E R A C T I O N  M E T R I C S  I  G U I D E

So
urce: http

s://eco
nsultancy.co

m
/b

lo
g

/4887
-35-so

cial-m
ed

ia-kp
is-to-help

-m
easure-eng

ag
em

ent 
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Initiative Who do we 
communicate with?

What do we 
communicate about?

How do we 
communicate?

What effect do we 
want and how is it 
measured?

When and how often 
do we communicate?

Who is 
responsible for the 
communication?

C O M M U N I C A T I O N  P L A N  |  T E M P L A T E

Translated from ”Forandringsledelse og forandringskommunikation”, Kousholt, Bjarne, 2014
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P A R T  2  – S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

7 Planning Steps For Your CSR Communication. © TANIA ELLIS – The Social Business Company®.

1. WHY

..do we wish to 
communicate? 
(which strategic

and 
operational

goals do you
wish do 

address with 
your

communication
, e.g. employer

branding, 
increased

sales, 
stakeholder

engagement).

2. HOW 3. WHO 4. WHICH
CHANNELS

5. WHAT 6. HOW 
OFTEN

7. HOW TO 
MEASURE

..do we 
primarily want 
to target our 

communication 
at? 

(determined by 
your strategic 

and 
operational 

goals).

..do we want to 
communicate? 
(which level of 
engagement 

do you want to 
achieve, what 
style and tone 

for your various 
stakeholder 

groups).

..do we want to 
use to reach 
our selected 

target 
audience? (e.g. 

social media, 
public 

speaking, PR 
with 

link/reference 
to full report).

..do we want to 
communicate? 

(choice of 
messages 
adapted to 

your chosen 
target 

audience).

..do we wish to 
communicate? 
(your strategic 

and 
operational 
goals will 

determine 
frequency and 
time period).

..whether we 
have 

succeeded 
(e.g. use of 
quantifiable 

KPIs & 
measures).

7  P L A N N I N G  S T E P S  F O R  Y O U R  C S R  C O M M U N I C AT I O N  |  G U I D E

B A C K G R O U N D 8  T R E N D S 7 P R I N C I P L E S S T R A T E G I C  P L A N N I N G
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K E Y  L E A R N I N G S

W H AT  Y O U  H A V E  L E A R N T…

Kort om hvorfor vi skal kommunikere om vores indsats

8 kommunikationstendenser indenfor bæredygtighed

En masse eksempler på bæredygtighedskommunikation

7 principper for impact kommunikation

H
O

W

Kommunikationsstrategi & planlægningsværktøj

W
H

Y
W

H
A

T

DK
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M O D U L E  4  
I N T R O
M O D U L E  4  
I N T R O

C L E A R  C O M M U N I C AT I O N  

Communications strategies
in words & action

(7 principles & 7 planning steps)

Expert contributor:
Nicoline Olesen, Märk

PA R T  1

W H Y - W H A T - H O W

S U S T A I N A B I L I T Y  
R E P O R T I N G

PA R T  3

W H A T - W H Y - H O W

A U T H E N T I C  
C O M M U N I C A T I O N

PA R T  2

H O W

S U S T A I N A B I L I T Y  
C O M M U N I C A T I O N

Greenwashing 
& CSR dilemmas

Expert contributor:
Nicoline Olesen, Märk

Real-life case: 
Jesper Nymark, Danwatch

Reporting requirements, 
standards & processes

Expert contributor: 
Helena Barton, Deloitte

Real-life case: 
Helle Carlsen Nielsen, Falck
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TAK FOR I DAG!
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TANIA ELLIS - The Social Business Company®

We inspire and help companies & professionals
create value for society and the bottom line with our: 

Speaking (trends) I Club (networking) I 
Academy (training) I Consulting (business development)
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