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Executive summary
This master thesis examines the rebranding of the Danish energy company DONG Energy

to Drsted, which took place in 2017. The rebranding was part of a major green
transitioning for DONG Energy, as a way to reflect its attempt to produce more green
energy and be more sustainable, through its brand. The thesis is designed as a case study
of the rebranding process and its effects, guided by the research question:

“Given that rebranding is such a heavy undertaking, why did DONG Energy choose to

rebrand to @rsted and how has it affected them?”.

As part of examining the rebranding, we have analyzed the various internal and external
drivers, which motivated this rebranding and discussed these to evaluate their respective
importance as drivers for the rebranding.
Then a thorough analysis of drsted’s newly created brand elements is made, with special
emphasis placed on three narratives we have identified and labeled as; Danishness,
greenness and responsibility. We analyze how these respective narratives are present in
the various brand elements, how the Danish people perceived them, which we analyze
through a survey, and lastly discuss the narratives’ communicative effect.
In the end we discuss how DONG Energy’s new identity as QOrsted has affected the
company and evaluate how the brand will fare in the future, with special emphasis on
potentially damaging aspects.
The aforementioned analysis is done through various theories in different fields, ranging
from analyzing the external factors with the PEST analysis, to the individual linguistic and
visual connotations of words used in brand elements, analyzed through the likes of
semiotics and shot-to-shot film analysis. However, the largest body of theory relates to
branding, specifically the subcategories of brand elements and rebranding. The brand
elements analyzed are the three key elements; name, logo and slogan, with the addition of
an advertising film @rsted had made for its rebranding. The justification of analyzing these
lies in the fact that they are designed to convey the new brand identity and values of the
company, which gives crucial insight in the intended identity and image of the brand.
The thesis concludes that Orsted managed to create a new identity with Danish, green
and responsible connotations, through its brand elements and communication about the
company. However, the brand still faces challenges of completely distancing itself from its
unflattering past, and potentially even more damaging, a lawsuit against the use of the

name Jrsted.
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Part 1: Introduction, research question and method

Introduction
Can one of the world’s most coal intensive and fossil fuel dependent energy companies

transform itself to one of the greenest and most sustainable ones? That was exactly what
DONG Energy did, but despite its green transition, its brand and image were still
associated with fossil fuels. This paper is going to explore DONG Energy’s rebranding to
Jrsted, from fossil fuels to green energy.

To the best of our knowledge we are the first to explore this particular case, as the
rebranding happened fairly recently, and is arguably still ongoing, given that rebranding is
a continuous process. Previous papers have explored DONG’s brand and the emergence
of its green transition, but this paper will address the climax of this transition, being the full
rebranding to a new identity.

Particularly rebranding is an interesting topic, since much branding theory would appear to
argue against it, and all literature emphasize how much cost and risk there is associated
with a rebranding. Therefore, when companies decide to rebrand, there must be very good
reasons to do so, otherwise it would be unnecessary and costly or downright harmful for
the company.

In order to understand the potential motivations for the rebranding, we have written a short
summary of the company DONG Energy. DONG Energy has roots back to 1972, when it
was founded by the Danish government, and changed its name to “Dansk Olie og
Naturgas A/S” the year after (drsted, n.d.-p). In 2002 it was renamed DONG Energy, and
in 2006 it merged with five Danish energy companies (drsted, n.d.-p). 2006 also marked
the start of DONG Energy’s transition towards producing more green energy (Qrsted, n.d.-
p), a development that continued steadily over the years, and is still going on today. From
2012 and onwards DONG Energy faced some controversies relating to the firing of its
CEO in 2012 (Madsen, 2012)and Goldman Sachs acquiring shares in 2014 (Steinitz &
Vinter, 2015). This also led to DONG Energy going public in 2016 (Allingstrup, 2016), as it
was a condition of Goldman Sachs that this should be done before 2018 (Gormsen, 2017),
and something that Danish politicians had planned back in 2004 but had never been
carried out (Gormsen, 2017). In 2016 it was also decided to divest the oil and gas
business of DONG Energy, a plan which was carried out the following year (Jdrsted, n.d.-

p), leading up to the announcement of the rebranding from DONG Energy to Qrsted.



Today Drsted ranks as a world leader in green energy and is the industry leader in
producing wind energy (Corporate Knights, 2019). It is also the biggest energy producer in
Denmark, just as DONG Energy was.

On October the 2nd, 2017, DONG Energy unveiled its planned upcoming rebranding to
Drsted, which would launch October the 315t, 2017. This paper sets out to research the
underlying causes and drivers for this rebranding, as well as how it was carried out and
what the effects of it were.

In order to analyze DONG Energy’s rebranding to @rsted, we will conduct a PEST analysis
of the surrounding environment to identify external drivers leading to the rebranding.
Based on this we will make a SWOT analysis, before identifying how the rebranding was
carried out, through analyzing the new brand elements and Qrsted’s rebranding process.
Lastly, we will discuss what effects and impacts the rebranding had on Qrsted and

conclude our findings.

Research question
To guide our paper, we have made the following research question and following sub-

questions.
Firstly, our research question:
“Given that rebranding is such a heavy undertaking, why did DONG Energy choose to
rebrand to @rsted and how has it affected them?”

We have chosen to formulate our research question this way in order to clearly convey the

focus of our thesis, which is primarily the cause and effect of DONG Energy’s rebranding

to Drsted. Furthermore, we have added an emphasis on the fact that a rebranding is an

extensive task, which contributes to the interest and impact of the case.

Next, we have formulated three sub-questions, which all respectively contributes to the red

threat of the thesis. Firstly, we have asked:
“How have the company’s values changed?” We have asked this question since the
answer will reflect on and give much insight in the rebranding, since company
values are usually a key element of the company identity. No matter if the answer
shows a large shift in values or no shift at all, it will give insight in many aspects of
the rebranding.

Our second sub-question is:



—  “Which elements and narratives do @rsted use in its brand?” This question is basis
for much of the analysis of our thesis, as it relates to how the rebranding has been
carried out. It serves as the link between the two main elements of our research
question, why the decision was made and how it affected them, by allowing us to
focus on how it was done.

Lastly, our third sub-question is:

— “What are the biggest challenges for the @rsted brand?” Here we will look towards
the future, after having fully assessed the brand, and evaluate what the biggest
challenges are for the Qrsted brand. We ask this because rebranding and branding
are long continuous processes, and there are many potential challenges even after

the initial rebranding has been completed.

Motivation for writing
Our motivation for writing about this topic lies in DONG Energy’s past, specifically the sale

of shares to Goldman Sachs, which received enormous exposure in Danish media, mostly
negative. We wanted to analyze how much of a driving force this was, if any, for the
eventual rebranding of DONG Energy to Qrsted, as well as finding other factors which
could have played a role and comparing these factors.

This interest was further sparked by the investigation that the satirical radio program “Den
Korte Radioavis” launched towards the use of the @rsted name. This also added to the
critical motivation and hypothesis for writing this paper, however, we wanted to conduct
our research with an open mind regarding all potential factors for the rebranding. That was
also our reasoning for not wanting to write in collaboration with the company, as it might
skew our perception and deter us from writing critically about Jrsted and its rebranding
process.

Lastly regarding @rsted, the sheer size of the company makes the case interesting to us,
especially in a Danish context, as DONG Energy was the largest Danish energy company,
with the responsibility that entails, as well as being a company with incredibly high
awareness of the Danish people, on both good and bad. It also piqued our interest when
we found out that @rsted’s justification for rebranding did not coincide with our intuitive
hypothesis, making it more interesting for us to research, in order to come up with a

critical, objective conclusion.



We explored similar themes in our bachelor project, where we examined and analyzed the
crisis communication of the oil company BP in the aftermath of the Deepwater Horizon oil
spill in the Mexican Gulf. The communication in the Jrsted case is instead related to
branding, but both cases are energy companies trying to transition from a less favorable
position to a more favorable position.

In terms of our study program, we find it to be a very fitting topic, as it relates to both
international business communication and intercultural marketing. However, we plan to
deemphasize the international and thus intercultural aspects of this case, as an entire
paper could be written about that angle alone. Furthermore, the field of branding and
communication is one that interests us both, and we both took elective courses in branding
to explore this interest. We particularly find the topic of rebranding interesting, since it
seems to contradict many key elements of traditional branding theory. The second major
element, communication, has been a key element of both our bachelor and master’s

program and a field that we have worked extensively with throughout the years.

Hypothesis
Our hypothesis of the paper was that Jrsted rebranded itself primarily or solely to distance

itself from the tarnished DONG Energy brand, in order to regain the trust of the Danish
people, and through that brand equity. Therefore, we intend to research the case critically,
and not just take Q@rsted’s communication at face value, since it most likely would be

designed to paint the company in a flattering light in a narrative that it controls.

Purpose
The purpose of this paper is to gain a deeper insight in what caused DONG Energy to

rebrand itself to Orsted. Furthermore, we wish to understand how DONG Energy carried
out such a rebranding, as well as which effects the rebranding had. The paper will serve
as an evaluation of the rebranding process and comment on the positive and negative
aspects of it. This means that the findings will be very case specific, however, the essence
of individual points relating to the best practices of rebranding can be applied more
broadly. The interest in investigating this case in particular is further amplified by the fact
that it was the rebranding of a well-established brand with a high awareness among its
target segment, into a new and very different brand, as that further increases the risk of an

unsuccessful rebranding.



Target audience
This paper’s primary target audience is, in addition to our supervisor and examiner, is all

who might have an interest in the rebranding of DONG Energy or rebranding in general.
Furthermore, this paper is aimed at people who are interested in the rebranding of an
energy company in a world where the focus on climate is highly intensified. Given the
nature of Jrsted and DONG Energy, specifically the latter, the paper is mostly relevant in a
Danish context. However, the points made in relation to branding are universal, and so is

the aforementioned climate focus, as well as being very relevant in this day and age.

Methodology

Introduction to Methodology
The thesis methodology is a short description of how we start with the thesis research

question and reach the conclusion, meaning the way our thesis methodology is designed,
as well as our choice for methodology and empirical data. These choices are the frame for
how the thesis’ research question is going to be answered and which results we can

expect to generate along the way.

Scientific theory standpoint
According to Ib Andersen, Scientific theory is the learning about what science is, how it is

developing, and how it interacts with practice and community development in general (l.
Andersen, 2003). Within scientific theory, there are mainly two approaches that are
commonly used, namely the positivistic approach and the social constructivist approach.
The positivistic approach, views the world as a material object that can be measured and
weighed, thus leading to conclusive results on scientific issues (I. Andersen, 2003).
However, the social constructivist approach views the reality as a social construction that
is a product of the individual's subjective, and thus relative, perception of the world

(Rasmussen, Jstergaard, & Beckmann, 2006).

This thesis deals with branding and social values, thus moving within the social field where
social constructivism as a science theory is the dominant approach. We therefore also
have a starting point in a social constructivist perspective. The reason for this is that the

thesis subject field is DONG Energy’s rebranding to drsted. These values are subjectively



interpreted by the individual recipient, and this can thus be said to constitute social
constructs. As researchers, we have a preunderstanding that influences the way we
perceive the world. Even though, we are trying to be objective and critically analyze the
research question of the thesis, we will be influenced by our preconception. Our readers
should therefore be aware that the conclusions that we reach must be considered as our
view of the reality, based on the methodology, including the choice of empirical data and

theory, and the science-theoretical approach we have chosen.

Delimitation
Delimitation is difficult, however it is necessary (I. Andersen, 2003). In this section, we

have identified different conditions and areas that also could be very interesting to include
in this thesis. However, due to the number of pages set by CBS and the limited resources
we have at hand, they will not be a part of the research or the final thesis.

The main focus of this thesis will be on @rsted’s brand in a Danish context. Combined with
the aforementioned, this means that many aspects will either only be limitedly developed
on or have been excluded all together. As for aspects we have only included to a limited
extent we have, firstly, points about DONG Energy’s brand, which will be made and used
to compare with the @rsted brand. However, due to physical limitations we have decided
not to do an in-depth brand analysis of DONG Energy, like we have done for Qrsted, as
that could be the basis for a whole paper alone. Secondly, points about employees will be
made where we are able, given the information we have access to. However, although we
would have liked to have dealt with the area more extensively due to the emphasis of its
importance by theory, we have not deemed it relevant given the information we had
access to, as it all came from Q@rsted’s own communication, making it very subjective. It is
possible that if we have collaborated with Grsted for this thesis we would have had access
to more information, but even then it is likely that it would be difficult to employ a critical
approach, which we believe would be the only objective way to approach the topic. Next
there are points regarding Qrsted in an international context. These have also been
limited, due to the extensiveness of this aspect, and the points have only been made
where they can function in a vacuum, such as in relation to various brand elements. This
choice has been made both due to limited physical space and the scope of the paper.

Lastly, the event of the sale of DONG Energy shares to Goldman Sachs could also have



been dealt with more extensively, but primarily due to the scope, and partly due to the
physical limitations, we have only touched upon it generally rather than in depth.

In terms of what have been left out all together, we firstly have the element of Qrsted’s
competitors. This is related to the aforementioned international points, as much of @rsted’s
competitors as an energy company are international, and therefore this aspect has been
deemed out of the scope of our thesis. Secondly along the same vein, we have Jrsted’s
organizational structure and its secondary business elements, such as energy distribution
through Radius and Customer Solutions, both aspects relating to selling instead of
producing, meaning that we will look at @rsted’s branding as an energy producing
company, which is its core competency. Lastly, we have excluded not to focus on the role
of the CEO in this rebranding. Like the aforementioned point of employees, it is something
that the theory deems relevant, but due to restricted access to information regarding
various critical events surrounding both the previous and the current CEO, we felt we
would be unable to make a thorough analysis of the role the two CEQ’s have played in the
rebranding of DONG Energy to Orsted.

Method design
In the pursuit of producing knowledge, there are two fundamental ways of producing

knowledge. The first one being the deductive method, where deductive conclusions take
existing theories and test them on reality (I. Andersen, 2003). The second way is called
inductive method, here the inductive conclusions are based on collecting empirical
material and then finding the answers through theory (l. Andersen, 2003). Yet, in the
practical production of knowledge, this is very hard to distinguish between as they are
interconnected with each other and take place simultaneously throughout the process

(Rasmussen et al., 2006).

This thesis is mainly deductive, as it is an analysis of empirical material based on selected
theories. Even though the thesis’ knowledge production is mainly deductive, the inductive
method has also been included. Since the motivation for this thesis started by being a
hypothesis of why we think DONG Energy chose to rebrand themselves and then seek
theories that would explain the reasons for the rebranding. Energy’s rebranding to Qrsted.

A case study, according to Bryman (2004), is the use of one's method or approach to carry

10



out a detailed and intensive analysis of a single case. This fits well with the thesis’ purpose
to understand the rebranding from Dong to @rsted. Furthermore, we will compare our
findings with surrounding social and professional phenomena, which we find essential for

this research.

Validity and generalizability of the case study method
In all scientific productions, it is important to consider whether the study is valid and

reliable. Meaning, to what extent one has analyzed the analysis unit safely and accurately,
and whether the study shows a clear cohesion, or red thread, from research question to
conclusion (Rasmussen et al., 2006). The two concepts, reliability and validity, are
particularly relevant to quantitative studies, which are based on a countable reality and
with a definitive truth as a result. In terms of qualitative analysis, the concepts are less
used because the analyzer is often less absolutist and the scientific approach is social
constructivist or interpretive, and therefore will not result in definitive results (Rasmussen
et al., 2006). With the thesis’ social constructivist perspective, we cannot immediately
comply with the principles of reliability and validity, as we do not strive to achieve
measurable conclusive results. It is more difficult to assess the quality of a qualitative
study because there are no standard rules in the field (Rasmussen et al., 2006). In order
to make a reliable study, it is therefore important to ensure transparency in the research
process and to create a clear connection between selected theory, empirical data and
research question (Rasmussen et al., 2006). Thus, making the researcher playing a
central role in the reliability of the study by virtue of his or her scientific and methodological

approach to the study.

Throughout the research, we have tried to ensure that there is a red thread between the
research question, theory and other elements that we have chosen to use. In addition, we
have presented sub-question and theory as accurately as possible, which we will critically
address continuously throughout the research. However, it is essential for case studies
that they cannot be generalized, as a case by its nature deals with a limited area, and its
conclusions cannot generally be transferred to other cases (Bryman, 2004). In this thesis
we deal with the rebranding from DONG Energy to @rsted and analyze the rebranding

based on a specific theoretical framework, and we therefore do not claim that our

11



conclusions can be generalized to other brands or cases of rebranding. The thesis
concludes on a selected research question, so therefore we do not want to derive general
conclusions for the energy sector's branding as a whole. In this way, the thesis has high
specific explanatory power, being the rebranding from DONG Energy to QJrsted, and
conversely, low general explanatory power, i.e. of the societal conditions and energy

industry.

Theory usage
Theories can be used to concretize our knowledge or to provide an understanding of

collected information as well as help providing an explanation of a given topic (l.
Andersen, 2003). A theoretical foundation is therefore very important, as it can provide us
with an understanding of the information, which we will be gathering throughout the
preparation of this thesis, and furthermore it will help us in the production of knowledge.
The selection of theory is therefore essential for a thesis, as a theory constitutes one
arbitrary view of reality, while another theory would emphasize completely different
aspects of reality. This means that the thesis's conclusions will reflect the choice of theory,

and thus we have already set a direction for the thesis.

In this thesis, we are using two types of theories, namely macro theory and micro theory.
The PEST analysis will be used as a macro theory, as it gives an overall assessment of
the society that DONG Energy, and later QOrsted, is operating in. Furthermore, we will use
the SWOT analysis which uses some of the findings from the PEST and combines it with
the internal factors of @rsted, in order to develop an understanding of how QOrsted’s
internal factors corelates with its external factors. In addition, we use micro theory that only
deals with individual parts of society, such as branding and CSR. The two theory levels in
our thesis correspond to the two analytical objectives of the thesis. We use the macro
theory to obtain an understanding of the development of @rsted’s surrounding
environment and branding theory to create an overall theoretical framework for the
research question, which should help us to understand the empirical data used in the
thesis. Additionally, we use semiotics and rhetoric as tools for the analysis of Orsted's

advertisement film, as well as theories relating to film analysis. The individual theories are

12



described in more detail in the theory section. However, in this section we will comment on

the choice of semiotics and rhetoric theorists, as there are several competing schools.

The rhetoric discipline covers how a sender plans, composes and performs his message
appropriately. As a classical discipline, the rhetoric is primarily influenced by Aristotle. In
our analysis of Jrsted's advertising, we focus on how Jrsted's communication is
composed in relation to its content and recipient. To gain understanding of this, we use
selected concepts in Aristotle's rhetoric: namely, the fundamental elements of rhetoric, the
three forms of appeal, logos, ethos and pathos. This is important for our later assessment
of whether the communication is suitably composed in relation to the recipients that Qrsted
wants to target and the message that Orsted wishes to communicate.

Semiotics is used to cover a similar aspect, of what is communicated and how it is done.
This field investigates the meaning of signs, such as words and imagery, and is used to

analyze how communication is likely to be interpreted by various receivers.

Selection and use of empirical data
In this section we will explain the different types of empirical data, which we have collected

for this thesis. The empirical data are formed by a document collection, an online survey,
and an analysis of @rsted’s brand elements and film. We have conducted document
studies to provide secondary data which will be our primary data source. In this
connection, we have collected and read a number of articles, web pages, reports, etc.,
which we have used in connection with the assignment's three preliminary uncovering
chapters, as well as throughout the analysis and discussion. Furthermore, we have been
conducting our own online survey, in order to create some primary empirical data, to
investigate whether Orsted’s rebranding has worked in terms of the Danish people’s view
of Brsted as an energy producing company. The online survey technique is a good tool to
collect a huge amount of data in a short time and with no expenses (Schjadt, 2018), which
is why we have chosen to do an online survey. The use of an online survey also ensures
that every respondent receives the same context from us for answering the online survey
(Schjgdt, 2018). In addition to the document studies and the online survey, we have
analyzed an advertisement film made by @rsted. The film was released on TV, in cinemas
and online in the fall of 2017 (Qrsted, 2017d) . The film has been shown on the Danish
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market and therefore addressed to a Danish recipient, which is a premise in analysis.
However, it is accessible online on services, such as YouTube (drsted, 2017d), which
means that the can reach anywhere in the world. All written sources are quoted with
source and year and are referred to in the literature list. The sources are primarily provided
through search on the Internet and in professional article databases. The primary

databases that have been used are Libsearch and Google Scholar.

Method criticism
As mentioned earlier on, it is very important to create transparency in relation to the choice

of method, as its strengths and weaknesses have consequences for the study's results
(Rasmussen et al., 2006). Meaning that the results will stand stronger when one is aware
of how they are provided. We have continuously touched upon this in this method section,
as can be seen in our delimitation subsection. In the study of the thesis’ research question,
we have had to leave out a number of theories and methods in the consciousness of how
each of them could strengthen the study's results, and how their relevancy or rather lack
thereof would not justify its inclusion given our limited pages. In addition, we give the

following criticism of the method of the study in the paragraphs below.

Theoretical foundation
As previously mentioned, during the preparation for this thesis, we have chosen to

combine, what we refer to as macro and micro theories. The combination of macro and
micro theory can be problematic, as it exposes the selected empirical evidence to theory-
based activities that operate on different levels. Micro theory comments on a particular
societal phenomenon, where macro theory speaks about society as a whole. Thus, the
macro theory must cover the object of the micro theory. Meaning, there will be an overlap,
and on some points the theories may disagree. We have nevertheless chosen to combine
the two types of theory, since we both have a specific desire for an in-depth branding
theoretical analysis, as well as a desire to weigh these findings against societal macro

theory.

Method
We have also chosen to let the study rest primarily on secondary data collected throughout

articles, web pages, reports, etc., as this will of course help us gain a broader
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understanding of @rsted and the environment that it navigates in. However, all the
secondary data are produced by other people, with their own world view and therefore
likely bias, which can weaken the transparency of our thesis’ results. In this thesis, we
have chosen the online survey as a tool to gather some primary data, in terms of the
Danish people’s view of @rsted. However, there are some disadvantages connected with
making an online survey. One of the biggest disadvantages is that it does not provide us
with the opportunity to ask further questions to the respondents' answers (Schjgdt, 2018).
Another disadvantage is that there is no control in terms of when the respondents are
answering or if there are other people present, which could affect the answers (Schjadt,
2018). This has especially been a challenge, as we have chosen to provide the
respondents with the possibility of freely formulating their answers, with the hope of
receiving more nuanced answers, and not be influenced by our preconceptions. The
nature of the survey also leaves us unable to hear explanations to the answers that could
have further strengthened our thesis. Additionally, we also made it possible for the
respondents to skip a question, in the hope that people wanting to do the whole survey
and not stop simply because there is a question they do not want to or is unable to
answer. This did not have the desired effect, as many of the respondents chose to skip
some of the questions leaving us with a less valid and less complete survey. However,
with the limited resources at hand, we still believe that an online survey will be the best
way for us to gather primary data, which ultimately will help us answering our research
question.

Furthermore, we have chosen to only analyze one of Orsted’s advertisement films, which
in particular contributes with specific knowledge of this one film. Whereas, an analysis of a
large number of advertisement films from @rsted could have given a broader insight into
Jrsted's branding activities. By incorporating other forms of communication, such as
product brochures, website, etc. We would, moreover, be able to obtain a broader picture
of the entire @rsted branding business and communication and thus create a stronger

foundation for assessing Qrsted’s rebranding.

The thesis’ structure
As a completion of our methodology section, we present the structure of this thesis which

we have chosen to divide into five parts. Part 1 include Introduction, Research Question
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and Methodology, which represents the framework for this thesis. Furthermore, DONG
Energy and the context of the rebranding will be explained. Part 2 presents the thesis
theoretical framework, as well as explaining the theoretical and analytical tools that will be
used in the thesis. Part 3 is the analysis of DONG Energy’s and Qrsted’s external factors,
as well as Qrsted’s internal factors, together with an analysis of Orsted as a brand. Part 4
present our discussion of the findings that were made in the analysis. The findings will also
be held up against the theoretical context that we presented in Part 2. Finally, Part 5 deals
with our conclusion which summarizes the findings made throughout the thesis, along with

perspectives for future research.

Part 2: Theoretical and analytical framework

Environment analysis
For a business to navigate in its surrounding environment, it can be very helpful to know

exactly what is happing around the business. In order to gain knowledge of the
surrounding environment, different theories or models can be used to obtain a good
overview of the different aspects that a business should pay attention to. An analysis that
can be used to create an understanding of the surrounding area is the
“‘Omverdensanalyse” (Systime, n.d.-b) (translated into Surrounding world analysis). This
analysis divides the surrounding environment of a company into two categorize,
respectively the dependent and independent environment (Systime, n.d.-b). The
dependent environment is consisting of competitors, customers, suppliers, and
intermediaries (Systime, n.d.-b). These four groups are all dependent on the company in
question to some degree. Whereas, the independent environment consists of Climate,
Interest groups, Mass media, Demographic circumstances, Technological circumstances,
Cultural circumstances, Economic circumstances, and finally Political and Legislative
circumstances (Systime, n.d.-b). However, one of the most well-known theories are the
PEST analysis, which are only looking at the external factors of a company (Henry, 2011).
Respectively, Political factors, Economic factors, Social factors and Technological factors
which are all external and therefore independent factors (Henry, 2011). As mentioned in
the delimitation, we will not be analyzing Drsted’s competitive environment and therefore
deem the PEST analysis to be the best fit for this paper. The PEST analysis will be further

elaborated below.
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According to Anthony E. Henry, the PEST analysis is a tool for organizations to scan their
environment, there can be distinguished between the general environment and the
competitive environment (Henry, 2011). The PEST analysis can help organizations to
detect and monitor signals from the surrounding environment and by that identify trends
and changes that could become key factors in the future competitive market (Henry,
2011). The PEST is an acronym and stands for Political factors, Economic factors, Social
factors and Technological factors (Henry, 2011). It should be mentioned that the PEST
acronym also can be expanded to PESTLE, and by this adding Legal and Environmental
factors. However, in this paper the legal factors will be subsumed to political factors and
the environmental factors will be subsumed to the social factors. Some political factors that
could influence an organization’s ability to operate could be government stability,
legislation and etc. (Henry, 2011). Whereas, economic factors, for an example, can include
unemployment rates, gross domestic product (GDP) (Henry, 2011). Social factors include
cultural changes, such as higher focus on environment or other trends that potentially can
influence the organization (Henry, 2011). Finally, the technological factors could be the
emerging of new machinery, better software or other technologies that could help
organizations to become more efficient (Henry, 2011). Even though the PEST analysis is a
tool specifically designed to scan and monitor the environment surrounding the
organization, it still has its limitations doing just that. One of the limitations being the fact
that economic indicators can be a simplification of complex economic phenomena,
meaning that it can sometimes do not provide the complete picture (Henry, 2011). Another
limitation is found in PEST factors regarding the general environment, as the rate of
change within this environment can be rather high, causing the PEST analysis to be
inaccurate (Henry, 2011). Furthermore, the factors are becoming more unpredictable and

can therefore limit the use of a PEST analysis (Henry, 2011).

Strategic analysis
When it comes to making an analysis of a company and its strategic position, there are

different analyses which can be used. One of the analysis that can provide one with an
overview of the strategic positioning of a company, is the Porters five forces (Henry, 2011).
As the name indicate, porters five forces consist of five forces in terms of Competitive

Rivalries, Buyer Power, Supplier Power, Threat of Substitution, and finally the Threat of
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New Entry (Henry, 2011). This tool can be used to analyze the industry a company
operates in. It can also be used in a narrower way to analyze the company’s position and
relation to its customers, as well as its suppliers (Henry, 2011).

Another highly used theory is the SWOT analysis, which stands for Strengths,
Weaknesses, Opportunities, and lastly Threats (Henry, 2011). The SWOT analysis is used
to help a company to gain a useful overview of internal and external factors in order to
strategically positioning itself accordingly (Henry, 2011). As we already touched upon, we
have chosen to delimitate the competitive aspect regarding Qrsted. Leading us to choose

the SWOT analysis, as it fits the scope of this paper the best.

The SWOT analysis stands for Strengths, Weaknesses, Opportunities and Threats (Henry,
2011). Strengths and Weaknesses refers to an organization’s internal factors and are
influenced by the firm’s resources and capabilities, such as human resources,
technologies at hand, etc. (Henry, 2011). In other words, things that the organization can
control. Whereas Opportunities and Threats refers to an organization’s external
environment, meaning that the points made here are out of the organizations control
(Henry, 2011). To identify the opportunities and threats, a PEST analysis can be used, as
it works as a scanning of the external environment (Henry, 2011). The SWOT analysis
helps an organization to understand and find strategic fits between its resources and
capabilities and the needs of its external environment (Henry, 2011). In order to make a
useful SWOT analysis, the organization will have to have a good and sufficient analysis of
the external environment (Henry, 2011). Since changes in the external environment, such
as consumer tastes, new technologies, etc. can rather quickly turn strengths into
weaknesses (Henry, 2011). The SWOT analysis can be a powerful tool if used correctly,
however, there are some criticisms of the SWOT analysis. One of the criticisms is that it
often produces a long list of points without any form of weighting (Henry, 2011). Meaning
that all strengths and weaknesses are seen as equally important, which can be
problematic as some of the strengths and weaknesses can have a stronger impact than
others (Henry, 2011). Furthermore, the resources and capabilities that are representing
the organizations strengths can be conflicting with the way that the external environment
are moving (Henry, 2011). Finally, in the SWOT analysis, there can be some ambiguity

present in the form of some points can both be characterized as a strength and a
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weakness. These criticisms must be kept in mind when conducting the SWOT analysis, in
order to have the best view of one’s organization and the way it should navigate in the

surrounding environment.

Branding

Introduction
We have based our choice on the overview made by Chai-Lee Goi and Mei-Teh Goi

(2011) in their “Review on Models and Reasons of Rebranding”. Here we looked at the
drivers for rebranding, which are divided into internal and external drivers (Goi & Goi,
2011). Based on this overview of drivers, we have chosen the drivers that we deemed to fit
the Jrsted case the best, based on our intuition. We therefore chose Stuart and Muzellec’'s
paper (2004) “Corporate makeovers: Can a hyena be rebranded?” (Stuart & Muzellec,
2004), as one of the drivers described in Goi & Goi’s overview, respectively “New socially
responsible image” (Goi & Goi, 2011) seems to perfectly with our case of DONG Energy

rebranding itself into a much greener energy company, Qrsted.

Theories, concepts and frameworks related to branding will be the main body of theory
which this paper is based on, given its focus on the rebranding of DONG Energy to Qrsted.
There are several interpretations on the definition of branding, as well as the causes for
rebranding and rebranding as a concept (Goi & Goi, 2011). Stuart and Muzellec’s paper
(2004) “Corporate makeovers: Can a hyena be rebranded?” will be the primary text used
along with its definitions, which also means that we will not include theories and texts that
contradicts this school of thought. We have chosen it especially due to their view on
causes for rebranding, describing the internal driver as: “Mergers, acquisitions and
divestitures. Image is outdated. New focus or vision. New socially responsible image.”
(Stuart & Muzellec, 2004)/(Goi & Goi, 2011). This definition is very fitting for the QOrsted
case and seems intuitively true and relevant. Their description of external drivers is: “Shifts
in the marketplace. Change in the economic and legal conditions.” (Goi & Goi, 2011;
Stuart & Muzellec, 2004), which relates to the PEST analysis. Regarding the concept of
rebranding they define it as a brand being “reborn” rather than being branded again as the
name rebranding implies. However, they do not provide a definition of branding, but the
concept of brand elements is mentioned along with the quote: “To some extent, a

corporate makeover appears to contradict what has long been regarded as standard
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marketing practice in product branding, that is, long-term investment in and commitment to
a brand” (Stuart & Muzellec, 2004).

In order to find a definition of “brand”, we look to Kevin Keller’s Strategic Brand
Management from 2013 (Keller, 2013), in where he presents two definitions of brand, a
basic one by American Marketing Association (AMA) where a brand is a “name, term, sign,
symbol, or design, or a combination of them, intended to identify the goods and services of
one seller or group of sellers and to differentiate them from those of competition.”, and
another one emphasizing brand’s importance comparing it to AMA’s definition it defines “a
brand as more than that—as something that has actually created a certain amount of
awareness, reputation, prominence, and so on in the marketplace.”(Keller, 2013). It is the
latter definition we will be using in this paper. Fortunately, the different definitions of the
“brand” are rarely mutually exclusive, rather they are varying perceptions of the brand’s

extent.

Rebranding
When describing rebranding, Stuart and Muzellec (2004) emphasize the costs associated

with rebranding, both financially and related to cost and reputation, which they also convey
in the aforementioned quote addressing the contradictory nature of rebranding (Stuart &
Muzellec, 2004). Nevertheless, they present conditions where rebranding is poignant,
such as when motivated by the aforementioned internal and external drivers, and describe
the different ways to rebrand (Stuart & Muzellec, 2004). Here they highlight name, logo
and slogan as the three primary brand elements, and how the rebranding differs
depending on which and how many of them changes (Stuart & Muzellec, 2004). They
state that “It could be argued that this (rebranding) only occurs when the name itself is
changed; however, in this paper the concept of corporate rebranding is also associated
with changes in the logo and slogan.” (Stuart & Muzellec, 2004). Brand elements as a
concept will be elaborated on further down through Keller’s Strategic Brand Management
(Keller, 2013). Stuart and Muzellec (2004) characterizes it as a revolutionary change when
all three of these elements change, name, logo and slogan, and call it an evolutionary

change if it is only the logo and slogan changing (Stuart & Muzellec, 2004).
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The aforementioned internal and external drivers for change are the reasons that a
company might choose to rebrand itself (Stuart & Muzellec, 2004). For instance, the
internal driver of mergers and acquisitions can lead the company name to be outdated,
given that two or more companies with their own individual name and brand now have
merged into one company. The same is the case for divestments, if a company name
includes the name of what has been divested, the name becomes obsolete. Another
internal driver is the change in vision. This can be caused by a variety of reasons, such as
the aforementioned divestments or mergers, but is also often seen accompanied by a new
CEO trying to make an impact. The last internal driver is related to image, where the
company feel that its image is outdated or it has become more socially responsible, it is
likely to be accompanied by some sort of rebranding, be it revolutionary or evolutionary
(Stuart & Muzellec, 2004). This can also be done in order to try and bury social and moral
baggage. In regard to, the external drivers they are characterized by changes to the
company’s PEST, which is described in detail earlier in this paper. However, again Stuart
and Muzellec (2004) emphasizes the risk of rebranding: “The name of an organization is a
primary means by which the organization communicates to its stakeholders. Changing the
name of a company in a corporate rebranding exercise is a risky strategy, since what is
being communicated about the organization changes dramatically.” (Stuart & Muzellec,
2004).

Corporate rebranding
When discussing rebranding there are different areas to consider, with three main

distinctions being made, as branding can occur on the corporate, business unit or product
level respectively (Driscoll, 2004). We will primarily examine corporate branding, as it is
the most extensive of the three levels, and most applicable for the case of this paper.
There are six principles of corporate rebranding (Merrilees & Miller, 2008):

1. Maintain core values and cultivate the brand. This is explained as “Designing a suitable
brand vision for the corporate rebrand should balance the need to continue to satisfy the
core ideology of the corporate brand, yet, progress the brand so it remains relevant to
contemporary conditions.”

2. Linking the existing brand with the revised brand. “Successful corporate rebranding may

require retaining at least some core or peripheral brand concepts to build a bridge from the
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existing corporate brand to the revised corporate brand.”

3. Targeting new segments. “Successful corporate rebranding may require meeting the
needs of new market segments relative to the segments supporting the existing brand.”
4. Getting stakeholder buy in. “A company applying a high level of brand orientation
through communication, training and internal marketing is more likely to have effective
corporate rebranding.”

5. Achieving alignment of brand elements. “A successful company having a high level of
integration and coordination of all aspects of the marketing mix, with each brand element
aligned to the corporate brand concept in its corporate rebranding strategy
implementation, is more likely to have effective corporate rebranding.”

6. The importance of promotion in awareness building. “Promotion is needed to make
stakeholders aware of the revised brand, with possible additional benefits if non mass

media are included in the promotion mix.”

In order to assess whether corporate rebranding should be undertaken in the first place,
Aidan O Driscoll (2003) has identified four drivers of rebranding (Driscoll, 2004).
1. Change in ownership structure, such as Mergers and acquisitions, spin-offs and
demergers, or private to public ownership.
2. Change in corporate strategy, for example diversification and divestment or
internationalization and localization.
3. Change in competitive position, which could be outdated image, erosion of market
position or reputation problems.
4. Change in external environment, for instance legal regulation or crises and

catastrophes.

Common for all the drivers is that the rebranding must follow the six aforementioned
principles, which relate to the areas identified as Repositioning, Renaming,

Redesign and Relaunch (Merrilees & Miller, 2008), which we have further separated into
the various sections below, and will be explained there.

Finally relating to corporate rebranding, four main pitfalls have been identified by Manto
Gotsi and Constantine Andriopoulos (2007): Disconnecting with the core, stakeholder

myopia, emphasis on labels instead of meanings, one company one voice also known as
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the challenge of multiple identities (Powell, Balmer, & Melewar, 2007). The pitfalls are
fairly intuitive and self-explanatory. Disconnecting with the core warns against losing sight
of the core of the company when changing identities and recommends considering what
the key stakeholders’ expectations are (Powell et al., 2007). Next, there is stakeholder
myopia, where theory warns against not being prepared for what the change in identity will
mean for the various stakeholders, such as employees and customers (Powell et al.,
2007). Then the emphasis on labels instead of meanings advice that you follow the new
narrative up with action in order to effectuate the change. And lastly, the pitfall of multiple
identities relates to the importance of being consistent in goals and communication, also
often called “stay on message”. If this is not done properly, it can create confusion to what
the company’s new identity really is.

Finally, a major point stressed by various scholars is the importance of internally driven
and accepted change by the staff (Powell et al., 2007), which will be dealt with in more

detail later.

Name
The company name is widely agreed to be the most important brand element by the likes

of Stuart & Muzellec (2004) and Keller (2013) for instance. Stuart & Muzellec (2004)
argues for the importance of choosing the right name, highlighting individuality in a name
and presents different pitfalls, or “traps” as they call them (Stuart & Muzellec, 2004), to
choosing a name. They quote Margulies who wrote that “for a name change to be
successful, a company should have a clear idea of why it is necessary and what the
company expects the results will be” (Margulies, 1977), an go on to say that “The new
name should reflect either the corporate personality of the company or the raison d’étre.”
(Margulies, 1977). Those are the “dos” so to say, the “don’ts” are the various traps; the
alphabet soup name trap, the mediocre name change trap, and the national name trap
(Stuart & Muzellec, 2004). The various traps are commonly made mistakes by companies
when choosing a name, and since choosing a new name is a very big undertaking and
should not be done often, it is very important to avoid these traps and choose a good
name the first time around (Stuart & Muzellec, 2004). The mediocre name trap is, as the
name suggests, when you pick a mediocre name, as Stuart and Muzellec (2004) put it:

“...in changing the name, it is important to at least strive for something better.” (Stuart &
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Muzellec, 2004), this is further amplified due to the aforementioned notion that company
names should only be changed rarely, so the company ought to do it correct the first time,
rather than changing it again soon after. The alphabet soup name trap was initially
described by Dowling (1996), he writes: “that unless the stakeholders shorten the name
naturally, they will see no advantage, will not use the initials and may not know what they
stand for.” (Dowling, 1996), what he is describing is when a company changes its name to
an abbreviation it can often lead to either confusion or redundancy, if people either do not
understand the new name or use it. The last trap called the national name trap is also
created by Dowling (1996), which quite specifically refers to when a small company uses
the word “national” in its name in order to sounds bigger than it is, but that does not fool
key stakeholders according to Dowling (1996). Both Stuart & Muzellec (2004) and Dowling
(1996) argue for the importance of the company considering its employees when choosing
a name. However, there is not one guaranteed way to do it right. Dowling (1996) warns
against asking the employees to come up with a name, since “many of the losers might
feel disappointed” (Dowling, 1996), whereas Stuart & Muzellec say that “consultation with
employees is imperative as, in some cases, the employees are the last to hear about the
corporate rebranding. It is also important to consider employees as key stakeholders in a
name change as their identification with the new name will be critical.” (Stuart & Muzellec,
2004). So, involving employees in the right way is important, but there is not one solution

or framework that will work in every case.

Slogan
As for the company slogan, Stuart & Muzellec (2004) argue that “The slogan ideally

reflects the positioning strategy of the corporate brand.” (Stuart & Muzellec, 2004), and
that “slogan changes can be useful if it is thought that the old slogan does not reflect the
positioning of the organization adequately” (Stuart & Muzellec, 2004). They then reiterate
that there are risks associated with rebranding and changing brand elements by saying
“‘Keeping the present slogan if it does reflect the positioning is better than risking adopting
a new slogan that may be perceived by stakeholders as an indication that the organization
does not understand its identity.” (Stuart & Muzellec, 2004). Keller defines slogans as:
“short phrases that communicate descriptive or persuasive information about the brand.”

and continues to say that “Slogans are powerful branding devices because, like brand
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names, they are an extremely efficient, shorthand means to build brand equity.” (Keller,
2013), which is the cornerstone of Keller’s perception of brand. Brand equity refers to that
a brand is not just a logo or a name, because for a consumer a brand reflects a certain
emotion or association (Keller, 2013). To illustrate this Keller made the Brand Equity Model
in 1993 (Keller, 1993), which has also been featured in his subsequent works. On slogans,
Keller adds that they can be used to summarize a marketing program and reinforce the
brand positioning (Keller, 2013). Keller (1993) agrees with Stuart and Muzellec’s (2004)
assessment that changing the slogan over time is easier than other brand elements, and
he proposes a three-step checklist to determine whether it is prudent:

1. Recognize how the slogan is contributing to brand equity, if at all, through enhanced
awareness or image

2. Decide how much of this equity enhancement, if any, is still needed.

3. Retain the needed or desired equities still residing in the slogan as much as possible
while providing whatever new twists of meaning are necessary to contribute to equity in

other ways.

4. Relationships

What About You and Me?
YR e
Keller's Brand Equity ——— _Wh_n:bo:ttm_ ——
Model (Keller, 1993). oo granrid

1. ldentity
Who Are You?

Logo
The last of the three most important brand elements, is the logo. Like the other brand

elements, the logo alone can be the source of incredible scrutiny, and much theory can be
written about it. Henderson and Cote (1998) has dedicated a whole scientific article
dedicated to logos “Guidelines for Selecting or Modifying Logos” (Henderson & Cote,
1998). They use Bennett’s definition (1995) of logo as “the graphic design that the
company uses, with or without its name, to identify itself or its products” (Bennett, 1995).

When selecting the logo Stuart and Muzellec (2004) again quote Downling (1996), who
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warns against the cosmetic identity change trap (Stuart & Muzellec, 2004), and Henderson
& Cote (1998) identify three pitfalls to avoid, the logo being difficult to remember, difficult to
understand or not being liked (Henderson & Cote, 1998). The cosmetic identity trap is
when “there is no apparent reason for the logo change, it will either go unnoticed (which is
hardly cost-effective) or will be regarded with suspicion.” (Stuart & Muzellec, 2004). The
pitfalls identified by Henderson and Cote (1998) are fairly intuitive, but in spite of that poor
logos are still chosen from time to time. They point to the lack of experience among
marketing managers in choosing a logo (Henderson & Cote, 1998), since, as stated
before, a company ideally should not change its logo very often. Although, “Most
companies periodically update their logos to maintain fresh and modern look.” (Morgan,
1986), which is arguably more than the previously mentioned brand elements. This makes
marketing managers unable to acquire the needed experience to avoid these mistakes.
Despite this “companies are hesitant to leave the decision to the design firm, because the
decision requires an understanding of the goals and culture of the company” (Siegel, 1989
- in Henderson & Cote, 1998). But no matter how the logo is selected, theory dictates that
“Logos should be recognizable, familiar, elicit a consensually held meaning in the target
market, and evoke positive effect.” (Cohen, 1986 - in Henderson & Cote, 1998).

Like Stuart & Muzellec and others, they emphasize that change is a costly process, and
that it does not just stop after selecting the logo, “After the logo is selected, considerable
time and money is spent to build recognition, positive affect and meaning.” (Henderson &
Cote, 1998).

Costs
Regarding costs, Stuart and Muzellec (2004) go on to talk about the scope and costs of

rebranding. It is not only a company’s future reputation and brand that is at stake when it
comes to rebranding, there is also a very tangible monetary cost and time investment
required (Stuart & Muzellec, 2004). Furthermore, the larger the company, the bigger the
expenses, since every little aspect of the company needs to be changed following the
rebranding, ideally at the same time. That means that every office article, sign, etc., with
the old name, slogan, logo, color or other brand element, now needs to be changed

(Stuart & Muzellec, 2004). Another, often overlooked, cost, is the opportunity cost “which
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are the costs implied by keeping employees doing things necessary to the rebranding, by

diverting them from their everyday job.” (Stuart & Muzellec, 2004).

Employees
This leads to the role of the employees as a whole, which is something each of these texts

emphasize. Earlier the pros and cons of involving the employees in choosing a name has
been mentioned, and whereas there might be cons to involving the employees in the
naming process according to Dowling, it is unambiguously good to consider the employees
as a key stakeholder in the rebranding process as a whole. Stuart and Muzellec (2004)
notes that “consultation with employees is imperative as, in some cases, the employees
are the last to hear about the corporate rebranding. It is also important to consider
employees as key stakeholders in a name change as their identification with the new
name will be critical” (Stuart & Muzellec, 2004), and adds that “employees sometimes
have strong attachments to the old name, and have been known to store memorabilia from
the previous organization in their desks.” (Stuart & Muzellec, 2004). One of the reasons
that employees are a key stakeholder is that the rebranding is a new identity with a new
set of values, which the employees need to embody. As Daly (2004) puts it: “A brand is a
promise, particularly in a service business; it is vital that employees live, demonstrate and
express the brand promise and values.” (Driscoll, 2004). So not only should the new brand
be communicated outwards as part of a marketing campaign, but “internal marketing
should also commence by researching management’s and employees’ attitudes in the
legacy brand company. The same marketing research techniques used for external
research can be used to learn about management’s and employees’ perceptions,
attitudes, fears and aspirations.” (Driscoll, 2004). Stuart and Muzellec adds that: “The role
of employees is also often overlooked in these corporate rebranding exercises. Their
loyalty to the old name and logo may be underestimated.” (Stuart & Muzellec, 2004).
Lastly on the note of employees, Causon (2004) lists various ways to include employees in
the rebranding process. “Internal communications were developed such as: Intranet,
internal magazine, weekly news and notices, email bulletins, ambient publication of values
(noticeboards/values), a brand book and corporate plan folder. Also, a brand toolkit was
established on the Intranet. Much of this work placed emphasis on what this meant for the

individual employee and for teams within the business.” (Causon, 2004). These internal
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communication initiatives were meant to better enable employees to understand and live
the new corporate values after the rebranding, which they in Causon’s case were also
rewarded for. These initiatives were also followed up by surveys to measure employees’
satisfaction. These streams of communication were a way to enable employees to suggest
positive change within the company. Lastly, Causon sets up six objectives which should be
achieved with the rebranding:

(1) Unite the organization behind one brand.

(2) Align the culture so that everyone within the organization understands the brand
proposition and its relevance to their individual activities.

(3) Re-establish and re-energize City & Guilds as the leader in its field.

(4) Embed the new vision, mission and values into the organization.

(5) Build the brand model on which to develop both business objectives and brand
objectives, so they become one.

(6) Develop the staff to enable them to deliver the brand at every level in all they do.
These six objectives also embody the internal focus, especially on the employees
(Causon, 2004).

Evaluation
Regarding the evaluation of the rebranding Stuart and Muzellec (2004) list four questions

which should be answered before deciding to rebrand:

1.) What will happen if we do not make the change?

2.) Exactly what is being signaled?

3.) Are the key stakeholders aware and positive towards the change?

4.) What will be the reaction of my competitors to this change, or is the organization merely
reacting to competitor changes in corporate branding? (Stuart & Muzellec, 2004).

Not only is it important to try and predict the answers to these questions, but also to follow
through on them, if it was chosen to undertake the rebranding. The same goes for their
conclusion of: “there is a sound motivation for corporate rebranding, and that is to send a
clear signal to the marketplace that the organization has changed for the better.” (Stuart &
Muzellec, 2004), where it should be evaluated, whether the rebranding was successful in
conveying the clear signal, it set out to communicate. To sum up they say “It is very

difficult to measure the success or the failure of a rebranding. As the motivations as
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discussed above vary, so do the goals. Therefore, each corporate rebranding should

ideally be evaluated with regards to its initial goals.” (Stuart & Muzellec, 2004).

Greenwashing
Greenwashing is defined as: “misleading about a company’s environmental performance”

by Delmas & Burbano (2011) in The Drivers of Greenwashing. It is often used in order to
repair or improve public reputation (Beder, 1998) but as the definition explains it is under a
false pretense. However, it is difficult to call companies out on their misleading practices,
since it is hard to prove what is right or wrong, often the only information available is
coming from the company in question (Laufer, 2003) According to the 2010 Greenwashing
Report by Terrachoice (Terrachoice, 2010) greenwashing is very widespread, and only 4,5
percent of goods examined were “sin free”, meaning free of all of the “Seven deadly sins of

greenwashing” (Terrachoice, 2010) they have listed. The sins are as follows:

1. The sin of hidden trade off, where one green aspect is focused on, neglecting the bigger
picture, for instance promoting bottled water as natural and environment friendly despite
the environmental cost of plastic and transportation.

2. The sin of no proof is as the name suggests when the green claims made cannot be
verified by a third party with the information available.

3. The sin of vagueness is using vague, green sounding descriptions in hopes of
misleading customers, for instance by using labels such as all natural about non-green
elements such as uranium.

4. Sin of worshipping false labels refers to giving the impression of green endorsement the
good does not actually have.

5. The sin of irrelevance is often committed by promoting that a good is free of a
substance, which is illegal in the first place.

6. The sin of lesser of two evils is when a green mitigating factor is used on a harmful
product, such as organic cigarettes.

7. And lastly the sin of fibbing is when outright false claims are used to describe the

product.
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The idea of the seven sins of greenwashing is further backed by BSR (Business for Social

Responsibility) in their 2009 report “Understanding and Preventing Greenwash: A

Business Guide” (Horiuchi, Schuchard, Lucy Shea, & Townsend, 2009), where they

present the “Ten signs of Greenwash”:

1. Fluffy language: Words or terms with no clear meaning (e.g. “eco-friendly”).

Green product vs. dirty company: Such as efficient light bulbs made in a factory
that pollutes rivers.

Suggestive pictures: Green images that indicate an unjustified green impact (e.g.
BP’s logo, a green and yellow flower despite it only produces fossil fueled energy).
Irrelevant claims: Emphasizing one tiny green attribute when everything else is not
green.

Best in class: Declaring you are slightly greener than the rest, even if the rest are
pretty terrible.

Just not credible: “Eco-friendly” cigarettes, anyone? “Greening” a dangerous

product doesn’t make it safe.

7. Jargon: Information that only a scientist could check or understand.

8. Imaginary friends: A “label” that looks like a third-party endorsement — except

9.

that it's made up.

No proof: It could be right, but where’s the evidence?

10. Outright lying: Totally fabricated claims or data.

These ten signs have many likenesses to the “seven deadly sins of greenwashing”, and

together they make for a good and simple checklist to identify whether a company is

greenwashing or not, and if so, to which extent. Because there are also definitely varying

degrees of greenwashing, determined by different factors such as the business value to

the environment and the effectiveness of its communication, as seen in a matrix below.
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Value to the Environment

Misguided

There are better ways to

communicate your strong results.

Greenwash Noise

Your communications aren’t
helping anyone—not even your

Effective Environmental
Communications

Keep it going—this is where we
want all business to be.

Unsubstantiated

Your claims lack credibiliy, and
your brand is at risk.

business.

Effectiveness of Communications

(Horiuchi et al., 2009).

Greenwashing can be distinguished into many subcategories, the most relevant being
whether it is “Company greenwashing” or “Service greenwashing”, which is “misleading
consumers regarding the environmental practices of a company (firm-level greenwashing)
or the environmental benefits of a product or service (product-level greenwashing)”
(Delmas & Burbano, 2011). Delmas and Burbano’s definition of greenwashing is: “the
intersection of two firm behaviors: poor environmental performance and positive
communication about environmental performance” (Delmas & Burbano, 2011), showing
that the various definitions, theories and models mentioned are not mutually exclusive, but

rather communicates the same general points.

Lastly, another model which can be used to clearly categorize companies in relation to

greenwashing is by Delmas and Burbano (2011), which evaluate companies’
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environmental performance and their communication about it.

Positive

- Greenwashing firms
communication

No

S i brown firms
communication Silent

Communication about environmental performance

Bad Good
Environmental performance

Corporate Social Responsibility
CSR is the abbreviation of Corporate Social Responsibility, a concept that has steadily

become a bigger focus for businesses, since its introduction in the 1950’s. Earlier
examples of corporate social responsibility do exist, but the 1950’s are regarded as the
modern age of CSR (Archie B. Carroll, 2015). Since then the definition has continued to
evolve from merely being SR, social responsibility, as seen in Howard R. Bowen’s book
from 1953 “Social Responsibility of the Businessman”, to many new distinctions and types
of CSR, such as Strategic and Responsive CSR presented by Porter & Kramer (2006),
which will be a primary focus in this paper. CSR in its essence is, as the name suggests, a
company’s responsibility to make contributions to society, for instance through charity,
philanthropy and sustainable business practices. There are various theories on how this is
done best, as well as different ways of measuring the extent of a company’s CSR, all still
developing continuously. As mentioned above, this paper will focus on Porter & Kramer’s
“The link between competitive advantage and corporate social responsibility” from 2006,
which presents a criticism of the effectiveness of the traditional CSR approach (Porter &
Kramer, 2006). The traditional CSR approach is characterized as focusing on how much
you give, rather than how much positive change you create, as well as doing CSR for PR

purposes instead of using it as the strategic opportunity it presents (Porter & Kramer,
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2006). Porter and Kramer (2006) argue that the best way to perform CSR is in a way that
utilizes the company’s competencies, and through that create mutual benefit for both the
company and society (Porter & Kramer, 2006).

Porter & Kramer (2006) describe four reasons for a company to partake in CSR; the moral
obligation, sustainability, license to operate, and reputation. The moral obligation refers to
the company’s moral duty to be a good corporate citizen and do the right thing.
Sustainability is about meeting the needs of the present without compromising future
generations ability to meet theirs. License to operate is having the legitimacy to operate,
both legal and stakeholder support. And lastly the reputation is for improving the
company’s image and strengthening its brand (Porter & Kramer, 2006). However, “... the
social impact achieved, much less the business benefit, is hard to determine. Studies of
the effect of a company’s social reputation on consumer purchasing preferences or on
stock market performance has been inconclusive at best.” (Porter & Kramer, 2006). They
further characterize three types of impacts; generic social impacts, value chain social
impacts and social dimensions of competitive context (Porter & Kramer, 2006). The
generic social impacts include “good citizenship” which is labeled as a type of “Responsive
CSR” (Porter & Kramer, 2006). The value chain social impacts include both value chain
harm mitigation and transforming value chain activities to benefit society, while reinforcing
strategy, which are labelled as Responsive and Strategic CSR respectively (Porter &
Kramer, 2006). Lastly, in the social dimensions of competitive context strategic
philanthropy that leverages capabilities to improve salient areas of competitive context is
used, which is also an example of Strategic CSR (Porter & Kramer, 2006). They define
Responsive CSR as “acting as a good corporate citizen” and “mitigating existing or
anticipated adverse effects from business activities”(Porter & Kramer, 2006). Strategic
CSRis defined as to “... mount a small number of initiatives whose social and business
benefits are large and distinctive.”(Porter & Kramer, 2006).

When addressing the issue of monitoring and rating CSR, Porter & Kramer (2006) refers to
it as The Rating Game, they argue that while the concepts has great potential it is severely
underutilized; “Measuring and publicizing social performance is a potentially powerful way
to influence corporate behavior - assuming that the ratings are consistently measured and
accurately reflect corporate social impact. Unfortunately, neither conditions hold true in the

current profusion of CSR checklists.” (Porter & Kramer, 2006). They mention several
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reasons for why this is the case such as, using different criteria, weighing them differently
and the inconsistency when determining whether the criteria has been met. Lastly, the
data to verify a company’s CSR claims can be difficult to acquire and verify from and by an
objective third party, as the data is often made available by the company itself. Porter &
Kramer also notes how companies can highlight information that makes them look good
and omit less flattering information, such as showcasing a carbon emission reduction for
one particularly good region, while omitting the carbon emission for the company as a
whole if it for instance has increased.

The last crucial element to Porter & Kramer’s understanding of CSR is the competitive
context, which they describe as such: “Every company operates within a competitive
context, which significantly impacts its ability to carry out its strategy, especially in the long
run. Social conditions form a key part of this context. Competitive context garner far less
attention than value chain impacts, but can have far greater strategic importance, for both
companies and societies. Ensuring the health of the competitive context benefits both the
company and community.”(Porter & Kramer, 2006). It addresses the importance of
ensuring a thriving community around the business for the mutual benefit of society and
the business. Examples could be polluting less, so that the people living in the community
will be healthier and less prone to sickness, or help maintaining or even expanding
infrastructure such as roads, in order to make it a more attractive place to live and ensure
smoother logistics. This idea is also related to the inside-out and outside-in effects, which
explains that not only does the company impact the society around it, but that the society

around it also impacts the company.

Rhetoric
A central theory in the field of rhetoric is Aristotle’s modes of persuasion, containing Logos,

Pathos, Ethos and the less commonly known Kairos (Corbett, 1990). According to
Aristotle, these tools are the basics for making a persuasive argument, and they have
been applied to many types of texts, spoken or written since ancient times, as well as in
newer forms of media as they have developed through time (Matsen, Rollinson, & Sousa,
1990).

Logos is Greek for reason, among other things, and refers to using logically sound

arguments, often supported by facts and figures (Matsen et al., 1990). In other words,
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through logos one tries to present a seemingly objective truth, and it is therefore
imperative that the facts and figures are true, or at least perceived at such. As Paul Rahe
puts it: “For Aristotle, logos is something more refined than the capacity to make private
feelings public: it enables the human being to perform as no other animal can; it makes it
possible for him to perceive and make clear to others through reasoned discourse the
difference between what is advantageous and what is harmful, between what is just and
what is unjust, and between what is good and what is evil.” (Rahe, 1994).

Pathos is Greek for experience and suffering and appeals to the audience’s human side
and emotions (Matsen et al., 1990). Pathos can also be achieved by appealing to the self-
interest of the audience, “we naturally bend in the direction of what is advantageous to us,
what serves our interests or the interests of any group we believe ourselves a part of.”
(Fahnestock, n.d.). There are many ways to create pathos, but “Direct appeals to the
reader to feel an emotion (e.g. “You should be crying now”) are rarely effective. Instead,
creating an emotion with words usually requires recreating the scene or event that would
in “real” circumstances arouse the emotion.” (Fahnestock, n.d.).

Ethos is Greek for character, and it is how the sender of the text is perceived as a
character and how that impacts the persuasiveness of the message. The perception of the
character can be shaped by how it is presented, and especially experience and credentials
are often highlighted. The more credible the character is, the more persuasive the
message is. Ethos is also commonly associated with authority (Fahnestock, n.d.).

Lastly, Kairos is Greek for opportune moment, and makes use of the time and place to
enhance the persuasiveness of the message, by claiming it to be the right time and

moment (Poulakos, 1983)

Semiotic
Semiotic is the theory of signs and their meaning, developed by Ferdinand de Saussure

and Charles Sanders Peirce separately (Chandler, n.d.). Semiotic systems are generally
understood to consist of two parts; a signifier and a signified. The signifier is the word,
image or symbol that is representative of something else, while whatever the signifier
refers to is called the signified (Lascity, 2018).

This also relates to two important elements of semiotics; denotation and connotation.

Denotation is the literal aspect of the sign, which ideally everyone should see the same
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way, no matter the individual’s culture or other experience which might make them
subjective. The art historian Erwin Panofsky puts it as: “The denotation of a
representational visual image is what all viewers from any culture and at any time would
recognize the image as depicting.” (Panofsky, 1970). The connotation is the opposite,
where the sign is interpreted and therefore the outcome can be influenced by anything
from age, sex, race, culture, as well as many other socio-cultural and personal factors.
However, this dichotomy only works perfectly in theory, not in practice, since making a
completely objective denotation is very difficult, especially the more complex the sign is.
In terms of applying the theory of semiotics Roland Barthes created a model in 1957,
which illustrated the aforementioned concept of denotation and connotation, while
addressing what he calls “myths” (Barthes, 1957). The model is shown below with an

example.

|

MYTH | SIGNIFIER Il SIGNIFIED
Il SIGN

MYTH MILITARY, FRENCH, BLACK SOLDIER GIVING FRENCH SALUTE Il SIGNIFIED*

IMAGE OF THE MILITARY, FRENCH, BLACK SOLDIER GIVING FRENCH SALUTE
SIGNIFYING THE STATEMENT BELOW.*

**_..France is a great Empire, that all her sons, without any colour discrimination, faithfully serve
under her flag, and that there is no better answer to the detractors of an alleged colonialism than the
zeal shown by this Negro in serving his so-called oppressors.” -Barthes p54

(Livejournal, 2006)

The model differentiates what is denoted through signs, the language, and how this is
often used to denote other things, which in fact should be considered as connotations
instead. As Barthes puts it: “The first order of signification is that of denotation: at this level
there is a sign consisting of a signifier and a signified. Connotation is a second-order of
signification which uses the denotative sign (signifier and signified) as its signifier and
attaches to it an additional signified.” (Barthes, 1957).
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As described, the theory of semiotics is the theory of signs, which makes it applicable in
many situations and in conjunction with many other fields, since signs can be seen
practically everywhere. In this paper it will be used in relation to the analysis of
advertisement, the theories of which will be explained further down. In addition to that we
will use semiotics in relation to branding more generally, which Myles Ethan Lascity (2018)
wrote extensively about in “Brand Tangents: Semiotics and Circulation in Introduction”. He
quotes Wigley, Nobbs, and Larsen (2013) saying that “we know that consumers and
practitioners use tangible communications, such as advertisements, packaging and
product design, to create intangible aspects such as brand image, personality, heritage
and market positions.” (Lascity, 2018), which exemplifies Barthes’ aforementioned myth,
since intangible aspects are seen in connotation to signs, which does not inherently
communicate those aspects. Lascity (2018) further notes the aspects of signs being
replaceable with each other: “All signs used come from the cultural repertoire of other
possible signs, which thereby assigns meaning from the juxtaposition.” (Lascity, 2018),
meaning that the consumer when interpreting the sign also sees and values the sign in
comparison to potential competitors and substitutes. Lastly, as mentioned before, signs
can be virtually any shape or form, which means the theory of semiotics can be applied to
all brand elements, which Danesi (2013) exemplifies “a product becomes semiotized into a
brand through advertising. The semiotizing process can include names, logos, jingles or
any other form of communication.” (Danesi, 2013). Lascity (2018) concludes that “At the
end of the day, understanding consumers’ perceptions of new brands comes down to a
matter of sense making: consumers draw on previous knowledge to make sense of the

unfamiliar.” (Lascity, 2018).

Film and Advertising analysis
Jrsted made an advertising film as a way to communicate its new identity following the

rebranding, which we will analyze in order to find out how Jrsted wants to represent itself.
In order to do so we will use the aforementioned theories relating to rhetoric and semiotic
as well as the following theories relating to advertisement and film analysis.

To our knowledge no one has claimed ownership of the widespread advertisement
analysis or its variations. The variations can depend on the advertisement’s medium,

leaving it to the person analyzing to include what is deemed relevant for the ad being
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analyzed. In the analysis you start by finding different elements of the ad, such as; name,
topic, who made it, when it was made and where it was found. Thereafter you make a
short synopsis of the ad, before then describing its build up, as you were describing it to
someone who has not seen it. Thereafter the analysis elaborates on the illustration,
language and topic respectively, as well as cinematic elements such as light, sound and
angle. Lastly, the subjectivity and objectivity are addressed, along with the communicative
situation; sender, receiver and message, before an overall assessment is given and
potentially comparison made (Analysemodel.dk, n.d.; Bechsgaard, n.d.-b). The relation
between sender, receiver and message will be explained in more detail below.

As stated before, there are many different elements to include and focus on. A model
commonly used in addition to the aforementioned is the AIDA model, as seen to the right
(Bechsgaard, n.d.-a). The model has four elements; attention, interest, desire and action,
which are the effects the ad should have on the receiver, in that order (Bechsgaard, n.d.-
a). Firstly, attention is, as the name suggest, catching the attention of the viewer, often
done with exciting imagery or colors. When the viewer’s attention has been caught, the ad
should create a deeper Interest, emphasize on important messages. By successfully doing
so, a Desire to comply with the ad’s goal has been made within the viewer. Lastly, this
desire should lead to the viewer taking the desired Action, which is often, but not limited to,

buying the product (Bechsgaard, n.d.-a).

In order to create a deeper understanding of
how the aforementioned elements are used,
the shot-to-shot analysis is commonly used.
As the name implies, it analyses a short
sequence, where every single shot and its

elements are described and analyzed

(Systime, n.d.-d). It is common to select the
opening scene, as it often sets the tone for
the rest of the film, but any scene can be
analyzed with this model (Systime, n.d.-d).
The purpose is to identify how elements

such as light, sound composition, etc., are used, and what effect that has, and then asses
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the overall qualities of the piece analyzed (Systime, n.d.-d). The shot-to-shot analysis is
one of the most basic and often used tools when analyzing films, and it can be combined
with multiple other types of analysis in order to learn more about the piece. The analysis
we will combine it with is the comparative analysis, in which two pieces are compared to
each other, in order to learn more about the respective pieces (Systime, n.d.-a). Making a
shot-to-shot analysis of each of the respective pieces is a way to compare individual
elements to each other, and then lastly the pieces as a whole. However, the comparison
can also be made without an extensive shot-to-shot analysis of both pieces. When
assessing a film as a whole, it can also be useful to utilize the reader-response method,
also known as reception theory, in which the focus is on the audience’s initial reception of
the film (Systime, n.d.-c). It is a very qualitative and subjective method, where the
audience voice its feelings about what they see and can be combined with the shot-to-shot

analysis to further substantiate these feelings.

Since what is being analyzed is not only a film but also an advertisement, it is also relevant
to look at advertisement specific models for analysis. A very relevant model to use is the
advertising communication model (Wells, Moriarty, & Burnett, 2006), which is a take on the
classic communication model. The advertising communication model is shown below, and
contains firstly the Advertiser, also known as the sender or source, who comes up with the
message and chooses how to send it (Wells et al., 2006). The Message is the idea or
opinion the advertiser tries to convey, and how they do it. The Media is the channel they
choose to convey it through, each with its own pros and cons (Wells et al., 2006). The
Receiver is the target audience, who then decodes the message (Wells et al., 2006).
Lastly, Feedback is the information that the advertiser receives from the receiver and
enables the advertiser to evaluate the communication (Wells et al., 2006). However,
throughout the model there is also the risk of Noise, which are external or internal factors
influencing the receiver’s reception of the message (Wells et al., 2006). These noises are

exemplified in the model below.

39



Advertising Communication Model

Noise: External
Public Opinion
Marketing Strategy
Competition
Other Noise

Noise: Internal
Perceived Needs
Information Processing
Attitudes and Opinions
Other Noise

_ ’

Wells, Moriarty, Burnett & Lwin - Xth Edition ADVERTISING Principles and Effective IMC Practice 15

A

Part 3: Analysis

Presentation of survey (appendix 1)
In our survey we have asked the Danish people about energy production in general, and

more importantly about the Danes’ attitudes towards Qrsted. Therefore, Orsted will be
assessed based on the answers provided by the respondents. When asked what the
respondents associates with energy production, 48 percent of answers contained the word
‘wind”, and 39 percent of the respondents answered “windmills” specifically, which is high
compared to the responses involving words relating to traditional fossil fuels, which only 17
percent associated with energy production. This correlates well with the fact that 89
percent answered “green energy” when asked what their opinion is on how energy should
be produced. After the two questions about energy production in general, we asked if the
respondents know the company called Qrsted, here 100 percent answered yes. When
asked about what the respondents associate with the name Qrsted, 20 percent of the
answered contained the word “energy”. The second most answered word (19 percent) was
H. C. QOrsted, which is the Danish scientist that Orsted is named after. Additionally, 17
percent answered that they associate the name Jrsted with DONG. In regard to QOrsted’s

logo, 31 percent of the respondents associates it with an on-off button. 12 percent
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answered that it reminded them of something to do with the word “wind”, which was the
second most answered word. The respondents then were asked what the color used in the
logo reminded them of, to which the majority, being 24 percent, answered that it reminds
them of water, additionally 15 percent answered that it specifically reminded them of the
ocean. Another interesting result is that 7 percent answered that it reminded them of
Meersk, another Danish company. When asked about @rsted’s slogan “Love your home”,
17 percent thought that it was misleading for Qrsted to use. 14 percent associated the
slogan with interior designing or furniture companies such as IKEA. If the answers,
regarding the slogan, is looked at in terms of whether or not they were desirable or
beneficial for Drsted, we see that 69 percent of the answers would not be associations
Jrsted would want their slogan to cause. When asked which of the following words best
described Qrsted, the five most answered words was all in favor of Orsted, and with the
highest response rate of 78 percent, green energy was the word most associated with
Drsted.

Respondenter

Sort energi (Energi lavet pa fossile

braendstoffer) 24% 13
Gron energi (Energi lavet pa vind, vand 78% 43
og sol)

Miljgvenlig 44% 24

Darlig for miljget FI% 4

God organisation 35% 19

Darlig organisation 9% 5

God for samfundet 31% 17

Darlig for samfundet 7% 4

Etisk organisation 27% 15

Uetisk organisation 13% 7

Andre ord du mener passer pa @rsted? 18% 10
0% 25% 50% 75% 100%
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The next two questions were about whether @rsted has a social responsibility as an
energy producer and organization, and if it lives up to its social responsibility. Here 100
percent of the responds believed that Jrsted did have a social responsibility. Then when
asked if Orsted lives up to its social responsibility, only 18 percent thought so and 18
percent thought it did not, while the majority answered, “Don’t know”. However, this should
be seen in the light of only 11 respondents answered these two questions, meaning that it
is difficult to conclude what the Danish people beliefs are on the matter. @rsted’s vision
were well received by the respondents, as only 7 percent were negative towards the
vision. Most respondents thought it sounded good, some did have their doubts of whether
or not it will succeed in carrying out its vision, nonetheless they thought it was a good
vision. Finally, the respondents were asked what their opinion of Jrsted’ mission is, here
86 percent were positive towards @rsted’s mission of “Phasing out the use of coal and only

producing 100% green energy by 2023.” (Qrsted, n.d.).

PEST Analysis for DONG Energy 2014
As mentioned in the theory section, the PEST analysis can be made for the general

environment and for the competitive environment. In this PEST analysis we will only look
at the general environment and, as mentioned in our delimitation, not be focusing on the
competitive aspect. Furthermore, we will only address the elements in the respective
factors that we deem important, regarding the answering of the thesis statement, as the
PEST analysis would be too immense, if every potential element of each factor was to be
covered. We will use the PEST analysis to find out which elements under the respective
factors that have played a role in regard to DONG Energy’s decision to rebrand itself.

It has not been possible to find out the exact date DONG Energy saw the need for a
rebranding, as this information is not publicly accessible. However, October the 2", 2017,
the CEO, Henrik Poulsen, announced that DONG Energy would be rebranded as Qrsted
(Eriksen, 2017) and according to Dansk Markedsfaring, DONG had two years before hired
the branding and design bureau Kontrapunkt to help them with the rebranding (Larsen,
2017a). We have therefore chosen to base our PEST analysis on the year of 2014, as it is
the year leading up to DONG hiring Kontrapunkt, and most likely when it took the decision
to rebrand. The fact that we are making a PEST analysis for 2014, means that we are

looking back in time, which could create a confirmation bias, as we already have a
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preunderstanding of the situation. It can be a disadvantage, in terms of us missing factors

that might not be directly related to the rebranding but still could have had an impact.

Political factors
One of the political elements that had a lot of influence on DONG Energy’s image during

2014, started in September 2013, where Goldman Sachs that had a poor reputation of
contributing to the financial crisis by exploitative business practices, and Danish pension
funds ATP and PFA offered to buy 26 percent of DONG Energy shares for DKK 31.5
billion (Ritzau, 2014b). The offer came two years after the DONG Energy management
initiated a search for capital (Ritzau, 2014b). The offer was met with broad political support
at first, however, the political support took a small downturn towards the end of 2013
(Ritzau, 2014b). In January 2014, more political parties started to oppose the sale of the
DONG Energy shares to Goldman Sachs (Ritzau, 2014b). What further strengthened the
skepticism towards the sale, was the way the sales process was carried out. For instance,
the Danish finance minister received another offer from four Danish pension funds to buy
the DONG Energy shares (K. &. Nielsen, 2015), an offer that came as an alternative to
Goldman Sachs’, and which would secure the shares staying within Denmark, something
many found preferable (K. @. Nielsen, 2015). However, the finance minister declined the
offer and continued with the sale of the DONG Energy shares to Goldman Sachs and a
smaller amount to ATP and PFA. Another example of the less than optimal sales process
was that the final agreement was made orally behind closed doors without written proof
(Steinitz & Vinter, 2015). The political handling of the DONG Energy sale started a
resistance among the Danish people against the selling of the DONG Energy shares,

which will be further elaborated under the social factors.

Another political factor that played a huge role for DONG Energy, and continues to do so,
is the fact that the company is state-owned, as the government owns just over 50 percent
of the company (Finansministeriet, n.d.). This has a large impact on DONG Energy, as the
Danish government with its 50 percent has the right to veto and by that the government
can influence or block the decisions made by DONG Energy. This could have a huge
impact on DONG as it can become an obstacle to DONG Energy if it wishes to make any

major decisions and the government vetoes it. As earlier mentioned, the government sold
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off 19 percent of DONG’s shares to Goldman Sachs (Ritzau, 2014b). On top of the 19
percent of the shares, Goldman Sachs wanted the right to veto any board decisions.
Goldman Sachs’ wish was granted by the government and Goldman Sachs received the
right to veto (Ritzau, 2014b). This political decision could naturally also have an impact on
DONG Energy, as Goldman Sachs received the right to veto against any board decisions

that they do not agree to.

In 2014, Denmark passed its first climate bill, made in order to benefit the environment and
climate (Energi-Forsynings- og Klimaministeriet, 2014). The fact that the bill was passed,
shows that there was a huge political focus on the climate and political opinion on how
energy should be produced in the future, as well as the use of resources in Denmark at
the time. The bill was also intended to work as a motivator for businesses to become
greener. Furthermore, a climate council was established, consisting of different
independent experts, to advise the Danish government on how to convert Denmark into a
greener society the easiest and cheapest way (Energi-Forsynings- og Klimaministeriet,
2014). The fact that the climate bill was passed, along with the establishing of a climate
council, also ranked Denmark as the first place on PA Consulting Group’s "Energy
Investment Map" in terms of green energy (Ritzau, 2014a). This could also be a factor that

impacted DONG to rebrand itself as a green organization.

Economic factors
When looking at economic factors as of 2014, Bjgrn Lomborg (2014) believes that

renewable energy is simply too expensive. His solution to reducing the price of renewable
energy is to invest in research and development that will make the next generations of
wind, sun, and biomass cheaper and more efficient (Lomborg, 2014). The fact that
renewable energy was more expensive to produce than energy from fossil fuels, could
potentially have impacted DONG Energy and its wish to rebrand. The fact that its name
refers to fossil fuels, such as oil and natural gas, as in Danish Oil and Natural Gas, gives
them the image of producing fossil fuel energy, the cheaper alternative at the time, which
after the financial crisis could be considered an advantage. Even after the financial crisis,
the government of Denmark still expected a deficit of DKK 22 billion on the government’s

financial balance (Whitta-Jacobsen, Svarer, Amundsen, & Dalgaard, 2014). However, due
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to a one-time income in the form of pension money, the balance then was expected to
reach a surplus of DKK 34 billion for 2014 (Whitta-Jacobsen et al., 2014). Since this shift
from deficit to surplus is caused by a one-time income, the government and economists
were still skeptical towards the Danish economy, and the government was therefore still
not investing as much as it wanted to (Whitta-Jacobsen et al., 2014). This could arguably
be a disadvantage for DONG Energy, as it is government-owned and receives some of its

capital from the government.

Social factors
As earlier mentioned, the political handling of the DONG Energy sale, and the fact that the

shares were being sold to Goldman Sachs, started a resistance in the Danish people
against the sale. The resistance of the sale grew so large that the people who were
against the sale of DONG Energy shares to Goldman Sachs, started demonstrations as
well as a petition against the sale (K. &. Nielsen, 2015). With around 200,000 signatures
collected, it was the largest signature collection in Denmark's history (Christensen, 2014).
Furthermore, there was an opinion poll showing that 80 percent of the Danish people were
against the sale of DONG, 11 percent answered: “don’t know” and only 9 percent
supported the sale (Aagaard, Arnfred, Sgrensen, & Baeksgaard, 2014). Clearly showing
that there were almost no people supporting the sale of the DONG Energy shares. This
factor could potentially have played a role for DONG, as the people might look at DONG in

a negative way due to sale.

As previously stated, Denmark passed its first climate bill in 2014, which exemplifies the
current trend in the Danish population in 2014. According to an opinion poll, made by
Danmarkspanelet for DR Nyhederne (Danish Radio News), 75 percent of those asked
answered that they to some degree worry about the climate changes and global warming
(Nissen, 2014). However, according to a research carried out by the consumer council
Teenk, only one out of three people thinks that it is important to buy products that are
environmentally friendly (Birk, 2014). Indicating that even though most of the Danish
people worry about the environment, not all of them are willing to change their consumer
behavior for the environment. According to Torben Chrintz (2014), scientific adviser

Concito, there are reasons to be worried as the UN's Intergovernmental Panel on Climate
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Change (IPCC), the world's leading international panel for climate assessments, states
that climate change poses a threat to both people and nature in a report from May 2014
(Nissen, 2014). Chrintz also states that the broad support from the Danish people is
important, since it creates political awareness and political action on the matter (Nissen,
2014) and a more sustainable society with lower emissions of greenhouse gases, not only

in Denmark but around the world (Kebenhavns Universitet, 2014).

Technological factors
The cost of producing green energy by wind turbines is very high, and so is the technology

that follows (Bgss, 2014). According to Niels Duedahl, the CEO of SE, green energy is
simply bad business, as it is much more expensive compared to the cost of producing
fossil fuel energy (Arzrouni, 2014). This is of course a factor that plays a role for DONG
Energy, as it mainly produces energy made from fossil fuels as of 2014, with the
distribution being 56 percent fossil fuels and 44 percent green energy (Jrsted, n.d.-q).
However, the technology is improving, and a new innovative direct drive technology
created by Siemens is a milestone in the journey towards Increasing efficiency and
reducing the price of offshore wind energy (Riis, 2014). Furthermore, Jakob Askou Bgss,
the Senior Vice President in DONG Energy, along with other parts of the industry, admits
that the price of offshore wind turbines has to decrease (Bass, 2014). Yet, he strongly
believes that the industry will reach its goal of reducing the costs by 35-40 percent by 2020
(Bgss, 2014), making it an important factor for DONG Energy.

Conclusion on PEST analysis for 2014
This PEST analysis shows that there are different factors in DONG Energy’s surrounding

environment, which all could have played a role in DONG Energy taking the decision to
rebrand itself as Drsted. Mainly two of the factors seem to be prevailing, the political and
social factors. Nonetheless, all factors appear to have relevant elements that all potentially

could lead to an answer to what caused DONG Energy to rebrand itself.
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PEST Analysis for @rsted 2019
We are making this PEST analysis to update the points found from the previous PEST, so

that we can make a SWOT analysis based on Qrsted as of 2019, in order to use the

SWOT analysis in our assessment of Qrsted’s rebranding results.

Political factors
The fact that Drsted is still government-owned has a huge influence on the company. An

example of this can be seen in Orsted’s attempt to sell off one of its subsidiary companies
Radius, an energy distribution company. This sale was blocked politically, after the sale
lost its political support (Vilsbgll, 2019). This impacted Qrsted, as it wished to become
more streamlined and to raise capital for intensifying its focus on investments in producing

green and renewable energy (Chor & Juel, 2019).

Since the first climate bill was passed in 2014, there has been an increased focus on the
climate. However, the focus on the climate has intensified and the government is now
aiming for a new and much more ambitious climate bill (Energi- Forsynings- og
Klimaministeriet, 2019). The Danish Energy, Supply and Climate Minister, Lars Christian
Lilleholt, has high ambitions with the new climate bill, as he wants Denmark to become
100 percent climate neutral in the year of 2050 (Energi- Forsynings- og Klimaministeriet,
2019). This could be a factor that would likely impact Qrsted positively, as a producer of

green and sustainable energy.

Furthermore, according to the rapport, put out by Dansk Energi (2019), called VE
(Renewable Energy) Outlook 2019, there is a challenge in regard to the transition from
fossil fueled energy production to a green and renewable production. The challenge is that
the government and its planning process is simply too slow and can act as a hindrance
when it comes to assessing and approving new projects (Dansk Energi, 2019). Meaning
that the transition from fossil fuels to green energy could be prolonged and take longer

than necessary.

Economic factors
The price of green energy has experienced a significant decrease since 2014 (Dansk

Energi, 2019). According to the VE Outlook from 2019, wind and sun are now the

47



cheapest sources of new electricity production, making green energy a profitable business
(Dansk Energi, 2019). This factor could have a huge impact on Qrsted, as it is investing a
lot in wind generated energy. Furthermore, the Danish economy is in a calm and balanced
upsurge that seems to continue (Nationalbank, 2019). This boom in the Danish economy
could become beneficial for Orsted, as investments would be more likely in such an

environment.

Social factors
As mentioned earlier, the Danish people have had a lot of focus on the climate. This focus

has intensified since 2014 and is deemed to become one of the central themes in the
upcoming election (Danmarks Naturfredningsforening, 2019). According to professor of
political science Kasper Mgller Hansen, who researches voter behavior, there has never
been such a strong focus on the climate and environment (Danmarks
Naturfredningsforening, 2019). This corelates well with the much more striving ambitions
put out by, the Danish Energy, Supply and Climate Minister, as earlier mentioned. This
immense societal focus on the climate is a factor that most certainly will affect Qrsted in

the future, and almost guaranteed positively in the immediate future.

According to the VE Outlook (2019), there is broad support for expanding green energy
production in Denmark, with 82 percent of the Danish people in favor of it (Dansk Energi,
2019). However, expansion requires physical space to erect wind turbines, and finding
these areas could potentially become a problem, as 32 percent of the Danish people
believes that citizens living near the coasts of Denmark, should have the right to oppose
the construction of offshore wind turbines (Dansk Energi, 2019). This is somewhat
contradictory to the fact that 82 percent of the people wish for more green energy, yet
some still wants the possibility to oppose against the establishments of new offshore wind

turbines.

Technological factors
As already touched upon under the economic factors, it is now cheaper to produce green

renewable energy generated from the wind and the sun, than it is to make energy from
fossil fuels (Dansk Energi, 2019). This has been caused by a significant technological

development and industrialization throughout the past few years, according to the VE
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Outlook (Dansk Energi, 2019). However, there is still room for improvement as right now

the technology for storing large amounts of power is still not present(Dansk Energi, 2019).

Therefore, there must be a focus on developing and distributing new power storage

technology, as this is a necessity if Denmark wants to transition into a country that runs

entirely on green energy, according to the VE Outlook (Dansk Energi, 2019). Moreover,

new technologies within other forms of energy, such as hydrogen, also holds new

opportunities for Jrsted.

Conclusion on PEST

As seen above, there are still a lot of factors surrounding @rsted, which could have an

influence on the company and its daily operations. Most of these factors will be assessed

later on in the SWOT analysis.

SWOT Analysis 2019

Strengths

Weaknesses

- Producing renewable green energy

- Industry leader within wind energy

- Market leader within green energy
production

- Stable financials

Producing fossil fueled energy
Wind based production

Government-owned

Opportunities

Threats

- Higher political focus on the climate
- Very high societal focus on the
climate

- Development of green technologies

- Development of other technologies

Government-owned

Slow governmental processes
People not willing to live near wind
turbines

Lack of power storage technologies

As mentioned in the theory section, Strengths and Weaknesses refers to an organization’s

internal factors (Henry, 2011). This can make it difficult to make a SWOT assessment of

an organization, when you are outside of the organization looking in. Especially the

weaknesses can be very difficult to find, as most organizations do not showcase their
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weaknesses as a company. Which is why ideally, the SWOT is used by organization to
find a strategic fit between its resources and the capabilities and needs of the surrounding
environment. However, we have done our best to find Jrsted’s weaknesses based on
what information that is available for us being outside the company. This also means that
the organization’s opportunities and threats are much easier to pinpoint, since they are
external factors, meaning part of the surrounding environment, and are therefore
accessible to everyone. In our SWOT analysis of Qrsted, we will start out by assessing its
strengths and weaknesses, followed by an assessment of the opportunities and threats
that could affect it and its operations. The opportunities and weaknesses will be analyzed

based on the PEST analysis of @rsted’s surrounding environment as of 2019.

Strength
The fact that Orsted’s energy production is 75 percent green energy (Qdrsted, 2018a), is

one of Prsted’s strengths, as it is a renewable form of energy production, and therefore
Jrsted is not reliant on fossil fuels in order to produce energy. Additionally, Qrsted is
aiming for its energy production to be 99 percent renewable energy in the year of 2030
(QDrsted, 2018a), which will amplify this strength. The next two strengths, which are that
they are leaders within the production of wind energy as well as within green energy
(QDrsted, 2018a). This gives them a huge strength in terms of being able to compete with
other energy companies on energy produced by wind and therefore also on green energy.
Another strength of Qrsted, is that it is government-owned (Finansministeriet, n.d.) and
thus, owned by the Danish people by extension. Lastly, Orsted also has very stable
finances (drsted, 2018a). This is a strength, as if there should emerge an opportunity to
invest in new technologies or if the world economy should face a new finance crisis, then

Jrsted have the financial stability to be well prepared for this.

Weaknesses
As mentioned in the strengths, Orsted’s production is 75 percent green energy as of 2019,

meaning it still produces 25 percent of its energy by using fossil fuels (Jrsted, 2018a). this
should be seen as a weakness as fossil fuels can run out in the future (Rodriques &
Maach, 2014). However, Qrsted is in the transitioning of converting the last 25 percent of
fossil fueled energy production into green energy production, making this weakness a

temporary one (Qrsted, n.d.-n). The fact that Qrsted is the industry leader in wind energy
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and is basing a lot of its energy production on wind (Jdrsted, 2018a), could also be seen as
a weakness. The reason for this is that it makes the company reliant on a single power
source, which is potentially unreliable, especially with climate changes in mind, this could
then mean it would lose its strength of being a market leader within green energy,
compared to other companies that might have invested in other forms of green energy.
The fact that Qrsted is government-owned is also a weakness, since as analyzed it is
resulting in less decision-making power for Jrsted in some cases, due to the government
having the right to veto any of @rsted actions (Plechinger, 2019). This makes Jrsted
dependent on the Danish government when it comes to major decisions, which can be
harmful for Orsted, as the government might not always know which actions that would
benefit rsted the most as a company, but instead rather be politically motivated
(Plechinger, 2019).

Opportunities
When looking at drsted’s surrounding environment it is clear that it provides different

opportunities. The first one of them being the high political focus that the climate has been
receiving lately. This is seen in the how the government is now aiming for a new and much
more ambitious climate bill (Energi- Forsynings- og Klimaministeriet, 2019). Furthermore,
this increased political focus on the climate is a reflection of the very intensified societal
focus on the climate (Danmarks Naturfredningsforening, 2019). This intensified focus on
the climate, both political and societal, naturally possess a huge opportunity for Orsted, as
it is focusing its business around green and renewable energy. Another opportunity for
Jrsted, is that the technology used to produce green energy has evolved over the last
decade (Dansk Energi, 2019). With new technologies developing, Drsted could be
benefitting from this by learning easier and better ways of producing green energy.
Additionally, the new technologies have caused the price of green energy to become
competitive with prices for fossil fueled energy, even out competing it, making it easier for

@rsted to reach its aforementioned vision.

Threats
One of the biggest threats to Orsted is the fact that it is a government-owned company.

The reason for this is that the government holds the right to veto any actions that it might

want to take, as mentioned previously. An example of this is seen in case where Jrsted
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tried to sell off its power distributing company, Radius. Here the parliament vetoed the
sale, thus preventing it (Plechinger, 2019). Furthermore, according to the VE Outlook, the
government’s planning process is simply too slow and can act as a hindrance when it
comes to assessing and approving new projects (Dansk Energi, 2019). This poses a threat
to Jrsted, as slow processes can delay new projects and potentially leading to the projects
being dropped. Another threat to Drsted and its business is the contradicting fact that the
Danish people want more green energy, however some are not willing to have them in
their surroundings (Jargensen, 2018). This would be something that can hinder Qrsted in
installing new wind turbines, and by that hurt its future expansion. Finally, the lack of
technologies in terms of power storage is also a threat to Qrsted, as there is a need for
storing power made for wind turbines, as it is a somewhat unreliable and uncontrollable

source (Frakjeer, 2017).

Conclusion on SWOT
This SWOT analysis clearly shows that there are some strong strategic fits between

Drsted strengths and opportunities which it can utilize to its benefit. @rsted only seems to
have one big weakness that can impact them, being the fact that it is government-owned.
However, it should be kept in mind that weaknesses can be difficult to find for a firm one is
not a part of, and therefore do not know the inner workings of. There are also a number of
threats from the external environment, which @rsted should pay attention to, in order for it

not to tamper with its future business plans.

Rebranding initiation

Drivers for rebranding
DONG Energy’ had multiple drivers for greenwashing. Firstly, it divested its oil and gas

business (Drsted, 2017b) making the company structure different, as described as the
second driver for rebranding. However, despite this being part of Orsted’s narrative, the
chronology of events could sow doubt about when this driver became relevant, as we have
pinpointed the decision to rebrand being made in 2015 (Larsen, 2017a), whereas the
decision to divest was made in 2016 (Friis, 2017).

Secondly, there was an understanding that the image had been outdated, since DONG
Energy’s old image was associated with being one of the least sustainable energy

companies (Kamp, 2018), and the company wanted a new image of being green and
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sustainable (Kamp, 2018). This relates to the third driver of change of competitive
positioning, and DONG Energy’s gradual change from a black to a green competitive
positioning has been a process dating back to 2006 (drsted, n.d.-l), culminating in the
divestment of its gas and oil in 2017 (Friis, 2017), which was the aforementioned driver.
Lastly, it could be argued that a change in the external environment has been a driver,
since climate change and increased global warming have prompted a bigger focus on the

issue, especially among ordinary people, as analyzed in the PEST analysis.

Corporate Rebranding
When assessing drsted’s corporate rebranding as a whole, we should keep the six

principles mentioned in the theory section in mind. The first one relating to maintaining
core values and cultivate the brand, is followed nicely, since @rsted keeps DONG’s core
identity as an energy company, while progressing the brand in a greener direction, in order
to meet contemporary conditions. The same can be said about the second principle of
linking the old and new brand, which @rsted did extensively during its launch campaign, in
order to inform stakeholders that DONG Energy had become Jrsted. After the initial
launch, it appears that Jrsted has decided not to link itself with DONG Energy any longer
in its promotional material (Qrsted, 2018d), and Qrsted only focuses on its new identity.
However, it cannot control if people will continue to link it to DONG Energy, either publicly
such as in articles, or privately when talking about the company. The third principle of
targeting new segments seems to have been done by Qrsted trying to position and
prepare itself for a more international approach (drsted, n.d.-e). Alternatively, it could be
seen as a more explicit focus on the green energy target segment, compared to when it
was DONG Energy. When it comes to stakeholder buy in, we only have @rsted’s word to
take for it, making us unable to verify it with objective sources, but from the information we
have from Qrsted it appears that the stakeholder buy in was successful, especially by the
employees and shareholders (drsted, n.d.-a). Regarding the alignment of brand elements,
we have made extensive analysis on the most prominent individual elements and shown
how they further the same narratives and work interconnectedly, which will be presented
later in the analysis section. Lastly, the importance of promotion and awareness building

Jrsted and the branding agency Kontrapunkt have been very communicative about both
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the process of the rebranding and the purpose of it (bro, 2018), making stakeholders very
aware of the new identity and its goals.

Regarding the pitfalls explained in the theory, Drsted seems to have avoided them. Qrsted
did not disconnect with its core of being an energy company, but rather just changed what
type of energy company it was, from focusing on mostly fossil fueled energy, to strictly
focusing on green energy. Next, it informed and prepared its stakeholders for the change,
as well as involving key stakeholders in how the change was made (Qrsted, 2017e).
Jrsted has also been aware of following through with action to accompany its message
and communication, which was one of the reasons that the rebranding happened so long
after DONG Energy began its green transition (drsted, n.d.-l). It is however important that
Jrsted continues to do so in the future, to maintain a strong core identity with a clear
message, which also relates to the last pitfall of multiple identities. A danger for Qrsted lies
in the company serving different purposes, such as both energy production and
distribution, among other things. However, with the plans of selling its energy distribution

company off (Ritzau, 2019b), Q@rsted might avoid the danger of serving different purposes.

Execution
The launch of the new @rsted brand was revealed to the public a whole month before the

actual launch, as a way to prepare the public and all the important stakeholders for the
change. In the month leading up to the launch, representatives from Jrsted and its
collaborator Kontrapunkt partook in a lot of interviews in various media, in order to explain
and justify the upcoming change (Hgjsgaard, 2017). This served as a way to legitimize the
change and further prepare stakeholders. It also communicated the narrative and
message of Jrsted, making it easier to see the big picture of the rebranding by the time it
launched, and see all the individual elements contribute to the new identity.

The actual launch of the new identity happened all at once, October 31st, well planned
and announced, for everyone to be ready for the change. Officially changing all the
elements at the same time makes for a clearer transition, and can potentially make the
transitional period more concise, allowing the new company to move away from its old

identity faster.
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Greenwashing
Drsted is very much promoting itself as a green and sustainable company (Drsted, 2017d)

and the company’s vision is “Creating a world that runs entirely on green energy” (Jrsted,
n.d.-n). This obviously correlates very well with the highly intensified focus on the climate
and desire to transition into green and sustainable energy, which according to our PEST
analysis is present in the surrounding environment. Jrsted’s transition to green energy
could either be a genuine wish to save the world by bettering the environment, or it could
be just a way of creating a positive image of the company, in order to be supported by the
Danish people. Even though they might not actually work towards its goal of “Creating a
world that runs entirely on green energy” (drsted, n.d.-n), and by that mislead about its
environmental performance. Which, according to Delmas & Burbano, would be
characterized as greenwashing (Delmas & Burbano, 2011). In order to prove whether
Jrsted used greenwashing to improve its public reputation, which is the most frequent
reason for greenwashing (Delmas & Burbano, 2011), we will analyze Qrsted in relation to
the “Seven deadly sins of greenwashing” listed by the 2010 Greenwashing Report by

Terrachoice (Terrachoice, 2010).

The first sin is the hidden trade off. @rsted is not committing this sin, as it throughout its
external communication is not focusing only on its green energy production, even though it
covers 75 percent of its energy production in 2018 (Jdrsted, n.d.-n), but more on the fact
that they are transitioning into a green and sustainable company, from a fossil fuel
dependent one. @rsted also does not commit the second sin of no proof, since Jrsted is
communicating that it is producing green and renewable energy, from sources such as
offshore wind and biomass. Which are all types of energy producing methods that are
verified by numerous third parties as green and renewable energy (Rogers, 2012). In
terms of the sin of vagueness, Qrsted is very clear about how it produces energy and are
not trying to use green sounding descriptions for any of its production ways. As it is very
transparent about the fact that it still uses coal in some of its energy production, which it
could have chosen to call natural energy, since coal is a naturally occurring substance.
When it comes to the sin of worshipping false labels, with ratings being labels in this
context, Qrsted does not use any ratings that are not fully backed by well-respected third
parties (Drsted, n.d.-m), and which it does not qualify for. Except for one, because Jrsted

does actually use a false label about themselves when it released the press release;

55



“@rsted is the world's most sustainable energy company” on January the 22th 2019
(QDrsted, 2019a). The reason for this being a false label is the fact that Orsted is the world’s
second most sustainable energy company, not the first, as the Finnish energy company
Neste Corporation ranks higher (Corporate Knights, 2019). This could be Qrsted’s attempt
to greenwash itself into sounding more sustainable. Yet, it could also be an honest
mistake, as the list, if looked at by categories, shows Jrsted’s as the most sustainable
wholesale power company, whereas Neste is categorized as petroleum refineries, and
could therefore have been overlooked by @rsted. It also should be noted that Neste
categorizes itself as an energy company and rightfully claim the title as being the most
sustainable one. Nonetheless, Jrsted is still the most sustainable energy company in
Denmark and number two among energy companies, as well as an impressive number
four overall (Corporate Knights, 2019). The fifth sin, which is the sin of irrelevance, is not
something that Jrsted is committing as it is very straight forward with what it wants to
accomplish and how it is going to accomplish it (drsted, n.d.-n). An example of how Jrsted
could use irrelevant claims to improve its reputation, could be @rsted claiming that it does
not use children to operate its facilities. This would be irrelevant as child labor is illegal in
Denmark and therefore no companies are using child labor. The sin of lesser of two evils,
is also not relevant in terms of Qrsted, as it is not trying to make anything sound better
than it is. An example of that could be if @rsted promoted the coal it uses as ‘organic coal’
in order to justify the use of coal. This would not be a false claim, since coal is in fact an
organic material, yet still bad for the environment. The last of the seven sins are the sin of
fibbing, which @rsted manages to avoid by not stating any outright false claims. It does still
have some energy production facilities which run on coal, but Qrsted is very upfront with
this and is furthermore in the process of outfacing this form of energy production, which it
believes to be done with by 2023 (Qrsted, n.d.-n). So, not until 2023 will it be possible to
see if Drsted did in fact phased out coal from its energy production or if it in fact committed

the sin of fibbing.

As mentioned in the theory section, the seven sins are further supported by the ten signs
of greenwashing put out by BSR in its report “Understanding and Preventing Greenwash:
A Business Guide” (Horiuchi et al., 2009). Some of the ten signs are interconnected with

the seven sins and are therefore already touched upon earlier. However, there are four

56



signs that are not fully covered in the analysis of Jrsted in relation to the seven sins, those
signs are:

- Fluffy language

- Green product vs. dirty company

- Suggestive pictures:

- Bestinclass

- Jargon
Jrsted actually has the sign of using fluffy language, as it does use the word climate-
friendly about its biomass production (drsted, n.d.-a) . This could be a sign of
greenwashing as it is not clear what the word climate-friendly mean. Yet, @rsted manage
to overcome this sign, by having a short video of it uses wood from sustainable forests,
which explains why it is climate-friendly, as well as linking to an analysis of the climate
benefits of using more wood in the construction and energy production sectors, while
further explaining in detail what makes its biomass climate-friendly (Qdrsted, n.d.-a).
Jrsted does not the fit the sign of producing a green product while being a dirty company,
as it is difficult to produce green energy in a dirty way. Nonetheless, as it is right now
Drsted does still produce some energy based on coal (Jrsted, n.d.-q), putting Drsted in a
sort of grey area. This is also due to its vision, as mentioned before, is to create a world
that runs entirely on green energy (drsted, n.d.-n), yet it still produces energy made from
coal, but its mission is to phase out coal by 2023, meaning that Orsted is aware of this
issue and working to resolve it. This leads to the next sign, which is suggestive pictures,
here Qrsted also finds itself in a sort of grey area, as on its website it uses a lot of pictures
of wind turbines (drsted, n.d.-h), which is associated with green energy even though it still
uses coal. This could in fact be seen as a sign of greenwashing, as its production is not
fueled exclusively by sustainable resources yet. The third sign is best in class, where it is
promoted that the company is greener than the rest of the industry. This would be difficult
for Drsted to do, as it has to be very sustainable, in order to be better than e.g. Vestas
Wind Systems A/S. As Vestas Wind Systems A/S are ranked number 34 on the list of most
sustainable companies in the world (Corporate Knights, 2019). So, if @rsted choose to
promote itself as being better than Vestas Wind Systems A/S, this would in fact say a lot
as Vestas Wind Systems A/S is also a very sustainable company. Finally, the sign of

jargon is not something that Orsted has, as it is very good at using words and information
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that everybody can understand. Additionally, @rsted make sure to explain difference

acronyms, so that the Danish people can understand the information provided to them.

All'in all, Grsted is not in the danger zone of being accused of greenwashing, as it cannot
be accused of committing the aforementioned sins and signs, except for a few potential
vulnerabilities. There are very few sins and signs that could suggest that Qrsted
greenwashes to a small degree. However, with its acknowledgement and transparency of
it being in transition from fossil fueled energy to green sustainable energy, shows that it is
not trying to sound greener than it is, but more that it has some ambitious goals of
contributing to a greener world. To illustrate this, the types of greenwash matrix (Horiuchi
et al., 2009) can be used. Here Qrsted would be placed in the Effective Environmental
Communications, as it is in a transition to only produce energy that is made in a green and
sustainable manner, which its communications seem to support. Similarly, it would be one
of the Vocal Green Firms, according to Delmas and Burbano’s 2011 matrix, which is
especially interesting comparing it to DONG Energy’s initial positioning as a Silent Brown
Firm (Delmas & Burbano, 2011).

Corporate Social Responsibillity
As mentioned in the theory, @rsted will be looked at from Porter & Kramer’s Strategic and

Responsive CSR point of view (Porter & Kramer, 2006). Orsted does possess all of the
four reasons, described by Porter and Kramer (2006), to partake in CSR. The first one
being the moral obligation, Jrsted does possess a high moral obligation, as the energy
sector is one of the biggest sinners when it comes to emitting CO? (Valeur, Tuborgh, &
Aagaard, 2019), which is known to have an immense impact on the environment (Lunt et
al., 2010). Since Jrsted is a part of the energy sector, it is attributed a moral obligation to
try and reduce its CO? emissions as much as possible, as that would be the right thing to
do, as good corporate citizen. As learned in the PEST analysis, 82 percent of the Danish
people that believe that Denmark must expand its green energy production (Dansk Energi,
2019), further supporting the claim that Jrsted in fact does have a moral obligation to its
surrounding environment. This leads to the next reason for why @rsted should partake in
CSR, namely sustainability. As “Sustainability is about meeting the needs of the present

without compromising future generations ability to meet theirs.” (Porter & Kramer, 2006).
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This description correlates very well with what @rsted should be doing as an energy
company. It needs to provide the Danish people with energy, but in a way, which
negatively impacts the environment as little as possible, so that they future generations
also can have their needs meet. The third reason is, as mentioned above, license to
operate, which Orsted also possesses. As learned in the PEST analysis, QOrsted is a
government-owned company making the government an important stakeholder. Orsted is
giving the legitimacy to operate, as the government has a goal of Denmark becoming more
sustainable, which correlates well with Qrsted vision (Qrsted, n.d.-n). Giving Jrsted the
support of one of its most important stakeholders. @rsted is furthermore supported by
another important stakeholder, namely the Danish people which, as shown in the PEST
analysis, are very focused on the climate and environment. This intensified focus on the
climate and environment, gives QOrsted the last reason to partake in CSR, which is
reputation, as it will provide it the opportunity to improve the company’s image and
strengthening its overall brand.

Porter and Kramer also identify three types of impacts that a company can have in order
utilize responsive and strategic CSR, namely the; generic social impacts, value chain
social impacts, and social dimensions of competitive context (Porter & Kramer, 2006).
Jrsted is investing in different types of generic social impacts, the biggest one being
providing green energy to the Danish people (drsted, 2018a). These continuous
investments in the production of green energy, helps fight the climate changes (Jrsted,
2018a). The investments also lead to job creation, which then boosts the economic growth
in Denmark (Qrsted, 2018a). This gives a good example of how Jrsted uses the type of
responsive CSR to act as a good corporate citizen that has a positive involvement in the
Danish community. And according to Porter and Kramer, "The best corporate citizenship
initiatives involve far more than writing a check: They specify clear, measurable goals and
track results over time.” (Porter & Kramer, 2006). This Phrase correlates perfectly with the
goal put out by Qrsted in their vision of “fully phase out coal by 2023.” (Jrsted, n.d.-n), a
specific and measurable goal that also will benefit the Danish society. In regard to value
chain social impacts, a corporation should mitigate the harm arising from a its value chain
activities (Porter & Kramer, 2006), which @rsted also has a focus on. An example of this
would be that Orsted is phasing out energy production made from coal and focusing on

green energy instead (drsted, n.d.-n). As energy is its biggest value creating activity and
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with black energy being harmful to the environment, this means that Qrsted is mitigating a
big amount of the harm from its value chain activities. This would also be categorized as
responsive CSR. However, it can also be categorized as strategic CSR, as it also turns
this value chain activity into an activity that benefits society, while reinforcing @rsted’s
strategy to become a company that only produces green and renewable energy. The last
impact a company can do, which is strategic CSR, is in the social dimensions of
competitive context strategic philanthropy that leverages capabilities to improve salient
areas of competitive context is used. An example of this would be Qrsted’s partnership
with the Experimentarium, a science center for all of Denmark (Experimentarium, n.d.),
where they have created an energy exhibition (Jrsted, n.d.-o0). Qrsted and
Experimentarium wants to promote interest and understanding of the production and
consumption of energy in children and adults (drsted, n.d.-0). This can be seen as an
attempt to leverage capabilities to improve salient areas of competitive context, as it tries
to motivate people to take an interest in energy and how it is produced or used. This
initiative could lead to more people being aware of their own energy consumption, and
maybe even choosing an education within the area of energy and potentially create
innovations that would benefit both society and @rsted’s own competitiveness. With
strategic CSR like this, Drsted can unlock “shared values by investing in social aspects of

context that strengthen company competitiveness.” (Porter & Kramer, 2006).

Generic Social Value Chain Social Dimensions
Impacts Social Impacts of Competitive
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As learned above, we can conclude that Orsted has dedicated itself to perform CSR in a

way that utilizes its own competencies, and through that create mutual benefits for both
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itself and the Danish society. Instead of the traditional CSR approach where the focus lies
on how much you give, rather than how much positive change you create, as well as doing
CSR exclusively for PR purposes instead of using it as the strategic opportunity that it can
be.

Brand elements

Name
The name Qrsted was suggested by a DONG Energy employee and selected between

3000 proposals (Hgjsgaard, 2017). The name is a direct reference to Hans Christian (H.
C.) Qrsted, which the company Jrsted has also made abundantly clear (Jrsted, n.d.-g),
showing that the company is trying to market itself on the connotations and associations
there is with H. C. Orsted. These include innovativeness, energy, Denmark, etc. In terms
of a connotation such as innovativeness, it is seen as an inherently good attribute,
especially in a field as tech heavy as energy production. Therefore, it makes a lot of sense
for Drsted to play up this connotation, so people will link it to the company Qrsted, as
many already links it to the historical person H. C. Orsted (hcoersted.dk, n.d.). In terms of
the name QJrsted and the connotation to energy, the word is not as positively loaded as for
instance innovativeness, but instead it provides the choice of name some legitimacy, in so
far that it proves it is a relevant name for the company to choose, and not just some
unrelated historical person like Sgren Kierkegaard solely for branding purposes. The
reason why H. C. Orsted specifically was a relevant choice, was his discovery of
electromagnetism (Jrsted, n.d.-g), which is essential for producing present day wind
energy (drsted, n.d.-g). Orsted representatives such as Senior Director Filip Engel also
emphasizes that it is specifically the person H. C. Qrsted they are named after and want to
be associated with, not just the sound of the name (bro, n.d.-a). He explains how H. C.
Jrsted is a good spokesperson for the company, since he was associated with traits such
as “dedication, curiosity and interest in nature.” (bro, 2018). Making H. C. Qrsted the
company’s spokesperson also exemplifies the corporate personality and the corporate
values, in line with Dowling’s idea (1996): “The new name should reflect either corporate
personality of the company or the raison d'etre” (Dowling, 1996).

This brings us to the next connotation of Denmark and Danishness, which is perhaps the
most ambiguous connotation, in the sense that it can mean many different things, positive

or negative, depending on who you ask. In spite of this @rsted has chosen to emphasize
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this connotation as well. This is among other things seen through the use of the letter “@”,
by leaving it in rather than substituting with a more internationally suitable equivalent, such
as simply just “O”, is a very conscious decisions, which adds to the Danish connotation.
Tying the brand so closely to a nationality can be risky, when you consider how immensely
different the connotations could be. Specifically regarding Danishness it could range from
very negative in the Middle East (Anholt, 2008), to very positive in the Baltics (Volkov,
2015). The reason for @rsted choosing to emphasize the Danishness, is likely due to
Denmark and Scandinavia as a whole is generally seen as a strong brand, particularly
when it comes to sustainability (Burton, 2018). Specifically, Denmark and wind energy are
closely linked, due to Vestas and the many wind farms in Denmark (State of Green, 2019)
. But the Danish connotation is not just to signal outwards internationally, it also serves to
legitimize @rsted domestically, by reminding people that it is still a Danish company, with
majority of its shares owned by the Danish government. The reason this is important for
Jrsted to emphasize, is the controversy around the sale to Goldman Sachs back in 2014
(Albzek, 2014), and to a lesser degree when DONG Energy went public in 2016
(Allingstrup, 2016), both contributing to potential confusion regarding who actually own the
company. It is also potentially a way for Qrsted to prepare for the future, as it seeks to go
in a more international direction in terms of expanding (drsted, n.d.-e), and therefore want
to strengthen its ties to Denmark in order to reassure its Danish core. The use of “@” in
Jrsted also doubles as a power button, which will be analyzed in detail in the “Logo”
section below. It is however not all Danes who have been keen on the name, especially a
very select group with the @rsted surname has been displeased, to the point that they
made a lawsuit against Drsted for their use of the name, which is currently ongoing
(Ritzau, 2019a). This is definitely a point of critique of QDrsted’s selection of its new name,
given that it openly admitted to not having contacted descendants of Orsted to ask for
permission (Hgjsgaard, 2017), but instead rather only researched whether other
companies used the name. Here they likely only found small companies, mostly relating to
the town named Jrsted, and seemingly did not deem this important (deguleside.dk, n.d.).
DONG Energy already used the name Qrsted prior to the name change, on the H. C.
Jrsted Power Station (H H.C. Orsted Power Station, n.d.). In regard to the legality of it, the
administrative practice has been to only protect surnames used by thirty people or less

(Ritzau Finans, 2018), however, the Danish Names Act, “Navneloven”, says that a
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surname is protected if used by less than 2000 people (Ritzau Finans, 2018). Currently the
Jrsted name is used as a surname by approximately 400 people (Ritzau Finans, 2018), 7
of which are part of the ongoing class action lawsuit (Ritzau, 2019a).

In terms of the branding considerations of the name, @rsted has consciously steered away
from the name traps mentioned in the theory section. Jakob Bgss, the strategy and
communications director of the then DONG Energy, exemplified this in an interview as part
of the @rsted launch in October 2017: We could name ourselves after a Greek god. But a
lot have thought of that, therefore all the Greek gods are taken. Often you end up with a
combination of letters, which makes a very weird word. On top of that is the legal conflict
with others who have similar names. So, the name is both creative but also a legal
exercise. (translated from Danish) (Hgjsgaard, 2017). In this quote the Greek gods are
used as an example, and Stuart & Muzellec (2004) comment on something similar when
they say “the use of Latin and Greek words to add to the mystique”, but conclude that it
“has led to the creation of somewhat disconnected corporate names that represent values
common to any corporation” (Stuart & Muzellec, 2004). Ironically, Jakob Bgss also
mentions the legal concerns when choosing a new name, showing that they have been

aware of it, but despite of this still ended up facing legal trouble with the name they chose.

When comparing the new name Qrsted to the old one “DONG Energy”, there are a few
very evident points. The first one has been stressed many times by @rsted employees,
when discussing the name change, and it is how the name DONG Energy no longer
matched the company’s identity, since it stands for “Dansk Olie og Naturgas” (Danish Oil
and Natural gas) (Kristensen, 2017). It was no longer the case since DONG Energy sold of
its remaining oil fields in 2017 (Jrsted, 2017b), and INEOS acquired all of Dong E&P A/S,
which was the part of DONG Energy concerning oil and gas (drsted, 2017b). According to
CEO Henrik Poulsen it was in 2016 they decided on selling it (Friis, 2017), which would
indicate that the idea of rebranding had been in the works before DONG decided to divest
its oil and gas business, as opposed to how Qrsted tries to make it sound by linking the
name change to the divestment of its oil and gas business (Larsen, 2017a). However, as
of the name change in the fall of 2017, multiple articles and interviews have cited the
rebranding process to have been at least two years (Larsen, 2017a). The second point

relating to the name DONG Energy is the international expansion of the company, which
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was likely not a big concern when choosing the name DONG Energy back in 2006, and
due to the word "dong" is slang for and therefore connoted with penis, it has its drawbacks.
Whereas the name Qrsted was chosen with international expansion in mind for the
planned future of Orsted (Drsted, n.d.-e). Furthermore, the Jrsted name and the
considerations about the letter “@” are, as aforementioned, have been considered in
relation to the international market (Hgjsgaard, 2017), and deemed a prudent choice. As
for the branding value of &, @rsted Senior Director Filip Engel compares it to the likes of
Citroén and Bjorn Borg, and used those as examples of non-English letters, which have
been used to great success and minimal confusion and sees the “@” as a strength rather

than a weakness (bro, 2018).

Lastly, as mentioned initially, it is clear that DONG Energy involved its employees in the
name change, most notably by allowing them to make suggestions, and ultimately
deciding on one of their suggestions as the new name (Hgjsgaard, 2017). According to
theory, employees should ideally be involved in the process, but there are pros and cons
of involving them in the actual naming process. Dowling (1996) argues that “many of the
losers might feel disappointed” (Dowling, 1996), but there is general consensus on the
importance of involving employees, Stuart and Muzellec (2004) states that “consultation
with employees is imperative as, in some cases, the employees are the last to hear about
the corporate rebranding. It is also important to consider employees as key stakeholders in
a name change as their identification with the new name will be critical.” (Stuart &
Muzellec, 2004). It would seem Jrsted has involved its employees in the process and plan
on continuing to do so in the future, based on statements by CEO Henrik Poulsen and
others: “We will build an iconic company together, which should be known all over the
world” (Wittrup, 2017).

Based on our survey we found that Danish people mostly connoted wind, energy,
electricity and H. C. Orsted with the name Qrsted (appendix 1), which is in line with
Jrsted’s expectations, although it was only around 14 to 20 percent of respondents
mentioning these connotations (appendix 1). However, around 17 percent person replied
DONG, and connotations such as Goldman Sachs and dishonesty were also made

(appendix 1), which are things Qrsted tries to distance itself from. This means that Qrsted
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as a brand is not yet free of its past as DONG, which is generally regarded as a negative

past, be it in relation to Goldman Sachs or fossil fuels.

In conclusion, the name @rsted seems aptly chosen, given the values and connotation the
company Qrsted wants to communicate. The only immediate downside is the lawsuit,
which has the potential to completely unravel @rsted’s new identity, or at least its brand
elements, as they are all fairly interconnected, which the following analysis of the slogan

and visual identity will show.

Slogan
It is difficult to identify whether @rsted has a clear slogan or not. When the company

launched its new name in the fall of 2017 (Eriksen, 2017), it did it with a campaign called
“Love your home” (Larsen, 2017c). Therefore, the phrase was heavily featured
accompanying Qrsted’s website, videos, ads and other promotional material. Still today
you will find the phrase accompany the @rsted name when you google Jrsted, the link
shows up as “@rsted - Love your home” (Google, n.d.). Other sources also identify it as the
tagline, and even raises the question whether there might be issues with the slogan
(Heron, 2017), which we will answer later. It would seem that the intention was to coin this
as its slogan, especially when Jrsted refers to it as its tagline on its communication
toolbox page (drsted, n.d.-d). Nevertheless, it seems to have been somewhat out phased
from public communications after the initial launch, and instead it has been replaced by
“Let’s create a world that runs entirely on green energy” (drsted, n.d.-j), and variations to
that phrase, which is Qrsted’s vision statement, and therefore unclear if this then is also
meant to serve as a slogan. Having a slogan is optional, and it is not unthinkable that
Drsted was first testing the potential of “Love your home” as a slogan but steered away
from it due to negative reception (appendix 1). Ideally, a slogan on its own should be able
to invoke some degree of connotation to the company (Keller, 2013), which “Love your
home” has proven not do to, as it does not intuitively relate to an energy company
according to our survey (appendix 1). Neither does it intuitively connote to taking care of
the planet, which seems to be the message and purpose of the film which accompanied
the rebranding, which will be analyzed in detail further on. It is only in relation to the film
that the intended connotation of the phrase properly resonates, which puts the onus of

conveying the message on the film (Qrsted, 2017c). This is perhaps why it is still featured
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as the first thing on @rsted’s website today (Drsted, n.d.-h). Nevertheless, the phrase has
been phased out of @rsted’s communication, and instead it is variations of the
aforementioned “Let’s create a world that runs entirely on green energy” that is most
commonly used, which definitely connotes “green energy company”, and therefore is a
much better fit. It is yet to be seen whether Jrsted’s vision will be adopted as its actual
slogan, since it is only used from time to time and there has been no explicit
communication on the matter. However, there are no strict guidelines for how often a
slogan should be used and in what context. If @rsted was to choose its vision as its
slogan, it would be a slogan that stays on message, communicates its values and calls to
action, which are all desirable qualities in a slogan (Stuart & Muzellec, 2004), although it
might be slightly long and therefore not as catchy.

Jrsted might understandably be hesitant to commit to a slogan before knowing the
reception of it, especially when comparing to the old DONG Energy slogan “Energi il
mere” (Energy for more) (hdcluster, 2007), which was short, catchy and clear. When
hearing that slogan there is little to no doubt that it is a slogan for an energy company, the
little doubt could be whether it was for an energy drink instead, and the fact that it is
Danish will naturally lead people to think about the only major Danish energy company
(Clark, 2017). Coming up with a suitable slogan for DONG Energy was probably also
easier, since the company identity was much clearer and narrower, it was a Danish energy
company that produced and delivered energy, simple as that. Whereas Jrsted aims to be
much more than that (Jrsted, 2018b). It wants to be exclusively green, innovative,
sustainable, international and yet still Danish, as well as wanting to be part of saving the
world from global warming (drsted, n.d.-n). That is a lot of messages to communicate
through a single slogan, but “Let’s create a world that runs entirely on green energy”
comes close. You have the name Qrsted to communicate the Danishness, the slogan in
English to be international, and the green and sustainable aspects within the slogan’s
message.

An important aspect of the slogan is that it ideally should reflect the company’s positioning
strategy, something both Keller (2013) and Stuart & Muzellec (2004) argues. Jrsted has
communicated that its strategic positioning has changed from a national leader in fossil
fuels to an international leader in green energy (Hejlesen, Barve, & Lawaetz, n.d.). Itis

with this in mind that it becomes apparent that @rsted could not just have kept its old
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slogan, as it would not have reflected its new strategic positioning as a leader in green
energy. If the old slogan would have reflected the current strategic positioning, Keller
(2013) advices to keep the old slogan: “Keeping the present slogan if it does reflect the
positioning is better than risking adopting a new slogan that may be perceived by
stakeholders as an indication that the organization does not understand its identity.”
(Keller, 2013).

The survey (appendix 1) we conducted further proves our analysis of the @rsted slogan,
given that the most frequent connotations were related to furniture or interior design and
home, at around 14 percent each, and 17 percent answered it did not connote anything or
it was misleading. In total only 31 percent connoted the slogan “Love your home” with
something positively relating to @rsted, whereas the remaining 69 percent did not. This
should especially be seen in relation to how Jrsted’s vision was received, which 65,5
percent thought positively of, and only 7 percent reacted explicitly negatively to it. This
would imply that Drsted should continue down the path of phasing out its initial slogan and
consider adopting a new one, perhaps its vision statement “Creating a world that runs
entirely on green energy”, which has been featured more and more prominently and

appears to be well received, at least as a vision statement.

Visual identity

Orsted Orsted

Love your home Love your home

(Drsted, n.d.-d)

As part of the rebranding to Jrsted, an entirely new visual identity has been created,

including a new logo, color, font and general aesthetics. Specifically, the color has been a
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long process. According to Bo Linnemann, co-founder and Executive Design Director of
Kontrapunkt that rebranded DONG Energy, the process of finding the correct shade of
blue took two years (Christiansen, 2018). The decision that it had to be some shade of
blue was made early, and was justified with wanting a color representing nature, but
thinking green was too cliché (Christiansen, 2018). Furthermore, blue is considered a good
business color (Widrich, 2013), given its neutrality, meaning it does not strongly represent
a religion, political agenda or anything else controversial. Bo Linnemann refers to “The
battle of the blue”, and states that 80 to 90 percent of big international companies choose
blue to represent them (Christiansen, 2018). Below is a visualization of the top 100 web

brands and their color schemes, which shows an overrepresentation of shades of blue.
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Jrsted and Kontrapunkt also made use of a positioning map, in order to map out other
blue companies, particularly in a Danish context, in order to see what they were up
against, and choose accordingly (Christiansen, 2018). Choosing accordingly means
finding a vacant shade, but which still represents what the company wants to signal. When

it comes to colors and their connotations it can differ from person to person and is seen as
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a social construct to some extent (Clarke & Costall, 2008). Nevertheless, some color
connotations fit better with some narratives than others (Watson, 2015). In Qrsted’s case
blue is associated with the sea and sky, and light shades of i.e. blue connotes optimism,
which is also something @rsted wants to communicate, especially in relation to the earlier
analyzed vision “Let’s create a world that runs entirely on green energy.”, which is an
optimistic vision for the future.

Besides the mental connotations of the color, there is also the aesthetic consideration
when choosing it. Bo Linnemann stressed that an important consideration is that it looks
and acts the same in different media and on different surfaces (Christiansen, 2018).
Furthermore, an important usage is on the wind turbines itself, and the color and general
aesthetic should match this usage. Regarding the color, it is, as previously mentioned,
closely linked to the sea and sky, which will typically be the background of the offshore
wind turbines. The other dominant color for Orsted is white, as it typically serves as the
background, or inverted with white logo and blue background, as seen above. White
connotes words like clean and pure (Sherman & Clore, 2009), and in the physical space
the blue Qrsted logo will be featured on white wind turbines, with other white wind turbines
in the background, as well as white clouds above. All of this combined, makes for a very
suitable color palette for Orsted.

An often overlooked or neglected visual element Qrsted has chosen to build a narrative
around, is the font, which @rsted and Kontrapunkt tie to Danish functionalism
(Christiansen, 2018). When Kontrapunkt describes the chosen typeface for Orsted on its
website it says: “The bespoke typeface is inspired by early 20th century Nordic modernist
typefaces. It is geometric and easy to read with details and shapes inspired by wind.”
(Kontrapunkt, n.d.). An example of the typeface is seen to the right, and attention should
be paid to the sloped curves of the “k” and “y”, as examples on the aforementioned
“shapes inspired by wind” comment. The aesthetic ties to Danish functionalism are, as
mentioned before, highlighted by both Jrsted and Kontrapunkt when describing Qrsted’s
visual identity, alongside various more or less related buzzwords such as; humanism,
optimism, inventive, etc. (drsted, n.d.-b). But just as with its name, Qrsted makes sure to
link its visual identity to Denmark and Danish design, perhaps with some merit, but the
important thing is that lay people would not make these connotations themselves, you

would have to be an expert in the field to see the link, and even then it could be difficult to
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make the connotation. With this in mind, it becomes much clearer that this is part of the
“Danish narrative” Qrsted is trying to push with is new
identity, both relating to the name analyzed above,
and the visual identity. Another element of the
“Danish narrative” is the shade of blue @rsted chose,

which is described as being close to “Evighedsbla”

(Eternally-blue) (P. Andersen, n.d.), a shade of blue (Kontrapunkt, n.d.)
associated with Danish painter Vilhelm Lundstrem (P.

Andersen, n.d.). Bo Linnemann from Kontrapunkt adds that the name “Eternally-blue” also
fits well with the brand given the connotations between eternal and renewable energy
(Larsen, 2017a). Again, the same argument can be made that a lay person would not be
able to make the connotation on his own, nor confirm or deny it after it has been presented
to him, given Qrsted and Kontrapunkt full control over the narrative. The reason why the
“Danish narrative” is beneficial for @rsted was highlighted when analyzing the name and
lies both in the past relating to the bad press DONG Energy received when dealing with
Goldman Sachs, and potentially in the future with @rsted’s continued, planned expansion
internationally. Besides that, there is a smaller point relating to brand equity, as Danish
companies perceived as very Danish, such as Maersk and LEGO, typically score very
highly in brand equity assessments.

When it comes to the actual logo of @rsted, it uses its name as the logo, as illustrated
initially, which also perfectly aligns with theory: “the graphic design that the company uses,
with or without its name, to identify itself or its products” (Bennett, 1995). Bo Linnemann
says: "We haven’t developed a central logo which is the sum of
the brand, but a simple logotype written in the font of the brand.”
(Larsen, 2017a). As an added visual feature, the “@” in Orsted
has been styled to look like a power button, as seen to the right.
However, this alone is unlikely to evoke enough meaning on its

own, for it to be recognized by a large segment, and therefore

Jrsted almost exclusively uses its full name. This is probably
wise considering that “Logos should be recognizable, familiar, (Glassdoor.co.uk, n.d.)
elicit a consensually held meaning in the target market, and evoke positive effect.”

(Henderson & Cote, 1998). It is however not out of the question that the logo in time will
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evoke enough familiarity to be recognized, or
that the “@” will be tweaked in a way that it : s T N
can serve as a logo on its own in the future. [ @ j '
The connotation of the “power &” is quite ' S N DE R B R O

. S G o - - 3
clear, as the power symbol naturally will

connote energy for most people, which is

obviously a connotation Jrsted is interested

~ APOTEK . =
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in as an energy company. Furthermore, as
stated before, the “@” also serves as Danish branding and into Qrsted’s “L (Kontrapunkt, n.d.)
as well function as a potential icebreaker according to themselves (bro, n.d.-a). One slight
issue there might be is the uncanny likeness to the “@” in Sgnderbro Apotek in

Copenhagen, as seen to the right. However, given that Sgnderbro Apotek’s visual identity
was also made by Kontrapunkt, and the image to the right is featured by both Kontrapunkt
and Jrsted when showcasing Qrsted’s visual identity (Jrsted, n.d.-b), it is likely to assume

that it has been cleared with Sgnderbro Apotek.

When comparing to DONG Energy’s old visual identity, the

logo in particular, the change from fossil fuels to renewable

energy is very evident. There are some strongly linked D 0 N G

connotations with the color red and energy, combustion, fire, Energl__l

etc., which all relate to fossil fuels. Therefore, you also (M. B. B. Pedersen, 2009)

typically see the red color used by other oil companies, such as Shell and Exxon
(Pulsinelli, 2012). The secondary color, black, connotes coal and oil, especially when
spelling out “energy”. It is not just the connotations associated with the colors that are
diametrically opposed to @rsted, but also the colors themselves. The respective primary
colors of dark red and light blue are polar opposites, and the same goes for the secondary
colors of black and white respectively. With this is in mind, as well as the name being the
logo for both companies, it was an absolute necessity for Jrsted to come up with a new
visual identity.

In conclusion, Drsted’s new visual identity reflects the essence of what @rsted wants to

communicate on an intuitive level, meaning that people will make the connotations on their

71



own, but @rsted and Kontrapunkt are also pushing less apparent connotations through the
narrative they create, which is a narrative they need to maintain in order for these

connotations to be formed automatically in the future.

Our survey (Appendix 1) showed that Qrsted largely succeeded with its visual design,
given that respondents exclusively replied that the @rsted logo connoted wind and the
power button. There is still more potential in the logo for Qrsted to explore, in order to
make the “@ power button” synonymous with green energy and Qrsted, however, this
takes time and effort. A similar conclusion can be made from the responses to what
Jrsted’s color made our respondents think of, although not as homogeneous responses
as the question relating to the logo. The color connoted the sky wind, but interestingly
even more so water and sea at 40 percent (appendix 1). Furthermore, the many
considerations relating to the shade of blue seem to have been justified, given that Danish
company Maersk was mentioned 7 percent of the time, and companies like Twitter,
Linkedin and Microsoft were also mentioned (appendix 1). Lastly, the color was seen as

“corporate” by some, as well as calming by others, just as theory argues (appendix 1).

Ad analysis

Launch and reception
In the following we will make a thorough analysis of drsted’s short film, which served as a

launching advertisement film for Grsted in October 2017, when its new identity was
launched. The film will be analyzed through theories on rhetoric, semiotics and film
science, and be compared on the surface level to a DONG advertisement from 2005. The
relevancy of this analysis lies in the fact that Qrsted invested a lot of time and money into
making a high-quality film to feature as part of their launch strategy, which is not strictly
necessary nor commonplace when rebranding. Therefore, it is relevant to analyze the film
to assess why @rsted chose to make it, the reception of it, and how this reception
corresponded with Jrsted’s expectations.

The Orsted marketing campaign “love your home” was launched October 2. 2017 and
featured many different elements. One of the most noteworthy elements was the film
“‘DONG Energy is becoming @rsted — Love your home” which launched both on TV,
YouTube and even in cinemas (Ingemann, 2018). On YouTube it was uploaded from

Drsted’s official YouTube channel (Jrsted, 2017c¢) and accompanied by a quote by CEO
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Henrik Poulsen “Green energy is now cheaper than black energy. This is a real turning
point, because green energy has become the economic choice. This gives the world a
unique opportunity to take real action against climate change and create a world that runs
entirely on green energy.” (drsted, 2017c), this all makes the sender very clear, especially
with both the old name, DONG Energy, and the new name, Qrsted, being mentioned in the
title. As for the video itself the sender is only made explicit in the last third of the three-
minute film, where first DONG Energy and then @rsted is named. This is relevant for the
advertising communication model, since this creates a heavy emphasis on the message,
while minimizing the noise potentially evoked by the sender. It is done to ideally make the
receiver buy the message, before being influenced by who the sender is. This also ties
into the AIDA model (Bechsgaard, n.d.-a), where the audience’s Attention and Interest
should already be caught by the time the sender is revealed, and hopefully even Desire as
well, meaning the audience would want whatever the film is promoting, be it company,
product or message, before it is even revealed. Next in the advertising communication
model is the receiver, where the target audience is addressed. For this film it could appear
that an international audience was the primary segment, however, we will argue that it is at
best the secondary target segment, whereas the primary one is Danes and others already
familiar with the DONG Energy brand. The reason is the media channels chosen, which
was Danish cinema and TV, although the TV version was a heavily shortened one (Qrsted,
2017a), and YouTube. To further prove the point of Danes being the primary receiver, we
see that the original video was almost three minutes, featuring the sentence "DONG,
originally short for Danish oil and gas, no longer reflects who we are, so we are even
changing our name to @rsted, inspired by the Danish scientist who laid the foundation for
how today's society is powered.” (Jrsted, 2017c), this part of the film has been completely
removed in a subsequent reupload on YouTube, which unlikely the original one would not
be featured in Danish cinemas, but stay up on YouTube for good, while the original one
was hidden (Qrsted, 2017d). These factors would indicate that the original target audience
was people with prior knowledge of the company DONG, and the message was partly to
announce the name and identity change, which would also be further backed by the timing
of the original film, which came out as part of the rebranding effort. In rebranding there is
usually a phase in and phase out period (Kaikati, 2003), where both the old and new

names are featured, in order to transfer brand equity from one to the other. When this
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phase is over, the brand should strictly use its new name and associated brand elements,
which is what Qrsted did with its edited reupload of the film, removing all traces of DONG
from the film and the title (drsted, 2017d). In addition to that, the comment section was
disabled, presumably in order to prevent people from leaving DONG related comments,
which were heavily featured on the original upload’s comment section(Qrsted, 2017c¢),
mostly making fun of the fact that DONG is slang for penis. @rsted even went so far as to
hide the original film on YouTube, which now can only be found through third party sites
linking to the original film, such as articles describing the original film (Ingemann, 2018).

In terms of reception it can be difficult to assess how well it was received. On the one hand
the “like to dislike ratio” of the originally uploaded film on YouTube is 2/1 (Qrsted, 2017c¢),
which is not particularly impressive, especially coupled with a decent amount of ridiculing
comments. On the other hand, it was one of the finalists for best Danish cinema ad of
2017 (Ingemann, 2018), and with its stunning visuals and other effects, which will be
analyzed further down, it is not unlikely that it was well received on the big screen. This
could again be due to the national versus international aspect, where Danes would not be
affected by the noise associated with the duality of the word DONG to the same extent,
however they might experience noise in relation to their perception of the company DONG,
which is a well-known brand with a muddied past, as argued in our PEST analysis. This is
an example of how different backgrounds can lead to different connotations when seeing
the sign “DONG”. However, it is difficult to receive feedback from those seeing the ad on
the big screen, as it would often be before a movie, making it impractical to survey
opinions with the film fresh in mind, especially compared to a platform like YouTube, which
has a strong feedback mechanism built in. Furthermore, even if there was data available
on the cinemagoers’ reaction, we do not have access to it. Whether the feedback played a
role in the “DONG-free” reupload, which the disabled comments could indicate, or if it was
only a question of the phasing in period being over, is debatable. Nevertheless, it
happened, and the reupload has garnered close to 19 million views as of May 2019
(QDrsted, 2017d), making up more than half of the DONG/Qrsted YouTube channel's views,
which should be considered quite a feat given that the channel has been active since 2012
and has dozens of videos, totaling 33 million views as of May 2019 (Drsted, n.d.-i).

However, interestingly enough there has been suspiciously few likes and dislikes on the
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reupload, especially given its view counter, however, we do not have a hypothesis to

explain why this is the case.

Shot-to-shot
Next, in order to identify the filmic elements in the film, we will make a shot-to-shot

analysis of the opening scenes of the film, which supplemented with more general points
and examples will be the basis for an assessment of the film, and a comparison to an
earlier DONG tv advertisement.

0:00 (Qrsted, 2017c): The film starts with a shot of a young girl drawing with chalk outside
a house, with birds singing in the background. The camera zooms in and gentle music
starts playing. The setting is realistic and full of plants, giving it a homely and safe feeling,
which the music also adds to. The visual element of plants and audio of birds also works
as a set up for the heavy emphasis on nature throughout the film. The connotations of
using a young girl as a sign can be vulnerability, which emphasizes the safety and
homeliness of the shot coupled with her carefree behavior, but she also serves as a
symbol of the future and a new generation, which ties into a key part of the films message
which is to preserve the planet for future generations. Lastly, the color blue is featured
when it is able in this shot, with both the girl wearing a shade of blue and a lot of blue
chalk on the tiles. Blue already denotes nature through the sky and sea, and the use of
blue here sets up to further this denotation, in order to establish a connotation with blue,
nature and Jrsted.

0:05 (Qrsted, 2017c): Then it cuts to a shot over the girl’s shoulder, showing that she drew
a house, and a speaker begins talking in a soft voice: “Home. It is not what we think it is.”.
The camera is still in constant motion, circling around the drawing, which gives a lively
feel. The speech is calling out our connotation between home and house. As soon as the
girl moves out of the shot, leaving only the house she drew to be focused on, the speaker
says “Home.” with a long enough pause to make us all connect the picture of the house to
the word home. Then the speaker reveals to us “It is not what you think it is.”, preparing to
expand our connotation of the word home. It is a soft spoken, female, British voice, giving
it a sense of comfort and credibility (Coupland & Bishop, 2007), adding to the film’s ethos.
0:08 (Drsted, 2017c): Next shot is a wooden house, to illustrate the speaker's words: “It is

not just made of wood...”. The wooden house looks very suburban, and a lot of people will

75



likely connote it to the word home. There is a garden with a lot of plants and birds flying
over the house, to keep the naturalistic imagery present.

0:10 (Qrsted, 2017c): A shot of a concrete building in a city setting, as the speaker
continues “...or concrete...”, serving as a different example of a home, very different to the
previous shot, aimed at those who connote this type of building with the word home. There
is nature in the background, as part of it being ever present throughout the film. It is
presumably shot at dusk, highlighting the use of electricity in the shot, where we see both
lights and transportation, by contrasting the lights to the darkening surroundings, making it
more noticeable.

0:11 (Qrsted, 2017c): Then a shot of a brick house, as the speaker says: “...or bricks.”,
completing the rule of three, which is typically used for the best pacing in a narrative (Rule-
of-three.co.uk, 2011). The shot communicates the same as the two previous shots, a
different connotation of a home, and maintaining the constant presence of nature
throughout the film.

0:13 (Drsted, 2017c): The next shot is of a tree in a village, and the camera pedestals up
to give a bird's eye overview of the village, with the speaker narrating “Because it is not
just a house. Let alone a village...”. Just like the other shots it features elements of nature
and signs connoted with home.

0:16 (Qrsted, 2017c¢): It cuts to a shot of a city, as the speaker says “...Or a city..”. The
camera movement from the last scene continues. Like in the shot of the “concrete home”,
it is shot at a dark time of day, making the electrical lights stand out against the
background. Despite it being a shot of a city, we still see trees and nature interwoven in
the city.

0:19 (Drsted, 2017c): Next shot is of a green, naturalistic landscape, the camera continues
to pedestals upwards with the speaker saying “...Or a country...”, explaining us the
otherwise unclear visual sign. The visuals and camera movements along with the speech,
all adds to the zooming out effect, making us see things in a larger picture, setting up for
the final shot of the film’s intro.

0:21-0:25 (Drsted, 2017c): The last shot of the intro shows the curvature of the earth, with
the sun rising in the horizon. The speaker says “...Our home is bigger.”, referring to Earth.
This follows a classic trope in film “show it, don’t tell it”, which makes the film communicate

its message in a more elegant way, compared to blatantly stating “Earth is our home.”. As
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the speaker delivers her line, the lively and sprawling music, which has been present until
now, fades out, emphasizing that this is the main point, which the intro has been building
up to. The important connotation to the word home is that we should take care of it, and if
the viewer does not already have this connotation, the film will try to create this
connotation throughout. Lastly, the rising sun denotes life and energy, which the film will

emphasize in the following shots of nature and life from around the globe.

Next, the remainder of the film (Qrsted, 2017c) will be analyzed in broad strokes, to show
the narrative of the film, and what connotations is invoked and used to further the
narrative. After the shot of the curvature of the earth, the film continues with the speech
describing the world as a house or home, accompanied by imagery to symbolize this
description. This is a continuation of the red threat in the film, which is the juxta positioning
of home and nature. The imagery also serves to promote planet earth, showing it from its
best sides, emphasizing what wonders might be lost if we do not take care of our planet or
home. The speech furthers the homely analogy by talking about the different people of the
world, which both gives a human face to earth, making it more relatable, but also plays into
Jrsted’s new international role, as the people featured are very diverse from all over the
world. It continues with more stunning and positive imagery of nature and people, before
changing its tone halfway through the film. The tone for the next section is ominous, with
imagery of draught and natural disasters, followed by imagery connoting fossil fuels. The
speaker explains the problem we are facing, relating to global warming and rising sea
levels, with the music changing to a similar more dramatic tone as well. The tone then
changes back to optimistic, as the background music settles and the sun breaks through
the smoke from the industrial chimneys, and then showing a child in the next scene, to
further symbolize the future and optimism. The speaker implies that we need to change in
order to save the planet and segues to how DONG Energy has changed to Qrsted, “from a
black to a green energy company” (drsted, 2017c). This is done to connote the future and
optimism with the company Qrsted. However, it should be noted that at this point in the
film, the company in question has still not been revealed, which creates a feeling of
anticipation as we continue to hear positive things about the company, designed to make
us like it even before knowing what company it is. The imagery changes from children and

nature, to focus on wind turbines and Qrsted’s core competencies, as the speaker explains
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the transition from DONG Energy to Qrsted, while highlighting its achievements relating to
wind energy. Here the speaker also explains why the name DONG Energy is no longer
suitable for the company, a point analyzed in depth earlier in the paper, and why the
company has rebranded to Qrsted. Towards the end of the film the speaker mentions
Jrsted’s vision in the line “We want to help create a world that runs entirely on green
energy” (drsted, 2017c), and a call to action variation of this vision is the last thing you see
in the film, below the @rsted name and logo; “Let’s create a world that runs entirely on
green energy” (Qdrsted, 2017c), with offshore wind turbines in the background. This makes
Orsted’s goal very clear to the viewer, and by using the inclusive “Let’'s” shows that we all
can do our part. The same can be said about the last line of the speech: “But love means
nothing without action.” (Qrsted, 2017c¢), followed by the slogan “Love your home” (Drsted,
2017c), only shown visually, which are two very direct calls to action, and remind us of the
previously mentioned facts about @rsted, which show that Jrsted is already taking action,

thus loving our home and planet.

Generally, there is a very soft both visual and audio tone in the film, similar to Orsted’s
visual identity, and directly opposite to DONG’s visual identity and ads, which featured
hard imagery such as hard work and fire, with hard sound of banging, best exemplified
with its collaboration with Safri Duo (hdcluster, 2007). The film manages to communicate
both Qrsted’s strategic positioning, its vision, mission and values, as well as explaining its
rebranding, both the underlying justification and what it changed from and to. It finishes
with a rather vague call to action, which works to some degree within the context of the

film, but does not work well on its own, as previously analyzed and seen in our survey.

Evaluation

Cost
There are many different costs associated with rebranding, both tangible and intangible,

such as money, time and opportunity cost. That is also the case for DONG Energy’s

rebranding to Jrsted.
As analyzed throughout the paper, the rebranding to Orsted was meticulously planned,

long under way and well executed, but despite this there will always be an image cost

when rebranding, due to the imperfect transferring of brand equity (Muzellec & Lambkin,
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2006). For Qrsted this meant a drop from 13th to 26th place in the image analysis
conducted by “Ingengren” (The Engineer) (Wittrup, 2018). The drop is particularly due to
the fact that the “awareness factor” affects all aspects of the assessment, and this factor
will always drop when rebranding, given the sheer nature of going from an old name to a
new one. Even though this drop could be anticipated according to theory, it still came as a
surprise to Jrsted, HR director Hanne Blume said: “It does not comply with our own
perception of things and the feedback we have received on our name and strategy
change, which has been incredibly positive...” “...You probably have to accept that it takes
time to foster the awareness of a name change, and that we need to tell the story again
and again.” (Wittrup, 2018).

When it comes to the monetary costs Qrsted also admits to the rebranding being a costly
process, but defends it as being worth it, and that it is a long-term investment (Ritzau,
2017a). At the time of the announcement of the new name it was considered a gamble
(Ritzau, 2017b). This is further backed up by the assessments showing that DONG Energy
had a strong brand (Bisgaard, 2018), and rebranding an already strong brand should
always be considered a gamble (Muzellec & Lambkin, 2006). DONG Energy was
especially strong in awareness, arguably on good and bad, and the level of awareness
dropped as a consequence of the rebranding. However, other elements improved which

will be described below in the evaluation section.

Time
When rebranding, it is important to acknowledge that it is a time-consuming process, and

that one should take the time needed to do it properly. For Qrsted the process lasted
around two years, from 2015 to 2017, but the path leading to its rebranding has been even
longer. Since 2006 DONG Energy has been working on becoming a more green and
sustainable company (drsted, n.d.-q), which in time culminated in being one driving factors
for its rebranding. Other notable events were hiring a new CEO in 2012, having shares
sold to Goldman Sachs in 2014, going public in 2016 and selling its oil and gas business in
2017. All of these factors have contributed to the decision to rebrand and how to do it, to
varying degrees. The execution of the brand was initiated October the 2nd, 2017, when
the upcoming name change was announced (Jrsted, n.d.-c). This was then finalized on an

extraordinary general assembly October the 30th (drsted, n.d.-c), and went into effect the
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following day. The following month Jrsted executed its launch of the new brand, in all
necessary ways.

Throughout its 1,5 years as Qrsted the company has continued to promote and spread
awareness. This has been done in various fields to various segments, such as potential
employees, children, private and business customers, as well as general corporate
branding (drsted, n.d.-f). According to theory this is also what should be done, since
rebranding is a long process, and it usually takes around two years for a brand to be firmly
established. Therefore, it is important that Jrsted continues to stay on message and
communicate its core identity in the future as well and continue to promote the awareness

of its brand.

Evaluation
Overall Orsted and Kontrapunkt have been very satisfied with the rebranding and judging

from the results they have good reason to be. Various surveys and experts have judged
the rebranding to be a success and it has been well received by all stakeholders (S. F.
Pedersen, 2017). A rebranding is of course not a magical solution to solve everything, and
Jrsted customers are voicing their complaints, however, this is not related to branding but
rather daily operations (Trustpilot, n.d.). A downside relating to the brand is the decreased
awareness, which, as argued, should always be expected when rebranding, especially
from an already well-known brand. Despite the setback, @rsted still ranks highly on
awareness, as seen by both our own and other surveys (IFO, n.d.). The only other element
which is on a downwards trend is employees, which is difficult for us to analyze on.

The biggest improvement has been relating to the company’s trustworthiness, which took
a massive blow in 2011 (IFO, n.d.), presumably relating to controversy surrounding its
former CEO, and subsequent firing. The trustworthiness has stayed low since, and only
saw a significant rise from 2016 to 2017 with 26 spots and continued this trend from 2016
to 2017 with a staggering rise of 50 spots on the ranking (IFO, n.d.).

Besides the aforementioned categories of employees and awareness, everything else
rose both from 2016 to 2017 and from 2017 to 2018 (IFO, n.d.).
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Part 4: Discussion

Drivers
When discussing the drivers that have led to the rebranding, they are often divided in

internal drivers and external drivers, the latter primarily associated with the PEST analysis.

Internal drivers
As mentioned throughout the paper, the internal drivers in the Stuart & Muzellec school of

thought are; mergers, acquisitions and divestitures, outdated image, new focus or vision
and new socially responsible image (Stuart & Muzellec, 2004). As we have analyzed,
Jrsted checks a lot of the boxes, meaning there are potentially many internal drivers which
could have contributed to or caused Qrsted to rebrand.

Firstly, divestitures. The facts are that Qrsted divested its oil and gas business in the
summer of 2017, which, according to CEO Henrik Poulsen, was decided the previous year
2016 (Friis, 2017). And as highlighted many times throughout the paper, the name DONG
stood for Danish Oil and Natural Gas, making it seem valid that Orsted used this
divestment as reason to justify that its name no longer fits the company (Qrsted, n.d.-g).
However, chronologically we find it dubious, since the process to rebrand was begun at
least a year prior to the decision to divest was made. It is of course possible that it has
been known that the divestment would happen for a long time, and that it is rather just a
question of semantics. But it is also possible that the cause and effect were reversed, and
the decision to divest was made in order to prepare for the planned rebranding, but then
also used as a way to legitimize the rebranding as a necessity after the fact. The reason it
would give so much legitimacy to the rebranding is that the remaining internal drivers are
interconnected, with the divestiture being catalyst of the others, as it is the ultimate
evidence of its outdated image, new vision and socially responsible image. That is why it
potentially provides so much legitimacy to the rebranding process, and why Jrsted has
chosen to emphasize it so much in its communication, exemplified by “the DONG name no
longer fits the company” (drsted, 2017e). Another benefit of giving the appearance that
the branding was due to internal drivers rather than external is that it gives the impression
that the change comes willingly and as a choice, rather than being a forced reaction from
external pressure. This shows more agency and allows the company to take more credit
for the, hopefully, positive rebranding. In Qrsted’s case it is by putting emphasis on

DONG’s green change over the years, since 2006 (Jdrsted, n.d.-l), and its continued plans
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to become even greener, with the highlight of this process being the divestiture. It is
therefore only natural for Orsted to adopt this strategy of almost exclusively focusing on its
internal drivers as the reasons for its change. Strategically it makes sense to, as long as
the claims are true, as it could cause backlash if they are not. When it comes to Qrsted’s
handling of the external factors, it is not that it has outright stated that they did not play a
role, instead Qrsted has neglected to mention the external factors, besides the climate
when it fits in the narrative, which is called omission. Having this discussion can be seen
as being overly critical of Orsted, and it can be neglected as being a small question of
chronology relating to cause and effect or simply just semantics, but Orsted, and any new
brand, should be prepared for the worst case scenario and any attacks on its new brand
and identity (Stuart & Muzellec, 2004).

External drivers
Changes in the external environment is inevitable, and the impact of such changes on a

business should not be underestimated. In order to have a successful business, a
business must always be ready to adapt itself to its surrounding environment (Henry,
2011). This is why we have chosen to look at DONG Energy’s surrounding environment in
order to answer the first part of our thesis’ research question. Namely, what caused DONG
Energy to rebrand itself to Orsted when it is such a heavy undertaking. As learned in the
PEST analysis, there were multiple factors which had an impact on DONG Energy and its

wish for rebranding.

The first factor that might have influenced DONG Energy into wanting to rebrand would be
the sale of some of DONG Energy’s shares to Goldman Sachs. The sale was not well
received by the Danish people, as there were several demonstrations against the sale, as
well as the biggest petition in the history of Denmark, which was signed by 200,000
people. Even though, the sale had broad political support at first, the support quickly
diminished to a slight majority as the sale progressed, and arguably opposed in hindsight.
This could have been due to the way the sale was carried out by the Danish finance
minister, Bjarne Corydon, or the huge reluctance among the Danish people. The reason
for this unwillingness to sell to Goldman Sachs, was because Goldman Sachs has been

convicted of providing wrong information to its customers and is by many seen as an
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investment bank that contributed to the financial crisis (Albaek, 2014). This arguably have
had a bad impact on DONG Energy’s image, since 8 out of 10 people was against
Goldman Sachs becoming a part of DONG Energy’s shareholders (Bloch, 2014). With the
sale completed, one must expect that some of negative views of Goldman Sachs were
transferred to DONG Energy. With this in mind, a rebranding could have the effect of
people forgetting about the sale and with a new brand, people might not connect Goldman
Sachs to Orsted. A rebranding could also have the exact opposite effect and create yet an
even more negative view of DONG Energy, and therefore Q@rsted, as the Danish people
might see the rebranding as being only motivated by trying to hide the fact that Goldman
Sachs became a part of DONG Energy, which included board membership and decision
power (Ritzau Finans, 2015). However, we do not deem Goldman Sachs as a strong
enough factor to make DONG Energy want to rebrand itself solely based on that, but as

our PEST analysis show, it has likely contributed to the decision to rebrand.

The fact that DONG Energy was government-owned and thereby also receive some of its
capital from the government, could have worked as a factor that would prevent DONG
Energy from rebranding itself. Given that the government own the majority of the shares in
DONG Energy, it has the right to veto any decisions DONG Energy wished to make. This
could possibly influence DONG Energy and hinder their visions for the company.
Additionally, with DONG Energy being reliant on the Danish government and the capital it
provides, as mentioned in the PEST, it is worth noting that the Danish economy was still
recovering from the financial crisis and the government was still skeptic about the
economy, thus reluctant to invest. If this is seen in connection with how big and expensive
a rebranding can be, it could work as an obstacle or deterrence for DONG Energy in terms
of rebranding itself. As they potentially would need some financial help to fund the
rebranding, especially considering they were already seeking more capital.

With a rebranding at that time in 2014, DONG Energy could potentially hurt the company
even more, as the name DONG Energy stands for Danish Oil and Natural Gas, which was
the cheapest way of producing energy, as of 2014.Therefore, a rebranding of DONG
Energy arguably could tamper with its image of producing cheap energy and with the
government being frugal, DONG Energy would want to wait until the government's and its

own capital is a bit more stable before it rebrands itself. However, as mentioned in the
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PEST analysis, it was in 2014 that Denmark passed its first climate bill, showing that the
government had gained a much greater focus on the climate and the future production of
energy. Along with the bill came a climate council with the task of helping the Danish
government to make Denmark into a greener and more sustainable society. The bill should
furthermore act as a motivator for Danish companies to focus on converting its business
into more sustainable ones (Energi-Forsynings- og Klimaministeriet, 2014). This political
focus came as a result of the intensified focus on the climate among the Danish people.
According to Torben Chrintz, the societal focus on the climate lead to a political awareness
and political action on the matter (Nissen, 2014). However, even though the Danish people
was worried about the climate, not many of them were willing to change their consumer
habits in order to save the environment. Nonetheless, the fact that there was such a huge
focus on the climate, both politically and society as a whole, definitely was a major factor
for DONG Energy in terms of wanting to rebrand. Namely due to, as earlier mentioned, the
DONG Energy name does include words such as oil and natural gas, both fossil fuels with
a negative effect on the environment. Moreover, the fact that DONG Energy is aiming to
become a green, and sustainable company that provides Denmark with green energy,
could benefit the Danish people since they would become more environmental-friendly by
using green energy without having to change their habits which studies show they are
reluctant to (J. S. Nielsen, 2015). Giving the Danish people the opportunity to become
more environmentally friendly without changing anything. Finally regarding external
drivers, as mentioned in the PEST analysis the production of green energy is more
expensive than fossil fueled energy, as well as the technology for the production of green
energy being more expensive. This is of course a fact that would make a rebranding
difficult for DONG Energy, as they would become less competitive. Yet, different
companies were already trying to innovate and create new and better ways to produce
green energy, which potentially would make green energy cheaper than fossil fueled
energy. This, combined with the political and societal focus on the climate, offers a good
strategic opportunity for DONG Energy to rebrand itself into a green and sustainable
company. Though there are some factors which suggest that DONG Energy should not
rebrand itself, those factors are most definitely outweighed by the factors that supports

DONG Energy’s decision to rebrand itself.
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Lastly, to compare the internal and the external drivers, we believe that although the
external factors have not played a major role in the communication surrounding the
rebranding, they did play a factor. However, the factor that the external drivers played was
mostly indirect, as they caused the internal drivers to appear, which then were the primary
drivers for the branding. An example of this is the external factor of the societal and
political focus on the climate, which has been steadily increasing for years, combined with
the continuously worsening climate. These trends were some of the motivators for DONG
Energy to transition into becoming greener, which then became the internal drivers of new
values and divestment. Therefore, it is also fair that @rsted has not included the political
and societal pressure for green change, as they were only indirect factors, especially
considering Drsted featured the external factor of climate change heavily. The only
external factor we believe @rsted could have been criticized for not being transparent
about, is the one relating to distancing itself from the Goldman Sachs controversy.
However, it is only natural that @rsted has chosen not to communicate this driver, as it
would be counterproductive to achieving the goal of the driver, to distance itself from
Goldman Sachs and the surrounding controversy. Finally, it should be noted that even
though it is a strategically prudent choice not to include this driver in its communication,
there will still be people making the connection themselves, as our survey also showed
(appendix 1). There is no quick solution for @rsted to this issue, and instead it must bide its
time and stay on message, and in time the connotation will likely fade if it is not focused
on. In conclusion, @rsted focused on the drivers which were in its best strategic interest,
being primarily the internal drivers, and these drivers would also appear to be objective

true, especially with @rsted providing data and information to support its claims.

Elements
As shown in the analysis, DONG spent at least two years preparing its rebranding to

Jrsted, and cooperated with numerous branding agencies and other branding related
companies (Larsen, 2017b), most closely Kontrapunkt, in order to create its new identity.
In collaboration with the numerous agencies and companies it created its various new
brand elements, where we have emphasized the three most substantive ones, the name,
logo and slogan, as well as the cinema ad they made, which is considered atypical, but

which was heavily invested in. Through these various brand elements, Drsted tried to
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create certain narratives for its brand, as well as associated connotations and values

which fit the narrative.

The Danish narrative
The one aspect Jrsted is promoting is its Danishness, which is especially apparent due to

the name, which contains both the Danish letter @ and refers to the famous Danish
scientist Hans Christian Qrsted, as explained in the analysis. Having such a strong Danish
signifier as part of your name makes it one of the first elements for people to react to, the
@ is even given as an example of an icebreaker (bro, n.d.-a). Therefore, signage linked to
the company name and logo naturally becomes a big part of the company’s identity, and
Jrsted and Kontrapunkt have tried to link this Danish identity to various elements of the
company, likely in order to make the link seem more genuine and complete. These other
elements include the alleged Danish inspiration of the color, as well as the Danish
influence on the typeface, both analyzed in the respective brand elements sections.
However, the ties they make to Denmark is not limited to the three main brand elements
but is rather a constant presence in @rsted’s information about itself. There is both a
section of the “explore section” on its website dedicated to H. C. Qrsted (Jrsted, n.d.-g),
explaining the link between H. C. Qrsted to the company QOrsted, as well as explaining
about H. C. drsted generally, which creates stronger ties between the company Jrsted
and Danish history. Furthermore, @rsted strengthens its links to Denmark when it
reiterates that it is owned by the Danish government, and by extension the Danish people
(QDrsted, n.d.-p).

Emphasizing the ties to Denmark, or the country the company is from in general, is not
something exclusive to Qrsted. Many companies use this strategy in order to take
advantage of the various positive connotations associated with the respective countries
(Roll, 2018). The opposite is also sometimes the case, if a company wants to distance
itself from connotations and values associated with a country it is related (Drummond,
Ensor, & Ashford, 2001). Specifically, Denmark is associated with the following positive
connotations; egalitarianism, happiness, welfare and green energy, more specifically wind
energy (Placebrandobserver.com, 2018; State of Green, 2019) . And Qrsted is not the only
Danish company to highlight its roots for branding and promotional purposes. Take for

instance Carlsberg, which launched a product series named 1888, to commemorate its
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roots, which was accompanied by Danish icon Mads Mikkelsen biking through
Copenhagen, while explaining Danishness to the viewer in a TV ad (Ingemann, 2018).
Both Carlsberg and Jrsted alike see the value in being closely associated with Denmark,
both on the national and foreign markets, and both companies can legitimately strengthen
the tie to Denmark given their history and company identity. However, there are also
examples of companies adopting a Danish identity, or trying to create Danish ties, despite
there only being small or even no legitimate ties to Denmark. See for example the shoe
chain in Lithuania Danija (Ozaz.it, n.d.), meaning Danish and Dutch vodka brand “Esbjeerg
vodka” (fortium Wine A/S, n.d.), also sold in Lithuania. Examples of these stretches to
make Danish ties demonstrates just how valuable the brand of a nation can be for some,
and how companies attempt to transfer this brand equity to themselves.

As brought forth in the analysis, we argue that Qrsted’s reasoning for emphasizing its
Danish ties is primarily in order to make up for the backlash from the sale of DONG Energy
shares to Goldman Sachs, which created a narrative of foreign investment banking gaining
too much influence on the company, and secondarily it is to figuratively firmly plant its root
in the Danish soil, in preparation for its international expansion, and thus more
international identity. In other words, it is a way to safeguard the connotations and identity
of Danishness, in times where the company naturally will evolve to appear more
international. Lastly, there is the branding effect of Denmark, such as the aforementioned
connotations, where especially the positive connotation of wind energy is beneficial to the
company. This connotation is also self-reinforcing, since Qrsted as an industry leader in
wind energy will further the connotational link between Denmark and wind energy, just as
a company like Vestas has done.

It is our assessment that the Danish narrative, although perhaps overemphasized, is
legitimate given Orsted’s affiliation with Denmark, given that the company always has
been Danish, with the D in DONG even standing for “Danish”, as well as being owned by
the Danish government and situated in Denmark. Unlike the aforementioned examples of
Danija and Esbjeerg vodka, where Esbjaerg vodka has a slight claim to the Danish identity
given that the recipe is originally from Esbjerg (Fortium Wine A/S, n.d.), whereas Danija
does not appear to have any legitimate claim to the name Danija, making them vulnerable
to attacks on their proclaimed identity. The legitimacy is especially important if you fear

someone will attack your claim to your identity, which might be the case for Orsted, both
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given its past with Goldman Sachs, and future with is planned international expansion.
Furthermore, the legitimacy is important since pretending to be something that you are not,
can create a massive backlash, just as in the case of British Petroleum, BP, which used
greenwashing to appear greener than it was (Walker, 2010). Which brings us to Orsted’s

next narrative, which relates to its “greenness”.

The greenness narrative
Jrsted communicates its green side in many different ways, both through its brand

elements and through its actions and the acclaims they lead to, as well as Qrsted’s
communication of those. When it comes to the brand elements, we see a link to
sustainable energy in the name drsted, which is also communicated explicitly by Jrsted
when H. C. Orsted is described on its website, and his contribution to alternative energy by
discovering electromagnetism is explained (Jdrsted, n.d.-c). This is a connotation not
everyone would make on their own, and it is therefore a good decision by @rsted to make
it explicit, and thereby help for the connotation. As argued before the Danish name also
connotes wind energy, further adding to Qrsted’s green image.

Jrsted’s logo and visual identity also play a part in promoting Qrsted as a green brand.
The blue color is chosen with clear connotations to the sky, wind and sea in mind, thus
linking QDrsted to nature and alternative energy. The same goes for Orsted’s secondary
color white, as shown in the analysis, since it relates to cleanness and white clouds, as
well as the white wind turbines. Even the typeface has been chosen with connotations to
wind in mind, which is seen in how it is shaped, particularly the soft curves. Furthermore,
the @ shaped as a power button also connotes energy, and the aforementioned elements
adds the connotation of green energy specifically, when seen combined with each other.
Lastly, the practical application of the visual identity is often seen on wind turbines, which
further strengthens the connotations between the visual elements and green energy.

The slogan, which is the last of the three big brand elements also adds to Orsted’s green
image, both the initially planned and official “love your home” slogan, but even more
apparent its vision “creating a world that runs entirely on green energy”. The latter being
more apparent since the first requires some explanation to what is meant by “love your
home”, an explanation given in the Qrsted ad also titled “love your home”. The film was an

optional brand element, as opposed to the other mandatory ones, and shows that home is
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meant as the planet, and loving it connotes taking care of it, for instance by using and
producing green energy. As shown in the analysis, the film also showcases what makes
the planet so amazing and worth taking care of, and with Jrsted as the sender of the film,
it further contributes to @rsted’s green agenda. By incorporating green aspects so clearly
in the aforementioned vision, as well as the mission which is “to be coal free in 2023”
(QDrsted, n.d.-n), Arsted shows how being green is part of its core identity, and not just
window dressing, which would otherwise put them in the risk of being called out for
greenwashing.

Another way Jrsted promotes its green narrative is through its communication generally,
and we have analyzed whether @rsted commits any of the greenwashing sins or shows
any of the signs. Our analysis show that this is not the case, although Qrsted
communicates a lot about its green aspects, but none of it seems to be misleading or
deceiving. Being very communicative about its positive impact on the environment can
leave a company vulnerable to scrutiny, and a single case of greenwashing can sow doubt
about the company’s environmental performance as a whole. Therefore, it is important that
the company partake in positive communication about its environmental effect with due
diligence, which our analysis indicate that Orsted has done. It is however a continuous
process, and drsted must maintain a high standard moving forward. Even small,
seemingly innocuous, mistakes such as claiming to be the most sustainable energy
company, when you are in fact only number two, or linking to the wrong ranking on your
website (drsted, n.d.-m) can add up and sow doubt about its environmental
communication as a whole. Lastly, the issue of greenwashing is also relevant in relation to
Jrsted’s mission statement of “phasing out coal by 2023” (Jrsted, n.d.-n), as if Qrsted
does not accomplish this, it could be accused of greenwashing, perhaps justifiably.
Among the many different CSR projects Qrsted involves itself in, the project to make
Danes consume less energy is probably the most noteworthy, at it would appear to be
directly at odds with Grsted’s primary business operations. This makes the cause even
more noble than it already is, since it creates a narrative that Jrsted is willing to sacrifice
itself for the greater green good. On the corporate and international level, we can see
Drsted proudly boasting of its various awards and rankings relating to sustainability,
noteworthy also those where it is not in the best category, where it notes that it strives to

reach that ranking in the future (Qrsted, n.d.-m). This all adds to the green image Jrsted is
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trying to promote, and the narrative that it is a process, meaning Qrsted is continuously
improving as a company on its way to become greener and more sustainable.

In conclusion, we can see the green narrative and values being very important for Qrsted,
with much emphasis being placed on it throughout the organization, as well as tying its
various brand elements to the green and sustainable attributes. Strategically it would
appear to be an optimal move, since the PEST shows us how sought after these qualities
are in the Danish society, and the SWOT showing us that Orsted’s primary strength is
related to being green and sustainable. Therefore, this is a strategy @rsted ought to

maintain and develop over the years.

The responsible narrative
The last attribute Drsted tries to link to its brand is responsibility. The name QOrsted as a

brand element is not strongly linked to responsibility, besides the ethos associated with H.
C. Qrsted, as a renowned scientist.

The connotation to responsibility is much stronger in its slogan, vision and mission. As
argued before, the slogan “love your home” is slightly vague, but the intended meaning
behind it connotes responsibility, as it is a responsible act to take care of the planet. Its
vision “creating a world that runs entirely on green energy” is a very responsible long-term
vision, which @rsted can continue to work towards for a long foreseeable future, allowing
them to continuously maintain and build on its responsible image. The mission “to fully
phase out coal by 2023” (drsted, n.d.-n), serves as a goal towards its vision, and therefore
naturally a responsible one at that. Completing this mission will further contribute to
Drsted’s reputation as a responsible brand, whereas failing to do so would have the
opposite effect. When this mission is complete, Drsted has the opportunity to set itself a
new responsible mission in line with its vision. This sentiment of Prsted’s transformation
being a continuous process is also echoed in the Qrsted film, which describes the change
from DONG Energy to @rsted to only be the first step on the way to a greener future. This
promise of continuous effort also connotes responsibility.

Lastly, the visual identity of @rsted only plays a minor role in contributing to the appeared
responsibility of the brand, as the color blue is often associated with responsibility.

All of the aforementioned elements are however only signs and messages, and Jrsted

need action to accompany these in order for the attribute of responsibility to ring true. So
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far, Qrsted has been very transparent in showings its effort to become greener and its
work towards its mission and vision (drsted, n.d.-n). This transparency adds to the
responsible image, since it shows responsibility for Orsted’s stakeholders, and its actions
towards becoming greener show responsibility towards the planet.

Besides the brand elements, Qrsted also contributes to its responsibility narrative, for
instance through its communication relating to its green performance and CSR. Relating
the green performance communication, greenwashing seems to be a rampant issue
across various industries (Terrachoice, 2010), which in turns creates a large skepticism
towards green claims. Therefore, drsted has the potential to gain a lot of credibility by not
partaking in greenwashing, and through not lying appearing responsible. But as argued
previously, this a continuous effort to maintain the benefits of effective environmental
communication, and Jrsted cannot afford to rest on its laurels, as slip ups will undermine
the trustworthy and responsible image it is trying to nurture.

This is also reflected through Qrsted’s CSR activities, which we have analyzed to be
primarily strategic, meaning it shows responsibility as a corporate citizen and acts
responsible towards its community. This responsibility is echoed both in its primary
operations of producing green energy, but also in other projects with various goals, such
as decreasing the Danes energy consumption (Drsted, 2018c). This example in particular
can be framed as a very responsible act, since Jrsted’s income is tied to energy
consumption and less energy consumption therefore would decrease Jrsted’s income.
However, less energy consumption is good for the environment, and the fact that Jrsted
promotes this message makes it seem as a very responsible company. Qrsted is
especially also trying to engage the children in being climate responsible citizens, through
its collaboration with Experimentarium, as mentioned in the analysis, as well as publishing
a free children's book about taking care of the environment and planet (Jrsted, 2019b).
The latter directly coinciding with the message of the film it made for its rebranding launch.
All'in all, we see Drsted using a multiplatform approach to cultivate its image as a
responsible company, and that the effort has been to tie this characteristic to its company

identity, while continuous furthering the message since its rebranding.

91



Practical elements
The last element to discuss relating to how Qrsted carried out its rebranding, is the

practical elements of its execution. Not only did these decisions follow the recommended
best practices, they also furthered some of the aforementioned narratives in varying
degrees. First is the element of time, where we have shown that DONG Energy spent a
long time on the rebranding process, as recommended by the best practices, but also that
when the rebranding then was announced, it was a month prior to the actual launch of the
rebranding. Not only is this the recommended approach in order to prepare your
stakeholders, but it also makes Qrsted appear as a responsible company, which takes it
time in order to make meticulously thought out and planned decisions, as opposed to rash
and impulsive decisions. This responsibility is to be appreciated by key stakeholders such
as shareholders and customers, since it creates a sense of more accountability of the
company.

Likewise, the large degree of transparency in the process also promotes an image of
responsibility, as it is a desired quality by most stakeholders to deal with a transparent
company, since it becomes easier to hold said company accountable.

Lastly, a minor detail was that the announcements made surrounding the rebranding were
primarily in Danish, emphasizing the continued Danish identity of the company, and the

impression that Denmark is still the highest priority for the company.

Goal
In terms of the goals @rsted had set for the rebranding and its new identity, we do not

have access to a complete list of goals set prior to the rebranding, but instead we can
identify different goals through communication by @rsted and the branding agencies it
collaborated with. To reiterate, these are not the goals set by Qrsted relating to business
or climate, but specifically relating to the rebranding process and what it should
accomplish.

Firstly, from Qrsted itself we hear that one goal was communicating its new purpose of
being an industry leader in green energy, and by extension the goal of being perceived as
such, as formulated by Senior Director Filip Engel to Qrsted’s collaborator “bro” (bro, n.d.-
a). This is echoed by Louise Rybjerg, who was the head of design on the rebranding
project, who formulates the goal as “landing on a strong sense of purpose, and being a

purpose-driven organization” (Heron, 2017). The goal relating to purpose is also repeated
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by branding partner Yellow that was tasked to come up with a purpose driven
communication platform (Larsen, 2017b).

A different goal we are presented with is “to reestablish a close connection with the people
of Denmark and make their external communication seem less aloof.”, as said by the
aforementioned partner bro, when speaking about the @rsted rebranding process (bro,
n.d.-b). They explain the need for this by saying “Several years of turbulent media
coverage had damaged Qrsted’s (then DONG Energy) image”, which our analysis also
has shown (bro, n.d.-b).

With these goals in mind, the aforementioned narratives of Danishness, greenness and
responsibility seem even more fitting, as they would work towards reaching the goals
Jrsted had set for the rebranding. In order to see whether @rsted has reached it goals so

far, we will discuss the current perception of Jrsted.

Effects
It is without a doubt that the rebranding of DONG Energy was a huge undertaking, and

that it most definitely shifted everybody’s perception of the company. If we look at Jrsted
in terms of its surrounding environment, it is clear that Orsted’s has gained a huge
competitive advantage, compared to when it was DONG Energy. We see this by
comparing the PEST analysis of 2019 and Qrsted’s strategic positioning as a company
which main strengths are to produce cheap green energy, as seen in the SWOT. As the
surrounding environment of @rsted clearly shows, there is a growing demand for green
energy in the society. This correlates well with the fact that 89 percent of the survey
respondents’ opinions was that energy should be produced by green methods. This
immense societal focus on the climate is also influencing the politics in Denmark, as the
PEST analysis shows that the climate is among the top priorities in the political landscape,
especially evident the upcoming election for parliament (Bahn, 2019). This fits perfectly
with @rsted and its transition to becoming a company that only produces green and
sustainable energy, ultimately providing @rsted with a very strong competitive advantage.
However, the fact that Orsted is still in a transition and not there yet, when it comes to
producing only green and sustainable energy, could tamper with its strategic positioning
and by that also with its competitive advantage. For instance, people could see Qrsted as

trying to greenwash itself by promoting its green vision, which is to create a world that runs
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entirely on green energy, without producing 100 percent green energy itself, as of yet.
However, according to our analysis regarding greenwashing, we saw that Qrsted in fact
does not commit any of the seven sins of greenwashing put out by the 2010
Greenwashing Report by Terrachoice. Yet, Orsted does state in a press release that
“@rsted is the world's most sustainable energy company” on January the 22th 2019
(QDrsted, 2019a), when in fact Orsted is number 2 (Corporate Knights, 2019). This would
be the sin of false labeling, but as mentioned in the analysis, this is most likely just an
honest mistake made by Jrsted, as the categorizations of the list put out by Corporate
Knights can be misinterpreted (Corporate Knights, 2019). This is the closest Jrsted has
come to committing any of the seven sins of greenwashing, as it makes sure to be very
transparent about the fact that its production is not being 100 percent green yet. If then
looked at the 10 signs of greenwashing, we saw that Jrsted are not showing any of the
signs. Although one could argue that Qrsted is using fluffy language in regard to its
biomass, which it calls climate-friendly. But QOrsted are not only using the word climate-
friendly, it also provides evidence of why it is climate-friendly (drsted, n.d.-a), showing that
it does not use fluffing language in an attempt to greenwash its activities.

As previously mentioned, Qrsted very transparent about its environmental performance,
and generally its performance as a corporate citizen, with a section of its web page
dedicated to its various rankings (Drsted, n.d.-m). This makes it easy to follow third party
assessments of Drsted’s performance, as a way of having objective checks and balances
to Drsted’s many positive claims. With ten different rankings being listed on that page
alone, and more to be found if you research yourself, it is possible to understand the
professional perception of Drsted, which seems to be very good. Even rankings where
Jrsted is not in the top category, such as the CDP (CDP, n.d.), is listed, with Qrsted
pledging to improve its results, and highlights how the company has improved so far and
wishes to continue to do so.

The previous paragraph contains examples of Orsted’s performance as a green company,
which is undeniably positive. These aspects have also been a priority for Orsted to
communicate, as we identified it as being one of its goals and discussed what elements it
uses to further this narrative. @rsted’s green performance, its goals and to a lesser degree
its narrative is some it has full control over. What is important for Qrsted in terms of

evaluating the success of the rebranding is the public perception of the company, which
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for this narrative is whether Qrsted is perceived as being a green and sustainable
company or not. Looking at its brand elements first, we see that based on our own survey,
we saw only 19 percent answer words relating to green energy, when asked “What do you
think of when you hear the name Qrsted?” (appendix 1). It was more common with
answers relating to energy in general, and there were just as many who answered
“‘DONG?” as respondents who answered words relating to green energy. The same can be
said about the slogan “Love your home”, which was also no perceived as relating to
Jrsted or green energy very well. These results definitely are not ideal for Q@rsted and do
not meet its goal of being perceived as a green company. However, its visual identity and
vision are both positively received, with respondents mostly answering favorably,
particularly seen with green connotations to @rsted’s color. Despite the lackluster green
link to two of the three brand elements, we see that the overall assessment favor Qrsted’s
goal of being considered green. 78 percent answered green energy when asked about
what words they associate with Jrsted, and 44 percent answered climate friendly. This
should especially be seen in comparison to only 24 percent answering words relating to
fossil fueled energy. So, although not ideal, it is a generally positive perception of Jrsted
as a green company. There is still room for improvement, but Orsted has also been very
transparent in disclosing its current use of coal, and that it is a long process to become
completely green, with the goal being coal free in 2023. drsted can hope that the public
perception will follow the same green development as the company is experiencing. Lastly,
relating to Drsted’s green ambition, the response to its vision was overwhelmingly positive,
with fits well with the goal of being a purpose driven company, since this purpose or vision
should then ideally be accepted and supported by the public.

Drsted’s other goal of reestablishing a close connection with the Danish people relates
clearly to the Danishness narrative we have discussed, but also to trustworthiness, which
we have labeled as responsibility. We have analyzed the reason for this goal being
primarily related to the sale of shares to Goldman Sachs, but other data would suggest the
firing and relating controversy of its previous CEO in 2012 to be a factor as well (IFO, n.d.).
According to our survey we see that the shadows of Goldman Sachs still looms, despite
them no longer owning shares in the company, as both Goldman Sachs and dishonesty is
mentioned in relation to the @rsted name. This is also brought up when asked what words

our respondents relate to Jrsted, where 13 percent answered unethical company. This
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shows that the trust in Grsted is not perfect, but neither was it in the past with DONG
Energy, and overall the trustworthiness of the company has definitely increased following
the rebranding (IFO, n.d.). As for the notion of Danishness, we do not see explicit
mentions of it in our survey, but also neither of the contrary, likely due to it feeling self-
evident that it is Danish given both its new and former identity. This point would likely be
more relevant when asking international respondents about the company, especially given
our interpretation of the reason for the choice to use Denmark as a way of branding itself,
which was aimed internationally, whereas the national aspect of this narrative rather
related to the aforementioned Goldman Sachs ordeal and relating distrust among the
Danish people.

Overall, we see @rsted having benefited greatly from the rebranding, both on parameters
relating to the goals it had for the rebranding and unrelated ones, as well as overall (IFO,
n.d.). When Qrsted as a brand is seen isolated it looks quite impressive, with consistent
high rankings across various lists (Sustainable Brand Index, 2019). However, Qrsted’s
performance as a brand should not only be seen in a vacuum, but also compared to how it
did before the rebranding. Throughout various surveys and rankings, we see an
improvement of the brands ranking (YouGovBrandindex, 2018), meaning that many
different ways of assessing the brand has been used, and reached the same conclusion
(BrandFinance, 2018).

Lastly, summing up on the respective narratives; Danishness, greenness and
responsibility. Drsted is factually a Danish company, with 50 percent owned by the Danish
government (Jrsted, n.d.-k), it being rebranded from the Danish energy company DONG
Energy and with headquarters in Fredericia, Denmark. The company has further cemented
this with a particularly Danish name, and when mentioned internationally it is with the label
Danish (Reed, 2018). However, in terms of the public perception of the company, we do
not have data that explicitly shows it perceived as Danish. But as argued, we do not have
data to the contrary either and we argue that the reason the Danishness is not mentioned
is because it is seen as a given by our Danish respondents in our survey.

The green identity of QOrsted is also possible to support factually, with the aforementioned
sustainability rankings as the number one Danish company, number two energy company

and number four overall (Corporate Knights, 2019). With this being just one of the many
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rankings ranking Qrsted highly on parameters relating to sustainability (Qrsted, n.d.-m).
Besides it being the factual third-party proof for Orsted’s green performance, it also serves
as the professional opinion on whether @rsted is green and sustainable or not. Lastly,
when it comes to public opinion, Qrsted is perceived as a largely green and sustainable
company by Danes.

The last narrative of responsibility is harder to factually prove, as it is much more of a
spectrum than a dichotomy. The factual evidence for Orsted’s responsibility is as seen for
instance in its CSR efforts and awards, but it is ultimately an individual assessment
whether one deem Jrsted to be a responsible company or not, or somewhere in between.
Since it is up to individual interpretation, it is also impossible to account for all the factors
that might play in. However, the positive factors are likely among those Qrsted
communicates itself, whereas the negative ones could relate to anything from the past
involvement with Goldman Sachs and fossil fuels, or just a general skepticism towards

large corporations.

Part 5: Conclusion & Perspectives

Conclusion
As of 2019 with all major elements of DONG Energy’s transformation to @rsted being

complete, we have evaluated it to be a successful rebranding, with very few oversights.
The main goal for @rsted were to rebrand from a company widely associated with fossil
fuel energy, into a company associated exclusively, or at least primarily, with green energy
and sustainability. The drivers for this desire to rebrand were found interlinked internally
and externally, primarily relating to the increased awareness on the climate, and
subsequent wish for green and sustainable energy. Among the internal drivers we found
the most important to be the new company values and divestment. It is our assessment
that Orsted succeeded in rebranding to a green energy company, but also worth noting
that it is a continuous process, and that Qrsted need to keep up the good work and stay on
message to further its goal. Drsted’s secondary goal related to regaining the trust of the
Danish people, which had been very low in the preceding years due to controversies
surrounding DONG Energy, found in the external drivers. In order to complete this goal,
Jrsted focused on a Danish and responsible identity, carried out through many different
aspects of the organization. We conclude that it did manage to create a Danish and

responsible identity on paper, but that this identity is not yet fully accepted by the Danish
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people, and there Jrsted also needs to stay on message on promote this side of the brand
continuously. Generally, Qrsted has followed the established best practices for rebranding
and benefited from it. The only noteworthy oversight was not to ensure the legality of the
use of the name drsted, prior to choosing and announcing it, which has led to a lawsuit
that is still ongoing. All in all, Grsted has good brand equity, and appears as a Danish,
green and responsible energy company, although there is room for continuous

improvement, and a looming threat from the ongoing lawsuit.

Further perspectives
The biggest and most interesting unanswered questions relating to the Qrsted rebranding

case are what the name lawsuit will end with, and if Radius will be sold. The name aspect
has been covered in this thesis, but we have been unable to conclude anything, since it is
still an ongoing process. Furthermore, it is impossible to predict anything with any
certainty, since this type of case has not been tried in the Danish juridical system, meaning
there is no precedent to go after, which is why even experts on the field are reluctant to
make clear predictions. All that can be done is to wait and see, and as stated before, if
Jrsted was to lose the court case it could have immense negative implications on the
brand, potentially forcing the company to rebrand yet again.

As for the sale of the electrical distribution company Radius, which is owned by Qrsted, it
has been out of the scope of the paper to cover it. Nonetheless, it is an interesting aspect
to look into, since Drsted is so adamant about selling it. The reason for this is most likely
for Qrsted to streamline itself as solely an energy producing company, and not an energy
distributing one as well. There could be various reasons for this, such as having a clearer
image and identity, or not having a double role or conflict of interest in relation to the
energy consumers. Nevertheless, the fact remains that the sale of Radius was blocked
initially by the Danish politicians, but that CEO Henrik Poulsen recently stated that the plan
is still for Radius to be sold in 2019.

Another interesting point which has not been the focus of this paper, and therefore only
slightly touched upon where relevant, is the international side of @rsted. A whole thesis
could be written with this being the main focus, and therefore we have decided to leave it
out due to our limited pages. With this being such an extensive point, there is much that

could be drawn in and focused on. One element is the perception of the brand Qrsted
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abroad, for instance with different cultures in mind, which would be especially interesting in
regards the point of Danishness. Another element is the expansion to different markets
internationally, particularly what challenges it entails. For instance, the American market is
one Jrsted has shown great interest in and is rapidly expanding in, and looking into what
effects it has when President Donald Trump says: "And they say the noise causes cancer.”
when talking about wind turbines, among other claims in what is dubbed “Trump’s war on
windmills”. Likewise, it is interesting to look at @rsted’s potential expansion to the east, and
how or if the company will deal with companies not living up to the high standards set by

Jrsted, particularly ethical standards.
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Appendix

Appendix 1: Survey report
Hvad taenker du pa nar du hgrer: Energiproduktion?

vindkraft, vandkraft, atomkraft, kul, olie, solenergi, bio gas.

Krafrveerk, Strem

Vindmgller, vandvaerker, kulvaerker

At det er ét ord og ikke to. Men ellers teenker jeg gron energi vs. olie, kraftveerker etc.
Vindmgller

Baeredygtighed og fremtid

Fremtid og baeredygtige energikilder

Stram.

Grgn omstilling

Fuck fossile braendstoffer, umiddelbart

Vind, EU, Baeredygtighed

DONG/@rsted, vindmgller, gran energi, kul energi, olie

Produktion af el

De mange forskellige mader energi kan producers. Herunder baeredygtigt eller ikke-
baeredygtigt.

Fossile breendstoffer og vedvarende energi. Det er i gvrigt ét ord: energiproduktion
Jeg teenker alt er energi, ogsa vores tanker og hvor vi ligger Fokus er det vi tiltraekker,
altsa produktion. Loven om tiltraekning

Vindmgller

DONG/@rsted, vindmgller, kulenergi

Det fgrste jeg teenker er miljgaspektet i det. Fx vindmeglleenergi

Kraftvaerker

aimv el

Milja, elektricitet, baeredygtig energi

At det burde sta som ét ord. Faget fysik. Vandmagller og vindmgller. Varmedannelse.
Vindmgller

Energi

Vindmagller
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Orsted, vindmgller

Vandkraft

Strgm

Vind og sol

Vindmgller

Grgn energi

Vindmgller

vindmaller, solceller, kraftvarmevaerk

Vindmgller, vandturbiner

fabrik, energi, energidrik, monster, skating, vindmgller, atom, gas, brint, elektricitet
Vindmgller

Hmmm. Maske Maxim

Uambitigse direktiver, for meget lobbyisme ift. udvinding af olie
CO2

Strgm

Dong

Vindmgller/vandvaerk

Noget, der producerer energi. Elveerker, etc.

Den faktiske produktion herunder forbraending, friktion etc

Vindmagller, vand turbiner ehmmm de to&

Metoder til at lave miljgrigtig energi som fx Vindmgller
Vindmaller, vandmaller.

Opladning. Genanvendelig energi.

Noget, der formegentlig er darligt for miljget

Pas

Rebull

Grgn energi

Atomkraftveerk.

produktion af vedvarende energi

Vindmaller, solceller mv

Strem
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Milja

Fysik og miljg

Ikke noget bestemt

Vindmgller

Grgn energi

Beeredygtighed

El energi

En made at producere strgm pa.
Vindmgller, vandkraft, solceller
Vindmgller

Milja

Hvad er din holdning til hvordan energi produceres?

Det skal gerne veer grgnenergi (vind, vand, sol) er ikke lukket for atomkraft. men
generelt mener je at fossile braendstoffer skal minimeres.

Brugen af Fossile braendstoffer skader vores jord, derfor ma vi teenkte baeredygtigt og
gront

Helst grgn

Det kommer an pa, hvilken energi, der er tale om. Vi har brug for energi, men der skal
stilles krav til, hvordan den produceres. Det er ikke for en hver pris. Her teenker jeg
milja etc.

Mere greon energi er altid godt

Gron og baeredygtig

Ma gerne veere miljgvenligt

Man skal teenke i rene alternativer, og saette flere penge og ressourcer af til forskning
i disse.

Mindre magt til store multinationale selskaber

At vi er godt med, men at det kunne ggres mere grant.

Det skal veere effektivt, bade selve produktionen, men ogsa at skulle fremstille det der
producerer energien.

Atomkraft er meget energirigt, endda med mulighed for forbedring. Men nogle mener
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det er for farligt. Hvis det er det mest effektive, s& mener jeg at vi skal bruge det.
Vindmagller er "miljgrigtige", men nar selve mgllen ikke fungere laengere, har man
faktisk ikke en ordentlig plan for hvad man sa skal med mgllen. Hvilket i den sidste
ende ogsa ender med at forurene

GRZNNNNNNNNNTTT

Det er vores fremtid, sa der skal stilles meget hgje krav

Det skal helst produceres sa gregnt og CO2 venligt som muligt

Sa klimavenligt som muligt uden, at det medferer sa markant hgjere priser, at det kan
skabe ulighed eller nedseette livskvalitet

Jeg synes man skal fors@ge at producere energi pa den mest baeredygtige made
Jeg @nsker, at det skal veere sa klima- og miljgvenligt som muligt.

Nu er jeg spirituel og jeg skaber selv energi ved hjeelp at universet og mine bgnner til
alle jeg mader, igen tankens kraft

Medium - kunne vaere bedre kunne vaere darligere (i dk i hvert fald)

Det skal helst ggres sa grgnt som muligt

Det er vigtigt at der bliver teenkt over miljget i produktionen

Gar ind for vedvarende energi og CO2 neutrale former

Jeg har heldigvis noget insigt fra min kaereste. vindproduktion er ideelt, men langt fra
stabilt eller kontrolerbartnok til at st alene endu. Desuden bliver mange vindmgller
taget ned efter statsstatten stopper, hvilket efterlader en stgrre CO2 aftryk end alm
elproduktion med kul. Han har snart overbevist mig om atomkraft selvom der helt
sikket ogsa er bekymringer alligevel. elnet.dk forteeller en spaendende historie

At det bar veere sa baeredygtigt som muligt- men det er selvfalgelig en stor udfordring
May it be sustainable

At det skal veere baeredygtigt.

Neutral

Billigst muligt

Vedvarende

Bar produceres grgn

Det skal veere grent, men liberalt

Gerne sa grent som muligt.
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Skal gerne veere beeredygtigt

Vi skal udlede mindre co2, teenker jeg

Det skal helst veere sa grant som muligt

skal ikke gdelzegge vores jord, men tilfare og veere baeredygtig

Pro miljg og ressource optimering af samme

Cool nok at at udviklingen gar i den rigtige retning, men alt burde komme fra granne
vedvarende energikilder

Jeg kender ikke s& meget til det

Positiv hvis den er gran

Den bar produceres sa grgnt som muligt

Kan altid veere lidt mere grgnt

At der findes mange mader at gare det pa

Det skal gares ordentligt med mindst mulig miljgbelastning

Tror aldrig rigtig jeg har teenkt pa det... iforhold til Danmark synes jeg det godt vi
prgver at gge vores vind energi produktion

Det skal veere miljgvenlig

Det ville veere bedst hvis det hele var miljgvenligt.

Det skal gerne veaere vedvarende og miljgvenlig

Der taenkes for meget pa produktivitet (ligesom i s& meget andet) og ikke nok i milja
og beeredygtighed

Jeg har ikke den store holdning - ville dog @nske at, der var mere fokus pa grgn
energi

Ud af de forskellige former der er for energiproduktion, er der helt klart nogle bedre
alternativer, men generelt synes jeg ikke det ggres pa en god made.

Det skal gerne produceres gront.

Det skal vaere sa klimavenligt som muligt

Ved ikke

Taenker ikke sa& meget over det

At det skal produceres sa miljgvenligt som muligt

Jeg synes det er vigtigt med grgn omstilling. At vi har en billig, gren og stabil

elforsyning.
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Det skal gerne veere sa gran og beeredygtig som muligt

Omstillingen til vedvarende gr@gnne energikilder gar ikke hurtigt nok

Alt for sort energi

Vil gerne veere "gren"

Gar 100% ind for gren energi. Vi har sa store muligheder med vores teknologi at det
er tabeligt at holde os til de “gamle” metoder man producerer energi pa

Ved ikke

Pas

Kender du energiselskabet QOrsted?

Respondenter
Ja 100% 15
Nej | 0% 0

0% 25% 50% 75% 100%

Hvad far navnet Q@rsted dig til at teenke pa?

ikke noget.

Efternavn, By

Vindenergi. Vand.

Dansk opfinder og forsker
Mit energi selskab

Bjarne Corydon og skiftet af navn og ejer.

De praver dog at profilere sig i disse tider, for at fa starre opbakning igen.
En jysk by.

Goldman Sachs.... og ikke pa den gode made

Energi

H.C. Orstedveerket

Kapitalisme :)

DONG, ueerlighed, marketing stunt

H.C. Jrsted - videnskabsmanden
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H.C arsted.

DONG far mig til at teenke pa el-regninger.

H.C. Orsted og gammel dansk historie.

Forurening

Vindmgller

DONG, vindmgller, kul

Vindenergi

HC Qrsted, samt sagen om at familien @rsted var imod navneaendring fra Dong til
Orsted

Det lyder bedre end det er. Virksomheden reklamere med at kunne garantere gren el,

hvilket er en lggn eftersom alt el nar id pa det samme elnetvaerk og distribueres rundt.

derfor far det mig til at teenke pa at de snyder mig.
Energi

Mine regninger

Vindenergi

Vindstrgm

Nobel

Videnskabsmand

El

Hgj kursstigning efter de blevet solgt til goldmanshack
Grgn energi - det var dem, jeg teenkte pa fra start.
Grgn energi

gammel dansk fysiker

DONG, el

elektricitet, energi

, grstedparken, bgsser, analsex

Dong - energi - stor virksomhed - regninger - stram
Dong for some reason

Regninger

?

Vindmagller
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HC grsted

Fysikeren H.C Qrsted, elektromagnetisme, aluminium
Energi og stort firma

Miljgvenligt, dansk,

Lidt irriterende reklamer.

Fysik, kemi, videnskab

Jeg kommer i tanke om deres logo, som vidst er den der "teend/sluk" knap(?)
Vindmgller

Dong Energies

Ved ikke.

Videnskab

H.C. Orsteds

H.C Qrsted

At det er den stgrste energi virksomhed i Danmark
Min elregning

Dong

At det hed DONG far

H. C. Jrsted

Ved ikke

El

Hvad far Orsteds logo dig til at teenke pa?

teend og sluk knap.

elektricitet

Vand - grenomstilling. Bedre end det rede Dong. Godt strategisk valg at skifte.

Energi

Porno

Vand

H.c. Orsted

Noget moderne. Noget med strgm og teend og sluk.

At deres logo som DONG var mere fangende
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Dansk

J'et ligner en off-knap - men da jeg kender Qrsted taenker jeg umiddelbart bare pa
Orsted.

Vind/vand

en teend og sluk knap

En taend/sluk knap. Ro. Havet

ikke pa noget

Elektricitet og teend/sluk-knap

Laste penge

Fabrik

en teend og sluk knap

Jeg ved at @’et skal ligne et taend/sluk-maerke

Teend og sluk knap

Kan godt lide logoet. bade symbolikken med @rsted og teed/sluk symbolet, men kun
fra deres side. Ved ikke om jeg synes det er okay at bruge en videnskabsmands navn
for a profit

Renhed, vand, vindmgller

Et faergeselskab

Vind og hav

Harmoni

Vindmgller

Sluk-knap

El

En gammel lorte pc, med det der logo som taend/sluk knap, der kunne lige sa godt sta
“Dell”

Grgn energi

Computere

J'et ligner en 'teend' knap

@ = teend/sluk knap

en knap pa mit tv, numse, en on-off-knap, grstedparken, bgsser, analsex
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@nske om at ga udenlands ift brug af @. Himmel qua bla farve. Lavere
genkendelighed ift Dong

Bla politisk orientering

Vindmglle energi

teend knap

Stregm, pa grund af get

et er formet som ‘On’ ikonet, og arsagen hvorfor er vel rimelig abenlys

Bla og @’et i logoet ligner en power knap

Selv logoet siger ikke sa meget om energi men jeg teenker dansk. Bogstavet/tegnet @
far mig til at taenke pa on/OFF tegnet og dermed “energi”

Det giver ikke rigtig nogen associationer.

Energi

Logoet far mig til at overveje hvordan man udtaler navnet (er det Orsted eller Orsted)
Professionelt, dog en smule intetsigende om deres brand og identitet. Viser ikke sa
tydligt hvem de er

Holdbarhed

Det ser paent og gragnt ud.

Det er godt nok grimt. Ligner et logo til et discount produkt

Det grafiske design pa ferste bogstav forbinde jeg med "teend og sluk" knapper sa
strem

Intet specielt

Havvindprojekter

Havet og vindmagller

En on/OFF knap

At de skulle have beholdt DONG

Af en eller anden grund teenker jeg pa computere, da @’et ligner den der teend/sluk
knap der altid er pa computere

Feerge

Pas
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Hvad far farven brugt i Orsted’s logo dig til at taenke pa?

o vandkraft da det er blat

e Himmel og Hav

e Vand.

e Vand

e Penge

e Vand

e Vand

e Havet

e Havet og himlen

e Baeredytighed

e Teenker det vil vaere mere in med nogle farver, der udstraler klima-venlighed

e Same

e bla er normalt en farve for aerlighed, dog virker den ikke optimalt her, da jeg kender til
DONGs histoire

e Noget mildt og roligt. Igen, havet

e twitter og linkdin

e Vand

e Gammeldags

e Vind

e Havet

e Havet

e vand

e Renhed, vand, vindmgller

e Fisk og hav

e Hav og himmel

e Innovation

¢ Ingenting

e Havet
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Kedelig

Dell

Vand/hav, corporate bla
Havet

klovn, maersk maling
Vand, renhed

maersk

Himmel

Konservativ liberalisme
Beeredygtighed

corporate

Meersk

Intet

Vand eller vind, en af de to
Enhed

Vand.

Noget roligt

En dejlig bla himmel

Vand, professionalisme
Fremtid

Natur.

Ikke noget seerligt
Farverne minder mig om vindmagller og en bla himmel, sa natur.
Vand

Hav

Havet og vindmagller
Ingenting

At de skulle hyre en bedre reklamemand.
Microsoft

Havet

Maersk
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Hvad far @rsted slogan, “Love your home”, dig til at taenke pa?
e overforbrug af strgm
e Moderne indretning
e Ggr noget godt for dit hjem. Stil krav.
e Mit hjem
o At det ikke rigtig har noget med strem at gare
e At forbrugerne skal treeffe et valg om at benytte sig af Orsteds produkt
o lkea?
e Det minder om et darligt slogan fra en reklame, som saelger mgbler
e Baeredytighed
e Varme i hjemmet.
e bullshit
o fremtiden
e Det ved jeg ikke
e Det virker som om de appelerer til individets vinding og teenker mindre pa miljget
e Danmark
e Atleve i naturen
e Deres reklame om at passe pa verden
¢ lkke noget seerligt ift. energi
e Et amerikansk makeover show
e meget generel og kunne bruges til utrolig mange virksomheders produkter
e At man skal passe pa planeten
e "Hvad har det med sagen at gare" - altsa jeg laver ikke en connection mellem deres
varer og deres slogan
e Sikkerhed
e Danmark
¢ Ingenting

¢ Intet specifikt
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Meerkelig slogan for en dansk virksomhef

Danmark

Global opvarmning

Godt indeklima

at man bliver gla for sit hjem, nar grsted supplerer med varme, lys osv.
Ved ikke

indboforsikring

Sikre kilder fra Drsted som leverandar

Intet

At de er baeredygtige

Husholdningsproukter

Mit hjem

Miljgbevidsthed

Noget nationalistisk

At jeg tager vare pa mit hjem med rent milja

Boligindretning.

At vi skal passe pa vores planet

De praver for hardt

Virker mere et slogan IKEA kunne have brugt - drager tankerne mod bolig indretning
Nationalisme

Det giver ikke rigtig mening for mig.

Darlige produkter pa tv shoppen

At man skal szette pris pa det man har

Mit hjem??

Synes det er et misvisende slogan, der passer bedre til eks. IKEA eller anden
mgbelfabrik :)

At de prgver at fedte sig ind

Giver ikke nogen relationer

Samme svar som forrige.

Sadan noget mgbelfirma-agtigt. Sdsom IKEA eller ilva

Ejendomsmaegler
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e Pas

Hvilke af de felgende ord synes du passer pa Qrsted?

Respondenter
Sort energi (Energi lavet pa fossile braendstoffer) 13
Gron energi (Energi lavet pa vind, vand og sol) 43
Miljgvenlig 24
Darlig for miljget 4
God organisation 19
Darlig organisation 5
God for samfundet 17
Darlig for samfundet 4
Etisk organisation 15
Uetisk organisation 7
Andre ord du mener passer pa @rsted? 10

0% 25% 50% 75% 100%

Hvilke af de felgende ord synes du passer pa @rsted? - Andre ord du mener passer
pa Orsted?

ved ikke nok

Nyteenkende

magtfulde

Taenker ogsa lidt pa ‘maskering’ - dvs. et lidt falsk billede af hvor grgnne de egentlig
er

har det hele

energifrabrik

Kan ikke sige godt el darligt - sa sveert at placere

Taenker ikke pa nogen af delene

Dansk
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Gode ambitioner

Respondenter
Mener du at @rsted har et socialt ansvar som 100 1
energiproducent og organisation?
Lever @rsted, efter din mening, op til sit sociale 18 _ 64 1
ansvar som energiproducent og organisation?

0% 25% 50% 75% 100%
Ja @ Nej [ Ved ikke

Hvad er din holdning til @rsteds vision, “Creating a world that runs entirely on green

energy”?

lyder godt, hvis de kan.

Det er den rigtige malseetning

God vision.

Det er vejen frem

Dejligt

Intet i mod sloganet.

Men har problemet med hvordan de fremstar bl.a. mod QGrsted familien

Super fedt! Hvis ikke man som energiselskab er pa vej derhen hvad laver man sa?
Det er vel det politiske korrekte. Vi skal finde made hvorpa vi kan skabe energi uden
forurening. Det er her Orsted skal vaere med til at ga forrest. Sa synes at visionen
passer godt med hvad Jrsted arbejde med

Ambitigst og ngdvendigt

Lyder godt, men har hgrt at deres biobraendsel f.eks. bliver fragtet langvejs fra, hvilket
umiddelbart ikke virker saerlig miljg-bevidst.

Det er sgu ret dope, men vil se det far jeg tror pa det

Ambitigst og godt

Det lyder skant

Den vision kan jeg godt lide.

Ville vaere dejligt hvis det var sandt
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Perfekt

Super plan

Perfekt!

god mission, men udnytter den for meget. basically, en virkelig god marketing ide
Det er agtveerdigt men en smule ambitigst

Det' nice

God

Fornuftigt

Ok

Positivt

Ok

Lyder godt, men lidt gay... sgu lidt for hippy spelt mor for mig

Det er en aervaerdig mission. Om motiverne bag det pa lang sigt er motiveret mere af
profit pga. fordelene ved at vaere first mover pa 100 % grgn energi, eller om det er
mere for samfundet, skal jeg ikke kunne sige.

Det er perfekt

fin vision

lyder sejt nok

Fantastisk! Men skriv den pa dansk ogsa! Vigtigt at de kommer mere i gjenhgjde
syntes jeg. Ellers bliver det Dor diffust og langt vaek fra mig

Fedt! Lige som det skal vaere, men sa skal de ogsa leve op til visionen for teknologien
er til det

Super godt

positiv

Det er da en fantastisk vision. Omend lidt urealistisk, sa er det godt at stile haijt.
Symbolpolitik lige her og nu

Keep going

Meget positivt

Det er et godt initiativ.

God

Det lyder som god marketing, men er deres primaere fokus virkelig gran energi?
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Synes det er en god vision - burde fokusere endnu mere pa det
Det er vist en fremtidsplan

Det er skide godt.

Det lyder ambitigst

Stor ambitioner, men gode

Den er da god?

At Orsted laegger veegt pa grenne lgsninger

God

Perfekt

De teenker nok mere "money talks, bullshit walks".
Det lyder super godt

Skide godt

Hvad er din holdning til Orsteds mission? QGrsteds mission: “Phasing out black

energy production and only producing 100% green energy by 2023.”

Det lyder godt.

Ambisigst

Fantastisk! Kan de klare det?

Positiv

Mere dejligt

Har det sveert med disse arstalsmal, da mange af malene ikke overholdes til tiden
Sadan skal det vaere. Super fedt

Maske lidt for ambitigst. Der skal meget mere til far verdenen er i stand til at fungere
udelukkende pa gren energi

Ambitigst og beundringsveerdigt

Lyder jo ogsa godt. Haber bare det sker.

Samme som far

Visionaert og konkret. Bare sa leenge det ikke vil have en negativ effekt pa samfundet
at opna den mission, sa kan jeg kun se den som god grundet miljget

Det lyder ogsa skegnt. Kunne muligvis ggres hurtigere, men det kraever politisk

opbakning
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Den mission kan jeg godt lide.

Lets see

Det lyder som en dejlig ide

Super plan

Ambitigst og ngdvendigt.

det er stadig kun deres virksomhed. og elnettet kan stadig ikke kare 100% pa gran
vindenergi

Lyder urealistisk men haber pa det

Cool bro

Positiv

Ambitigst

Fint

Fin ambition

Ok

Lyder som noget der er veerd at investere i, det er vores fremtid at skifte over til 100p
gr@n energi, eller har vi ingen fremtid

Godt mal som andre selvfglgelig gerne skal fglge. Viser, at det ogsa kan vaere
profitabelt.

Det er perfekt

det ville jeg gerne se ske

Men gear de noget for at det bliver en realitet og hvor miljgvenlig er den metode sa?
Hvis det bare er flere vindmgller sa er der jo diskussionen om hvorvidt disse
gdelzegger dyrelivet hvis de er placeret i havet.

lyder ogsa sejt

God mission - men aner ikke om den er “god nok” eller ambitigs nok

Super fedt! Haber de nar deres mal

Jamen hvad venter de pa

Nar regeringen ikke vil gare noget, er det positivt at virksomheder gar foran
Det er godt

Held og lykke

Lyder super
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Haber at det lykkes

Det er en god mission.

God

Det lyder super, jeg gleeder mig til at se om de klarer det.
Hvis det kan lykkedes synes jeg det er godt

Det kunne ga hurtigere hvis det stod til mig.

Det er skide godt.

Ilgen, meget ambitigst. Men super hvis det lykkedes for dem
Ville da veere godt

Godt mal

At Orsted bidrager til en grgnnere og renere verden .
Vejen frem

Godt mal

Tror ikke pa det.

Ville veere perfekt hvis det kunne lade sig gare

Super

Har du yderligere kommentarer?

naeh
ved ikke nok om hvor energi i Danmark kommer fra
Held og lykke :)

nope

Held og lykke med jeres opgave haber alt er godt hos dig Lucas dig kender jeg jo

Nae

Nope

Tupac lever

Held og lykke med jeres projekt, haber jeg kunne hjeelpe
er grsted et nye sort? ;)

Paj poj

Skrrrrrt

133



| ma gerne skrive indledende ord om virksomheden og jeres spgrgsmal, sa de er

nemmere at svare pa

o Maske skulle | teenke lidt mere over formuleringen af jeres spgrgsmal og hvas | vil
have ud af spgrgeskemaet

e Ingen

e Jatjang.

e Good luck med projektet

e Nej

e Mener at det er snyd at saelge flis som gr@n energi

e Ja mange men jeg er ngjagtig lige sa ligeglad som Jrsted sa dem far i ikke.

Samlet status

Respondenter

Ny | 0% 0
Distribueret 60% 112
Nogen svar 9% 16
Gennemfort 31% 58

Frafaldet | 0% 0

0% 25% 50% 75% 100%
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