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Dear reader s  of  Communica t ion Di rec tor y,

 
The second European Communi ca t i on Summi t  i s  a lmos t  upon us ,  t he la s t -

minu te prepara t i ons  are under  way,  and we are exc i ted a t  t he prospec t  

o f  hos t i ng a w ide and d i s t i ngu i shed ar ra y o f  speaker s  ( see `Event s` ) .  

The summi t  r epresent s  a un ique oppor tun i t y  for  our  i ndus t r y  to  take a 

moment to  commun i ca te w i t h  i t se l f  for  a  change ;  to  compare notes ,  t o  

r e - eva lua te ,  t o  share know ledge and to  encourage .  In  o t her  words ,  i t  i s  a  

process  o f  pro fe s s iona l i sa t i on ,  and one wh i ch we look forward to  shar ing 

w i t h  you in  B russe l s  nex t  week .  Unt i l  t hen ,  p lease en joy  t h i s  news le t te r  

and look ou t  for  Commun i ca t i on D i rec tor  magaz ine ,  due ou t  i n  May.   

THE EDITOR

Marc-Oliver Voigt

Editor -in-Chief 
m.voigt@communication-director.eu

Thi rd t ime i s  a  charm?

Italy has re-elected Silvio Berlusconi as Prime Minister; in many 

ways his victory is not a terribly surprising feat for a man who 

owns the vast majority of the Italian media, including over 90 

percent of TV stations. Although Mr. Berlusconi`s lacklustre 

political track record has amounted to nearly nothing of note, 

nevertheless this will be the third time the multi-billionaire has 

been elected to high-level office. As election results were tal-

lied, the popular Italian comic-activist Beppe Grillio, who had 

attempted to persuade citizens to boycott the election, bluntly 

stated: “In no democratic country can the one who owns the me-

dia be a politician. Imagine Obama controlling CNN, ABC and 

FOX. Or Zapatero dictating articles to the editors of El Mundo 

and El Pais, as they are his employees.” Voter turnout was at an 

impressive 80 percent despite a looming apathy and lack of con-

fidence in voters that this election would be able to bring about 

much-needed change and improvements for the economy. In a 

goverment infamous for being in a constant state of flux and up-

heaval, whether or not Mr. Berlusconi can deliver on his election 

promises of fewer taxes and more prosperous times to come may 

just spell out the lifespan of his upcoming term in office. 

By Paul J. Thomas
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On September 9 2007, an aircraft type 

Dash 8-Q400 belonging to Scan-

dinavian Airlines and flying from 

Copenhagen International Airport, 

Kastrup to Aalborg Airport in Den-

mark, was involved in an accident. 

Imagine: when approaching the regional airport, the right main 

landing gear cannot be locked safely and the pilots are forced to 

prepare for an emergency landing. During landing, the main land-

ing gear collapses, and the aircraft is damaged substantially. The 

passengers are evacuated as quickly as possible by the emergency 

team. Some of the passengers sustain minor injuries.

The aircraft accident immediately creates serious attention in the 

Danish media. After the emergency landing, one of Scandinavian 

Airlines’ spokespersons declares this to be an “isolated event” and 

that the airline was fully confident in its fleet of Dash 8-Q400 

aircrafts, produced and delivered by Bombardier in Canada. The 

media accuse the airline of neglecting the problems that they have 

had with this type of aircraft on previous occasions. Only a few 

days later, on September 12, another Dash 8-Q400 aircraft makes 

a forced landing in Vilnius, and then again, on October 27 yet 

another accident takes place in Kastrup due to problems regarding 

the landing gear. The event seems no longer to be that “isolated”. 

On October 28, Scandinavian Airlines decide to discontinue the 

use of Dash 8-Q400 aircraft immediately. The reputation of the 

airline – and the SAS brand – is at risk. 

Many companies are familiar with this unfortunate situation. 

Feeling safe in the knowledge that all is well, the crisis gathers 

speed. A lot of corporate and non-corporate stakeholders start 

voicing their opinions, and a lot of voices mix in the communica-

tions: from the media, from clients and employees, from investors, 

politicians and business partners. Crisis communication is not only 

a question of how companies can defend their corporate reputation 

using an appropriate crisis response strategy, but the companies’ 

ability to diagnose and decipher the complexity and dynamics of 

the crisis also becomes very important.

APPROACHES TO CRISIS COMMUNICATION Although 

the study of crisis communication remains a fairly new discipline 

within the field of corporate communication, at least two impor-

tant research traditions have emerged. Common to both is their 

interest in the close relationship between crisis communication 

and the corporate reputation of an organisation. However, they 

differ when it comes to their focal point. The first tradition is in-

spired by rhetoric, impression management and sociological theo-

ries of accounts. Its focus is the question of what the spokesperson 

of an organisation says or writes when the organisation finds itself 

in the middle of a crisis situation. The second tradition is, on the 

other hand, inspired by public relations theory, organisation stud-

ies, reputation management and social psychology. It focuses on 

the question of when and how and with whom the spokesperson 

must communicate during a crisis situation.

Communication Directors who care for the reputation of their companies will, in time, have to 
pay more attention to the many corporate and non-corporate voices which meet and compete 
during a crisis.

by Finn Frandsen & Winni Johansen

TOWARDS A MULTIVOCAL  
APPROACH
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IMAGE RESTORATION STRATEGIES  Within the first tradi-

tion, hereafter named the rhetorical or text-oriented tradition, the 

focus has been on verbal defense strategies used by organisations 

when they are defending their corporate image or reputation dur-

ing a crisis situation. One of the most important representatives 

of this approach is American communication researcher William 

Benoit, the author of Accounts, Excuses, and Apologies (1995). 

According to Benoit’s theory, crisis communication is first of all 

a strategy of image restoration. A company accused of organisa-

tional wrongdoing will typically use the following main strategies 

in order to defend itself: 

1. denial, 

2. evasion of responsibility, 

3. reducing offensiveness of event, 

4. corrective action,

5. mortification. 

Most of these main strategies can be divided into sub-strategies 

or tactics. The first statement produced by Scandinavian Airlines 

– naming the accident an “isolated event” – was clearly an attempt 

to reduce the offensiveness of the event (a minimisation strategy).

Another important representative of the rhetorical or text-

oriented approach is Keith Michael Hearit, the author of Crisis 

Management by Apology (2006). According to Hearit’s theory, 

the main purpose of organisational crisis communication is to gain 

terminological control, that is: to choose the right words when 

communicating about the crisis in order to define what reality is, 

not only for the organisation and its employees, but also for the 

external stakeholders. Thus, an organisational crisis is not an ob-

jective reality, but a social construction to which the organisation 

contributes with its crisis communication.

SITUATIONAL CRISIS COMMUNICATION Within the sec-

ond research tradition – the strategic or context-oriented tradition 

– the researchers are more interested in the impact that the situ-

ational context may have on the form and function of the crisis 

response strategies in question.

One of the most important representatives of this approach is 

American public relations researcher W. Timothy Coombs, au-

thor of Ongoing Crisis Communication (1999) and Code Red in 

the Boardroom (2006). Coombs has introduced his theory under 

various names during the last 10 to 12 years: what started out as 

the “symbolic approach” is now a theory of crisis communication 

as relationship management or Situational Crisis Communication 

Theory (SCCT).

Situational Crisis Communication Theory focuses on the use of 

crisis response strategies to protect the organisation’s reputation, 

arguing that the effectiveness of the these strategies will depend 

on the characteristics of the situational context. The reputational 

threat presented by a crisis doesn’t remain the same from crisis to 

crisis. It depends on variables like the crisis type, the crisis his-

tory of the organisation concerned and the crisis responsibility 

attributed by the stakeholders to the organisation. With “victim 

crises” (like natural disasters, rumours or product tampering) 

where the attribution of responsibility is low, the organisation 

can choose a defensive strategy. But with “preventable crises” (like 

organisational misdeeds or mismanagement) where the attribu-

tion of responsibility is high, the organisation must choose a more  

accommodative strategy.

 

Crisis Communications:  A brief history

 The study of crisis communication began in the early 1990s, ten years after 
the publication of the first book on modern crisis management.

 The rhetorical or text-oriented tradition focuses on what to say, & how, when 
the image or reputation of the organisation is under attack

  The strategic or context-oriented tradition focuses on when & where to 
communicate, & to whom, in a crisis situation.

 The new multivocal approach takes into consideration the many corporate & 
non-corporate ”voices” (stakeholders) which meet & compete during a crisis.

EXECUTIVE SUMMARY
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WELCOME TO THE RHETORICAL ARENA There is no doubt 

that the two research traditions briefly presented above represent 

an important contribution to the study of crisis communication. 

Nevertheless, both theories can be criticised for focusing mainly 

on crisis response strategies from a purely reactive perspective, not 

integrating crisis communication with crisis management, and not 

paying enough attention to the high degree of complexity and dy-

namics that characterise most organisational crises.

Crisis communication is not a matter of just one sender (the 

organisation in crisis) communicating to just one receiver (the 

stakeholders perceived as a homogeneous group). When a crisis 

occurs, a vast number of actors enter what we have chosen to name 

the rhetorical arena. Our approach to crisis communication is a 

multivocal approach. Not only do we find several voices represent-

ing the organisation in crisis. We also find a multitude of other 

voices claiming a stake in the crisis in question: former employ-

ees, angry consumers, citizens, the local community, the media 

in search of a “good story”, formal and informal political constitu-

ents, crisis experts or consultants evaluating the crisis management 

of the organisation concerned. All these various voices will meet 

and compete inside the rhetorical arena, and they will interpret 

and use the “crisis messages” in different ways depending on their 

stake(s). This means that the organisation in crisis has to manage a 

far more complex and dynamic situation than predicted by previ-

ous research traditions. In our approach, the key word is “strategic 

interdependency” inspired by game theory and complexity theory. 

The organisation and its spokespersons have to take into account 

what other organisations or individuals are communicating when 

it comes to making and taking choices or decisions. For example: 

what, how, when and where will other actors communicate, when 

Scandinavian Airlines states that it will “permanently remove its 

entire fleet of 27 Dash 8-Q400 from service”? This complexity 

makes it much more difficult for the crisis manager to navigate.

In the case of the crisis of Dash 8-Q400, more actors enter the 

rhetorical arena as the crisis develops: beginning with the initial 

accident on September 9, where Scandinavian Airlines and Bom-

bardier are supporting one another, expanding to the second acci-

dent only three days later and to the third accident on October 27, 

when more and more critical voices are heard. By then, Scandina-

vian Airlines and Bombardier are no longer in agreement of how to 

lay out the facts. And within Scandinavian Airlines alone several 

voices airing different positions are heard: from the spokesmen of 

the top management in Denmark as well as in Sweden to current 

and former employees. Then add the injured clients, potential cus-

tomers, various authorities and investigation boards, Bombardier, 

media in Denmark and Sweden, etc. 

A COMPLEX GAME Crisis communication is not just about 

responding to accusations of organisational wrongdoing. It is also 

a matter of being able to diagnose and anticipate the complexity 

and the dynamics of the crisis and to act strategically in relation to 

the other actors playing the crisis game inside the rhetorical arena. 

Some actors may be identified as fellow players, others as oppo-

nents, and some (like third parties) might only enter the arena to 

exploit the crisis following a completely different agenda which has 

nothing to do with the crisis at all. Protecting the symbolic capital 

of the company – its corporate image or reputation – becomes a 

very complex and dynamic kind of game and a new challenge to 

both the communication director and the crisis management team 

of the organisation concerned. 

 

This article was published in Communication 
Director‘s current issue “Weather the storm! The 
crucial methods of crisis communication”. Winni 
Johansen PhD is Associate Professor at Aarhus 
School of Business and Director of Study of the 
Executive Masters in Corporate Communicati-
on. Finn Frandsen is Professor at Aarhus School 
of Business and Director of the ASB Centre of 
Communications. Together, they have co-authored 
Krisekommunikation (2007)

STORYTELLER

 In our approach, the key word is ‘strategic interde-
pendency’ inspired by game theory and complexity 

theory.
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Alexandra Rocca 
(Director of Communications)   

Institution: Credit Agricole
Start:  April 

It has been announced that, effective April 14th, STEEN REESLEV is the new Head of Group 
Relations and Communications at A.P. Moller - Maersk Group, the worldwide organisation 
involved in energy, shipbuilding, retail and manufacturing industries with about 110,000 em-
ployees and offices in around 130 countries. A former journalist, Reeslev has been senior 
executive vice president and head of group communications at Danske Bank since 1998 and 
a member of the bank’s executive committee.

Jenny Grey
(Director of Communications )

Institution: Cabinet Office
Start: July 

Steen Reeslev
(Head of Group Relations and Com-

munications)
Institution: A.P. Moller - Maersk Group

Start: April 15

ADVERTISEMENT

Recent Appointments from the World of Communications / April 2008 

JENNY GREY will take up the position of Director of Communications at the Cabinet Of-
fice, UK, beginning in July. She replaces John Worne, who left to become director of strategy 
and external relations at the British Council. Grey was appointed to the Audit Commission 
in 2006 as managing director of communications and public reporting. Previous positions 
include director of strategy and comms at the National Patient Safety Agency. She will report 
in her new position to permanent secretary for government communications, Howell James.

Effective April, ALEXANDRA ROCCA is the new Director of Communications at Crédit 
Agricole, the largest retail banking group in France. Rocca comes from a similar position at 
Crédit retail arm LLC. She joined in 2005 from Galeries Lafayette department stores where 
she was deputy head of group communications. Prior to that she held roles at department 
store Printemps and medical gas firm Air Liquide

FRANCE:  Crédit Agricole hires Alexandra Rocca to head comms

UK: Jenny Grey to take over communications at Cabinet Office

Denmark:  A.P. Moller - Maersk with new communications Head

Looking To Recruit? CONTACT US NOW!
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Switzerland: Hans Klaus scores at FIFA

HANS KLAUS will assume the role of Director of Communications at FIFA, world football`s 
governing body, on the 20th of May this year. He is currently the director of global corporate 
communications at Japan Tobacco. He also has worked for the Swiss Federal Department 
of Justice and Police, as well as Swissair. Klaus replaces acting director Andreas Herren, who 
leaves to accept a new position elsewhere 

France: New Head of Group Communications for GDF Suez

VALÈRIE BERNIS now heads the newly-formed Group Communications and Financial Com-
munications Department at GDF SUEZ. Bernis joined Suez in 1995 and was latterly Executive 
Vice president in Communications and Sustainable Development.  She had previously acted as 
press secretary for Édouard Balladur, the former French Prime Minister, when he was at the Fi-
nance Ministry 1986-88 and during his Presidential campaign 1991-93. GDF SUEZ was formed 
in a merger last year which was Europe`s largest energy deal.

Valerie Bernis 
(Head of Group and Financial 

Communciations)   
Institution: GDF Suez

Start: March

Sweden: Scania hires Erik Ljungberg to head Corporate Relations

ERIK LJUNGBERG has been appointed Senior Vice President and Head of Corporate Relations 
at Scania, the heavy transport manufacturers. He is currently Head of Corporate Marketing at 
CLAAS Group in Germany, and will report in his new role to Leif Östling, President and CEO 
of Scania. He also becomes a member of group management. Ljungberg will succeed Cecilia 
Edström, who will take up a similar position outside the group

Erik Ljungberg
(Senior Vice President and Head 

of Corporate Relations)
Institution: Scania

Start:  Autumn 2008

Hans Klaus
 (Director of Communications)

Institution: FIFA
Start: May 20

Italy: New appointment at Merck Sharp and Dohme Italy

Since mid-February, Merck Sharp & Dohme Italy has had a new Public Affairs and Corporate  
Communication Director, GOFFREDO FREDDO. He will report directly to CEO and Presi-
dent Dr. Jose Luis Roman. Freddo joined the global research-driven pharmaceutical products 
company thirteen years ago and for the last three years he has been their Economic and Indus-
trial Policy Associate Director. 

Goffredo Freddo
(Public Affairs and Corporate Com-

munications Director)
Institution: Merck Sharp and Dohme 

Start: February

Switzerland:  New communications role for Hackh at Ringier

Swiss publisher Ringier has announced that, from July the 1st,  STEFAN HACKH will become 
their new Head of Corporate Communications. Hackh, a graduate in Law from the University 
of Bern, was previously Communications Manager at AG Media. In his new role he succeeds 
Christoph Soltmannowski, and will report directly to Marco Castellaneta, Ringier`s Head of 
Group Communications. 

Stefan Hackh
(Head of Corporate 

Communications)
Institution: Ringier

Start: July 1 
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EVENTS

24 April 2008
European Communication Summit

The second European Communication Summit will again bring together top-class communication 
professionals from all over Europe and from many different fields and sectors. The Summit covers 
all topics relevant to Communication professionals and spokespersons in business, associations, 
NGOs and politics. This year, speakers include Marianne Amssoms, Vice President Global External 
Communications, InBev; Markus Beeko, Director of Campaigns & Communications, Amnesty Inter-
national; David Bickerton, Director of Communications, BP; Reed Brody, Spokesperson & Counsel, 
Human Rights Watch; Barbara Crowther, Head of Communications, The Fairtrade Foundation.

Hotel Le Plaza,
Brussels

16 April 2008
Social Impact of Globalizati-
on

This year, the European 
Commission in Brussels 
in cooperation with 
CEPS will be hosting a 
major conference  on 
the social impact of glo-
balisation. 

European Commission,
Brussels   More

  More

16 - 18 April 2008
One World Film Festival
 

One World is the lar-
gest human rights film 
festival in the world. On 
the occasion of its 10th 
anniversary, Brussels will 
host this year`s program 
highlights. 

Permanent Representation of 
the Czech Republic,
Brussels   More

21 - 23 April 2008
Language and International 
Business Conference

For everyone interested 
in language training for 
business, Languages & 
Business 2008 offers a 
forum for the exchange 
of experiences, and the 
chance to get up-to-
date with the matter. 

Institute of Directors 

Lindner Congress Hotel, 
Dusseldorf    More

24 - 26 April 2008

The EU in International Affairs Conference 2008

The Conference will provide a forum for discussion and exchange of ideas among the growing 
number of scholars that take an interest in understanding the interface of EU and international 
politics and law. 
It is organised in the framework, and with the support of ‘Global Governance, Regionalisation 
and Regulation: the Role of the EU’ (GARNET, Network of Excellence, 6th EU Framework 
Programme for Research, 2005-2010).
This year`s Conference is the first in what is hoped to be a series of conferences, with the 
second planned for 2010.

Egmont Palace,
Brussels

24 - 29 April 2008 
Communication and Mobile 
Applications Forum

The event is organised 
by Europe Unlimited 
together with Innova-
tionsbron under the i-
techpartner initiative as 
a partnering platform 
for the next generation 
of communication and 
mobile applications tech-

nologies as it promotes emerging SMEs and 
research leaders in Europe.

Clarion Hotel, 
Stockholm   More

  More

06 May 2008 
European Patent Forum

The event will be co-
organised by the Euro-
pean Patent Office, the 
government of Slovenia, 
the Slovenian Intellectual 
Property Office and the 
European Commission. 
Slovenia will hold the EU 
Council Presidency in the 

first half of 2008.

European Patent Office,
Munich   More

16 - 17 May 2008
EU - Latin America & the      
Caribbean Summit

The Lima Summit will 
focus on the fight against 
poverty, inequality and 
exclusion, as well as sus-
tainable development, 
climate change, environ-
ment and energy.

Lima,
Peru

  More
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ASTRID GADE-NIELSEN
CORPORATE COMMUNICA-
TION DIRECTOR, ARLA 
FOODS

MARIANNE AMSSOMS 
VICE PRESIDENT GLOBAL 
EXTERNAL COMMUNICA-
TIONS, INBEV

CHRISTOF EHRHART
VICE PRESIDENT OF 
CORPORATE COMMUNICA-
TIONS, EADS

REGISTER  NOW!

MARTIN KOTTHAUS
HEAD OF PRESS DEPART-
MENT, THE PERMANENT 
REPRESENTATION OF 
GERMANY TO THE EU

PHILIPP SCHINDERA
SENIOR EXECUTIVE VICE 
PRESIDENT CORPORATE 
COMMUNICATIONS, 
DEUTSCHE TELEKOM 

HEIKE GEILING
DIRECTOR MARKET-
ING COMMUNICATION 
EUROPE, RESMED

MARTIN HILLER
HEAD OF GLOBAL  
CLIMATE CHANGE, WWF

ERNST PRIMOSCH
CORPORATE VICE 
PRESIDENT, HEAD OF 
CORPORATE COMMUNICA-
TIONS, HENKEL

REED BRODY
SPOKESPERSON & COUN-
SEL, HUMAN RIGHTS 
WATCH

NANCY PAPALEXANDRIS,
DEPARTMENT OF MARKETING 
AND COMMUNICATIONS, 
ATHENS UNIVERSITY OF ECO-
NOMICS AND BUSINESS

PHILIPPE BORREMANS 
MANAGING DIRECTOR, 
BLACKLINE

JACEK SIWEK 
HEAD OF CORPORATE AF-
FAIRS EUROPE, BRITISH 
AMERICAN TOBACCO

MIRIAM MECKEL DIRECTOR, 
INSTITUTE FOR MEDIA AND  
COMMUNICATION  
MANAGEMENT, UNIVERSITY 
OF ST. GALLEN 

JAMES ROSENSTEIN
GLOBAL DIRECTOR  
OF EXTERNAL AFFAIRS, 
BENTLEY MOTORS

MANFRED SCHWAIGER HEAD 
OF INSTITUTE OF MARKET-
BASED MANAGEMENT & 
DEAN OF STUDIES, MUNICH 
SCHOOL OF MANAGEMENT

GEERT SCIOT
VICE PRESIDENT COM-
MUNICATION, BRUSSELS 
AIRLINES

ANTOINE SIRE
HEAD OF THE GROUP 
COMMUNICATIONS, BNP 
PARIBAS

MATTHIAS FRITTON
HEAD OF COMMUNICA-
TIONS & MARKETING, 
DRESDNER BANK

JONATHAN HARPER
LEADER MARKETING 
OFFICER PRACTICE, 
SPENCER STUART

KATHARINA VON SCHN-
URBEIN SPOKESPERSON, 
CABINET OF COMMIS-
SIONER VLADIMIR 
ŠPIDLA 

KEVIN BARTLETT DIREC-
TOR, THE INTERNATIONAL 
SCHOOL OF BRUSSELS

JACQUELINE STRAYER
VICE PRESIDENT CORPO-
RATE COMMUNICATIONS, 
ARROW ELECTRONICS

HERBERT HEITMANN 
PRESIDENT, EUROPEAN 
ASSOCIATION OF COM-
MUNICATION DIRECTORS 

VIVIANE HUYBRECHT 
HEAD OF GROUP COM-
MUNICATION AND PRESS 
OFFICE, 
KBC 

TON VAN LIEROP
SPOKESPERSON, CABINET 
OF COMMISIONER GUEN-
THER VERHEUGEN

MELISSA LAMSON
PARTNER, DIVERSITY 
WORKS

PIERRE GOAD GLOBAL HEAD 
OF CORPORATE COMMU-
NICATIONS, CORPORATE, 
INVESTMENT BANKING AND 
MARKETS,HSBC BANK

BJÖRN EDLUND
VICE PRESIDENT COM-
MUNICATIONS, ROYAL 
DUTCH SHELL

ULRICH GARTNER
VICE PRESIDENT COM-
MUNICATIONS EUROPE, 
AB ELECTROLUX

OLIVER STOHLMANN
HEAD OF COMMUNICA-
TIONS EUROPE, PFIZER

FRANK KOSTER
GENERAL MANAGER  
CORPORATE COMMUNICA-
TIONS AND AFFAIRS, ING 
GROUP

NICOLA DAVIDSON
VICE PRESIDENT OF 
CORPORATE COMMUNICA-
TIONS, ARCELORMITTAL

MIKE DAVIES
GLOBAL DIRECTOR OF 
COMMUNICATIONS, 
PRICEWATERHOUSE-
COOPERS

BARBARA CROWTHER
HEAD OF COMMUNICA-
TIONS, THE FAIRTRADE 
FOUNDATION

MARKUS BEEKO
DIRECTOR OF CAMPAIGNS 
& COMMUNICATIONS, AM-
NESTY INTERNATIONAL

CLAUS HAUGAARD 
SØRENSEN
DIRECTOR GENERAL, DG 
COMMUNICATION, EURO-
PEAN COMMISSION

MARIANNE BARNER
DIRECTOR OF CORPORATE 
COMMUNICATIONS AND 
OMBUDSMAN FOR CHIL-
DREN‘S ISSUES, IKEA

DAVID BICKERTON
DIRECTOR OF  
COMMUNICATIONS, BP

RAJU NARISETTI
MANAGING EDITOR, MINT

ARCHBISHOP CLAUDIO 
MARIA CELLI PRESIDENT OF 
THE PONTIFICAL COUNCIL 
FOR SOCIAL COMMUNICA-
TIONS, VATICAN

BETTINA GNEISZ-AL ANI  
SENIOR VICE PRESIDENT 
DIRECTOR CORPORATE 
COMMUNICATIONS, OMV

ELFRIEKE F. VAN GALEN 
VICE PRESIDENT, CORPO-
RATE COMMUNICATIONS 
& CORPORATE SOCIAL 
RESPONSIBILITY, KLM

MARIA-FERNANDA FAU
DIRECTOR OF COMMUNI-
CATIONS, BUSINESS- 
EUROPE

PAWEL LISICKI
EDITOR-IN-CHIEF, RZEC-
ZPOSPOLITA

CHARLIE NORDBLOOM
VICE PRESIDENT STRATE-
GIC COMMUNICATIONS, 
VOLVO

LYNN TETRAULT
EXECUTIVE VICE PRESI-
DENT HUMAN RESOURCES 
AND CORPORATE AF-
FAIRS, ASTRAZENECA

DARREN LILLEKER
PROGRAMME LEADER, 
BOURNEMOUTH UNI-
VERSITY

KRISTOFFER J. LASSEN 
CO-FOUNDER, IMOOTY 

CHANTAL TREGEAR 
DIRECTOR, TAYLOR 
BENNETT

KEVIN PERLMUTTER 
HEAD OF PUBLIC RELA-
TIONS AND INTERNAL  
COMMUNICATIONS, 
XEROX EUROPE 

MARC-OLIVER VOIGT
EDITOR-IN-CHIEF, 
COMMUNICATION  
DIRECTOR 

� � � � � � � � � � � � � � � � � � � � � � � � � � �

FIONA WILKINSON
SENIOR VICE PRESIDENT, 
CORPORATE COMMUNICA-
TIONS, VISA

JAN HAINZ 
COMMMUNICATION 
LEADER CEE, GE MONEY 
BANK

PETER KRUSE 
FOUNDER AND MANAGING  
DIRECTOR, NEXTPRAC-
TISE 
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