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Part 4

The knowledge bank

In her work on the communication plan, Lone thus bases it on the stakeholder 
analysis but uses both the risk analysis and the change model as tools. 

In the communication plan above, Lone would have to affect the CEO – give 
the project a positive image – using a third party. This is far more effective
than if Lone had to praise the project. Lone has a personal interest in praising 
the project. It’s significantly stronger if a person who does not owe the project 
something praises it. 

We know it ourselves: If the Mazda dealer praises the car, it does not sur-
prise anyone, but if a colleague, whom we trust, does the same, maybe there is 
something in it. 

An example of how even I manipulated a little: 

An important part of the communication plan is measurement and follow-up on
communication. This can be difficult. Here’s an example of how it can be done: 

Figure 4.55 Communication plan 

PROFESSIONAL PRIDE
The project manager Per told this story 
to Kjeld while they were having lunch: 40 
hours had been set aside for the develop-
ment of the program. Anders had esti-
mated the time required. Unfortunately, 
Anders spent 50 hours before it was 
completed but – as Anders had sad to Per: 
The last 10 hours are on me – the company 
will not pay for my deviation.

Kjeld told someone else about this 
story, He was the company’s news agency.

A few days late, at the Executive Board 
meeting, the CEO states: – There is an 
outstanding team spirit in Per’s project. I 

have been told – not by the formal news 
channels of course – that people work for 
free if they cannot complete their tasks on 
time. See, there are people made for the 
right mould – professional pride!

The Chief Financial Officer and Sales 
Director nodded in agreement.

A few days later, Per asked to get an 
additional employee for the project. Per’s 
justification was that the person had ex-
pertise the was essential for the project in 
its current phase.

The request was approved without any 
remarks.

STAKEHOLDER THE CEO ANDERS  OLE 

Purpose To ensure the project 
has a good and positive 
image: Yes, it does achieve 
something useful for us. 

Change management: 
Move the director from 
decision to confirmation. 

To ensure Kim stays in the 
project. 
Risk: A key member leaves 
the project. 

To check if Ole is working 
properly and on the right 
aspects of the project. 

Method Always make sure that the 
CEO gets the news first 
from you. Make sure he 
gets positive information 
about the project – prefera-
bly (also) from anyone other 
than you. 

Inform about the status of 
the project. 

Highlight the great effort 
Kim makes in the project 
and how indispensable 
he is. 

Tell how committed Kim 
is and how happy he is to 
participate in the project. 

Ask Anders how his 
department is doing. 

If Anders talks about 
getting Kim back, show that 
you understand, and try to 
help, if necessary, by letting 
Kim help out a little or 
finding someone else in the 
project who can help. 

Be sure not only to meet 
Ole at the project meetings 
or when you have to talk to 
him about any project – find 
a third option: Just stop by 
and ask how everything is 
going. 

Find a discreet way to find 
out what Ole is working on 
and ask about his opinions 
and what he has achieved. 
Apply an “you are the 
expert, and I just want to 
know”-attitude. 

Wait a few days, then use 
the same method to talk 
with Ole’s colleagues. Verify 
Ole’s information by talking 
to several others. 

Frequency Weekly. Weekly or as needed (if you 
feel that Anders is on the 
move). 

Every other day. 

Who conducts Project leader. Others. Project manager. Project manager. 

Measurement 
of communica-
tion 

Ask the head of the 
department how he thinks 
the CEO’s views the project 
– on a scale of 1-5. 

The frequency of informal 
meetings (the number 
of days between each 
meeting). 

Evaluation of Anders’ desire 
to get back Kim. Use if 
necessary, a scale of 1-5, 
where 3 is neutral, and 5 is: 
Anders demands Kim back. 

Evaluation of Ole’s quality 
over a four-week period. 
Then make a decision. 
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