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Abstract
In a globalized capital world, publicly listed companies increasingly need to compete for capital by
attracting investors. Hence, there is a need for companies to establish trust and to build relationships
with these investors in order to develop loyalty and competitive advantages. This study argues that
building relationships based on trust and trustworthiness are an integral part of the Investor
Relations discipline (Chandler 2014; Laskin 2011). However, research on the subject of
relationship management with investors is sparse. Furthermore, most studies conducted within the
field of relationship management and investor relations emphasize the role of the CEO, rather than
the investor relations department. It was also found that studies from a Danish perspective does not
exist. Thus, this study seeks to shed light upon knowledge gap based on the following research
question:

How do publicly listed Danish companies work strategically with building
and maintaining relationships with current and potential investors?

The study takes a social constructionist standpoint combined with an inductive and qualitative
research design. Data is collected through semi-structured interviews with nine vice presidents and
CEOs from large publicly listed Danish companies in order to gain extensive insights into their
understanding of and work with relationship management with investors in practice. The gathered
data is analyzed through an inductive thematic content analysis.

The study finds that Investor Relations participants did not work strategically with relationship
management with investors, nor did the majority perceive it as relevant for their function. The
participants all agreed that a good relationship with an investor is primarily built on trust and
trustworthiness. However, they were found not to perceive professional trust as a construct of
relationship management. Rather, it was perceived to be a construct of tactical communicative
actions that do not build relations. Furthermore, the findings indicate that the participants believe
that the smaller the company is, the more important it is to work strategically with investor relations.
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Thus, the participants from the largest companies did not perceive a strategic direction towards
investor relations or relationship management with investors as relevant, simply because their
stocks are bought and sold regardless. Hence, the practical understanding of relationship
management with investors as relevant appears to be limited to smaller companies.

The study have implications for both theory and practice as it provides insights into how
relationship management is understood and utilized in practice among investor relations
professionals. Furthermore, the study provides insights into theories and models that can be utilized
by Investor Relations professionals as a means to optimizing current work and relationship building
efforts. The study should therefore be seen as an insightful and inspirational study, which lays the
foundation for further research.

Key words: Investor Relations, Relationship Management, Relationship Building, Public Relations,
Strategic Communication, Thematic Content Analysis

Characters: 2.610
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1. Introduction
In investment decisions trust is pivotal. Today, intangibles can constitute more than 50 % in
investment decisions (Chandler 2014). These intangibles can for instance include the investors’
perception of the management, trust, and relationships with the company seeking capital (Chandler
2014). When making an investment, the investor invests in the future - into something unknown.
Thus, it becomes important for Investor Relation departments to build relationships with investors
in order to increase their willingness to trust and invest in the company. Building relationships based
on trust and trustworthiness therefore becomes an integral part of Investor Relations (from now on
referred to as ‘IR’) (Chandler 2014; Laskin 2011). If publicly listed companies fail to recognize this
aspect, they risk jeopardizing their ability to achieve a ‘fair’ stock valuation and appealing to
investors (Chandler 2014).

1.1. Investor relations in practice today
The concept of IR emerged during the 1950s in the USA as a management specialism, where publicly
listed companies communicate and maintain relations to their owners; the shareholders (Chandler
2014; Dolphin 2003). IR first developed in Denmark as a concept in the beginning of the 1990’s
(Lykkesfeldt 2006). Despite it being a relatively new field, the function has had a significant effect
on publicly listed companies, as the function is responsible for communicating externally and
establishing trust to investors (Dolphin 2003). IR, as known today, has developed within the last
decade as the understanding of the importance and relevance for building and maintaining
relationships has increased (Dolphin 2004; Chandler 2014). Simultaneously has the complexity of
the function increased due to globalization and the various types of investors and shareholders that
has developed, from private investors to institutional investors, hedge funds, brokers and merchant
banks (Tench & Yeomans 2006). Thus, Duffy (2014: 16) argues that there is a growing pressure from
shareholders for companies to interact with them in order to provide deeper insights into and
knowledge about the company. Further, this growth in complexity, due to various new types of
investors, makes it necessary for companies to be aware and pay attention to the various subgroups
of shareholders; in Chandlers study (2014: 172) one CEO said that:
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“We have to be sensitive to and have an open line of communication to many
more people than in the past; however, this demands an increasing
complexity within companies’ for them to be able to manage communication
and build relationships with investors, while simultaneously taking the
regulations from laws into consideration” (Chandler 2014: 169-170).

Thus, publicly listed companies are by international and Danish regulations forced to communicate
all information that can affect the stock price in the form of corporate announcements, as well as
they are legally required to produce annual and quarterly reports (Tench & Yeomans 2006).
However, Dolphin (2003) refers to the complexity of the legislative requirements as a necessary evil
for companies, as they are accountable to their investors. Failure to engage investors limits the
company’s ability to complete strategic and financial actions as well as it puts pressure on the
company stock (Chandler 2014: 160). Thus, the purpose of IR activities is to influence the investors
and potential investors’ perception of the company in order to attract and retain the investors, to
which relationship building becomes an important tool. The emphasis in this thesis will not be on
legislative communication and requirements, rather the thesis seeks to understand and gain insights
into strategic relationship management with investors.

For a company to be able to contribute to long-term sustainable value creation, it is necessary for the
management to engage in dialogue with its potential and current investors (Laskin 2011; Aakhus &
Bzdak 2015; Tuominen 1997). Two-way communication, where a mutual understanding of the
shareholders’ and IR professionals’ needs, must be developed, which enables the company to
manage the relationship effectively (Dolphin 2003: 39; Becker et al. 2014). The scholars argue for
companies to put more attention to the concept of IR (Dolphin 2003; Chandler 2014; Duffy 2014;
Ditlevsen 2014), because IR contributes to the corporate bottom line (Laskin 2011). Furthermore, the
increased trust that may occur thanks to the development of relationships enables more stable IR
(Laskin 2011; Starkman & Klingbail 2004; Mahoney 2001; Ditlevsen 2014). However, then the
question arises: How do companies build trust through strategic relationship management and
communication with their investors?
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The rise of IR, the increasing regulations, and management of communication, interaction and
relationships with investors argue for the importance of understanding how companies go beyond
legislative requirements in order to establish relationships with investors. Furthermore, in an
increasingly globalized society, where investors can buy and sell stocks with a click on a computer,
it becomes important for companies to establish competitive advantages and increase stability and
loyalty among investors through relationship management. Thus, due to its important strategic
elements in an increasing globalized world (Rao & Sivakmur 1999), it is argued that IR is a significant
tool which is to become increasingly more relevant for publicly listed Danish companies to work
strategically with relationship management (Dolphin 2003), which is what this thesis seeks to shed
light upon.

1.2. Investor Relations from a theoretical stance
Due to its short time span of origin, theory-building studies in IR has been rare (Petersen and Martin
1996; Laskin 2011), and according to Dolphin (2003) academic journals and scholars largely ignore
the concept. However, with the growth of the number of investors and the increasingly globalized
society, several authors now argue that IR has become a fast growing and influential area within
corporate communication, public relations, and financial communication (Davis 1995; Laskin 2011;
Dolphin 2004; Ditlevsen 2014). However, despite this growing scholarly recognition, the concept
has mostly gained recognition among scholars such as Chandler (2014), Duffy (2014) and Petersen
& Martin (1996) in the United States. Most of these American studies emphasize the CEO’s position
and role in regards to building relations with investors (Petersen & Martin 1996; Pincus et al. 1991;
Chandler 2014; Arthur W. Page Society 2007; Duffy 2014). However, these studies do not recognize
the importance of the individual IR professional’s work within the field nor their interactions with
the investors on a daily basis. When looking at the concept of IR from a European perspective only
few studies have been published. Tuominen (1997) studied the “Nordic School Approach”; Dolphin
(2003) studied IR approaches in a British context, Becker et al. (2014) studied the effect of the CEO
and brand personality in financial communication in Germany, and lastly only one Danish study
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was found by Ditlevsen (2014), who studied how IR builds trust in good and bad times through
written communication materials.

Despite authors arguing for its relevance and the increasing interest in the subject little has been
published outside the US. Only few studies have looked into strategic management of relationships
and communication with investors, especially when it comes to looking at the role of the IR
responsible, which is the focus of this study (rather than the role of the CEO). Further, to the
knowledge of the researcher, this has not yet been studied in a Danish context. Thus, this thesis will
shed light upon this knowledge gap by studying how Danish publicly listed companies´ work
strategically with relationship management in order to gain the benefits thereof. Hence, this
exploratory thesis will lay the foundation for future research within this knowledge gap.

1.3. Research question
How do publicly listed Danish companies work strategically with building
and maintaining relationships with current and potential investors?

This thesis will investigate and gain an understanding of Danish IR professionals’ strategic
work with investors. The thesis will not provide insights into the legislative requirements
of the IR departments. Instead, emphasis will be on how publicly listed Danish companies
work strategically with relationship management through interaction, dialogue, and
communication with institutional and private investors. Thus, the knowledge gap will be
explored through a qualitative study of Danish IR professionals’ perceptions of their own
relationship building activities and strategies.
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1.4. Theoretical framework and methodology
This study takes departure in the existing studies conducted mainly by American scholars. The
thesis will investigate the definitions and concepts of IR in order to gain an understanding of the
concept and how it differentiates based upon the theoretical point of view of the scholars. The
theoretical framework explores relationship management by looking into the components of a good
investor relationship (Ledingham & Bruning 1998; Hon & Grunig 1999; Sandstrøm 2012; Wood 1995;
Rawlins 2007; Chandler 2014; Tuominen 1997). Lastly, the theoretical framework explores how IR
professionals can, according to theory, strategically build relationships of trust (Aakhus & Bzdak
2015; Grunig & Hunt 1984; Johansen & Nielsen 2011; Six et al. 2010; Gabarro 1978; Duffy 2014). This
provides an understanding of the proposed theoretical approaches to IR and lays the foundation for
the investigation into how IR professionals in Denmark seek to build relationships based on trust
with investors and potential investors in practice.

This study is based upon a social constructionist view (Bryman 2012), which aims at gaining insight
into IR professionals’ perceptions of their own activities. Thus, insights and understandings
developed throughout the thesis will be based upon the assumption that the perceptions portrayed
in the thesis are socially constructed. The IR professionals’ understanding of IR is a social construct
that is developed through interactions between the company, the investors, and other IR
professionals similar to the way the concept of IR has changed, developed, and been defined by
various scholars (Bryman 2012). Furthermore, the aim of IR professionals’ work is to affect investors’
perceptions of the reality, concerning the stock-issuing organization, in order to build awareness of
and interest in the particular stock. Thus, it becomes relevant to understand how IR professionals
perceive their work with dialogue, interaction, and personal relations in order to affect the investor’s
understanding of the company and whether one should invest or stay invested. This study’s
empirical basis consists of interviews with nine IR professionals from publicly listed Danish
companies and will analyze the data through an inductive thematic content analysis. Although no
truth claims will be made throughout this thesis it is suggested that the findings lay the foundation
for further research, as the subject in question can provide valuable knowledge for future
development of theory and practice.
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1.5. Delimitation
This thesis sheds lights upon the IR professionals’ understanding of relationships and their strategic
work with relationships management that go beyond providing information to comply with legal
requirements. This is the first Danish study from this perspective. The study does not take the
investors’ understanding of relationship management into account. Hence, the view is narrowed to
the IR professionals. Building relations is a two-sided process in which both the IR professionals and
the investors are involved. However, in order to narrow the scope, the understanding of how the
investors perceive and respond to the relationship management approaches is not covered in this
thesis, albeit a topic for further investigation.

The interviewees are mainly collected from C20-listed companies, which is a list of the most traded
and highly valued Danish stocks. Hence, the study takes departure in companies that experience
extensive trading of their stocks. Due to the size of C20-listed companies, they will likely
communicate with a large international investor base and not only a local Danish investor base.
Thus, the interviewees enlighten the perspective of IR and relationship management from large
global Danish companies, and not smaller Danish companies that are more focused on Danish
investors. Consequently, the study does not seek to investigate how start-up companies work with
IR.

1.6. Thesis structure
This paper consists of five main sections. The first section, the theoretical framework, sheds light
upon what is known about the concept of IR and how it is understood from a theoretical point of
view. A key element of the theoretical framework is the understanding of a good relationship and
how companies can build beneficial relationships with their investors.

In the second section, the methodology of the thesis is introduced, elaborating on the methodological
choices made in regards to conducting an exploratory study with semi-structured interviews with
IR professionals and an inductive thematic content analysis.
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The third section provides insights into the data collected and accounts for the analysis of the
interviews conducted with the IR professionals in order to gain an understanding of their strategic
approach to building relations with investors.

The fourth section discusses the findings from the analysis and compares them to the existing
theories from the theoretical framework. This sheds lights upon how Danish IR professionals work
strategically with relationship management compared to the theory. Furthermore, this section
elaborates on how the findings of the study have implications for practice and theory.

Lastly, the fifth section concludes upon how the research question has been answered throughout
the thesis and will shed light upon the findings of the study and how this study answers the research
question, by constructing insights and perspectives to the knowledge gap.

Figure 1 below, provides an overview of the sections of the thesis.
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1. Introduction
2. Theoretical framework
•Investor Relations as a theoretical concept
•Stakeholders, roles and legislative requirements
•Building relations with investors
• Strategies for building relationships based on trust

3. Methodology
•Theory of science
•Data collection
•Data analysis

4. Analysis
•Dimensions of the good investor relationship
•The understanding of the relevancy of relationship building
•Strategic approach or not?
•Relationship building actions

5. Discussion
•The good relationship is based upon trust
•Is trust developed through interpersonal actions or communicative tools?
•Strategic direction or lack thereof
•Roles and activities in relationship building
•Investor Relations in a Danish context vs. international
•Is strategy only relevant for small companies?

6. Conclusion
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Chapter 2
Theoretical Framework
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2. Theoretical framework
In the following section the theoretical framework for this thesis is outlined. A theoretical
understanding of IR and relationship management is needed in order to study how IR professionals
work strategically with relationship management with investors and to answer the research
question. Thus, the following section consists of two main sections: IR as a theoretical concept and
Building relations with investors. The first section is concerned with the development of IR from
its origin until today. Throughout this section an understanding for the various approaches and
understandings of the concept are provided based upon scholars’ findings and theoretical stances.
The section will also highlight the legal perspectives of IR, the tasks and stakeholders with whom
they interact and communicate. This perspective is needed in order to be able to understand when
IR professionals go beyond legislative requirements.

The second section provides insights into theory in regards to how to build relations with investors.
Thus, the “good” investor relationship is discussed based on theory, as well as models and
approaches for strategic relationship management with investors are outlined. This enables an
understanding for what to strive for when building relations as well as an understanding for, and
how IR professionals according to theory can build relations.
Each paragraph below will be introduced with a short outline, describing the contents of the section
and how it supports the answering of the research question.

2.1. Investor Relations as a theoretical concept
The following section introduces IR as a theoretical concept. This will provide an understanding for
the concept of IR as well as how the various definitions and approaches defined by scholars
influence how IR can be practiced.

IR was initially perceived as a Public Relations function (from now on referred to as PR), which at
the time mainly focused on tactical activities (Chandler 2014). Until the 1980’s, IR was mostly
handled by the CFO, who answered questions from the shareholders as they arose, referring to it as
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PR or even crisis management (Useem 1993). The acknowledgement and professionalization of IR
arose as a result of “the Big Bang in 1987” (Dolphin 2003), where companies experienced that
institutional investors replaced many private investors. With technological developments it became
easier to transfer large amounts of capital. This led to more regulations, compliance, and security
laws, which further enhanced the importance of strategic external communication and ultimately
came to mean the introduction of IR as a function (Dolphin 2003).

The understanding of IR as a function has broadened as the importance and relevance of the concept
has increased due to globalization, competition in capital markets, and the increase of electronic
capital flows between major financial centers in the world (Dolphin 2003). Therefore, IR is now
practiced by professionals with expertise in finance, communication, and securities law compliance
(Chandler 2014: 160; Dolphin 2003).

In the early 2000s, corporate scandals exploded with Enron and WorldCom. Combined with the
financial crisis attention was again turned towards the concept of IR. Now, however, the focus
turned from merely communication to the strategic importance of relationship building and
maintenance of trust with investors (Chandler 2014; Laskin 2011). Thus, as Dolphin (2003) notes, the
element of strategic communication with selected and influential stakeholders is a recent
phenomenon. Laskin (2011) elaborates on the development arguing that in “the post-Enron era” the
importance of IR has increased and that its focus is shifting towards rebuilding investor confidence
through dialogue and two-way communication.

2.1.1. Defining Investor Relations today
The understanding of the concept of IR and its development has changed through time and as a
result of corporate scandals and globalization. Thus, scholars have various understandings and
definitions of the concept of IR. These perspectives influences how IR is understood and practiced.
Thus, the following section studies the various understandings of IR in order to establish the
definition employed in this thesis.
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Scholars’ understanding of IR as a concept varies greatly, as their definition of IR is defined based
upon their theoretical stance. Thus, scholars define IR as being either corporate communication,
corporate marketing, financial communication, or PR. An overview of the various theoretical
perceptions of the IR function is also provided in table 1.

Ditlevsen (2014) and Dolphin (2003) argue for IR as a Corporate Communication function, as it is a
strategic management process, which entails communication with the various stakeholders of a
company in order to establish mutually beneficial situations and competitive advantages (Dolphin
& Fan 2000). Hence, IR is viewed as a strategic function within Corporate Communication because
of its impact on the development of the overall corporate image (Gregory 1997). Due to the tactical
and strategic communication IR becomes a message function that focuses on developing
shareholders’ feelings and favorability towards the company, which leads to enhanced financial
results and positive stock market evaluations (Gregory 1997). Thus, when viewing IR as an element
of Corporate Communication, focus is on alignment of communication across the company, as well
as supporting overall corporate image through investor communication (Gregory 1997; Cornelissen
2014; Ryan & Jacobs 2005; Guimard 2008).

On the contrary, Leeds & Fraser (1993) mention IR as a strategic Corporate Marketing function as it
emphasizes building marketplaces and building a strong corporate identity. Similar Rao &
Sivakumar (1999) refer to IR as a function that combines finance and communication in order to
build long- and short-term relationships between the company and its investors and shareholders
through planned marketing activities. NIRI (1996) also asserts IR as a corporate marketing activity
which, when conducted effectively by the IR department, “can have a positive effect on a company’s
total value relative to the overall market and company’s cost of capital” (In Petersen and Martin
1996: 177). Hence, when viewing IR as a corporate marketing function, the IR professionals become
brand managers, as they, through strategic and tactical activities, build the brand in the minds of
current and potential investors. As brand perception rises, interest and awareness around shares
rise. Shares are viewed as something that should be marketed and IR professionals as brand
managers that are responsible for building a strong financial brand (Leeds & Fraser 1993; Rao &
Sivakmur 1999; Tuominen 1997; Sirgy & Lee 2008).
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Petersen & Martin (1996) take a different stance as they found that American CEOs perceived the IR
functions as fragmented, as it were split across multiple departments and various executives in the
companies. Their study concluded that the function was in practice mostly treated as a financial
function in regards to the organizational placement and the qualifications needed to practice the
function. Marston (1996) further suggests that IR should be seen as the link between a company and
its investor community with one main task: to provide financial information to the shareholders.
These findings are supported by Regester (1990) who argues that IR belongs to the financial end of
communication.

Lastly, as originally perceived, other scholars view IR as a PR function (Chandler 2014). PR are across
scholars defined as a relationship management function (Grunig 1992; Ledingham & Bruning 1998),
and the “fundamental goal of PR is to build and then enhance ongoing or long-term relationships
with an organization’s key constituencies” (Hon & Grunig 1999: 2). Thus, investors are key
constituents of a company and can be defined as an external public or stakeholder, as a stakeholder
is defined by Freeman as “any group or individual who is affected by or can affect the achievement
of an organization’s objectives” (1984: 52). Hence, it is argued that the communication with
stakeholders, which lies within IR departments, should be seen as an act of PR (Freeman 1984;
Ledingham & Bruning 1998; Hon & Grunig 1992). Thus, when perceiving IR as an element of PR
emphasis is on managing investors in order to build mutually beneficial and long-term relations
(Tench & Yeomans 2006; Grunig 1992; Ledingham & Brugning 1998; Hon & Grunig 1992; Grunig &
Hunt 1984). Grunig & Hunt (1984) noted that IR is a "hybrid of public relations and corporate
finance" (p. 352); a definition, which is employed by this thesis. Thus, IR will be perceived as a
hybrid, which emphasizes financial communication and relationship management with investors,
as a PR function.

Table 1 below provides an overview of the various theoretical perceptions of the IR function.
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Table 1:

THEORETICAL BACKGROUND

SCHOLARS AND STUDIES

INVESTOR RELATIONS AS A
CORPORATE COMMUNICATIONS
FUNCTION

Ditlevsen (2014)
Dolphin (2003)
Ryan & Jacobs (2005)
Guimard (2008)
Gregory (1997)
Guimard (2008)

INVESTOR RELATIONS AS A
CORPORATE MARKETING
FUNCTION

Leeds & Fraser (1993)
NIRI (1996)
Rao & Sivakmur (1999)
Tuominen (1997)
Sirgy & Lee (2008)

INVESTOR RELATIONS AS
FINANCIAL COMMUNICATION

Marston (1996)
Petersen & Martin (1996)
Regester (1990)

INVESTOR RELATIONS AS A
PUBLIC RELATIONS FUNCTION

Grunig (1992)
Hon & Grunig (1992)
Grunig & Hunt (1984)
Ledingham & Bruning (1998)
Tench & Yeomans (2006)

A common denominator in the definitions of the concept among scholars is the perspective of IR as
a linkage between the corporation and the investors, shareholders, and other related stakeholders
(Petersen & Martin 1996; Becker et al. 2014; Ditlevsen 2014; Marston 1996; Tuominen 1997; Cutlip et
al. 1994; Center & Jackson 1995). However, some scholars focus on the strategic role of the concept
(Dolphin 2003; Becker et al. 2014; Lykkesfeldt 2006; Chandler 2014; Ditlevsen 2014; Leeds & Fraser
1993; Ryder & Regester 1989), whereas others focus on relationship management (Laskin 2011;
Tuominen 1997; Sirgy & Lee 2008; Cutlip et al. 1994), and lastly other scholars perceive IR as a tactical
communications function (Rao & Sivakmur 1999; NIRI 1996; Martin 1996; Center & Jackson 1995).

Despite finding that the current perception among American CEOs of IR as merely a financial
activity, Petersen and Martin (1996) also argue that they saw a tendency among the CEOs to change
perspectives from focusing solely on financial matters and instead focus on a “greater involvement
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in communicating and building relationships with all the organization’s key publics.” (1996: 179).
This tendency is further supported by Lees (1994: 5), who state:

“There is no doubt about who is responsible for investor relations in any
public company. It is the chief executive. That doesn't mean to say that he
sees everyone involved but he must take the lead, set out the areas of
responsibility and dictate the overall strategy”.

Thus, it appears to be the CEO and the upper management of the publicly listed companies deciding
where to physically place the IR function, as well as how to define investor relations in the company.
This also aligns with Ryder and Regester (1989) suggesting that IR is of strategic importance and not
solely a tactical function. Dolphin concludes in his article from 2004 that IR “now evidentially plays
a core role in the strategy of the corporation itself.” (2004: 33). Whereas Ryder & Regester (1989),
Dolphin (2004), Lees (1994), and Becker et al. (2014) define IR as a strategic management function,
other scholars disagree as Rao and Sivakmur (1999) define the function as a tactical marketing
function instead. Similar to this, Center & Jackson (1995: 151) define IR as a practical function in
which IR professionals act as the “[…] interpreter and mediator between prime audiences”.

The mentioned definitions emphasize communication and the role as a linkage function between
the strategic management of the company and communication with investors. However, they do not
emphasize the aspect of relationship building. Contrary to this viewpoint, Cutlip et al. (1994: 19)
define IR as “the specialized part of Corporate Public Relations that builds and maintains mutually
beneficial relationships with shareholders and others in the financial community”. Thus, in Cutlip
et al’s definition, IR is not only an informative function that serves the Investors with financial
results; it is also a function that through relationship management gives back to the companies.
Similarly, Tuominen (1997: 47) defines IR as “[…] the long-term interactive relationships between
companies and their private and institutional investors […]”, thus emphasizing that relationship
management is about interaction and two-way communication in order to create mutually beneficial
situations for the companies and investors.

page 22 of 104

Investor relations from a Danish Perspective
An Exploratory Study of Strategic Relationship Management with Investors in Practice

Kristine J. Gye
AU456746 / 201208550

As expressed in the paragraphs above, scholars not only disagree whether IR should be perceived
as a corporate communication, corporate marketing, PR, or finance function. However, scholars also
disagree on whether the IR function should be perceived as a strategic function managed by top
management or a tactical activity managed by practitioners. These perspectives appear to be defined
by the time in which they were developed, as scholars defining IR as a tactical function are all
published before the “Post Enron Era” (Rao & Sivakmur 1999; NIRI 1996; Martin 1996; Center &
Jackson 1995). Thus, the perspective of IR as a strategic function which emphasizes relationship
management and building with investors are mostly published after the ‘Post Enron Era’; here
among scholars such as Becker et al. (2014), Ditlevsen (2014), Laskin (2011), Chandler (2014), and
Sirgy & Lee (2008). Thus, it appears that changes in the IR paradigm are caused by societal actions
and communicative and branding paradigms as recognized by Sandstrøm (2012). The function is
now perceived as a strategic function, which emphasizes relationship building with a particular
stakeholder group, the investors, and it appears that its communicative function derives from PR
where the goal is to communicate and build relationships with stakeholders (Tuominen 1997; Cutlip
et al. 1994; Laskin 2011; Ledingham & Bruning 1998; Grunig 1992). However, adding to this, IR must
be acknowledged as a hybrid, which emphasizes various theoretical areas in its practice. IR is for
this thesis defined as a strategic financial communications function of Corporate PR that builds and
maintains mutually beneficial relationships with shareholders and others in the financial
community, hence, borrowing from Cutlip et al. (1994), Becker et al (2014), and Grunig and Hunts
(1984) definitions of IR.

2.1.2. Purpose and Goal with Investor Relations
A definition of the concept of IR has been developed based upon various scholars’ understanding
of the concept. However, in order to be able to understand the function in practice, a theoretical
understanding of the purpose and goal of the function must be provided as these lay the foundation
for any strategic direction.
Whereas scholars perceived IR from various, differing theoretical stances, they appear to be more
aligned when it comes to the understanding of the purpose and goal of IR. Here, many scholars
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agree that the purpose of the IR function is to act as the link and liaison between the top management
of a company and “influential financial groups” (Petersen & Martin 1996; Becker et al. 2014;
Ditlevsen 2014; Marston 1996; Tuominen 1997; Cutlip et al. 1994; Center & Jackson 1995; Lykkesfeldt
2006). According to Rao & Sivakmur (1999: 29) the purpose of IR is “[…] to provide fair and equal
announcement of good and bad news, as well as developments that will or might have a material
impact on the investment decision”. Thus, communication and mutual understanding are sought as
it enables companies to enhance “corporate value through effective communication” (Laskin 2011:
304). Therefore, the purpose of IR is to present an accurate portrayal of company performance and
prospects in order to create a compelling story to sell the company stocks and enhance corporate
value (Rao & Sivakmur 1999; Laskin 2011; Chandler 2014). This is further supported by Rao and
Sivakmur’s study from 1999 in which they found that IR executives are focusing on presenting and
selling the “investment story”, a story focused on “the strategy of the company, its growth plans
and prospects [in order to] differentiate the company from rivals in capital markets” (1999:30). They
refer to the function as key in the aim of building a competitive advantage for companies to be able
to attract investors. According to Aakhus & Bzdak (2015), a competitive advantage is based on
commitment, engagement, and dialogue with investors. Similarly, Laskin (2011) emphasizes that
companies should build investor confidence and competitive advantages through the establishment
of trust. This enables companies to compete for investors and for capital in an open market (Laskin
2011). Desmond (2000) even suggests that the relationships with investors are the foundation for a
sustainable business success. Furthermore, Laskin (2011) claims that the function “[…] is not about
numbers any more. Today’s IR is about building and maintaining relationships” (2011: 11). Thus,
the aim and purpose of IR is not only to inform and communicate with investors. It is a function that
enables learning and feedback from investors through relationship management (Ryder and
Regester 1989). In contrast to this, Chandler (2014: 160) states, “failure to engage successfully with
investors can create significant downward pressure on a company’s stock and also severely limit
management’s ability to complete major strategic and financial transactions”.

Laskin’s (2011) study into how IR contributes to the corporate bottom line found that there are four
key areas in which IR contributes to a company. These are “fair share price, improved liquidity of
stock, enhanced analyst coverage, and building and maintaining investor relationships” (Laskin
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2011: 302). Elements which directly affect the stock price and investors willingness to buy the stock.
This is further supported by the National Investor Relations Institute (NIRI), Investor Relations
Society, and the Institute for PR, who emphasizes similar contributions: “securities valuation,
trading volume, analysts coverage, relationships with the investment community” (in Laskin 2011:
304-305). Starkman and Klingbail (2004) further explain that if companies build relationships with
their investors, they will experience the benefits of their work and be rewarded for their actions, as
they state that “these shareholders do not sell of the stock as soon as it goes down or the company
faces challenges” (in Laskin 2011: 307). Hence, Starkman and Klingbail argue that companies do not
only experience the four key areas contributing to the corporate bottom line which were outlined by
NIRI, however shareholders will through a good relationship also become more loyal towards the
company. Mahoney (2001: 9–10) elaborates on this by stating:

“Value gaps tend to diminish because investors believe management can
accomplish what it says. Positive events and development earn higher stock
gain rewards. A flat or down quarter isn’t an automatic sell signal. Investors
look for explanations and, when convinced that fundamentals are still strong
and growing, are more likely to hold their shares or even increase their
positions. Patience is more likely to be accorded”.

This is also recognized by one of the participants in Dolphins study (2003) in which the participant
states: “the share price can fall or rise according to the perspective created by financial
communication – so shareholders are the key audience” (2003: 37). Thus, building relationships with
investors can be seen as the “corner stone of investor relations” (Laskin 2011: 307-308). However, it
should also be taken into account that measuring how strategic relationship management affects the
corporate bottom line can be difficult (Laskin 2011). Conclusively, it is argued that the purpose of IR
is to build a competitive advantage through relationship management in order to be able to compete
in a competitive market and harvest the benefits thereof (Laskin 2011; Aakhus & Bzdak 2015;
Peyrefitte 2012; Rao & Sivakmur 1999).
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2.1.3. Stakeholders, roles and legislative requirements in
Investor Relations
In order to understand how IR professionals work strategically with relationship management in a
Danish context, one must understand the various types of stakeholders related to the function. Also
it becomes relevant to understand the legislative regulations and annual cycle of services that define
the tasks within IR. This enables an understanding of the IR professionals’ daily work and how they
go beyond the legislative requirements to build relationships with investors.

When company shares are bought and sold several

Regulators

stakeholders are involved in these exchanges of
Institutional
shareholders

money. These are, among others, institutional
shareholders, private shareholders, private client

Private shareholders
(potential and current)

brokers, and investment and merchant banks (Tench
& Yeomans 2006). The involved shareholders can be
split into three different categories based on their
interaction and influence on the process of selling
share: 1) those who regulate the exchange of money,

Investor Relations
function

Private client brokers

Investment and
Merchant banks

such as the World Bank, the EU, and local regulators,
2) those who exchange the money, such as

Analysts

institutional and private investors, and 3) those who
Media

influence and communicate about the exchange of
Figure 2 provides an overview of the various
external stakeholders in regards to the
Yeomans 2006: 468).
investor relations function. Stakeholders from
category 1 are marked in light grey.
Stakeholders from category 2 are marked dark
The IR departments and professionals act as a link grey, and stakeholders form category 3 are
marked in blue.

money, such as analysts and the media (Tench &

between the company and its involved stakeholders.

Therefore, depending on the context and the stakeholder, the IR professional has various types of
IR roles (Lauria 2008). One of them is the role of an analyst. Here, they are often responsible for
analyzing and communicating information on behalf of the company, as well as analyzing and
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interpreting competitor data (Lauria 2008). Another role that the IR professional can take on is the
role as a strategic business development partner. Through the interaction and engagement with
investors and other stakeholders, the IR professional gain extensive insights into their views and
reactions. This can provide potential strategic business development actions, especially in cases of
mergers and acquisitions (Lauria 2008). Lastly, the IR professional can enter the role as a PR
coordinator, which entails coordinating external PR efforts, for instance events, press releases, and
relationship management (Lauria 2008).

However, IR professionals are not free to simply change roles, communicate, and interact with
investors freely, as there are several activities that companies are required by law to provide.
According to DIRF (2016),

“[a]ny listed company must comply with the laws and regulations
concerning the disclosure of information that are relevant to a company’s
finances. In addition, there is the interaction with investors which is about
informing about the company on a number of different parameters and not
least to tell about changes to the company’s business strategy.”

The regulation of the exchange of information between investors and companies’ is controlled
internationally and nationally (Tench & Yeomans 2006; Petersen & Martin 1996). International
regulators are among others the World Bank, the EU, and countries covered by trade agreements
such as NAFTA (Tench & Yeomans 2006). Despite the communication and practice of IR varies from
country to country, Tench and Yeomans (2006: 471) argue for it as being repetitive and familiar
across the globe, due to the international societies controlling the global trades of stocks.
Furthermore, in Denmark, listed companies must oblige to the several laws (DIRF 2016: 9). These
are:


The Market Manipulation Directive (in Danish: Markedsmisbrugsforordningen)



The Danish law on securities trading (in Danish: Værdipapirhandelsloven)



Rules for issuing stocks which are issued on Nasdaq Copenhagen
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Recommendations for good corporate management, issued by the Committee for Good
Corporate Management



The Companies Act (in Danish: Selskabsloven)



The Danish Financial Statements Act (in Danish: Årsregnskabsloven)

Listed companies are required by laws to provide special services for their stakeholders; these
services consist of managing IR, disclosure valuation, and capital formation (Rao & Sivakumar 1999:
29). Thus, publicly listed companies are required to publish quarterly and annual earnings (Tench
& Yeomans 2006; DIRF 2016). They must also make corporate announcements in cases where
company news can potentially affect the stock price. Rao and Sivakmur (1999: 29) refer to regular
disclosure topics as “annual earnings, declaration of dividends, stock splits, and changes in
corporate officers”. Thus, IR professionals are expected to present information during disclosure
processes to financial analysts, which enable the analysts to evaluate the stock and whether to put it
on “hold”, “sell”, or “buy” (Rao & Sivakmur 1999: 29). These regulations establish the minimum
amount of information that publicly listed companies must make public to their stakeholders.
However, as Petersen & Martin (1996: 174) argue:

“By itself, complying with that minimum does not definitively establish the
effectiveness of a company's financial communications, but because the
management of such communication is vital for the existence of a public
company, CEOs often retain primary responsibility for this activity, sharing
it only with those executives most likely to understand its complexity”.

IR executives are not only in charge of managing relationships with investors, they are also
responsible for managing financial analyst’s expectations, as this enables them to correct potential
misunderstandings in the investor and analyst communities (Rao & Sivakmur 1999: 29). Thus, it
becomes a crucial task for the IR professional to understand and work with the “assumptions of
driving the financial model used by financial analysts, and to influence those assumptions to ensure
a realistic assessment of the organization” (Rao & Sivakmur 1999: 29). This enables the IR responsible
to market and influence the valuation of the company, and hence enables the IR professionals to
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attract and retain investors (Rao & Sivakmur 1999: 29). This means that many of the main activities
in the IR departments go beyond the services that are required by law in order to service their
stakeholders. These are among others (Ditlevsen 2014; Rao & Sivakmur 1999; Nielsen & Bukh 2010;
Lykkesfeldt 2006):


Managing the IR corporate website



Writing and distributing newsletters and fact sheets



Writing and distributing Corporate reports, here among CSR reports, Annual reports etc.



Writing press releases in corporation with the communications department



Conducting press conferences



Conducting conference calls



Roadshows (a concept where you travel around the world meeting current and potential
investors)



Meetings and presentations (with internal as well as external partners)

2.2. Building relations with investors
IR has been defined as an element of PR. From a PR stance it is argued that IR is about managing
relations with investors and other external stakeholders such as financial analysts and the press in
order to gain a competitive advantage. However, how do IR professionals apply a relationship
management approach and how is the good investor relationship characterized? The following
section will explore what a good investor relationship is as well as how IR can build relations with
their investors.

Stakeholders, including investors, have intangibles stakes in a company, which do not necessarily
focus on return of investment, for instance moral claims, prestige, emotions, and trust (Kantanen
2012; Becker et al. 2014). It is argued that integrity, leadership, and vision as well as other intangibles
can constitute more than 50 % of the decision making process when deciding on whether to invest
or not (Chandler 2014; Charlier 2013; Laskin 2011; Becker et al. 2014). Thus, the individual investor’s
perception and relation to the company largely define their understanding of the company, and
whether they wish to invest or continue investing.
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Investors form relationships with companies based on the information they receive, the employees
and managers they talk to, and the perceptions and impressions they gain from their interactions
with people and the media (Kantanen 2012: 59: Becker et al. 2014). It is argued by Kantanen (2012:
67) that companies should “speak and listen […] to obtain new ideas, behave in a way that inspires
confidence and engage in two-way communication to develop relationships of trust […]”. Chandler
(2014: 160-161 & 170) further argues for the necessity of building relationships based on trust, as
mutual respect, commitment, and two-way communication are key factors that can jeopardize a
public company’s appeal to investors if not managed correctly. Thus, relationship management and
the building thereof become just as important in IR as it is in PR. It is through these relationships
that companies are able to maintain satisfied investors, which will result in financial benefits (Laskin
2011; Aakhus & Bzdak 2015; Rao & Sivakmur 1999)

A relationship management approach to IR brings several benefits to the company according to
several scholars, among others Laskin (2011), Chandler (2014), Peyrefitte (2012), and Aakhus &
Bzdak (2015). When communicating effectively and emphasizing two-way communication and
dialogue, it enables a better understanding of the investors’ concerns and thoughts, and they are less
likely to behave in ways that could impact the company negatively, as well as increasing the
likelihood for investors to become long-term investors (Chandler 2014; Laskin 2011; Hon & Grunig
1999; Becker et al. 2014; Ledingham & Bruning 1998). Companies also become better equipped to
make decisions as they have listened to feedback from investors (Chandler 2014; Hon & Grunig 1999;
Becker et al. 2014). This enables companies to become more effective and achieve their goals due to
their relationship management (Hon & Grunig 1999: 8).

Moreover, Laskin (2011) found that

personal relationships with investors are crucial, as they enable the building of credibility. Thus,
investors will have greater patience and are more willing to remain investors despite setbacks and
disappointments if the company engaged in proactive, transparent, and trustworthy communication
(Laskin 2011; Chandler 2014: 163). Shockley-Zalabak & Morreale (2011) further argued for the
benefits of good relationships as enabling opportunities for strategic alliances, effective crisis
management, lower litigation costs, reduced transaction costs, product innovation, and financial
performance. Thus, trust is several times argued as a main component in building good relations
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with investors (Chandler 2014; Rawlins 2007; Ledingham & Bruning 1998; Hon & Grunig 1999;
Sandstrøm 2012, Wood 1995).

2.2.1. Dimensions of the Good Relationship
The following section will explore what defines the good relationship with an investor and what IR
professionals should strive towards. Thus, this section provides grounds for understanding which
dimensions IR professionals should strive to develop through strategic relationship management
with investors, which ultimately builds competitive advantages.

Scholars argue for several dimensions that define a good relationship. An overview of these
dimensions can be found in Appendix 1. The dimensions range from openness (Ledingham &
Bruning 1998), control mutuality (Hon and Grunig 1999), authenticity (Sandstrøm 2012), comfort with
relation dialectics (Wood 1995), to transparency (Chandler 2014). However, one dimension is most
dominant in literature: the dimension of trust (Ledingham & Bruning 1998; Hon & Grunig 1999;
Sandstrøm 2012; Wood 1995; Tuominen 1997; Rawlins 2007; Chandler 2014). Rawlins (2007) even
describes this as the one key component considered as the “heart of relationships” (Rawlins 2007:
7). Other scholars argue that “trust is the main thing in any organization” (Shockley-Zalabak &
Morreale 2011: 44). Chandler (2014) found in his study that IR professionals and CEOs also identified
the dimensions of satisfaction, control mutuality, and commitment. However, trust has, according to
Chandler (2014: 163), “emerged as particularly relevant, given the economic crises with financial
institutions and public companies during the past decade”.

Trust is defined as “[…] one party’s willingness—shown by intention and behavior—to be
vulnerable to another party based on confidence developed cognitively and affectively that the latter
party is (a) benevolent, (b) reliable, (c) competent, (d) honest, and (e) open” (Rawlins 2007: 5). To
this Peyrefitte (2014) puts it simply and notes that firms build trust through relationship building.
Thus, trust is built upon interpersonal interactions between the IR professional and the investor
(Rawlins 2007; Gabarro 1978). Furthermore, Rawlins’ definition includes elements such as honesty
and openness, which were also recognized by several scholars as being elements that construct trust
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(Chandler 2014; Ledingham & Bruning 1998; Gabarro 1978; Shockley-Zalabak & Morreale 2011;
Mishra 1996; Sandstrøm 2012). The definition from Rawlins is inspired by Hon & Grunig (1999) and
Tschannen-Moran & Hoy’s (2000). To this, Hon & Grunig (1999: 3) further describe the dimension
of trust as being based on three elements:
“integrity, or the belief that an organization is fair and just; dependability, or
the belief that an organization will do what it says it will do; and competence,
or the belief that the organization has the ability to do what it says it will do”.
Ledingham & Bruning (1998: 58) also argue that a relationship flourishes when:

“[T]here exists a balance in the relationship, [when] both parties in the
relationship feel that the other is investing of time and themselves, [when]
both parties are willing to make a commitment to the relationship, and [when]
both parties can be trusted to act in a manner that supports the relationship”
Thus, trust is based upon dependability, forthrightness, and trustworthiness, as it refers to the feeling of
people being able to rely on each other (Ledingham & Bruning 1998). In 1996, Mishra defined a
model for organizational trust, which emphasized the need for people to focus on competence,
openness, concern, and reliability in their actions and communication in order to build trust. ShockleyZalabak & Morreale (2011) added the element of identification to the model, emphasizing the
importance of investors to be able to identify with the company in which they invest in order to
build a trusting professional relationship with the IR professionals. Thus, IR professionals should
strive to appear competent, trustworthy, honest, reliable, open, and concerned when engaging with
the investors in order to build a relationship of trust (Rawlins 2007; Ledingham & Bruning 1998;
Mishra 1996; Shockley-Zalabak & Morreale 2011).

For companies to build successful relations with their investors, the key elements that construct trust
must be present or developed between the company’s management, IR professionals, and the
individual investors. Moreover, Rawlins (2007) found that trust is a “bottom-line indicator that can
improve more than the financial status of an organization” (2007: 11). However, it should be taken
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into account that building trust demands years of consistent actions. Moreover, one should also
acknowledge that people bring different levels of trust when building relations, as some are less
trusting than others (Rawlins 2007). Furthermore, when building trust, both parties should be
willing to accept and not exploit one’s vulnerabilities (Rawlins 2007: 5). Therefore, companies should
invest in building trust through time and spend energy, feelings, and efforts (Ledingham & Bruning
1998). For a company to effectively build a relation with its investors strategic actions (see section
2.2.3) must be taken in order to fully being able to harvest the benefits of a good relationship
(Rawlins 2007).

Table 2 provides an overview of the various elements that builds trust defined by various scholars. Main
emphasis has been laid upon the elements of competence, openness, concern, and reliability as defined by
Mishra (1996)

SCHOLAR

THEORY DESCRIPTION

ELEMENTS THAT BUILDS TRUST

LEDINGHAM &

Dimensions of Trust



Dependability



Forthrightness



Trustworthiness



Interpersonal level of trust



The willingness to accept

BRUNING (1998)

RAWLINS (2007)

Dimensions of trust

vulnerabilities


The characteristic of
trustworthiness

SHOCKLEY-

The Organizational Trust

ZALABAK &

Model

MORREALE (2011)

(An extension of Mishra’s

HON & GRUNIG
(1999)



Trusting behavior





original model)




Competence
Openness and honesty
Concern for employees and
stakeholders
Reliability
Identification

The three dimensions to trust





Integrity
Dependability
Competence
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Model for organizational



Competence

trust



Openness



Concern



Reliability



Integrity



Motives and intentions



Openness and discreetness



Competence



Ability to make good judgments

The basis of trust

2.2.2. Types of Relationships
In order for IR professionals to be able to strategically build relations with investors, one must
understand the type of relationships that an investor can build with a company, as this enables IR
professionals to develop relations based on the investor’s current relation to the company. In the
following section, an understanding for the various types of relationships that investors can have
with a company is provided. This lays the foundation for building strategies for relationship
management further on.

Hon & Grunig (1999: 20) define two different types of relationships that PR programs attempt to
achieve: exchange relationships and communal relationships. These two types of relationships act
as stages that companies should aim to achieve during their relationship building. An exchange
relationship is defined based on the benefits the parties provide or are expected to provide each
other (Hon & Grunig 1999: 20). Hence, the relationship is based upon the exchange between the two
parties where favors are expected to be returned. This is opposed to a communal relationship, where
the two parties provide benefits without necessarily getting anything in return. Here, the benefit is
provided because of a welfare concern for the other (Hon & Grunig 1998: 21). The highest level of
trust between the parties is developed in a communal relationship. When entering and building
relationships, it starts as an exchange relationship and when the relationship development continues
and trust develops, the relationship matures into a communal relationship (Hon & Grunig 1999: 20).
These types of relationships are ideals for a company. Hence, not all relationships can be categorized
within these two stages. When building relations, it must be recognized that companies’ can have
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several types of relations with their various stakeholders and each type defines how companies
should approach the individual investor.

Tuominen (1997) has another variant of relationship types going into depth with the various steps
of investor loyalty. The types of relationships are divided into two phases (Tuominen 1997). The
initial investor relationship management phase is mentioned as investor catching. Here the investors
can be categorized as either potential investors or new investors. Thus, the company’s work efforts
should be on identifying and establishing investor relationships (Tuominen 1997). The second phase
is called ‘investor keeping’ in which an investor can either be categorized as a regular investor,
supporting investor, or advocating investor. Here main emphasis is on maintaining and enhancing
current investor relationships (Tuominen 1997). This categorization from Tuominen not only allows
companies to characterize the investors’ current relationship with the company, but also emphasizes
what to focus on from a relationship building perspective. Hence, Touminen’s categorization
enables a company to build strategies for how they should approach investors on each step of the
ladder, depending on whether to catch or keep the current investor.

2.2.3. Strategies for building relationships based on trust
The previous section shows that scholars view trust as a key dimension when building mutual
beneficial relationships with investors. The following section will provide insights into various
theoretical models and strategies that can be utilized by IR professionals in order to build
relationships based on trust.

According to Tuominen (1997: 50), “trust is built through past common experiences, but
simultaneously directed towards the future of the relationship”. However, it demands a
commitment and willingness for companies to develop and maintain trust in their investor
relationships. Chandler (2014) found that the majority of the CEOs he interviewed spent 30 % of
their time working with relationship management, communication with investors, and management
of the strategic direction of the IR function. Furthermore, it is argued that building durable
relationships with stakeholders, such as investors, is “90 percent doing and 10 percent talking about
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it” (Rawlins 2007: 7). It is further suggested by Desmond (2000: 170) that building relationships with
investors through a well-planned communication strategy are the “foundation for sustainable
business success”. Duffy (2014: 20-21) further argues for the importance of addressing investor
communication and relationship building strategically, where he advocates for companies to
develop a communications plan. This should include concerns, messages, strategy, tactics, and
potential scenarios, where the meaning with communication plan is being prepared as much as
possible with a strategy in mind (Duffy 2014: 21).

In order to be able to strategically build relationships based on trust it is necessary to understand
how such relationships develop. Gabarro (1978) identified four stages to developing interpersonal
relationships in organizational settings. He argues that through these steps the two parties involved
not only develop trust but also mutual expectations and influence (Gabarro 1978). The first stage
involves a mutual impression making and orientation of the other person. The second stage is about
learning and exploring the other party’s competences, personality etc. In the third stage, the parties
are testing each other in order to find any limitations of their trust and influence in each other, which
will result in a development of mutual expectations. Lastly, realistic expectations, trust, and
influence have developed between the two parties involved, where it is the expectations and trust
that enable a stable interpersonal relationship (Rawlins 2007; Gabarro 1978). This process can also
be referred to as the evolution of an interpersonal contract, which means that the two people
involved will at the end have agreed upon a set of mutual expectations that act as the basis for their
interaction (Gabarro 1978). This contract can be indirectly or explicitly negotiated. Gabarro (1978)
found in his study that after 12 months, the participants were able to identify in which areas they
did or did not trust each other. This differentiation took time to develop and for the participants to
be able for the individual participants to understand and explain the relationship. Furthermore, the
process of building relations was found to take no longer than 18 months. After 18 months, all
participants had built relatively stable relationships and only minor changes were made in the
relationship subsequently (Gabarro 1978).

Gabarros’ (1978) stages of development of interpersonal relationship enable an understanding of
how to interact and adjust the relationship management in the various stages. When focusing on
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strategically building relationships, Aakhus & Bzdak (2015) argue for the importance of
emphasizing a Shared Value Approach. Here, the focus is to engage stakeholders through dialogue
in order for the company to gain input and feedback, which result in cooperation and mutual
creativity, and hence ultimately resulting in mutual benefits. Thus, this approach views stakeholders
as a value-creating network for the company. Through this approach, companies will develop their
competitive advantage and improve profitability as they gain insights and come to understand their
stakeholders’ needs (Aakhus & Bzdak 2015). Simmons (2009: 683) supports this approach and argues
that “viewing business through a stakeholder lens is to see it as a purely legitimized value adding
entity”. He, therefore, argues for IR professionals to be inspired from The Shared Value Approach
when building relations with their investors, as it enables collaboration, communication, and
dialogue. Finally, the perspective ultimately enables the IR professionals to develop the company
through the insights gained in order to build or enhance the competitive advantage.

Johansen & Nielsen (2011: 210) argue for IR Professionals to build strategies based on a particular
dialogue script. Professionals should seek a dialogue form of mutual briefing when talking to
investors. Thus, a particular Dialogue Script has been developed which emphasizes financial
communication through mutual briefings by balancing finance and ethics in their communication.
However, whereas the Shared Value Approach provided by Aakhus & Bzdak (2015) argues for
collaboration, dialogue, and communication this

dialogue

script emphasizes financial

communication and mutual briefing instead of relationship building through interaction and
dialogue in order for both parties to benefit from the relationship.

Borrowing from PR literature, Grunig & Hunt (1984) offer another approach that can be utilized for
companies when communicating and interacting with investors. As such, Grunig & Hunt (1984)
developed four models of PR. Companies can emphasize different models of communication with
stakeholders, which are either perceived as Propaganda, Public Information, Two-Way Asymmetric,
or Two-Way Symmetric (Grunig & Hunt 1984: 22). In the first two models, communication is
perceived as one-way to which communication is about telling, not listening. In the last two models,
two-way communication is emphasized. However, the communication can either be symmetric or
asymmetric. When the communication is perceived as asymmetric it is because the “effects of the
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PR are imbalanced in favor of the organization” (1984: 23). Thus, the organization do not change as
a results of their actions, however, the actions are made in order to attempt to change attitudes and
behavior among the recipients. The recipients are able to respond and communicate in the form of
feedback. However, this is received by the organization and responded to in order to achieve
maximum change in attitudes (Grunig & Hunt 1984: 23). This model of communication is then
similar to Johansen & Nielsen’s (2011) Dialogue Script. In contrast to this, the two-way symmetric
model emphasizes dialogue rather than simple feedback, in which the investor responses are
changing the company as well as the company communication as changing the perception of the
investors. Thus, for companies to interact with investors and build relations upon mutual
understanding they should emphasize two-way symmetric communication. This method enables
the IR professional to establish states of mutual understanding and respect, which by Chandler
(2014) is perceived as the grounds for trusting relationships. Similarly, Gabarro (1978) refers to the
last stage in the interpersonal relationship process to which established mutual expectations and
understandings enable stable relations with investors.

Whereas previous strategies emphasize relationship development through communication
strategies and methods, they however do not particularly emphasize the building of trust (Aakhus
& Bzdak 2015; Johansen & Nielsen 2011; Grunig & Hunt 1984). Instead Six et al. (2010) focus on
actions that build interpersonal trust. Six et al. (2010) takes on a social economic perspective, hence,
viewing relationship management through trust building as an enabler for effective and successful
cooperation between two parties, e.g. the investor and the IR professional. For an IR professional to
build trust with an investor one should strategically make actions that attribute to the investors’
‘Ego’ and ‘Alter’ (Six et al. 2010). Ego refers to the investor’s self-interest, and the ‘alter’ refers to the
IR professionals’ concern for the investors’ interests (Six et al. 2010: 289). Thus, the IR professional
should among others show care and concern, seek counsel by the investor, and be open about
problems as well as disclose information accurately in order to attribute to the investors Ego.
Further, the IR professional should clarify expectations and explore specific expectations in order to
prevent disappointments when stimulating the solidarity frame in the investors Alter (Six et al. 2010:
304). By using Six et al.’s theories, IR professionals become aware of which actions to conduct in
order to build trusting relationships with investors. The actions can be found in Appendix 2.
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However, not all scholars are equally positive in when it comes to engaging and communicating
with investors, meaning that companies must be aware of potential consequences of engaging in
dialogue with stakeholders, such as an unprepared manager saying too much or disclosing false
information (Duffy 2014). When building relations with investors one should, according to Duffy
(2014: 16-17), be aware of the issue of “over-communication”, which includes “revealing too much
about corporate strategy to the public, and in turn, competitors, as well as issues of (sometimes
intentional) miscommunication.” Thus, Duffy (2014) has developed a set of guidelines for
constructive dialogue with investors consisting of eight guidelines that should be taken into account
when communication with investors and building strategies for relationship management. These
are (Duffy 2014: 17):


“Never meet alone



Establish messages in advance and prepare for all potential questions



Be responsive, but keep answers tight and maintain discipline in conversation



Avoid being combative or resistant to ideas



Listen to criticism and be open to exploring new ideas



Do not commit to any specific recommendations



When in doubt, indicate you will review the matter and get back to them



Clearly communicate strategic initiatives and progress toward advancing key goals. “

Despite the various approaches to relationship management, none of them fully go into depth with
how IR professionals are able to build an extensive strategy for relationship management with
investors. Thus, a combination of the strategies and theoretical areas must be applied, where PR,
stakeholder theory, and trust building theories are combined.

The main goal of the Shared Value Approach, Dialogue Script, and Two-way symmetric
communication is to interact, communicate, and establish a beneficial dialogue (Aakhus & Bzdak
2015; Johansen & Nielsen 2011; Grunig & Hunt 1984), however, not to establish trust. Despite them
not having “building trust” as the main goal, acting and using these strategies could still have an
effect, as they are elements in Six et al.’s. (2010) trust-building actions. Moreover, they contain
elements such as openness, reliability, and concern, which are trust constructing elements according
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to Mishra (1996). Therefore, they should be seen as actions that could be taken as part of an overall
strategy. Furthermore, the various actions proposed by Six et al. (2010) are tactical actions not
enabling a strategic direction other than building trust. Lastly, Gabarro’s four stages do, like Six et
al.’s trust building actions, not provide strategic direction. Thus, it is argued that when working with
relationship management a combination of these approaches and models from Gabarro (1978),
Grunig & Hunt (1984), Aakhus & Bzdak (2015), and Six et al. (2010) is needed in order for a company
to build a strategy for the various steps in Tuominens (1997) Ladder of Investor Loyalty as well as
to establish communal relationships (Ledingham & Bruning 1998). Furthermore, it is argued that the
abovementioned actions should be adapted for each element in the ladder, in order to build trust,
establish dialogue, and communication, as this, according to theories, create good relationships that
transforms a potential investor into an actual investor, or for a current investor to become a longterm investor. Thus, the theories, models and perspectives become part elements of a communicative
strategy that builds relationships of trust, as it is suggested by Desmond (2000) the relationships are
the foundation for sustainable business success.
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Chapter 3
methodology
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3. Methodology
This thesis will investigate how IR professionals work strategically with relationship management
with investors in a Danish context. The research question will be answered through a qualitative
and inductive research design, which is substantiated by a social constructionist stance. The
advantage of this research design is that it provides an opportunity for analyzing interviews with
the purpose of understanding how IR professionals work with investors and how they understand
relationship management. By focusing on IR professionals’ understanding of relationship
management, the thesis does not only shed light upon the knowledge gap that IR theory presents as
it adds valuable perspectives and insights into strategic relationship management in both theory
and practice. It is argued that the research will also add to PR theory, which holds that building
mutually beneficial relationships with stakeholders can enhance or hinder a company’s
opportunities to achieve its goals (Chandler 2014: 162; Ledingham & Bruning 2000). In order to be
able to answer the research question, insights will be gained through qualitative semi-structured
interviews with IR professionals. The interviews will provide raw data for an inductive thematic
content analysis, which will shed light upon IR professionals’ understandings of and work with
relationship management with investors. No pre-existing knowledge exist in this field, thus this
method is deemed appropriate to answer the research question, as it enables the construct of
knowledge through an exploratory and qualitative approach. Hence, knowledge and insights will
be developed to enlighten the knowledge gap.

This chapter will provide the reasoning behind the choices made in regards to investigating the
phenomena of relationship management with investors. Firstly, the scientific stance of the thesis will
be explored as well as reflections upon how this position will influence the findings. Secondly, the
method is introduced together with the reasoning for the choices made in regards to the research
design. Third, the data collection process is elaborated on, where the process of finding the
participants for the semi-structured interviews is explained. Then an introduction to the thematic
content analysis is made, together with a description of the coding process. Lastly, reflections upon
validity and reliability as well as justifications for the study’s approach and its methodology are
provided.
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3. 1. Theory of science - Social Constructionism:
Ontology and Epistemology
This study applies social constructionism as its scientific stance. This influences the way the study
is approached. Thus, the following section explores social constructionism, its ontology, and its
epistemology.

Social constructionism asserts that there is no true meaning and no true reality. Rather, reality is
interpreted individually through a constructed worldview (Rasborg 2013). Social phenomena are
constructed through social interactions and language. This entails that knowledge pertaining to IR
or relationship management is constructed through language and interaction with actors such as the
participants of the study and the researcher (Bryman 2012). Thus, the intentions behind studying
the IR professionals’ strategic approach to relationship management lies in the understanding of
strategic communication and relationship building actions ability to influence the receivers
understanding of the reality. This thesis asserts that relationship management and strategic
communication becomes a way for IR professionals to try to construct a reality and understanding
in the minds of the investors, which will result in a competitive advantage and loyal investors.
As such, the epistemological position is interpretivist, as it stresses the understanding of the social
world as constructed in the minds of the IR professionals through interpretation (Bryman 2012). It
follows that the researcher’s focus is on gaining insights of IR professionals’ perceived reality
(Daymon & Holloway 2005). Hence, the emphasis in this thesis is to understand the human behavior
and interpret their understandings of the concept (Bryman 2012). Combining this with an
ontological position as constructionist, the thesis emphasizes that both the understanding of
concepts and the world are developed through interaction among people. Hence, communication
and interaction between investors and IR professionals become a way for the IR professionals to
construct a version of the reality, and when the investors respond to and interact with this version,
it becomes their perceived reality. Thus, the reality is a construct of their interaction with each other
and the interpretation thereof.
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Social phenomena are not only produced and developed through interaction, they are also in a
continuous state of construction and revision (Bryman 2012). Thus, the researchers understanding
of IR and relationship management is constructed through the interaction with the study’s
participants. It should, therefore, be acknowledged that the participants’ understanding of the
concept of relationship management is too a social construct. Bryman (2012: 33) argues that the term
constructionism with time has also come to mean that the researcher’s own “accounts of the social
world are constructions”. Thus, it should be noted that with an interpretivist epistemology and
constructionist ontology, there will naturally occur a ‘double interpretation’ when researching
(Bryman 2012: 31). Furthermore, the researcher’s interpretations will be influenced by the concepts,
theories, and literature discipline, which are elaborated on in the literature review. Hence, the
findings in the analysis will be based on the researcher’s interpretation of the participants’ socially
constructed understanding of relationship management. However, with this scientific stance, the
researcher is able to gain an understanding of the participants’ way of thinking and their
understandings of the concept in question. Thus, the stance provides insights and constructs
knowledge that can fill out the knowledge gap.

3.2. Method
To date, no scholars has looked into how Danish publicly listed companies work with strategic
relationship management and their understanding of how to strategically build these relationships
with investors. In the following section choices in regards to method, data collection, and analysis
will be accounted for.

As noted, this thesis applies a qualitative and inductive approach to its research design. Through a
qualitative approach, the researcher is able to gain valuable insights into the understandings of the
subject of relationship management with investors (Bryman 2012). This can be researched through
the use of an inductive approach, in which knowledge and theories derive from the collected data.
Furthermore, an exploratory approach has been chosen in order to seize the potential findings and
the development of understanding throughout the research process. Thus, this approach enables
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flexibility, nuances, understandings, and grounds for interpretation of how IR professionals work
with and understand relationship management with investors in a Danish context (Bryman 2012).
The study does not seek standardized answers, but instead seeks to gain insights and to understand.
Thus, the inductive and qualitative research design have been selected in order to answer the
research question in the best way possible by shedding light upon IR professionals’ understandings
of and work with strategic relationship management. To this, a qualitative research approach has
been deemed appropriate, where semi-structured interviews will be conducted with IR
professionals, as it enables to construct of knowledge.

A small sample of participants for this exploratory study is chosen. To support this, Daymon &
Holloway (2005: 143) argue that the “[…] success of [a] study is not dependent on sample size”.
Rather it is the knowledge the interview provides that define the quality thereof. The number of
interviews is defined by the information provided during the interviews. Therefore, interviews were
conducted until nuanced and various understandings of the subject were provided, a process
supported by Kvale (2007), and Daymon & Holloway (2005). Furthermore, McCracken (1988) argues
that intimate interviews with a few participants are more important than engaging superficially with
many IR professionals. Despite not being able to generalize the results due to the selected research
design and method, one can learn valuable information from the semi-structured interviews in
regards to the subject of this thesis. Hence, semi-structured interviews allow the researcher to create
an exploratory approach to gaining insights of the participants’ understandings. Here, the researcher
is able to ask follow-up questions and further explore particular aspects, in order to understand the
participants ascribed meaning of the phenomena (Saunders et al. 2009; Bailey 1994).

Although interview studies provide benefits for the study, it also has several disadvantages that
should be taken into consideration. These are among others cost, time, inconvenience, and less
standardized questions. It takes time to conduct and coordinate interviews with participants. Thus,
fewer participants are interviewed than if a standard online questionnaire had been sent to a large
number of IR professionals. The approach also causes inconvenience for the participants, as they
need to adjust to the situation of the face-to-face interviews rather than simply answering a
questionnaire at their computer. Furthermore, a semi-structured interview does not emphasize
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standardized questions. Hence, the researcher should take any interview bias into account when
interviewing as the researcher’s prejudice and pre-understandings during the interviews could
influence the answers (Bailey 1994) and the ensuing interpretations. However, interview studies
bring several benefits. According to Bailey (1994) they provide a flexibility to which the researcher
can repeat answers or ask more specific questions to the participant’s answers. The researcher can
revise the question order to create a more fluent conversation and act spontaneously to directional
changes in the conversation. Furthermore, it provides the researcher with control over the
environment as the researcher can ensure the participants have full focus during the interviews as
these are conducted in well-known and quiet surroundings (Bailey 1994). Finally it enables the
researcher to ask more complex questions than a standard questionnaire would, hence enabiling the
researcher to gain in depth knowledge of IR professionals’ understandings of relationship
management, which would not have been provided with a quantitative method emphasizing
standardized questions. Hence, this approach enables the development of insights that could not
have been provided through the use of another method, which is why it is deemed appropriate for
answering the research question. However, this approach includes a level of subjectivity, as the
researcher will through interaction with the participants and with the data become a part of the
constructed knowledge. Nevertheless, this level of subjectivity must be accepted in order to be able
to shed light upon a subject, which has not yet been investigated.

Vice presidents and Directors of Danish Publicly Listed companies are interviewed through a semistructured interview, which enable an interpretation of their constructed understandings of
relationship management. The interviews are recorded and transcribed for a thematic content
analysis. Argumentations for choice in data collection, selection of participants, interview guide,
data coding and analysis method are elaborated in the following paragraphs.
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3.2.1. Data collection
The collection of data followed a three steps process, which were planned before the start of the data
collection. Firstly, participants for the interviews had to be found. Secondly, an interview guide had
to be constructed and the interviews should be held. Lastly, the interviews had to be transcribed for
data analysis. The following section will elaborate upon the process as well as for the reasoning
behind the choices made in regard to the data collection.

Qualitative data has often been criticized by scholars because of its lack of transparency in regards
to participant selection, data gathering, and interview process (Bryman 2012: 406). To ensure validity
and transparency the process of finding the participants for the interviews, selecting, and contacting
them will be elaborated below.

In order to find professionals working within IR, a search on the professional social network
LinkedIn was conducted. The searches were conducted on LinkedIn.com from 1st-2nd of March
2017. When searching, the following Boolean searches were conducted:


“Investor Communication”



Communication AND (“Investor Relations” OR IR)



IR AND Communication

The searches provided more than 600 profile results in Denmark. Each profile was viewed and
sorted based upon a specific set of criteria. Firstly, profiles that did not work in Denmark or for
Danish publicly listed companies were discarded. Secondly, people not working directly with IR
were discarded, e.g. people working as consultants. An emphasis was put on publicly listed Danish
companies registered in either mid cap, large cap or the C20 index, in order to find larger companies
with an established IR department. It was assumed that large Danish companies could be viewed as
frontrunners within IR in Denmark due to their size, as they were assumed to have a structured and
strategic approach to relationship management with investors. After finding a selection of profiles
that matched those requirements another selection was made based on their title. In order to ensure
that the interviewees could answer strategy related questions and reflect upon the strategic choices
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made in regards to investor communication and relationship management only Vice Presidents and
Directors were selected.

28 were contacted through either LinkedIn’s messaging function, InMail, or by e-mail. 20 responded
to the request, of which six were found not to be relevant, one rejected to participate and 13
responded and were interested. 11 interviews were conducted for this research. All interviews were
conducted in the timespan from 27 March to 27 April 2017. Thus, the findings from the data collected
reflect a period in time and cannot be used to detect any development in the participants’ perception,
nor does it enable an understanding of the future development thereof. In order to ensure that
insecurities and initial questions were met before conducting the actual interviews, everyone was
offered a preliminary telephone call, in which expectations, subjects etc. were discussed. This was
meant to ensure optimal relevance and time usage during the interviews, primarily due to the
participants’ tight schedule. Only one participant wanted a preliminary telephone call. Eight
interviews were conducted face-to-face in a quiet meeting-room in their offices. This ensured a
relaxed and confidential sphere, in which the participant could be comfortable, focused, and speak
freely without interruptions as proposed by Bailey (1994). Three of the participants preferred to
conduct the interviews by telephone. This change in conducting the interviews may have influenced
the interaction between the participant and the researcher as the researcher had to adapt to the new
interview approach. However, as Berelson (1952: 201) states, studies have found that “the
information received by telephone interviewing compares favorably with that of face-to-face
interviewing” as it is asserted that the communicative approach through questioning and answering
does not change greatly. All interviews were conducted in the participants’ mother tongue, Danish,
in order for them to feel confident in the nuances of the language and to be able to respond without
the barrier of a foreign language.

To further enhance an atmosphere in which the participants were able to speak freely, all
participants were ensured confidentiality, as well as promised that transcripts were not published
publicly and that the names of the companies, product names, and names of employees were all
removed from transcripts. As the focus of the thesis is to receive insights into their understanding
of relationship management and their role as IR professionals, rather than getting insights into

page 48 of 104

Investor relations from a Danish Perspective
An Exploratory Study of Strategic Relationship Management with Investors in Practice

Kristine J. Gye
AU456746 / 201208550

company processes and activities, company names etc. were deemed irrelevant for the results of the
study. Names, titles, and companies of the 11 participants are thus only known to the researcher.
Only the stock index to which the company is listed is published, as the participants could have
different understandings and approaches to relationship management depending on size of the
company and how often the share is traded.

The natural conversationalist setting, which was provided through the semi-structured interviews,
enabled the researcher to take the stance of an interventionist and encourage discussion of the
subject from various angles (Daymon & Holloway 2005, Bryman 2012). This technique allowed the
researcher to go in greater depth when questioning their understanding and reflections, than if a
more structured and formal approach had been selected. The semi-structured interviews further
enabled the researcher to keep an open mind when conducting the interviews, which enabled
theories and understandings to emerge from the data (Bryman 2012: 12). However, it also resulted
in the researcher becoming more active in the interview. During the interviews great focus was by
the researcher put on being neutral and unbiased when asking questions.

For the interviews an interview guide was produced beforehand (See appendix 3). This is build upon
findings from the literature review and the research question. The interview guide is based upon
four main areas: These are: 1) the daily work of IR, 2) strategy and strategic directions, 3) relationship
management, and 4) improvements of current functions and the future of IR. The focus was on a
broad spectrum of tasks and functions within IR, enabling a broader understanding of their
reflections upon their daily work with relationship management, communication to investors,
strategies, possible improvements of their work and processes, and how these support each other.
The interviews were by most participants limited to last a maximum of 1 hour.
The interview guide provides in total 27 questions within the four areas, of which nine questions are
marked as key questions that needed to be answered by all participants. The interview guide is
viewed as a list of areas that should be addressed rather than a strict manual (Bryman 2012), as the
remaining 18 questions acts as guiding and directional questions in order to further shed light upon
the subject of relationship management from various angles (Bryman 2012). Hence, this supports
Daymon & Holloway’s notion that interviews should “[…] cover the same range of topics with all
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participants and, on the other hand, need to allow [the interviews] to remain open-ended enough to
engage people fully and naturally in conversation” (2005: 143). The interviews were recorded
through the use of an iPhone with permission from the participants. This enabled the researcher to
concentrate on the conversation and the interview instead of taking notes. The recordings were
saved for transcription.

Out of the 11 interviews, nine were selected to be a part of this thesis. The remaining two interviews
were found not to be of relevance to criteria provided, as they were found to work with another
function of IR than this study focus upon. To this, it should be noted that one of the participants is
currently in the phase of listing his stock on the Danish Stock Exchange. This participant was selected
anyways as he had many years of experienced within IR. The researcher focused upon the tasks at
hand in regards to communicate, interact, and attract analysts and investors for the upcoming sale
of shares. Thus, his answers and perspectives upon relationship management with investors were
deemed suitable for the study.

The nine interviews were fully transcribed. This makes the data for the thematic analysis more
manageable and easier to code, compared to if the researcher should re-listen to the recordings
several times (Braun & Clarke 2006). Braun & Clarke (2006) further argue that the transcriptions do
not require a high level of detail when conducting a thematic content analysis as a content analysis
emphasizes what is said rather than how it is expressed. The important thing is that the transcripts
contain the needed information from the verbal interview, which is “true to its original nature”
(Braun & Clarke 2006: 88). The interviews were transcribed focusing on what is said, rather than
everything said, meaning that “oh”, “hmm”, and similar expressions were left out in order to ensure
clearer communication and understanding for the thematic analysis. Furthermore, the transcription
was conducted verbatim in Danish to ensure that no data was lost in translation. In order to increase
credibility of the raw data derived in the transcripts, the transcripts were read through and
compared to the recordings by an external academic partner, ensuring a minimum of lost data
(Hsieh & Shannon 2005, Elo & Kyngäs 2008). The lengths of the transcripts range from 11 to 16 single
spaces pages amounting to a total of 123 pages. The transcripts and the details of them can be found
in the table below. Full transcripts can be found in Appendix 4-12.
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Table 3 below provides an overview of the transcripts of the interviews with the nine participants.
PARTICIPANT
OVERVIEW
PARTICIPANT 1

APPENDIX
NUMBER
Appendix 4

TRANSCRIPT DETAILS

PARTICIPANT 2

Appendix 5

Company Stock index: To be publicly listed in
Q4
Interview Date: 28.03.2017
Interview style: face-to-face
Time: 56:39 minutes
Total number of pages: 16

PARTICIPANT 3

Appendix 6

Company Stock index: C20
Interview Date: 27.04.2017
Interview style: face-to-face
Time: 01:10:56
Total number of pages: 16

PARTICIPANT 4

Appendix 7

Company Stock index: C20
Interview Date: 10.04.2017
Interview style: Telephone call
Time: 57:37 minutes
Total number of pages: 15

PARTICIPANT 5

Appendix 8

Company Stock index: Large Cap
Interview Date: 29.03.2017
Interview style: Face-to-Face
Time: 36:29 minutes
Total number of pages: 14

PARTICIPANT 6

Appendix 9

Company Stock index: Large Cap
Interview Date: 04.04.2017
Interview style: Face-to-Face
Time: 59:58 minutes
Total number of pages: 13

PARTICIPANT 7

Appendix 10

Company Stock Index: C20
Interview Date: 12.04.2017
Interview style: Face-to-Face

Company Stock index: Large Cap
Interview Date: 27.03.2017
Interview style: face-to-face
Time: 43:02 minutes
Total number of pages: 14
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Time: 36:29 minutes
Total number of pages: 12
PARTICIPANT 8

Appendix 11

Company Stock index: C20
Interview Date: 05.04.2017
Interview style: Telephone call
Time: 52:04 minutes
Total number of pages: 11

PARTICIPANT 9

Appendix 12

Company Stock index: Mid cap
Interview Date: 28.03.2017
Interview style: face-to-face
Time: 53:14 minutes
Total number of pages: 12

3.2.2. Data Analysis
In order to turn the raw data from the interviews in to knowledge it is necessary to analyze the data.
The following section provides insight into the method of the analysis as well as how the analysis
will be conducted. This will enable readers to understand how data transforms into knowledge in
the Analysis section, which will answer the research question.

The collected data and the transcriptions thereof will be used as raw data for a thematic content
analysis (Elo & Kyngäs 2008). This type of analysis enables researchers to process raw data into
knowledge and insights, as it systematically identifies specific characteristics within a text
(Krippendorff 1980). Here, the analysis will provide a “[…] process of identification and
representation of patterns that are noteworthy […] or descriptive [of a phenomena]” (Krippendorff
1980: 55). According to Elo & Kyngäs (2008), a thematic analysis can either be done in an inductive
or deductive way. When applying an inductive way of coding the thematic analysis the emphasis
is not on testing current theories. Instead, it is to gain understanding of particular instances
thereafter combining them and putting them into context in order to build an understanding of a
larger whole (Elo & Kyngäs 2008). It is further argued by Elo & Kyngäs (2008) that if the aim of the
study is to shed light upon a knowledge gap or fragmented knowledge, the inductive approach is
recommended. Hence, an inductive approach to the thematic analysis is chosen. This enables an
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exploratory approach where findings derive from the conversations rather than being based on
existing theory (Elo & Kyngäs 2008; Hsieh & Shannon 2005). Thus, the advantage of this method is
that the information and coding are directly gained from the raw data without imposing
preconceived coding or theoretical concepts to the raw data (Krippendorff 1980; Hsieh & Shannon
2005). However, it should also be considered that messages do not have a single meaning that can
be unwrapped, following the employed social constructionist view (Krippendorff 1980). Thus,
meanings of the raw data and the coding thereof will always be relative to a communicator or
researcher.

The data coding stage is about reducing the raw data from the transcripts into a corpus of
information, which the researcher can then make sense of. This will enable the researcher to think
about the data in a new way, to identify meaningful data, and to set the stage for interpreting the
data (Bryman 2012; Coffey & Atkinson 1996). Despite arguing for approaches to conducting a
qualitative content analysis, scholars also recognize that there are no systematic rules for analyzing
the data (Elo & Kyngäs 2008; Bryman 2012; Hsieh & Shannon 2005; Braun & Clarke 2006). However,
Elo & Kyngäs (2008) have comprised these steps into three main phases: preparation, organizing,
and reporting. These three phases will be applied in this thesis. The initial preparation phase starts
according to Elo & Kyngäs (2008) with selecting the unit of analysis. In this case it is the
understanding of and work with relationship management within the Danish IR departments.
Furthermore, it is argued by Elo & Kyngäs (2008) that no insights can be developed throughout the
coding process and analysis if the researcher is not completely familiar with the data. Thus, the phase
of preparation also includes understanding the collected raw data. Hence, the transcripts is read
through several times in order to interpret and understand the responses and conversations from
the interviews. The aim of this process is to become immersed in the collected data (Elo & Kyngäs
2008).

The actual coding begins in the organizing phase. Here an inductive and conventional coding
process is conducted, as the categories or codes derive from the actual data in collected (Elo &
Kyngäs 2008). This is also referred to by Hsieh & Shannon (2005) as a conventional content analysis.
The advantage of this method is that the information and coding are directly gained from the raw
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data, without imposing preconceived coding or theoretical concepts to the raw data (Hsieh &
Shannon 2005). Thus, through the coding of data, a sense making process occurs, and the data is
interpreted in a way that links back to the research question and theoretical framework (Bryman
2012). Hsieh & Shannon (2005) refer to the coding process as the phase to which the success of a
content analysis depends on. Similarly, Berelson (1952: 147) states, “[c]ontent analysis stands and
falls by its categories. […] Since categories contain the substance of the investigation a content
analysis can be no better than its system of categories”. It should be taken into consideration that
according to Krippendorff (1980: 28) “a text does not exist without a reader”. Therefore, the
transcription of raw data is perceived to have no single meaning, which can be identified by all
readers. The researcher becomes an interpreter of the text and its meaning. Thus, this understanding
and the developments of the codes guides the analysis, which ultimately will define the reliability
of the study.

Coffey & Atkinson (1996) refer to three phases that the coding process goes through. The first is
noticing relevant phenomena, the second is collecting examples of those phenomena, and the third
is analyzing those phenomena, as this enables the researcher to find patterns and structures across
the answers. The codes are based upon what Berelson (1952) refers to as “what is said” categories
rather than “how it is said”. Therefore, the thematic content analysis will emphasize the various
themes in which the participants talk about relationship management, rather than focus on how they
express their statements. Thus, the coding process starts with a phase of open coding, in which the
material will be read though several times and answers, responses, and statements are assigned a
code, referring to the meaning of the content (Coffey & Atkinson 1996). Elo & Kyngäs (2008: 11) refer
to the purpose of creating categories as “to provide a means of describing the phenomenon, to
increase understanding and to generate knowledge”. The aim of the coding process is to shed light
upon the participants’ understanding of relationship management and their work with it, rather
than understand why they understand the concept of relationship management in a particular way.
Through the coding process it is the researchers’ interpretation of the meaning of the content that
decides the code and which content to put in the same category. Through this process, the researcher
will be forced to interact and reflect upon the data, which enables a deeper understanding of their
understandings (Coffey & Atkinson 1996). The coding will be done through the usage of the matrix-
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based Framework Approach, as presented in Bryman (2012) that arranges the raw data into codes.
The coding will be done in the original language, Danish, in order to retain the content’s meaning
and to avoid any potential data loss, in which the content loses or changes meaning throughout the
coding process.

The coding of all the transcripts will result in a list of categories. These categories will be grouped
and provide the basis for the development of generic categories. This is done in order to reduce the
number of categories and to be able to create links between the sub-categories, a process that enables
comparison across answers (Elo & Kyngäs 2008; Braun & Clarke 2006). The coding of raw data will
lead to an abstraction phase in which the generic and main categories will be collected based upon
the subcategories. However, it should be taken into consideration that the codes and the categories
are not set in stone. They are creations of the researchers understanding and interpretation of the
raw data through the inductive process. Hence, the inductive method enables the data to speak for
itself rather than to be interpreted based upon pre-imposed understandings. Coding is not an
objective process, as the codes are constructed through the researcher’s interaction with the raw
data. Coffey & Atkinson (1996) refer to the codes as being expandable, changing, and continuously
developing based upon the repeated interaction with the data. As with the initial transcription of
raw data, the coding is read through by an external academic partner, in order to lower the level of
subjectivity in the coding process. This provides potential insights and perspectives, which will then
be applied to the analysis.

The last phase of the inductive thematic analysis is the phase of ‘reporting’. Here the analysis is
conducted and the meanings of the coding are explored. Coffey & Atkinson (1996) argue for the
researcher to explore the codes. Split them, link them together, rename, re-sort, focus on some, and
discard others, as this leads from the process of coding to the transformation of interpreting the data
in order to create meaningful data. The researcher will look for patterns, themes, regularities, and
irregularities in the coded data in order to explore the content and to generate meaningful data that
for the researcher can act as a transparent window to the interviewees’ world-view (Braun & Clarke
2006).
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3.3. Reflections on validity and reliability of the
study
When building a research design based upon a social constructionist stance with a qualitative
method one must acknowledge that there inevitably will be a level of subjectivity in regards to
methodological considerations and processes. This is because the researcher’s understanding and
intepretation of the data are based upon the researcher’s world view constructed through interaction
with the interviewees, the theories, studies, and previous understandings of the subject. Thus, it is
necessary to reflect upon this issue when conducting the study. Moreover, several measures have
been taken in order to enhance the credibility and trustworthiness of the thesis and its outcomes.
This will be elaborated below.

When developing the interview guide, feedback and response have been provided from an external
academic partner. Secondly, the transcripts from the interviews have been checked in accordance
with other external partners in order to ensure that no data has been lost in the transcription process.
Transferability is facilitated (Elo & Kyngäs 2008), as the selection process and criteria for
interviewees have been described, which enable others to conduct a similar selection process.
Furthermore, Elo & Kyngäs (2008) advocate for the researcher to be thorough in the descriptions of
the data collection and the analysis process in order to enhance reliability, which is why the
researcher has tried to describe these processes in great detail throughout the methodology section,
as well as in the interview guide, transcripts, the thematic analysis and the abstraction phase are
available to the reader (See appendces 3-13). This will increase the credibility as they explicitly
show the process from raw data to codes and generic categories through the abstraction phase.
Emphasis on enhancing reliability is also visible in regards to the amounts of interviews conducted,
as nine interviews have been conducted in order to ensure various perspectives from various IR
professionals (Hon & Grunig 1999). Furthermore, all interviewees have been asked the same nine
key questions. Lastly, in order to enhance the authenticity of the coding process and the thematic
content analysis in general, the interviews have not been translated in the appendices, which enables
an authentic version of the interviews in their original language, Danish. Hence, only the individual
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citations used in the analysis have been translated to English by the researcher. This means that
readers are able to find the translated citation in its authentic expression in the appendices (Elo &
Kyngäs 2008).

Despite all these efforts it must be noted that the reliability of the study lies in the researchers
understanding of the collected data and the analysis thereof. However, this level of subjectivity must
be accepted in order to be able to develop new knowledge that can answer the research question.
Furthermore, the scientific position of social constructionism asserts that knowledge is constructed
through interpretation, interaction, and understanding. Thus, a research design is selected which
emphasizes understanding and knowledge construction through interaction and dialogue with IR
professionals in order to gain any insights into their understanding of the phenomena. Semistructured interviews are conducted in order to thoroughly question the participants and their
understandings. The thematic content analysis will further bring an understanding for the themes
that occur when the IR professionals talk and reflect upon relationship management with investors
in practice. This method provides an understanding of how they understand and perceive
relationship management as well as how they work with it in practice.
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Chapter 4
analysis
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4. Analysis
The coding of the raw data provided a list of categories for abstraction. 29 codes were found in
relation to relationship management (see appendix 13). All codes have been identified inductively
based upon the themes identified in the raw data (Elo & Kyngäs 2008). However, due to the semistructured interviews the codes have resemblance to the questions asked by the researcher. The
abstraction process was based upon Elo & Kyngäs’ (2008) approach. This resulted in four generic
categories based on several subcategories. The identified generic categories are 1) dimensions of the
good investor relationship, 2) understanding of relationship building, 3) strategic approach or not?,
and 4) relationship building actions. In the following sections each of the four categories are
analyzed separately. Overview of the abstraction phase from original codes to generic categories can
be seen in figure 3.
Relationship building
with investors

Dimensions of the good
investor relationship

The understanding of
the relevancy of
relationship building

Strategic approach or
not?

Relationship building
actions

Trust and
Trustworthiness

The effect of
relationship
management

Investor Relations
strategy

Investor relations
activities

Openness,
transparency and clear
communication

Personal vs.
professional relations

Relationship building
strategy

Relationship building
actions

Relationship
development as a
challenging process

The roles of
relationship building

Two-way,
communication,
dialogue, and mutual
understanding

Consistency and
stability

Figure 3

Relationship
management with
various stakeholders
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4.1. Dimensions of the good investor relationship
DIMENSIONS OF
THE GOOD
INVESTOR
RELATIONSHIP

EXPLANATION
The interviewed participants
mentioned several dimensions
when describing the good investor
relationship as they perceived
dimensions such as trust, dialogue,
stability, and openness to define
the good investor relationship.

EXAMPLE
“Trust and trustworthiness are for
me the same. It is what I do. That is
alpha and omega.”
(Participant 2, Appendix 5: Q21)

TABLE 4
As mentioned in the Theoretical Framework (Section 2.2.1.) scholars found several dimensions that
should be present in order to build a good investor relationship. However, one dimension was
referred to as essential when building and managing relationships with investors. This was the
dimension of trust (Ledingham & Bruning 1998; Hon & Grunig 1999; Sandstrøm 2012; Wood 1995;
Rawlins 2007; Chandler 2014; Tuominen 1997). Similarly, most of the participants define trust and
trustworthiness as key factors (Participant 1, Appendix 4; Participant 2, Appendix 5; Participant 3,
Appendix 6; Participant 6, Appendix 9; Participant 8, Appendix 11; Participant 9, Appendix 12),
which they perceived to be the main dimensions of a good investor relationship. As Participant 2
states: “We are in the trust business” (Appendix 5: Q20). Furthermore, Participant 8 referred to trust
as being the primary dimension which they focused on when building relations, and Participant 7
expanded his explanation to the dimension of trustworthiness stating that “[i]f were are not
trustworthy as IR, then we will not have any relationships [with investors]” (Appendix 10: Q20).
However, trust and trustworthiness were not the only dimensions that the participants identified,
as the participants mostly referred to 2-3 dimensions each. Several participants also referred to the
dimension of stability (Participant 2, Appendix 5; Participant 5, Appendix 8; Participant 8, Appendix
11). This dimension was not identified by scholars in the literature review. The participants define
stability as a key dimension when it comes to building a good relationship, as stability enables the
company to build the relationship. However, participant 9 takes another stand in regards to stability,
as she defines it as a necessary element when building relationships. Instead of viewing investors as
the ones that should be stable, she refers to her own department and explains that emphasizing
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stability from their perspective enables relationship building. Thus, she refers to the experience that
she has gained through the financial crisis:

“Through the financial crisis we had a horrible time. We lost extensive
amounts of money and the investors were furious. We had 6-7 years where
we got yelled at each time we showed up for investor meetings. Finally they
said: “Okay, we can say a lot about this, but you are tough people. You show
up each quarter and get yelled at”. They actually started respecting that and
our CEO. We were there when everything went well, we were there when
things got bad, and we are still here, now when things go better. We continue
to do our best to explain what we are doing” (Appendix 12: Q3).

By being consistent in their communication and maintaining stability in the management during
tough times, they managed to build a relationship with investors based upon respect. Without
specifically mentioning the dimensions, her elaboration of this particular case supports the
dimension of dependability (Leding & Bruning 1998; Hon & Grunig 1999) and reliability (ShockleyZalabak & Morreale 2011; Mishra 1996). As they were stable, dependable, and reliable in their actions
and in their communications they built respect, which according to scholars is a key element that
ultimately builds trust (Ledingham & Bruning 1998; Hon & Grunig 1999; Shockley-Zalabak &
Morreale 2011; Mishra 1996). Participant 9 also recognizes the dimensions of openness as an essential
factor in regards to building a good investor relationship. Participant 5 and 6 also mentioned the
dimension of openness. However, they expanded their understanding to include transparency, open
communication, and dialogue, similar to what is defined by Ledingham & Bruning (1998), Sandstrøm
(2012), and Chandler (2014) in the Theoretical Framework. However, when arguing for their
relevance, the participants refer to the dimensions as key factors, because they are elements that
construct trust. They acknowledge that the main dimension is still trust, but it is the actions and
elements such as transparency, openness, and clear communications that in the end build trust with the
investors. As participant 2 states, “[i]t is because we are so open and transparent […] that we can
sell our shares so easily. It is a positive experience. Therefore, transparency is very important for us
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and generally open communication” (Appendix 5: Q10). Similarly, Shockley-Zalabak & Morreale
(2011), Mishra (1996), and Gabarro (1978) define openness and honesty as elements that construct trust.
Whereas some participants refer to specific dimensions, others described the good investor
relationship based upon particular interactions. Participant 9 refers to the importance of having
listening investors: “A good relationship is when the [investor] listens to what we have to say, and
that we are capable of explaining things properly. They are allowed to be mad at us, as long as they
are listening.” (Appendix 12 Q10). Hence, she refers to a state of interaction with investors that is
defined as two-way asymmetric by Grunig & Hunt (1984). She emphasizes clear asymmetric
communication with investors, as they should simply listen to what is said and understand, rather
than a mutual and beneficial relationship based upon two-way symmetric communication.
However, not all participants perceives two-way asymmetric communication as preferable investor
communication. Instead, Participant 2, Participant 3, Participant 6, Participant 7, and Participant 8
all refer to two-way symmetric communication, where interaction and feedback are perceived as
desirable for them when building relationships with investors. Participant 2 mentioned that “a good
relation [is someone who] calls and ask about things. [Someone] who wants to talk with us”
(Appendix 5: Q19), which according to Six et al. (2010) is a way of enacting a solidarity frame, as the
participant perceives the interaction as a positive thing. Thus, he seeks to provide help and assistance
when investors call and recognize the legitimacy of their interests and thoughts when they call. He
further elaborates, at another point in the interview, that open communication enables people to call,
to which it appears that he defines two-way interaction and willingness to interact as a good
relationship, similar to Grunig & Hunts’ (1984) notion of two-way symmetric communication.
Similarly, Participant 6 mentions that “you need to be interested to be interesting”, thus referring to
two-way dialogue, engagement and genuine interest as defining the good investor relationship.
Throughout the interviews it is clear that the participants’ understanding of the good investor
relationship is very similar to the dimensions referred to by scholars in the Theoretical Framework.
Here, the scholars refer to the dimensions of trust, trustworthiness, openness, and transparency, which
were also recognized by the participants. The participants were, furthermore, aware of the role each
of these dimensions play in the development of trusting relationships. Thus, the theoretical
understanding of the good investor relationship is not far from the practical understanding provided
by the participants, despite theories not taking the dimension of stability into account.

page 62 of 104

Investor relations from a Danish Perspective

Kristine J. Gye

An Exploratory Study of Strategic Relationship Management with Investors in Practice

AU456746 / 201208550

4.2. The understanding of the relevance of
relationship building
THE
UNDERSTANDING OF
THE RELEVANCY OF
RELATIONSHIP
BUILDING

EXPLANATION
When describing their
understanding of relationship
management as something
relevant for their job, the IR
professionals had various,
differing opinions.
Relationships can be built upon
various levels. Thus participants
discuss the impact of
relationship management on
personal and professional levels
as well as the challenges they
face.

EXAMPLE
“It is basically because it is all
about trust. That is probably the
most important element when
talking about investments and
that [the investor] trusts the
management and investor
relations [department] as being
the representative of the
management. That is why
relations are important.“
(Participant 8 Appendix 11: Q17)

TABLE 5
Despite theories and scholars arguing for the importance and relevance of relationship management
with investors (Chandler 2014; Becker et al. 2014; Laskin 2011; Aakhus & Bzdak 2015; Rao &
Sivakmur 1999), not all participants appear to agree with this being relevant. Furthermore, the
participants differentiate between professional trust and personal trust, where the participants
perceive professional trust as a construct of communicative actions rather than interpersonal
relationship building actions.

Some participants understand relationship management as

something completely irrelevant (Participant 1 Appendix 4; Participant 4 Appendix 7) and others
understand it as being the main job of IR, as it brings several benefits to them and the organization
(Participant 3 Appendix 6; Participant 5 Appendix 8; Participant 6 Appendix 9)

When referring to the value and impact that relationship building has on their work, two
participants were especially negative, as they did not believe in relationship management as
something relevant for their organizations and work. Participant 1 states:
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“I believe they are so professional that they value the company completely
objective. It is about money. It is about receiving the best return on
investment possible. If they do not value this company to be able to do that,
then they do not invest in us. No matter if we have a relationship”
(Appendix 4: Q41).

Participant 4 supports this statement. She simply defines her job within IR as a communicator of
financial results. Hence, it appears as if she uses the approach of the Dialogue Script, in which focus
is on communicating financial communication through mutual briefings (Johansen & Nielsen 2011).
However, Participant 4 perceives relationship management as something irrelevant, based on a
belief that investors are not interested. She states, “[…] I don’t believe that there are anyone
interested in building more personal relations, because it is strictly professional” (Appendix 7: Q34).
Based on that statement she concludes that relationship management is irrelevant for her job
function.

Where participant 1 and 4 do not acknowledge relationship management as relevant for their jobs,
participant 2 instead distinguishes between the building of trust and relationship management. He
refers to trust as a very important dimension to build. However, simultaneously, he does not believe
that relationship management with investors is relevant, which indicates that he does not perceive
trust as a construct of relationship management. Rather, it is a construct of communicative actions:

“[…] I can imagine that there are investors, who would refrain from [buying
stock] if they do not trust us, or if we say something that they believe are
completely idiotic or false, or something like that. […] People invest in what
they can earn money on. That is how it is” (Participant 2 Appendix 5: Q29).

Participant 2 further elaborates on his stance on the levels of trust and their impact, as he believes
that it is not about personal relations. However, it is about establishing trust and trustworthiness on
a professional level. A trust that he believes influences the investors’ perception of the company
(Appendix 5: Q31). As such, he understands trust and the building of professional trust as a key
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element in his work, which is built through communication rather than interpersonal relationship
building. Whereas participant 2 sees trust as something emerging through communication, similar
to Johansen & Nielsen’s Dialogue Script (2011), Participant 8 instead believes in relationship
management, however, is doubtful about the depth to which these relations should be built:

“I do not know whether you can call it personal, because in reality that
sounds wrong as well. […] I would rather call it a professional relation. Are
there any of our investors who has a personal relationship with our CEO? I
do not think so. But I agree that there is a connection. The more you feel you
know the person, the more trust there is” (Appendix 11: Q24).

He acknowledges the relevance of building and maintaining relationships of professional trust,
rather than personal relationships. Thus, he believes that trust is built upon how well the parties
believe they know each other on a professional level. However, he does not perceive it as relevant
to build relations on a deeper personal level, which according to Six et al.’s (2010) theory appear to
be contradictory understandings.

Participant 7 agrees with Participant 8, as he understands the building of professional relations as a
very relevant part of his job and believes that it has positive results. Therefore, he is referring to a
professional relationship built upon trustworthiness and trust in general as something that is very
important to build and maintain (Appendix 10: Q34). However, he does not believe that building a
more personal relationship is relevant, as he thinks that investors are professional in their work.
Hence, building relations on a more personal level will not make a difference (Appendix 10: Q36).
Despite this differentiation, participant 7 also recognizes that a personal relationship increases the
trust between the two parties interacting (Appendix 10: Q3).

Participant 6 provides another perspective to why he believes relationship management is relevant
for his job. He puts his point of view simply: ”[n]o one buys a bad share because they think the
director is a nice guy. It is not like that. But like journalists, I believe […] that you can predispose
them for being less negative towards you” (Appendix 9: Q7).Hence, he believes that personal
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relationships with investors can potentially influence the investors’ perception of the company and
make them more positive towards keeping a share, which is similar to how both Laskin’s (2011) and
Mahoney’s (2001) understand the benefits of relationship management. Participant 5 even refers to
relationship management as key for his role, as he believes it to be pivotal for investors to become
loyal towards the company and for them to keep their shares, when times are tough (Appendix 8:
Q33). This is supported by participant 6, who states, that the relationship is what differentiates the
company from other companies when attracting and retaining investors (Appendix 9: Q6). Thus, he
refers to relationship management as something that creates a competitive advantage. This is an
understanding that he shares with Simmons (2009) and Laskin (2001) who found that competitive
advantages are gained through IR as they communicate and work with strategic relationship
management.

Despite acknowledging the relevance of working with relationship management with investors, the
participants’ understanding is limited to the level of professional trust and trustworthiness rather
than perceiving more personal relationships with investors as a relevant factor in their job function.
Few go beyond the professional relation of trust when talking about their understanding of
relationship management with investors. Especially participant 3 believes in the relevance of
building personal relations with investors: “[…] [s]o it has an influence, of course it does. It has [an
influence] on all of us, to some extend” (Appendix 6: Q28). He perceives relationship management
as his key competence in the organization, where he assumes a role as a relationship builder, and
elaborates that he knows the investors on a more personal level, for example the names of their
wives, their children, and that he visit their homes as well (Appendix 6: Q28):

“It is almost like a friendship. We go out or eat together and stuff like that.
Some of them I see privately as well. It is a completely different relation […]
at any rate I have a pretty good almost private relation to many of them I talk
regularly with“ (Appendix 6: Q20).

The understanding of relationship management as a relevant and influential part of IR differs from
participant to participant. Whereas some in particular do not perceive relationship management as
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something relevant that can benefit the company. Others perceive it as their key task.
Most participants differentiate between professional relations and personal relations. Thus, they
refer to professional trust as being relevant in regards to working with the investors’ perception of
the company. However, they also believe that investors are objective and professional when
conducting their work and personal relations are thus not relevant. Only participant 3 acknowledges
personal relationships as a relevant. Thus, it appears as if their understanding of the building of trust
is similar to Johansen & Nielsen’s (2011) Dialogue Script approach that emphasizes communication
and mutual briefings rather than the establishment of an interpersonal relationship. The majority of
the participants view exchange relationships with investors as relevant rather than communal
relationships, despite Hon & Grunig (1999) arguing for communal relationships as the “end goal”.

4.3. Strategic approach or not?
STRATEGIC
APPROACH OR
NOT?

EXPLANATION
All participants discussed the
concept of strategic direction
in IR. However, only few of
them had a strategic
approach to IR and
relationship management.

EXAMPLE
“[…] it has been our strategy to try to
be kind, decent, available and so on.
Then show openness towards the
[capital] market. We try to do it on the
terms of the market instead of using the
market as a place where you can just
pick up capital whenever you need it
[…]”
(Participant 6, Appendix 9: Q7)

TABLE 6
During the interviews, the participants expressed their reflections and provided insights into their
strategic approach or the lack of it. It was found that five participants had an IR strategy (Participant
2, Appendix 5; Participant 5, Appendix 8; Participant 6, Appendix 9; Participant 8, Appendix 11;
Participant 9, Appendix 12), whereas two did not (Participant 3, Appendix 6; Participant 4,
Appendix 7). Lastly, two of the participants mentioned having a generic policy they complied to
(Participant 1, Appendix 4; Participant 7, Appendix 10). Despite having a strategy, Participant 2, 5,
and 8 mentioned it as a generic strategy that did not guide the practice. Participant 5 stated:
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“Only very very overall, something about us wanting to ensure that the
information we give provide opportunity for a fair stock price, not too high
or too low. That is how we want to communicate. We want to create value in
a fair and trustworthy way and to do that [we must have] an open and
transparent dialogue with our investors and shareholders. We do not have
any wishes for the stock to be over evaluated or under evaluated.“
(Appendix 8: Q12)

The IR strategy Participant 5 referred to in the quote above is perceived as very generic and does not
provide any tangibles or goals to specifically aim for (Appendix 8: Q12). Instead, emphasis is on
intangibles that cannot be directly measured. However, the strategy does focus on the investors and
their perception of the company and their communication. It could indicate that he believes in a
Shared Value Approach, as mentioned by Aakhus & Bzdak (2015), which emphasizes dialogue in order
to develop value and a mutual understanding that enables investors to ‘fairly value the stock price’.
However, it also appears that little emphasis has been given to the strategic approaches towards IR
and relationship management in comparison to the arguments made by scholars such as Becker et
al. (2014), Laskin (2011), Chandler (2014), and Leeds & Fraser (1993). They advocated for a strategic
approach towards IR due to the significance of the function. During the interviews, the participants
elaborated on this subject and most of them do not work strategically with the IR function, nor do
they work strategically with relationship management (Participant 1, Appendix 4; Participant 3,
Appendix 6; Participant 4, Appendix 7; Participant 5, Appendix 8; Participant 7, Appendix 10;
Participant 8, Appendix 11). Moreover, most of the participants do not recognize it as necessary to
work strategically with these aspects. To this, Participant 4 raises the question of whether it even
makes sense for her to develop a strategy:

“No. We actually do not [have a strategy]. And we do not know. We are
wondering about it. Perhaps it is because we are so practical and pragmatic
here, but I wonder what those strategies can be about. I know that some
companies want to have some particular shareholder composition. But it is
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not something that I can influence by having meetings. […] So we do not have
any particular strategy” (Appendix 7: Q11).

She appears to be in doubt about why a strategy is even relevant, as she do not perceive it as
something that cannot influence her work with the investors. Furthermore, she perceives IR as
practical and tactical communications function, similar to what, among others, Rao & Sivakmur
(1999) defined. This view on IR is shared by Participant 3. However, he refers to the lack of goals
and Key Performance Indicators as a reason for the lack of strategy, as he states that “[s]trategy
depends on goals, and if I do not have a specific goal, then it is difficult to build a strategy”
(Appendix 6: Q8). Thus, neither he nor the management believed in setting goals and building
strategic directions for the IR Function. On the contrary to this perspective, two participants had
developed a strategy for their IR activities (Participant 2, Appendix 5; Participant 6, Appendix 9). In
this case, their strategic focus is mostly based upon actions that they have strategically implemented
in regards to building relations to particular investors, who they wanted to attract to the
organization. Their strategies emphasize whom they want to attract and how, rather than how they
interact with the investors in order to attract and build relationship. This indicates a more practical
approach focused upon communication and actions rather than interpersonal relationship building
actions as proposed by Six et al. (2010). Participant 6 refers to an extensive IR strategy, where he has
worked towards increasing awareness around the company stock with the aim of attracting
particular international investors (Appendix 9: Q4). An approach that appears similar to what
Dolphin (2003: 40) refers to as “a sharply targeted investor relations campaign” that uses information
and communication to build professional trust.

This lack of strategic focus upon the IR department and work among the participants are also
apparent when it comes to a strategic focus on relationship management. Again, it is only participant
6 who is focused on strategic relationship building. His approach appears to acknowledge
interpersonal relationship building with investors in order to establish a more personal relation,
similar to what Six et al. (2010) proposed. Thus, Participant 6 goes a step further, as his
understanding is built upon the idea that professional trust is based on personal trust developed
through strategic and deliberate interpersonal relationship building actions (Six et al. 2010). He

page 69 of 104

Investor relations from a Danish Perspective
An Exploratory Study of Strategic Relationship Management with Investors in Practice

Kristine J. Gye
AU456746 / 201208550

emphasizes a more interpersonal approach to building those relations. He believes that building
relations is about being “human” and to live the values that you want to portray to the investor,
both as a company but also as a human. He states that “[i]n the meeting with the investors [we
practice] a more real human interaction” (Appendix 9: Q14). Furthermore, he created a strategy
where his emphasis was to be “kind and decent and available” (Appendix 9: Q7). Thus, he builds
relations based on interaction and a value-based approach that reflects the company values, as he
mentions that it provides a more valuable relation to the investor. He even went further into
implementing humor as a strategic element when meeting investors:

“What does that mean specifically? That means that we socialize with
investors and analysts at times with a more humoristic way than many others
do. […] You do not throw your money into and organization that is crappy
just because you meet two unpretentious guys from Northern Jutland. It is
not like that. But we use the [humoristic] approach on a strategic level. That
is who we are, and that is our business values, which we live by, also when
we meet analysists and investors” (Appendix 9: Q14).

He is strategically working with humor in order to build more personal relations with investors that
also reflect the company values, which increases the authenticity of the approach. However, when
further describing his approach, his emphasis is mostly similar to Aakhus & Bzdaks’ (2015) Shared
Value Approach in which dialogue, input, and feedback are highlighted, rather than the interpersonal
relationship building actions provided by Six et al. (2010). Despite Participant 6 having a strategic
approach to both IR and relationship management, others struggle with the idea of relationship
management because of uncontrollable factors. Participants 7’s company is rather new on the Danish
stock exchange, which he thinks is not necessarily a positive feature as it results in a more volatile
share price, which he believes complicates the building of trust and trustworthiness.

“The only way we can [build good relations] is to deliver, deliver, and deliver.
Then we need to communicate before we deliver and then do it. Furthermore,
we need to be very consistent in our communication. That is what we do, but
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you can easily see how the share price reacts to our numbers and it is
currently going slowly downwards. Then the share price suddenly falls 30 %.
That is because we are not perceived as trustworthy. Our brand is too young.
I think that the investors trust in the Investor Relations department, however,
they do not trust the brand, which you need to separate from each other. We
do not get the benefit-of-the-doubt in regards to the brand. However, I believe
that they trust in the investor relations department and the management. But
that

is

not

enough

when

the

brand

is

not

trustworthy”

(Appendix 10: Q27).

Despite making efforts to building relationships and trustworthiness with investors, Participant 7
still struggles with creating stable relations with investors due to what he calls a “young brand”.
Building credibility and stabile relations are seen as a long-term challenge, which is not only
dependent on the IR department, but also the overall brand. This challenge and perspective align
with the theoretical understanding of IR as a corporate marketing function, which emphasizes the
mutual interdependency between the corporate brand and IR function (Petersen & Martin 1996).
Participant 7 is, however, not the only one struggling with building long-term relations due to
external factors. Participant 2 highlights the challenges with people changing jobs during the
relationship building phases:

”[…] relationship management is difficult, because we have relations with
institutions and not so much the individual persons. We typically talk with
the same people through many years and know them quite well […]. Then
they move to another company or something” (Appendix 5: Q14).

Lastly, Participant 9 faces another challenge in her work: a challenge of over-communication as
described by Duffy (2014), where she describes a fine line, when communicating and building
relations with investors. She struggles with some particular investors that want to be too involved
in and constantly being informed about the organization: “[s]ome think that they are the ones
managing this company. But it is not them. They need to value the company. And then they buy or
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sell us [depending on the results of their valuation]” (Appendix 9: Q12). She describes it as a difficult
position, where she must provide all relevant information. Moreover, she also needs to say “no” in
regards to particular information, as the investors get too involved; a situation which Duffy (2014)
warns IR professionals about, as people risk over-communicating.

Across the participants’ responses, there are large differences in their approach towards IR as and
relationship management as strategic functions. Only few participants had a strategic approach
towards their work despite several scholars arguing for viewing IR as a strategic function (Dolphin
2003; Becker et al. 2014; Chandler 2014; Ditlevsen 2014; Leeds & Fraser 1993; Ryder & Regester 1989).
The participants appear to perceive the function as a more tactical function consisting of tasks and
communication that build trust rather than a strategic approach (Rao & Sivakmur 1999; NIRI 1996;
Martin 1996; Center & Jackson 1995).

4.4. Relationship building actions
RELATIONSHIP BUILDING
ACTIONS

EXPLANATION
The roles of relationship
building and the actions were
discussed. Various
approaches are utilized when
it comes to interacting and
building relations with
stakeholders. Moreover, the
roles of the parties involved
are discussed.

EXAMPLE
”In practice, I am the one
writing our annual reports,
making the investor
presentations, conducting the
meetings with the investors,
etc. So I am basically the
investor relations
department.”
(Participant 6, Appendix 9: Q2)

TABLE 7
During the interviews the understanding of the individual roles in the relationship management
process were also discussed. Most participants emphasized the CEO or CFO as well as their own
role as key when building relations with investors. Thus, the participants expressed the CEO’s role
as being very significant, as elaborated by participant 5: “[the CEO’s role] is substantial. It is
substantial and it is important. I think it is very important that the investors perceive the CEO as
being trustworthy […]” (Appendix 8: Q19). Similarly, Participant 1 states that he perceives the CEO
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as having a leading role when it comes to portraying trust and trustworthiness (Appendix 4: Q23).
However, he is mostly used as a front-person during the relationship management process, where
he is used to instill credibility and trust in the messages provided by the company. Most of the
participants share a common understanding of the CEO’s role as a credible front person towards the
investors. Trust in the CEO is constructed through media coverage of the management, his or hers
persona, the investors personal perception of his track record, and when the investors meet him or
her. Hence, the CEO is most often present during presentations of quarterly and annual reports, as
well as on the most important road shows, for example to the United States or London (Participant
1, Appendix 4; Participant 2, Appendix 5; Participant 3, Appendix 6; Participant 4, Appendix 7;
Participant 5, Appendix 8; Participant 6, Appendix 9; Participant 7, Appendix 10; Participant 8,
Appendix 11; Participant 9, Appendix 12). Participant 9 elaborates by explaining how important it
is for investors to meet the CEO in person as well:

“Some would say it is a waste of time and fuel to travel around in order to
meet people, when you can meet over Skype. But the essence is that the
[investors] really want to meet the management in person. It is crucial and
no, they do not just want a Skype connection. […] It is necessary, we need to
realize that […]. We hear it over and over again. They want that connection:
“Can I trust this man?”. That is why it is him talking [during meetings and
presentations] and not me, because he is the one in charge”
(Appendix 12: Q7).

Participant 2 and 6 even refer to a specific scenario that portrays the investors’ understanding of the
CEO: “You can clearly see when the CEO gets fired or dies the stock either goes up or down”
(Appendix 5: Q3). Thus, when investors do not believe in the CEO, and he gets laid off, it can often
be seen in a rise of share price (Appendix 5: Q3). The CEO is given a large role by the participants
when it comes to building professional trust, however, as participant 3 states: “[o]f course the CEO
is significant, but he is not crucial” (Appendix 6: Q31). Here, the CEO is referred to as an important
front-person, however, he also believes that one should not underestimate the role of the IR
responsible or the whole team behind the financial results:
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“[…] I will still assert that the CEO is not that important. There are also
organizational employees and communications employees. So I will not say
that it is the CEO, however, it is the whole team you trust. Definitely.“
(Appendix 6: Q30)

Whereas the CEO is considered a symbol of trust when communicating financial results and
strategic direction, it is primarily the IR responsible with whom the investor builds relations, as they
are the ones responsible for the every-day interaction. Thus, all participants view their roles as the
one person the investor primarily communicate and interact with. Participant 3 even asserts that he
is solely responsible for two thirds of the investor communication and communication with the
analysts. Similarly, Participant 2 sees his role as the one providing a ‘face’ to the organization, “[i]n
that way [the investors] will think that they have a relation to us. Otherwise, it is just a face-less
organization. It is obvious that if there is anything, then it will be us they call” (Appendix 6: Q16).
Thus, the IR professionals’ role in regards to relationship building and understanding is based upon
the daily activities, which the participants explained to be primarily bound to legislative activities.
All participants refer to their major task of writing, constructing and presenting quarterly reports
and annual reports, as well as produce company announcements, when news, that can potentially
affect the share price, are published.

Adding to this, all participants more or less work closely with the communications and PR
departments in order to support the writing of press releases to ensure consistency and accuracy.
However, despite having great emphasis upon the legislative requirements, most of the time is spent
on communicating and interacting with investors. Participant 3 refers to investor communication as
an area where he spends most of his time. Moreover, all participants refer to investor meetings,
telephone calls, power point presentations, and road shows, as key events where they visit investors
all over the world in order to build relations and attract new investors. The ordinary Danish IR
activities (expressed during the interviews) are very similar to the activities defined in the literature
review (Ditlevsen 2014; Rao & Sivakmur 1999; Nielsen & Bukh 2010; Lykkesfeldt 2006). Especially
face-to-face meetings are highlighted as they enable interaction and engagement with investors, and
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as a place where the company can initiate the relationship-building phase. As stated by participant
2:
“We primarily meet [the investors] face-to-face. […] On investor meetings the
format is completely fixed. You have exactly 45-50 minutes to tell your story,
and then they are out the door again. And in those minutes you need to step
up and excel and tell why you are here and why it is a good idea [to invest],
and then answer to peoples’ reactions" (Appendix 5: Q5).

Both Participant 2, 3, and 7 refer to these meetings as their main focus point, when it comes to
building relations and professional trust with especially institutional investors. It is primarily
through these meetings and roadshows that IR professionals establish credibility and
trustworthiness in the minds of the investors (Participant 2 Appendix 5 Q9; Participant 3 Appendix
6; Participant 7 Appendix 10: Q25).

However, not all investors are able to book meetings with the management or the IR departments,
as the participants often distinguish between institutional investors and private investors. Most
participants focus upon interacting and communicating with the institutional investors due to their
size. Participant 9 refers to them as being the only ones that can get a meeting with the management,
because they invest such a large amount of money (Appendix 12: Q1-Q2, Q14). The sums that the
majority of the private investors invest in shares are by most of the participants perceived as too low
for them to care about. Thus, they are perceived as a low priority in regards to building professional
relations of trust through meetings and interactions (Participant 1, Appendix 4; Participant 2,
Appendix 5; Participant 4, Appendix 7; Participant 5, Appendix 8; Participant 9, Appendix 12).
Participant 4 even clearly states that they do not care about the private Danish investors: “[…] in
that way you can say that we do not give a shit about the private investors […]” (Appendix 7: Q14).
She refers to her company as conducting all their investor communication in English instead of
Danish, as the economic influence of the private Danish investors is simply deemed too small for
the company to prioritize them compared to the inconvenience it causes the company to translate
their communication into Danish.

page 75 of 104

Investor relations from a Danish Perspective
An Exploratory Study of Strategic Relationship Management with Investors in Practice

Kristine J. Gye
AU456746 / 201208550

On the other hand, some participants undertake extra measures in order to attract and build
relations of professional trust with private investors. Participant 5 and 9 publish a shareholder
magazine once a year, which they send directly to all shareholders. The magazine provides insights
into the organization and is used actively to portray the company story and strategy. Participant 5
believes this can potentially increase loyalty and interest in the company (Appendix 8: Q13).
Similarly, Participant 7, 8, and 9 focus on private Danish investors as these participate in events and
conferences with Danish Shareholder Union (in Danish: Dansk Aktionærforening); events that
enables the IR professionals to present their company story, strategy, and equity story towards
potential and current private Danish investors (Participant 7, Appendix 10: Q25; Participant 8,
Appendix 11: Q2; Participant 9, Appendix 12: Q1). These also participate in private events for private
banking customers, where they approach potential investors (Participant 7, Appendix 10: Q25;
Participant 8, Appendix 11: Q2; Participant 9, Appendix 12: Q1).

Other participants stress the relation to bank analysts (Participant 2, Appendix 5; Participant 3,
Appendix 6; Participant 4, Appendix 7; Participant 5, Appendix 8), as they believe that when
servicing them and creating good relationships with them, they will become more positive towards
the company, as they are the ones advising investors to either keep, buy, or sell stocks.
Participant 9 invites new analysts for an introductory meeting with the management or CEO, in
order to establish trust and develop a relationship (Appendix 12: Q9). Furthermore, Participant 3
invites all London based analysts to a morning meeting a couple of times a year (Appendix 6: Q34).
A relationship-building action, which he does despite not being positive towards the aspect of
relationship building and not acknowledging that it is relevant or that they work with relationship
building. Participant 4 explains that she invites Danish analysts to a local music festival called
Roskilde Festival or a soccer match as a “treat” (Appendix 7: Q28). Furthermore, they invite
international analysts to visit company locations around Europe as well inviting all British based
analysts to a bar once a year, where top management is present and can interact with the analysts
(Appendix 7: Q28-Q29).

Despite repeatedly stating that they do not work with relationship

management, she simultaneously gives several examples upon extraordinary events that are made
in order to affect the analysts’ perception of the company and management. Participant 2 invites not
only analysts, but also investors for dinner, coffee, and educational seminars for those interested.
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Thus, he simply argues for the relevance of these actions by stating, “[i]t all comes pretty natural,
that the more hours you spend with people, the better you get to know them” (Appendix 5: Q35).
This statement does, however, stand as a contrast to his previous statements in which he did not
believe in the relevance of building personal relations.

Whereas some participants take extraordinary measures in order to build relations and preference
for their company in the minds of the investors and analysts, others build trust and trustworthiness
as well as openness and transparency through more subtle efforts. Only participant 6 said that he
worked with relationship management strategically. However, most of the participants are aware
of their efforts towards creating particular perceptions in the minds of the investors through
deliberate actions. Participant 1 refers to availability as a key factor in their focus upon being
perceived as open and transparent (Appendix 4: Q27, Q33). As an example, he refers to how they
handled a challenge:

“[…] a couple of years ago we had some challenges in the USA. We had not
been growing for a while and the management team over there had served
their time. They were not able to manage the organization in order to increase
growth. […] In that process we were completely open about what we did over
there. We laid off a couple of people in the management and hired new
people in those roles. I believe that is a good example of how we create trust.
[The investors] can see that they will receive the information directly from
us” (Appendix 4: Q33).

He refers to honest and open communication in challenging times as being elements that help
building trust towards the organization and its management team. Similarly, participant 2 explains
the importance of communicating honestly both in difficult times as well as being honest about it,
when there is something he is unable to answer. These actions are supported by Participant 4, as she
states:
“Trustworthiness is crucial, and you need to simply state things as they are,
also the bad things. You should not try to embellish reality. […] You have to

page 77 of 104

Investor relations from a Danish Perspective
An Exploratory Study of Strategic Relationship Management with Investors in Practice

Kristine J. Gye
AU456746 / 201208550

tell the bad things as well, otherwise you will not be trustworthy.”
(Appendix 7: Q25)

These actions, referred to by Participant 1 and Participant 2, align with the Interpersonal Relationships
Building Actions proposed by Six et al. (2010). In order to prevent misunderstandings the participants
are open about problems and disclose information accurately. Participant 5 further elaborates that
they strive towards having an open and transparent dialogue with investors, as well as consistent
and clear communication through face-to-face interaction, as he believes that it will create a decent
and trustworthy relation (Appendix 8: Q12, Q22, Q28). He further emphasizes written
communication products as elements that are often forgotten, however, he perceives it as features
that build trustworthiness. Furthermore, Participant 4 states that it is in fact quite simple to create
professional trust: “[t]hat is what it is all about: that you deliver on your promise” (Appendix 7:
Q33). Her approach to building professional trust is simply based upon the idea that one should not
promise something that cannot be delivered. Thus, she solely emphasizes the aspect of preventing
misunderstandings, rather than applying other Interpersonal Relationship Building Actions from Six et
al. (2010).

Thus, the participants refer to several elements that they emphasize in their communication with
investors, such as transparency and honest communication. Furthermore, the participants highlight
consistent communication across communications platforms and notes that face-to-face interaction
establishes professional trust. Thus, despite enacting this in various ways, their understanding of
the aimed outcome is the same, namely that it builds professional trust between the investor and the
IR responsible. In order to establish a more personal relation to investors, Participant 2 refers to a
concept mentioned as ‘name recognition’. He aims to talk often to his investors and refer to them by
their front name when meeting them at conferences and networking sessions (Appendix 5: Q23).
Most of the actions that the participants conduct in order to build professional trust are
communicative actions. This indicates that the participants emphasize a communicative approach
similar to Johansen & Nielsen’s (2011) Dialogue Script, rather than an approach build on interpersonal
relationship building actions as provided by Six et al. (2010). Thus, the most used actions from Six
et al.’s (2010) model are the actions taken to prevent misunderstandings. Only Participant 3 and 6
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appear to acknowledge more personal interactions as elements that build trust. Communication
appears to be understood by the majority of the participants as a tool that is used in order to build
trust, rather than interpersonal relations.

4.5. Summary of findings from the thematic
content analysis
Above, all generic categories have been analyzed. It was found that some thoughts and perspectives
from the Danish IR professionals aligned with theories developed by international scholars,
however, the interviews and coding also enclosed new perspectives to the existing IR and
relationship management approach, as well as the understanding thereof. Thus, dimensions of the
good investor relationship align with the dimensions referred to by scholars, as most of the
participants emphasize trust, trustworthiness, openness, and transparency. Furthermore, when
focusing on the understanding of relationship building with investors, the participants are divided.
Half of them find relationship management with investors relevant and believe in the results that
scholars also refer to, e.g. stable and loyal investors, competitive advantages, etc., whereas the other
half of the participants simply do not view it as relevant, as they do not believe that they are able to
change and influence the investors’ perception of the company, their willingness to invest, or to stay
loyal in the investment. This view is based on the investors being perceived as too professional and
objective to be able to be influenced by relationships. Moreover, theoretically it is considered
relevant to view IR as well as relationship management from a strategic perspective, however, only
two of the participants mention that they are working strategically with building relations, and only
one of them has a strategic approach to the interpersonal relationship building.

When it comes to building relations through IR activities, the perspectives change. Despite being
critical towards the concept of relationship management, it appears as if many of their actions align
with the theoretical understanding of IR tasks. Moreover does their actions emphasize elements that
they previously pointed out as being dimensions that constitute the good relationship. They state
that they emphasize transparency, openness, and clear communication in the hopes of being
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perceived as trustworthy and credible. However, they do not necessarily perceive these actions as
being relationship-building actions. Furthermore, the participants understood the role of the CEO
as being the one to which the investors builds professional trust and relationships, and the IR
professional as the person that handles the daily interaction and hence also the person that the
investors build a more interpersonal and comprehensive relationship with.

An overview of the four generic categories, their definitions, and examples can be found in
Appendix 14.
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Discussion
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5. Discussion
The above analysis provided insights into how the participants perceived relationship management
and how they understood the role of it in regards to their investors. The findings indicate that the
participants do not work strategically or deliberately with relationship building actions. Instead, the
majority perceived relationship building and management as irrelevant for their function as IR
responsibles. This provides another perspective to the problem statement, which sought to gain an
understanding for how the IR professionals worked with strategic relationship management. The
analysis showed similarities with the existing literature as well as differences in regards to the
understanding of relationship management with investors and their strategic focus upon that. This
is discussed below.

5.1. The good relationship is based on trust
The participants’ understandings of the dimensions that build a good investor relationship were
almost similar to the dimensions identified by the highlighted scholars. Throughout all interviews,
the two dimensions most often referred to were trust and trustworthiness. They even described as the
main goal of interaction with investors (Participant 2, Appendix 5; Participant 7, Appendix 10;
Participant 8, Appendix 11). This understanding is similar to, among others, Rawlins’ (2007)
perception. Furthermore, both scholars and participants identified the dimensions of transparency
and openness. However, in regards to describing the elements that build trust, participants were not
as clear as scholars. Several participants defined the good relationships based on trust by elaborating
on situations and actions, rather than referring to particular dimensions. Despite them not
necessarily using the words reliability and dependability, these dimensions were also found among
the participants’ explanations. These dimensions are also referred to by scholars as dimensions that
build trusting relationships (Ledingham & Bruning 1998; Hon & Grunig 1999; Shockley-Zalabak &
Morreale 2011; Mishra 1996). However, the participants referred to one dimension that was not
recognized directly by scholars: the dimension of stability. For the IR professionals to be able to build
a good relationship with an investor, stability should, according to the participants, be present, both
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in regards to the company, the IR departments, and the investors. Participant 2, 7, and 9 explain that
they had challenges with building relations due to instability. Participant 2 refers to people in
investment banks changing their jobs. Participant 9 refers to internal and managerial instability.
Lastly, Participant 7 refers to his company as a young brand, causing instability and uncertainty,
which complicated the relationship building. Thus, stability should according to the participants be
present in order to lay the foundation for building and maintaining relationships; an element that
scholars did not account for and instead referred to dependability and reliability. However, these
dimensions require stability, as one cannot be reliable and dependable, unless there is stability.
Though the element of stability deviates, it appears as if the theoretical understanding of the
dimensions that build good investor relationships is similar to the practical understanding provided
by the participants. This could indicate that the understanding of a good professional relationship
is more or less universal due to an increasingly globalized working culture.

5.2. Is trust developed through interpersonal
actions or communicative tools?
Whereas participants and scholars agree upon the understanding of the good investor relationship,
they do not agree when it comes to the understanding of relationship management with investors
as being a relevant activity in IR. It is found that the participants disagree with each other as well as
with scholars. Scholars refer to relationship management with investors as an important part of IR,
as it enables building of competitive advantages and more stable investors (Laskin 2011; Aakhus &
Bzdak 2015; Ryder & Regester 1989). Despite this, IR professionals do not agree. They agree that
trustworthiness and trust are important to build, however, they do not agree that a focus on
relationship management is relevant in order to build this trust. Few participants were found to
believe relationship management is a relevant aspect in order to build professional trust, and only
one participant in particular emphasized the relevance of building personal relationships. Thus, the
participants differentiate between the notion of professional trust and personal relations.
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Whereas scholars talked about relationship management as one thing that IR should strive to use in
order to build trust (Laskin 2011; Aakhus & Bzdak 2015; Rao & Sivakmur 1999; Kantanen 2012;
Becker et al. 2014; Chandler 2014; Peyrefitte 2012), the participants differentiated between the
establishment of professional trust and personal relationships. They refer to professional trust as
something IR professionals should strive towards building. Similarly, the participants emphasize
the importance of trust and appear to be aware of building trust throughout their actions. However,
whereas scholars see trust as developed through interpersonal relationship management (Gabarro
1978; Six et al. 2010), the participants instead made another distinction. It appears as if they
differentiated between personal relations and professional trust, where professional trust not
necessarily originates from interpersonal relationships, but rather as something that is built through
repetitive, transparent, and open communication. This indicates that the participants view
communication rather than interpersonal relationship management as the necessary tool enabling
professional trust. Furthermore, when referring to relationship building, most participants highlight
processes and approaches that align with Grunig & Hunt’s (1984) model about dialogue and
Johansen & Nielsen’s (2011) Dialogue Script. Here, they talk about tactical actions and considerations
they take in order to build trust, such as being transparent, clear communication, and dialogue,
rather than Six et al.’s (2010) actions that builds interpersonal trust. However, many of the actions
that they refer to align with several of the actions from Six et al.’s (2010) Five Factor Model (see
appendix 2). Thus, many of their actions can be viewed as actions that enact a solidarity frame, accept
the influence of the Alter, prevent misattributions, and prevent disappointments. However, the
participants do not see their actions as elements of interpersonal relationship building. Hence, it is
argued that they are not aware of how these actions become elements in interpersonal relationship
management. Instead, their main focus is upon communication as a tool that builds professional
trust, rather than communication as an element that constitutes interpersonal relationship building.
Thus, the understanding of how to build interpersonal relations and reflections on how to build
those relationships in practice appear not to be present. Only few appears to be interested in building
relations in general in order to gain benefits such as competitive advantages and loyal investors.
Hence, they do not perceive the building of professional trust as building relationships.
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Only one participant appears to have a more strategic approach to the interaction with investors.
Participant 6 deliberately uses humor in order to build more personal relations. However, none of
the other participants refer to any of the actions proposed by Six et al. (2010) in order to build
relations.

Contrary to the participants’ perception, scholars argue that building trust is based upon some form
of interpersonal relationship built between the investor and the company (Chandler 2014; Laskin
2011; Kantanen 2012; Becker et al. 2014; Gabarro 1978). Furthermore, interpersonal relation building
cannot be discarded according to Gabarro (1978), as the process occurs whenever the parties
communicate and interact with each other. Despite the participants differentiating between relations
of trust and personal relations, it would still be characterized by Gabarro (1978) as development of
interpersonal relationships. Each time the participants communicate with or interact with an
investor, they will, according to Gabarro (1978), go through the steps of relationship management.
Furthermore, in these processes, they are likely to enact some of the 19 actions provided by Six et al
(2010), whether they are aware of it or not. However, the participants do not appear to perceive the
two things as intertwined. Furthermore, the idea of building relationships and deeper personal
relationships are discarded by most participants as something completely irrelevant, as they refer to
the investors as objective people. Only participant 3 viewed personal relations as relevant and
something that influenced investors. Thus, their distinction between professional trust as a construct
of communication and personal relations as a construct of relationship management does not align
with the understanding presented by the scholars. The practical understanding provided by the
participants therefore highlights communication as a tool rather than a constituting element,
through which interpersonal relations are built.

Trust is by the participants perceived as a communicative construct, which is built through
communicative actions that follow the notion of transparency, openness, mutual briefings, and clear
communication, similar to Johansen & Nielsen’s (2010) Dialogue Script. This also indicates that the
participants perceive exchange relationships, rather than communal relationships, as beneficiary
(Hon & Grunig 1999). Furthermore, the participants appear not to perceive their daily actions as
being elements in building interpersonal relations. This indicates a lack of reflection and
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understanding of the deeper influences these actions have on building interpersonal relationships
in regards to theories provided by scholars.

5.3. Strategic direction - or lack thereof
Similar disagreements between practice and theory are visible in the understanding of the need for
strategy. Scholars emphasize a strategic approach to the work with IR as well as with relationship
management (Dolphin 2003; Becker et al. 2014; Lykkesfeldt 2006; Chandler 2014; Ditlevsen 2014;
Leeds & Fraser 1993; Ryder & Regester 1989). On the contrary, only half of the participants had a
particular strategy for IR. However, it was found to be so generic that the participants did not view
it as a guiding strategy. Most of the participants emphasized a tactical approach to their work, where
their activities are based on the annual cycle of work, which is developed around the annual and
quarterly reports; an approach that aligned with, among others, Rao & Sivakmur’s (1999)
understanding of the concept. The interviews also indicated that most of the participants not only
view IR as a tactical function, they also did not see the how applying a more strategic approach
could be relevant to their work. Only one participant applied a strategic approach in order to gain
more attention and attract particular investors (Participant 6, Appendix 9). Thus, the only participant
actually applying a more strategic approach to his work is also the one who works strategically with
relationship management. This could indicate that when having an understanding for relationship
management as something relevant, it is more likely that one believes in the benefits of working
strategically with IR. Hence, as the majority does not perceive relationship management as
something that can potentially influence the investors’ perception of the company and create
competitive advantages, they do not perceive a strategic approach as being relevant.

As noted by participant 4, she does not believe that she is able to influence investors. Hence, she do
not believe that a strategic approach could provide any benefits for her company and her work. This
indicates that the understanding of the relevance of a strategic approach to IR and relationship
management is bound by the perception of, whether the participants are able to influence the
investors through communication and relationship management.
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During the interviews, it was also found that most participants do their job without referring to any
strategic direction or any strategy towards what and how investors should perceive the company.
Therefore, it appears that the incorporation of IR into the company’s communications and marketing
functions is not viewed as relevant. In practice, IR as a concept appears to be understood by the
participants as a separate function that communicates financial numbers and talks with investors.
This corresponds with Petersen and Martin’s (1996) findings from their American study. The
perspective of IR as a tactical financial communications function, rather than a PR function, is what
results in the low focus on strategically building and maintaining relationships with investors.
However, when applying this perspective of IR as a tactical financial communications function,
participants risk loosing benefits that the perspectives of PR and corporate communications provide,
as they emphasize strategic direction, aligned communication across media and messages, and
relationship management (Grunig & Hunt 1984; Tench & Yeomans 2006; Gregory 1997; Ditlevsen
2014).

According to theory, the participants risk missing out on several beneficial elements of viewing IR
as a strategic function, such as building competitive advantages and increasing loyalty among
investors (Laskin 2011; Chandler 2014; Peyrefitte 2012; and Aakhus & Bzdak 2015). Furthermore,
scholars argue for strategic relationship building as being an active part of IR, an element also found
not to be implemented in practice. The participants not only disagreed with scholars upon the
importance of relationship management, however, the interviews also indicated that they were not
aware of how to build interpersonal relationships in their work with IR.

The interviews also indicated that they were not aware of how to build interpersonal relationships
in their work with IR. Further, it is also relevant to take into account that much theory has been build
and developed around how to build relations with stakeholders and investors. However, the
theories are not utilized in practice by the majority of the participants of the study. This could either
be due to their educational background, or simply due to an understanding of IR practice as a tactical
and separate entity. In that regard, participant 6 can be seen as a case where theory aligns with
practice in relation to his understanding and strategic practice of relationship management; an
instance that can be considered as a good example, when comparing his actions with the existing
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international theoretical stance, despite not deliberately implementing the actions noted by Six et al.
(2010).

5.4. The roles and activities in relationship
building
The interviews broadened the understanding of the various roles in relationship building and trust
building with investors in a Danish context, as they shed light upon other perspectives than what
international studies had found (Petersen & Martin 1996; Pincus et al. 1991; Chandler 2014; Duffy
2014; Becker et al. 2014). Thus, insights provided throughout the interviews indicate that from a
Danish perspective, the CEO is relevant. However, the participants highlighted the performance of
the whole organization including the IR department and the communications department. Here, the
CEO is viewed as a spokesperson or a symbol of trust, whereas the individual employees within IR
departments are the ones who interact with the investors on a daily basis and thus become those
who build interpersonal relations.

However, when it comes to the tasks and activities that the participants conducted as part of their
job it was found that theory again aligned with practice. The tasks that scholars defined as main
tasks within IR align with the tasks that the participants refer to: road shows, investor meetings,
writing annual reports, and company announcements (Ditlevsen 2014; Rao & Sivakmur 1999;
Nielsen & Bukh 2010; Lykkesfeldt 2006). However, some participants went further in order to attract
attention.

Despite most participants not believing in the relevance of building relations and relationship
management, they still implement several actions that actually build these relations. This indicate
that they are not fully aware of the relationship building aspects within these actions. In particular,
some participants’ answers and understandings of relationship management do not align with their
own practice. This is the case for participant 4, as she is very skeptical towards the idea of building
relations with investors, as she does not believe it is effective and does not perceive it to be possible
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for her to influence investors and analysts and their perception of the company through strategic
actions. Contrary to this skeptical perception of relationship management, she is the only participant
who goes far beyond the legislation and the standard tasks during the annual cycle of work, for
example as she invites investors and analysts for dinners and attend conferences and events.
Furthermore, invite analysts on field trips to their factories in Europe as well as inviting Londonbased analysts to a bar a couple of times a year, where they can meet to upper management. As such,
she is clearly conducting several extraordinary actions that foster engagement and interest in the
company, the interaction and dialogue between the representatives of the company, and relations
of trust and more personal relations with the analysts and investors. Hence, there appears to be a
discrepancy between their understandings and their actions in practice.

5.5. Investor relations in a Danish context versus
an international context
International theory appears to align with Danish practice when it comes to the understanding of
the dimensions of the good investor relationship, as well as the activities that IR professionals
conduct. This is based on international scholars’ understandings and results from their own studies
that align with what is found during the interviews. These alignments between theory and practice
could indicate that the capital market has become so globalized that Danish companies must quickly
look outside Denmark to search for capital, a development which Rao & Sivakmur (1999) also
highlighted. When a large part of the investor base originates from other countries, the expectations
towards tasks will become homogenized. These findings are, furthermore, a result of the selection
of companies for the study as this study has emphasized large Danish companies. Because the
companies are some of Denmark’s largest companies, they are also international and many of the
companies sell products and produce products around the world. Thus, the alignment between the
findings and the international theory is argued to be natural as the participants work in an
international environment. If smaller Danish companies had been chosen with a primarily Danish
investor base it could have resulted in different local perspectives with a predominant Danish
culture.
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However, what deviates from theory is the understanding of the role of the CEO. This
understanding of the ‘whole team behind’ as a pivotal factor rather than the CEO could indicate
different cultural understandings in Denmark in regards to the international context. Power
structures and hierarchical structures varies from country to country. Most of the previous studies
are made in the United States, in the United Kingdom and in Germany. This could influence the
organizational culture and the way investors and IR professionals perceive the company and the
role of the CEO. Thus, the higher power distance the more power is culturally granted to the CEO.
Rather in cultures like Denmark with a low power distance less power is associated with the CEO,
as people are perceived as equal no matter their position, thus power is granted equally across
functions and jobs (Hofstede 2017). This understanding of the “whole team behind” as what matters
rather than the CEO per se, could be based upon a societal culture, which influences the
organizational culture and the participants’ perceptions. However, these reflections are not
addressed throughout the paper and thus deeper investigation of societal cultures in regards to
understanding perceptions of companies and the CEO function is needed to fully validate these
reflections.

5.6. Is strategy only relevant for small
companies?
When discussing the relevance of relationship management and the activities the participants
conducted in order to interact with investors, interesting perspectives were highlighted, here among
the understanding of the need of strategy and relationship management. Several participants
indicated that their understanding of the relevance of strategy was based upon their company’s size
and position in the stock indexes. Thus, the participants highlighted that from the C20 index to midcap index differences in approaches occur. As participant 8, whose company is listed in the C20
index, state:

“I guess you will receive different answers [to a question of their activities in
regards to relationship management]. If you ask me, who has more than 25
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analysts [covering the share], or if you ask a small company, who do not
receive the large amount of attention. They will focus more on receiving
attention. We do not have that problem. Sometimes we can even feel that we
get too much attention, and that there are too many relations to maintain. So
the strategy will probably differ, whether you talk with the large companies
in C20 or a small company in the small cap index.“ (Appendix 11: Q19)

This indicates that there is an understanding that strategy and relationship management is not
relevant if you work with IR within a large company, which receives a large amount of interest. To
this, Participant 6 can be used as an example. His company is one of the “smaller” companies in the
Large Cap index. Hence, he explains that they work strategically in order to grow. Thus, it could
indicate that smaller companies are forced to emphasize a more strategic direction towards IR and
relationship management in order to attract investors, analysts, and media coverage, whereas
companies listed in the C20 index naturally receive so much attention that their stocks “sell
themselves”. Participant 9 is the only one, whose company is listed in the mid cap index. She also
refers to the difference and struggle in order to build awareness and attention around the stock,
which increases the need for a strategic approach towards receiving this attention and to build
relations with key stakeholders, such as investors, journalists, and analysts.

“For us, it is much more difficult to gain access to the investors. It is obvious
that C20 companies do not have those issues. […] We are listed in mid cap
and receive attention, but we need to fight for it“ (Appendix 12: Q21).

Similar to this statement, Participant 6 explains that his strategic direction and actions are based on
the desire to attract more investors, thereby increasing the liquidity of the share. He found that a
strategic approach was needed to adapt, thus, his position in the Large Cap index is a result of his
strategic efforts in regards to attracting and interacting with investors. Here, strategic relationship
management was viewed as a tool for developing engagement and interest in the company share.
The answers and approaches that the participants provide insights to are largely dependent upon
how their company is indexed on the Danish Stock Exchange. Hence, this thesis argues that the
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participants appear not to work strategically with relationship management, because they gain so
much attention due to their size, that they do not perceive it to be relevant. This indicates that there
is an understanding among the participants that only publicly listed companies in small or mid cap
needs to adjust to a more strategic approach and that they are the only ones gaining benefits of
strategic relationship management. Hence, if IR professionals from small cap or mid cap were
selected as participants instead, it could have provided completely different insights into the
strategic approaches utilized in order to attract attention and investors.

5.7. Implications for theory and practice
The findings from this study provide several implications for theory. First, the majority of scholars
argue for a strategic approach to IR. However, the analysis indicates that the understanding of IR is
similar to Petersen & Martin’s findings from the study in 1996. IR is in practice viewed as a tactical
financial communications function rather than a strategic one. Furthermore, this thesis takes the
stance of IR as a PR function, as IR was in the theoretical framework defined as “a strategic financial
communications function of Corporate PR that builds and maintains mutually beneficial
relationships with shareholders and others in the financial community”. However, none of the
practitioners define it as a PR function, despite working with elements of relationship management.
The findings provide perspectives that should be taken into consideration in regards to the
theoretical understanding of IR as a concept. Furthermore, the study provides useful insights for PR
scholars in regards to understanding relationship management or lack thereof in practice. The
results of this study can be used for understanding the usage of theory in practice and relationship
management in practice.

The study also has important practical implications. The thesis provides insights for practitioners
into the strategic view upon IR and relationship management and the benefits thereof. From a
theoretical standpoint, this thesis suggests that successful relations with investors can create value
and establish value for publicly listed Danish companies. Thus, results from previous international
studies combined with insights into participant 6’s approach to strategic relationship management
provide inspiration for IR professionals. Furthermore, IR professionals will be able to borrow tested
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theories from scholars in order for them to increase their strategic efforts in regards to relationship
management with investors and by emphasizing communication based upon Grunig & Hunt’s
(1984) model, Aakhus & Bzdaks Shared Value Approach (2015), as well as taking Gabarros
interpersonal relationship building process, and Six et al.’s (2010) actions into account. These models
and theories could support current efforts to reach the benefits provided by the theory (Laskin 2011;
Chandler 2014; Peyrefitte 2012; Aakhus & Bzdak 2015). Furthermore, an orientation of the different
theoretical stances towards IR could further broaden practitioners’ understanding of the concept of
IR in regards to how it relates to other corporate functions such as corporate communication and
corporate marketing, rather than viewing IR as a separate entity.

5.8. Future research
The study provides interesting insights into the understanding of relationship management with
investors from the perspectives of IR. However, further quantitative research is needed to
systematically test the insights and confirm the understandings provided throughout the thesis.
Only in that way is it possible to properly build theory on professional trust and the potential
consequences of viewing professional trust as something that is not build in relation to relationship
management. Investigating a larger sample of IR professionals would make it possible to create
quantitative results in order to gain a broader understanding of the characteristics of the work with
strategic relationship management and to generalize the results of IR in a Danish perspective.

Given the weight of written communication as a tool presented by IR professionals it becomes
interesting to view their communication strategy and wording when communicating with investors,
to see how they in practice through written communication portray a discourse of trust,
trustworthiness, honesty, and transparency which they refer to during the interviews. Hence,
viewing the communication with investors from a more rhetorical perspective could reveal insights
into how their communication either strengthen or weaken the relationship building and
management processes with investors.
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Finally, practitioners as well as scholars refer to mutually beneficial relationships as something to
aim for in the companies’ interaction with investors. However, building mutually beneficial
relationship demands two parties who participate, engage, and receive benefits. Further research is
thus needed in order to gain insight into the investors’ understanding of relationship management.
Here, study should investigate whether investors view relationships with IR professionals as
something they are interested in and could benefit of, how this influence their decision-making
processes, and how they build trust with the IR professionals and the management. This could shed
light upon participant 4’s view upon investors as being uninterested in building personal relations
with IR professionals. Tactics, strategies, and actions explained in this thesis should be tested in
regards to the investors’ understandings and perceptions thereof.
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Chapter 6
conclusion
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6. Conclusion
This thesis argues for the relevance of working strategically with IR and relationship management,
as this enables publicly listed companies to gain several benefits such as loyal investors and
competitive advantages. When investing, investors invest in the future - into something unknown.
Thus, many factors influence the investment decision-making process (Laskin 2011). To this, IR
provides an opportunity for companies to influence investors’ perception of the company and their
management through strategic communication and relationship management. Only few scholars
have studied this perspective on IR and relationship management with investors, and none of these
studies were conducted in Denmark. Thus, a knowledge gap occurs in regards to the understanding
of IR and strategic relationship management with investors from a Danish perspective. This thesis
aimed at shedding light upon this through an inductive research study based on the following
research question:

How do publicly listed Danish companies work strategically with building
and maintaining relationships with current and potential investors?

In order to answer this research question, an extensive investigation into literature about IR and
relationship management was made. This provided theoretical insights into the understanding of
the concept of IR, the legislative requirements, and the tasks of the IR departments. Furthermore, it
gained a theoretical understanding of the concept of IR and how IR professionals can work
strategically with developing relations of trust through the utilization of theories from scholars such
as Aakhus & Bzdak (2015), Johansen and Nielsen (2011), Grunig and Hunt (1984), Gabarro (1978),
and Six et al. (2010).

Semi-structured interviews with vice presidents and directors from large publicly listed companies
were conducted, in order to explore the research question from a practical point of view. The
collected data was used in an inductive thematic content analysis. Through the abstraction phase in
the analysis four generic themes were established and explored. These categories were: 1) the
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dimensions of the good investor relationship, 2) the understanding of the relevancy of relationship
management, 3) strategic approach or not?, 4) relationship building actions. Each of the categories
provided insights into the practical understanding of relationship management, where some
findings aligned, while others deviated from the theoretical understanding.

The analysis found that the Danish IR professionals interviewed for the study perceived the
dimensions of trust, trustworthiness, openness, and transparency as key factors when building good
relationships with investors. This is similar to what scholars have defined. However, their
understanding of how to work with these dimensions in order to establish mutually beneficial
relationships with investors deviates from theory. Here, the participants differentiate between 1)
professional trust built through communicative actions and 2) personal relations built through
interpersonal relationship actions. Furthermore, only one participant perceived personal relations
as being relevant, whereas the majority perceived professional trust based upon communicative
actions as relevant; however, not relationship management.

Despite being highly recommended and emphasized by scholars (Dolphin 2003; Becker et al. 2014;
Lykkesfeldt 2006; Chandler 2014; Ditlevsen 2014; Leeds & Fraser 1993; Ryder & Regester 1989), the
participants employed a non-strategic approach to relationship building as well as to IR, except for
only one participant. Here, the participant emphasized a strategic approach in selecting whom he
wanted to engage with in order for the investors to increase their interest in his share. Furthermore,
he deliberately implemented humor (that also reflected company values) in his interactions with
investors in order to create a more personal interaction.

All the participants perceived professional trust to be built through communicative actions rather
than interpersonal relationship building actions. Whereas theory emphasizes IR as a way to build
relations with investors, the findings indicate that the participants do not view interpersonal
relationships as relevant in practice. Instead, they perceive professional trust as relevant to build
and maintain in the minds of the investors. However, they do not understand professional trust as
a construct of relationship management, but rather as a construct of tactical communicative actions.
This perspective also highlights a discrepancy in the minds of the participants, as they are building
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trust through tactical trust building actions as emphasized by Six et al. (2010) and Gabarro (1978).
However, they do not perceive these actions as relationship building actions. It has been argued that
they may not be aware that they build personal relations through their actions, which could explain
why they do not perceive it as a strategically important function.

Several participants indicate that the larger the company and the more well known it is, the easier it
becomes to sell company shares. Hence, the majority of the participants do not perceive a strategic
approach to investor relations or relationship management to be relevant. Therefore, the perception
of the relevance of strategic relationship management is largely defined by the size of the company,
in which the participants work. To support this, the two participants from the smallest companies,
Participant 6 and Participant 9, were found to be more aware of applying a strategic approach
towards relationship management. These findings indicate that the participants do not believe that
there is a need for a strategic approach to relationship management, as they already gain a large
amount of interest from analysts and investors due to the company size. Thus, IR is among the
participants mainly understood as a tactical function.

The study and its findings are of interest to all those concerned with IR and PR in general as it
provided insights into relationship management with investors in practice. Kitchen (1993) further
notices that PR is changing. Similarly, Chandler (2014) refers to IR as a function that is continuously
changing. IR is, furthermore, a rather young theoretical discipline. Thus, this study can be viewed
as a pilot study, which investigated the role of relationship management with investors in the Danish
IR departments. The study contributes to relationship management theory from PR and IR theory
as it provides insights into the understanding of the function in practice by IR professionals. The
study should therefore be seen as an insightful and inspirational study, which lays the foundation
for further research.
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