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You might have noticed that this year’s report on annual reporting is quite 

different from former years. In fact, this not so much a report on trends and 

best practice as it is a report with guidelines for developing an annual 

report. A report that is compliant, stakeholder-oriented, material, 

consistent, relevant and comparable.

In recent years companies have been hit by new and shifting regulation and 

standards, and by varying demands for openness and transparency from 

stakeholders. My experience is that many companies struggle to find the 

right format, structure and content for their reporting, and they find it 

difficult to integrate sustainability and ESG in a balanced way. Some 

companies are also looking for a process that is at the same effective as well 

as engaging internal and external stakeholders in a meaningful way.

This report is not a recipe for success when it comes to developing an 

annual report. Companies have different ambitions, focus and target 

audiences, and they need assistance for different parts of the process. 

However, my hope is that you will be able to find some inspiration and 

guidelines for the reporting process, whether that will be knowledge on 

regulation and standards, trends and best practice, stakeholders and 

engagement, materiality assessment or content creation and equity story. 

This report covers it all.

Please, feel free to bring feedback and ideas for topics that could be 

covered in next year’s report from Corporate Relations. Enjoy the report!

CEO and advisor Lars Sandstrøm, March 2026

Letter from the advisor
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What’s the value of an annual report?



Compliance

The annual report naturally plays an 
important role in ensuring compliance. 
The volume of directives, laws, 
principles, and standards depends on 
reporting class, company size and 
turnover, sector and business area, and 
on how many certifications, 
statements, and principles the 
company must — or has voluntarily 
chosen to — comply with. This will 
significantly shape the structure and 
content of the annual report.

By applying a materiality assessment, 
the company can partly influence the 
level of openness and transparency 
reflected in the report.

The official truth

The annual report is a form of official 
truth about the company’s historical 
and current performance and about its 
strategy and targets for the coming 
years. It has been approved by top 
management and audited by external 
auditors — and throughout the process, 
external experts and internal key 
stakeholders have ensured that the 
report’s data and documentation have 
been collected, measured, and 
analysed using — ideally — approved, 
consistent, and comparable standards.

The special status of the annual report 
as a credible and reliable information 
source means that stakeholders can 
trust that they will find “the truth” in the 
annual report. The report is thus an 
expression of how the company frames 
communication about specific results 
and events. 

Comm. tool for management

Many may think of the annual report as 
an unpleasant mandatory task without 
any particular communication value. 
But that does not have to be the case.

Precisely because the report has been 
reviewed and approved by so many 
internal stakeholders, its narratives 
form a powerful foundation for 
communicating strategically about 
leadership, strategy, and value creation 
across other channels and formats. The 
annual report provides a secure 
platform a leader can extend in 
personal, tailored communication.

The report contain themes and stories 
about sustainability, employee matters, 
innovation projects, and historic 
developments which can be relevant 
for communication over a longer period 
across different media platforms.

What’s the value of an annual report?

License to operate

It is crucial that key stakeholders trust 
the company; that they believe it is 
open and truthful and can document 
that it considers their interests. A high 
degree of trust can increase 
stakeholder confidence in the 
company’s ability to create value and 
results — and can provide operational 
space and stability.

The annual report can, at best, provide 
evidence that stakeholders may have 
confidence and trust in the company. 
Through data and narratives, it can 
document that the company has 
created and is expected to create 
results beneficial for customers, 
investors, employees, and society. In 
that sense, the annual report offers a 
strong license to operate.



An investment case

The annual report represents a 
potential investment case. For potential 
investors, shareholders, owners, 
insurers, or lenders, it is an obvious 
source of information about the 
company’s performance and financial 
solidity.

The company may even choose to 
present a tailored equity story to 
potential investors, enabling them to 
quickly assess whether the company’s 
approach to ownership, leadership, and 
value creation is relevant and attractive.

For professional and institutional 
investors, the annual report is rarely 
sufficient as a basis for major 
investments. But the annual report can 
provide a starting point and clarify 
which questions need to be asked.

Identity and image

As a key medium in corporate 
communication, the annual report 
plays a role in shaping corporate 
identity and image. Its form and 
content convey a clear picture of what 
the company wants to be associated 
with and how it wishes to be 
understood and recognised by 
stakeholders.

A range of communicative and visual 
tools contribute to developing this 
identity — including content structure, 
use of images, colours, typography, 
graphics, charts, illustrations, 
headlines, examples, data, and 
documentation.

To succeed in portraying the desired 
image of the company, the annual 
report must be integrated into and 
aligned with the company’s broader 
communication and marketing efforts.

Internal governance

The annual report provides a strong 
foundation for internal governance and 
management of the processes required 
to report data and results.

Documenting both financial and non-
financial metrics requires the company 
to have defined methods and processes 
for collecting, measuring, analysing, 
and consolidating data. This entails 
defining policies and workflows that 
support the task, establishing roles and 
responsibilities, and involving internal 
and external stakeholders. Demands for 
openness and transparency in the 
annual report must therefore be 
underpinned by systematic process 
management that enables prioritised 
communication.

. . . continued

Employer branding

Some companies choose to leverage 
the annual report as a tool for employer 
branding.

Particularly regarding the recruitment 
of leaders and highly qualified 
employees, the annual report can be a 
relevant and valuable medium. For this 
talent segment, the report is an obvious 
place to find valid and comprehensive 
information about the company’s 
leadership, values, and focus areas.

Specific parts of the annual report can 
be used to communicate the company 
as an attractive workplace — including 
images of employees, facilities, and 
work environments; communication 
about culture and employee 
satisfaction; and communication about 
innovation, partnerships, and results.



Who reads the annual report?

ANNUAL
REPORT

Investors
and owners

Banks and
insurance companies

Media and
opinion formers

Current and
prospective employees

Partners and
suppliers

Regulators and
authorities

Analysts and
experts

Organisations
and associations

Potential stakeholders

These eight stakeholder groups are typically involved when defining the desired 
and expected audience:

The potential stakeholders of the annual 
report – the possible and relevant readers – 
primarily depend on the type and size of the 
company issuing the report. In addition, the 
company’s sector, as well as its objectives 
and business model, play a significant role.

These factors influence the degree and 
types of regulation the company must 
comply with and report against. They also 
determine whether the company reports as 
a mandatory exercise using standards that 
impose a strict structure on the annual 
report, or whether the company is able and 
more inclined to use the report as a 
strategic tool in its communication with 
stakeholders.



Investors and owners

Individuals, companies, banks, 
pension funds, foundations, and 
investment firms that have invested 
financial resources, time, or effort in 
a company naturally want to know 
whether their investment is paying 
off. In some cases, they focus on 
short-term returns and expect 
evidence of immediate profitability. 
Others are more long-term oriented, 
seeking assurance that the company 
is strategically investing in innova-
tion, markets, sales, and talent to 
build a competitive, future-proof 
business.

The annual report must address 
investors with different philosophies, 
clearly presenting the company’s 
growth and transformation strategy 
and outlining when and how key 
performance indicators are expected 
to improve.

Analysts and experts

This group includes financial ana-
lysts and industry/market analysts. 
Financial analysts, typically at 
investment banks, use the annual 
report alongside other sources to 
assess performance and value 
creation. They often have prior 
knowledge from research, calcu-
lations, and discussions with 
industry experts and management.

Other analysts and experts use the 
report as a primary source to study 
trends in markets, technology, law, 
or environmental issues. In all cases, 
the annual report is expected to be a 
reliable source of strategic 
information.

Legislators and authorities

This group’s interest is primarily legal 
and regulatory. Companies must 
comply with national, regional, and 
international legislation, as well as 
voluntary standards. Legislators 
want to know if laws promote 
transparency, trade, and innovation 
or impose excessive administrative 
burdens.

Authorities may focus on environ-
mental compliance, competition, 
consumer protection, or other areas. 
The annual report serves as a key 
reference for demonstrating 
compliance and operational 
transparency.

Who reads the annual report?

Partners and suppliers

Companies increasingly focus on 
resilient value and supply chains due 
to complex markets and stricter 
compliance requirements (climate, 
human rights, corruption). Partners 
and suppliers are likewise paying 
more attention to alignment and 
interaction.

The annual report helps assess 
whether other businesses share 
similar values, principles, and ambi-
tions, and communicates initiatives 
to strengthen supply chains. It 
signals readiness to manage poli-
tical, technological, and economic 
challenges and sets expectations for 
potential partners and suppliers.



Current and
prospective employees

Current employees use the annual 
report to confirm that their employer 
is profitable, growing, and commit-
ted to its people and society. It also 
provides reliable data for internal 
and external communications, such 
as strategy papers, sales meetings, or 
media relations.

Prospective employees may rely on 
the report to understand the busi-
ness model, strategy, leadership, and 
performance—information that can 
influence job applications and 
acceptance. The report also serves as 
an employer branding tool, high-
lighting culture, career opportunities, 
and employee care.

Professional organistions
and associations

Business and trade associations, 
unions, and social or environmental 
networks may consult annual reports 
to check compliance with labour, 
equality, and environmental 
standards, or assess risk management 
and governance practices.

Companies can also use the report to 
demonstrate values, strategy, 
initiatives, and results, enhancing 
legitimacy and respect among peers, 
associations, and advocacy groups.

.

Banks and
insurance companies

Banks and insurers use annual 
reports to assess a company’s 
financial health, creditworthiness, 
and risk exposure when offering 
loans, investments, insurance, or 
other services.

Naturally, not all relevant infor-
mation can be found in an annual 
report. However, well-documented 
financial reporting data and proces-
ses make it easier for banks and 
insurance companies to identify the 
need for additional information and 
documentation, and they make it 
easier for the company to provide 
detailed disclosures in areas that are 
already familiar and embedded in its 
operations.

. . . continued

Media and
opinion formers

Business and financial media use 
annual reports to understand a 
company’s value creation, strategy, 
and risks over the past year and 
future outlook. The report provides 
a complete picture of performance 
beyond partial disclosures during 
the year.

Other media, including industry 
publications, ESG outlets, and 
influencers or commentators, also 
rely on reports to inform coverage, 
commentary, and public opinion.

.



6 steps for an effective reporting process

Annual report development processThe process of developing an annual report 
will depend on how well prepared the 
company is; whether the involved team has 
experience with reporting, project 
management, and content development; 
and whether clear roles and responsibilities 
have been defined. Historic experience and 
competencies are decisive for success.

In addition, it is essential to plan a process 
that involves critical stakeholders and 
ensures that data, numbers, text, and visual 
elements contribute to a relevant and 
readable value creation narrative.

The figure illustrates an idealised process 
for an annual report development.

1 2 3

6 5 4

Analyse and
gain insight

Define concept
and structure

Measure and
collect data

Develop content
and design

Audit and
approve content

Report and
communicate



Step 1 Analyse and gain insight

Before development begins in earnest, there may be a 
need to define the context of the annual report — 
including the regulatory and standard frameworks that 
apply, what best practice looks like in the sector, and who 
the company’s critical stakeholders are. For the ESG 
section, it is additionally relevant to assess material 
impacts, risks, and opportunities.

These tasks are best carried out outside the actual report 
development process. They should not run in parallel but 
instead form a foundation for the development.

Six steps for an effective reporting process

Step 2 Define concept and structure

Defining the report concept is essential for its form and 
function. This means clarifying management’s goals for 
the report and determining how it should be organised, 
designed, written, and communicated.

Key questions include:

• What is the annual report’s purpose and ambition?

• How should it evolve over the years?

• Who is the target audience and current user base?

• What are the key messages?

• What format will the report take?

• How should it be structured? Are there 
supplementary reports? How is ESG integrated?

• How will the report and data be communicated?

• Who owns content and who provides input and 
when?

• How do we ensure compliance?

The concept usually includes a design plan covering visual 
elements like typography, colours, charts, tables, 
infographics, illustrations, fact boxes, imagery etc.

This concept forms the basis for the annual report team 
and gives the project manager the authority and overview 
needed to set deadlines and plan for final delivery.

Step 3 Measure and collect data

Many companies only begin measuring and collecting 
annual report data during the development itself — 
typically because the metrics are not part of daily 
management and therefore only emerge in relation to 
reporting.

This means certain data do not exist or cannot be 
generated because they require ongoing registration and 
measurement throughout the year — meaning it must be 
decided in advance (before the fiscal year begins) which 
data to use and how they will be registered, measured, 
and reported.

This decision on KPIs, data, and measurement may be 
based on regulations and standards, the company’s 
materiality assessment, and the business strategy. There 
will likely be considerable overlap among these.

That a company can measure something does not mean it 
should measure it — and it certainly does not mean it 
must report it. Here too, management must weigh 
decisions guided by consistency, comparability, 
transparency, and materiality.



Step 4 Develop content and design

Once priorities, messages, and structure have been 
defined, content development becomes easier.

Approaches vary:

• In some organisations, a few key individuals (e.g., CFO 
or Communications Director) possess a high-level 
overview of performance and initiatives. They may 
naturally contribute input or draft sections.

• In others, policies, strategy documents, presentations, 
memos, and measurements form the documentation 
basis from which copywriters or editors draft sections.

• In other organisations, interviewing internal key 
stakeholders can be effective — e.g., interviewing the 
Head of Strategy regarding business model and 
strategy, the Head of HR regarding employees and 
culture, or the ESG Lead regarding the ESG section.

Often, annual reports are created through a combination 
of methods. The essential point is that contributors 
understand their roles and functions, and adhere to 
deadlines.

The report is laid out with the design concept as a 
template and with text and numerical content guiding the 
development of individual pages.

Step 5 Audit and approve content

Reaching final text and design typically requires several 
iterations, revisions, proofreading cycles, and approvals. 
Ultimately, the board must approve the annual report 
before publication and disclosure of annual results 
(unless results are disclosed separately). The path toward 
approval often involves juggling competing requests and 
correction demands.

Effective proofreading management requires a project 
manager with strong communication skills who can 
enforce timelines and ensure that the report both 
complies with regulations and meets conceptual goals for 
audiences and messaging.

In the case of major changes to concept, structure, or 
content, it can be beneficial to involve the auditor early in 
the process to perform pre-audit checks — for example of 
the ESG section — to ensure compliance with applicable 
legislation. This is particularly valuable during periods of 
regulatory transition.

Step 6 Report and communicate

Once the annual report has been finally approved, is 
ready for publication and, where relevant, has been 
sent to print, a new and significant phase of the annual 
report process begins. This is the point at which the 
content of the annual report and its key messages must 
come to life and be tested among target audiences. 
This takes place through a planned communication 
effort using selected channels and media.

Part of this effort may be proactive. Through, for 
example, the company website, press information, 
newsletters, social media, video and a publication 
event, the company can communicate the key 
messages to selected stakeholders. This part of the 
communication is planned and controlled by the 
company.

The other part of the communication is reactive and 
initiated by stakeholders. This may include 
communication by journalists in business and financial 
media, analysts communicating through reports and 
their own channels, as well as experts, influencers and 
employees communicating on social media. In this 
case, communication is primarily driven by the 
stakeholders.

. . . continued



Regulation and
standards



The Danish Financial
Statements Act

The Danish Financial Statements Act 
(Årsregnskabsloven, ÅRL) establishes the 
legal framework for annual reporting in 
Denmark, covering both financial and non-
financial reporting. The Act sets 
requirements for content, structure, notes, 
management commentary and audit 
opinions.

Historically, the Act included provisions on 
non-financial reporting in section 99a, but 
these have largely been replaced by the 
new requirements under CSRD, which have 
been implemented directly into Danish 
legislation.

The Danish Financial Statements Act forms 
the national framework for the 
presentation of annual reports for both 
listed and non-listed companies. IFRS may 
be relevant as the accounting framework 
for listed companies, while larger 
companies in particular are subject to 
detailed disclosure requirements.

International Financial
Reporting Standards (IFRS) 

IFRS are developed by the International 
Accounting Standards Board (IASB) to 
harmonise financial reporting globally and 
enhance transparency, comparability and 
quality in financial statements. The 
standards are applied in more than 140 
countries and are particularly important for 
listed companies.

In the EU, IFRS have been mandatory for 
consolidated financial statements of 
companies listed on regulated markets 
since the IAS Regulation (EU Regulation 
1606/2002). As a result, all EU-listed 
companies must prepare their 
consolidated accounts in accordance with 
IFRS, ensuring consistent financial 
information.

In Denmark, listed companies apply IFRS 
for consolidated financial statements, 
while the Danish Financial Statements Act 
regulates when IFRS may also be used in 
national annual reports, including 
voluntary use by non-listed companies.

Corporate Sustainability Reporting 
Directive (CSRD)

CSRD is a key EU directive that introduces 
detailed requirements for corporate 
sustainability reporting. It entered into 
force in 2023 and has been implemented 
into national legislation, including the 
Danish Financial Statements Act. As part of 
the Omnibus initiative, the directive was 
adjusted and partially eased in 2025.

CSRD aims to standardise and expand 
sustainability reporting across the EU, with 
a strong focus on double materiality. 
Companies must report both how 
sustainability factors affect their financial 
performance and how their activities 
impact the environment and society.

Reporting requirements cover both 
quantitative data, such as emissions, and 
qualitative disclosures on strategy, risk 
management and governance, and 
sustainability information is subject to 
external assurance.

Regulation and standards in corporate reporting

European Sustainability Reporting 
Standards (ESRS)

ESRS are the technical standards that 
operationalise CSRD requirements. They 
define what information must be 
disclosed, how it should be measured and 
how it should be presented in the annual 
report or a dedicated sustainability 
section.

The initial set of 12 standards covers three 
areas: Environmental, Social and 
Governance matters. Two cross-cutting 
standards apply to all CSRD-covered 
companies, while the remaining topic-
specific standards apply where deemed 
material.

With ESRS, sustainability reporting 
becomes a formal and mandatory part of 
the annual report for large companies, 
increasing comparability across 
companies and sectors and improving 
decision-making for investors and other 
stakeholders.



The Global Reporting
Initiative (GRI)

The Global Reporting Initiative (GRI) is an 
independent international organisation 
that has developed some of the most 
widely used sustainability reporting 
standards since 1997. Its standards 
support reporting on environmental, social 
and governance performance.

GRI Standards are modular and include 
Universal Standards, Topic Standards and 
Sector Standards. Although voluntary, GRI 
actively works to ensure interoperability 
with ESRS, and some companies apply 
both frameworks to meet international 
stakeholder expectations.

The International 
Sustainability Standards 
Board (ISSB)

The International Sustainability Standards 
Board (ISSB), established under the IFRS 
Foundation, develops global standards for 
sustainability-related disclosures aimed 
primarily at investors and capital markets. 
In 2023, ISSB issued IFRS S1 (general 
sustainability disclosure requirements) and 
IFRS S2 (climate-related disclosures).

ISSB standards are designed as a global 
baseline. While ESRS are mandatory in the 
EU under CSRD, ISSB standards remain 
relevant for multinational companies 
seeking global consistency across multiple 
reporting jurisdictions.

The Sustainability Accounting 
Standards Board (SASB)

The Sustainability Accounting Standards 
Board (SASB) was established in 2011 in 
the US to develop investor-focused 
standards for reporting financially material 
sustainability information. The aim was to 
support integration of sustainability data 
into financial analysis and capital market 
decisions.

In 2021, SASB merged with the Interna-
tional Integrated Reporting Council (IIRC) 
under the IFRS Foundation and was 
subsequently integrated into ISSB. 
Although SASB no longer issues new 
standards, the existing standards remain 
widely used.

Unlike broader stakeholder-oriented 
frameworks such as GRI, SASB focuses on 
sustainability issues with potential 
financial significance and is therefore 
particularly relevant for investors. SASB 
standards are widely used by listed 
companies, and are incorporated into ESG 
ratings and investor analyses.

. . . continued

EU Taxonomy

Although not an annual reporting standard 
in the strict sense, the EU Taxonomy 
Regulation defines criteria for classifying 
environmentally sustainable economic 
activities and is an important part of the 
overall reporting landscape. The taxonomy 
influences disclosure requirements, as 
companies must report the extent to which 
their activities can be classified as 
sustainable under these criteria.

Reporting under CSRD/ESRS must, to a 
large extent, integrate relevant taxonomy 
information, such as data on turnover and 
capital expenditure, ensuring consistency 
between sustainability reporting and the 
EU’s objectives for the green transition.



VSME - a voluntary standard for SMEs

“The VSME standard is 
an important and 
relevant tool for SMEs. 
But it does not come 
without challenges. 
Many SMEs have 
limited time, staff and 
budget to handle ESG 
reporting . . . ”

SMEs are increasingly faced with demands for policies, data 
and documentation from other businesses (such as banks, 
pension funds, partners and customers) and public 
authorities. However, these companies are typically not 
covered by the mandatory and fairly comprehensive 
reporting standards (such as ESRS) that apply to larger 
companies. SMEs have therefore missed a standard that 
could serve as a useful framework for collecting data and 
documentation on ESG parameters and for reporting and 
communicating to the stakeholders who demand this 
information.

In December 2024, EFRAG (European Financial Reporting 
Advisory Group) launched a sustainability reporting 
standard; VSME, which stands for Voluntary Sustainability 
Reporting Standard for SMEs. This standard is targeted at 
SMEs and aims to make it easier and more uniform for SMEs 
to report ESG data, to help meet the demands of customers, 
banks and investors, and to support access to green 
financing and participation in the sustainable transition 
(www.efrag.org).

The standard consists of both a basic module and an 
extended module. This ensures some consistency and 
comparability, but also allows companies to prioritize 
information that is particularly important to their company. 

The VSME standard is an important and relevant tool for 
SMEs. But it does not come without challenges. Many SMEs 
have limited time, staff and budget to handle ESG reporting, 
they often lack expertise in sustainability and reporting 
standards, and internal buy-in for ESG projects can be a 
struggle to achieve.

A particular challenge is that data collection often relies on 
manual systems such as spreadsheets and invoices to track 
data on energy consumption, waste volumes and employee 
relations, and lack of access to digital tools and automation 
can make reporting time consuming overall. Also, there can 
be significant upfront costs for software, consultants and 
training, and small businesses in particular may find that 
the costs outweigh the short-term benefits.

Finally, like many other standards and frameworks for ESG 
reporting, VSME also comes with some uncertainty for 
companies. Partly in relation to what the overall package of 
requirements for responsibility and sustainability from 
public authorities and larger companies will look like in the 
future, and partly in relation to what will be mandatory and 
what will be voluntary. This uncertainty also contributes to 
managerial resistance and thus also defines a great need to 
involve and engage with stakeholders to clarify 
expectations, requirements and opportunities.



8 trends in
corporate reporting



Trend #1

Sustainability as
part of core business

Sustainability – typically included within an ESG framework – is 
increasingly becoming an integral part of corporate reporting. It is 
communicated as an essential element of the company’s purpose and 
business model, presented as a key driver of value creation, specified as 
individual items in key performance indicator overviews, and managed 
as a significant component of the company’s risk management and 
governance.

Although some companies (especially small and medium-sized 
enterprises) still publish a separate sustainability or ESG report, they 
also ensure that sustainability is demonstrated as more than just a 
trendy idea or a clever brand narrative. Sustainability is embedded in 
strategic initiatives, it is measured, governed by policies, progress is 
monitored, and results are reported and benchmarked against targets 
and standards. In addition, sustainability is a key factor in assessing 
which partners and customers a company chooses to do business with.

However, there is also a countertrend. For many companies, EU’s 
deregulation of sustainability reporting (Omnibus) has lowered 
ambitions and initiatives. They have scaled back their sustainability 
ambitions and targets, and instead increased their focus on financial 
performance, market positioning, and competitiveness. Especially, the 
“Stop-the-Clock” Directive has led companies to pause or postpone 
significant parts of their sustainability reporting.



#1 Inspirational examples
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Trend #2

Strong focus on
business model and 
strategy

Descriptions of the business model and strategy are playing an 
increasingly prominent role in corporate reporting.

The business model typically describes the resources and inputs the 
company depends on, the operations (core business) that define its 
unique offering, and the value creation/output and impact resulting 
from its activities. Often, the model includes a value or supply chain 
as well as the company’s purpose. A clear trend is that both the 
visualisation and description of business models have improved 
significantly among many companies in recent years. The business 
model also serves as a foundation for understanding the company’s 
strategic priorities and its focus on ESG.

Corporate strategy has likewise taken on a central role in the annual 
report. In many cases, the strategy section looks both backwards (at 
achieved results) and forwards (at planned initiatives), and it serves 
as a relevant starting point for reporting on objectives and actions.

Previously, management teams were generally cautious about being 
open and transparent regarding targets and planned actions. Today, 
however, there appears to be a shared understanding that a well-
articulated strategy makes it easier for investors and other 
stakeholders to assess the company and its ability to meet future 
demands for products and services in specific markets.
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Trend #3

Materiality 
assessment and 
stakeholder 
engagement

ESG/sustainability takes up more and more space in many annual 
reports. However, by assessing materiality and the communication 
needs of critical stakeholders, management gains a clear direction for 
how to prioritise objectives, policies and initiatives, as well as the 
specific reporting on these matters. Not everything related to 
sustainability within a company is equally important, and not all 
stakeholder expectations carry the same weight in reporting.

Today, materiality assessments are part of compliance requirements 
for larger companies, but there are many ways to approach them. 
Many companies conduct a double materiality assessment and 
describe its outcomes. In doing so, they report not only on how 
sustainability investments involve both financial risks and 
opportunities, but also on the impacts the company has on people 
and the environment.

When it comes to stakeholder assessments, there is greater flexibility. 
However, there is a growing tendency for companies to carry out 
fairly extensive analyses of the positions and roles of critical 
stakeholders in relation to ESG challenges, as well as in relation to 
the business model and the implementation of corporate strategy. 
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Trend #4

Stakeholder-oriented
value narrative
(equity story)

It can be argued that everything a company communicates forms 
part of its overall value narrative (equity story). One could even argue 
that a value narrative – like a brand image – is created through the 
relationships between a company and its internal and external 
stakeholders.

In many annual reports, attention is directed towards an official value 
narrative aimed at potential investors, often under a headline such 
as: Why invest in our company? Others, however, present a broader 
value narrative that explains why different stakeholders have 
relationships with the company. In this way, a kind of core story 
emerges, briefly describing what the company aims to achieve and 
what it stands for.

There are also variations in the choice of topics included in the value 
narrative. Some take a primarily financial approach, with technical 
arguments for investment, while others adopt a more holistic 
perspective that includes elements such as culture, working 
conditions, products and services, sustainability initiatives, 
leadership, ethics and image – topics typically aimed at customers, 
partners, policymakers and employees.
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Trend #5

More uncertainty,
better guidance

It may seem counterintuitive, but companies appear to spend more time 
providing guidance on financial and business development during periods 
of uncertainty and turbulence than in more stable times – and their 
guidance has become more substantial and detailed in recent years. One 
might even expect management to find it harder to predict the future 
under such conditions.

There is undoubtedly a need for more guidance, and both regulators and 
auditors have increased their scrutiny of how companies describe their 
future expectations. At the same time, investors and other stakeholders 
are demanding greater transparency regarding how future performance is 
affected by internal and external factors.

Many companies are seeking to meet these demands and have developed 
fairly technical forecasting models to illustrate how different scenarios 
may impact key performance indicators. While this is not entirely new, 
readers of annual reports now gain greater insight into what these models 
calculate and which uncertainties are factored into the assessments.

Although companies have developed more sophisticated models to define 
future development trajectories, a countertrend is that financial guidance 
has become broader for some companies (e.g. by defining a wider 
earnings growth range). Also, an inability to reliably forecast non-financial 
KPIs (such as GHG reductions) has resulted in less precise target-setting 
and a more ambiguous definition of new objectives and metrics.
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Trend #6

Business ethics
in many shapes

A wide range of ethical topics must be addressed to meet compliance 
requirements: human rights, privacy rights, data ethics, compliance 
with trade regulations, anti-corruption, anti-discrimination, gender 
diversity, workers’ rights, payment practices and tax policy – to name 
just a few.

These topics are often also among those assessed as particularly 
material in companies’ double materiality assessments, and they are 
regulated by international laws and standards as well as by 
companies’ own policies and principles.

Especially for companies operating across many regions and 
cultures, embedding common approaches to business ethics can be 
a significant challenge. It requires training, clear communication and 
leadership that demonstrates corporate values through decisions 
and actions.

In this context, corporate reporting serves as an important tool for 
communicating management’s official stance on business ethics. 
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Trend #7

Trends in society,
markets and industry

Companies monitor trends in society, markets and their industries in 
order to meet the needs of customers and consumers – and to 
develop a unique position and a strong corporate brand. Their 
understanding of current and significant trends is also reflected in 
their corporate reporting.

There are many ways to describe trends. Some companies identify 
business opportunities in light of general megatrends such as 
geopolitical trends, changes in the economy and competitive 
situation, and risks and opportunities related to digitization and AI.

Other companies describe external and internal trends that impact 
the business directly, both positively and negatively. Some go into 
depth on specific industry and market trends, their implications for 
strategy and operations, and how the company responds in practical 
terms.

Descriptions of trends support the company’s strategy and 
positioning and demonstrate that its products and services are 
relevant – both now and in the future. As such, this description also 
serves as part of the equity story.
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Trend #8

Cases bring
stories to life

The endless numbers and figures in corporate reporting can 
sometimes be a bit of a challenge to the readers. In addition to using 
design, photos and infographics many companies are presenting 
relevant case and feature stories about customers and consumers, 
company culture, innovative projects, social programmes, partner 
relations or events to bring lively examples of how specific people are 
relating to other people to execute the strategy in real life.

These cases and features are typically key examples of how the 
company are working in partnerships and on projects that are 
progressive and innovative in the market or in regard to an 
environmental or a social transformation. Also, they often portray or 
illustrate new and experimental projects and initiatives that may not 
concern the whole company, but are examples of people and teams 
that think outside the box, and have taken action in areas for others 
to learn and be inspired.

It is a clear trend that these stories seldom include a lot of data and 
documentation. Rather they communicate initiatives and projects 
that are still in progress. Also, they are supplemented with photos, 
quotes, colours and graphics that make these stories stand out from 
the rest of the management’s review.  
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Double
Materiality
Assessment



Impact
materiality

Financial
materiality

Both

INSIDE-OUT
Within which topics do you impact people 
or environment in the short, medium or 
long term?

OUTSIDE-IN
Within which topics are the outside world 
impacting your organisation financially in 
the short, medium or long term?

Understanding double materiality

Double Materiality

The concept of double materiality was
introduced in the Non-Financial Reporting
Directive (NFRD), which European public 
interest companies have been adhering to 
for the past seven years.

Double materiality involves reporting
from both an inside-out perspective, 
focusing on how the organization impacts 
the environment and society, and an 
outside-in perspective, explaining how 
sustainability issues affect the organization. 

The double materiality concept is also 
expanded in the CSRD , encompassing both 
impact materiality and financial materiality.



Purpose of DMA

Foundation for impact improvement

The DMA not only maps the most relevant and 
likely topics to bring impact on environment and 
people. It also assesses the severity, time horizon 
and potential remediability of these impacts.

In this way, it is a management tool to support 
management decisions on sustainability strategy, 
metrics and targets.

A thorough impact assessment is a strong 
foundation for prioritizing measures and projects 
to remedy negative impacts and retain or improve 
positive impacts.

Engagement and transparency

The DMA makes the business and impacts of com-
panies more transparent and comparable to other 
companies. This makes it easier for investors, 
analysts and regulators to value and assess 
companies and their management.

Also, the DMA opens a more insightful dialogue 
among stakeholders like suppliers, distributors, 
vendors and customers on their impact as part of 
the value chain.

The ideal is here that the company and its stake-
holders all draw in the same direction when it 
comes to the green transition and that they 
together pursue opportunities to mitigate impact 
and risks as well as create business and innovation.

Spot the business opportunities

The DMA assesses the risk and opportunies related 
to sustainability and the topics defined in the 
European Standards for Reporting on Sustainability 
(ESRS). This includes likelihood, size of financial 
effect and time horizon.

In this the way, the financial impact assessment 
also supports the analysis of business opportu-
nities. It reveals potential areas of innovation and 
business development, and it illustrates the risk 
related to the existing business.

The DMA serves as a tool to strategize and prioritize 
measures and projects that not only mitigate 
negative impacts but also increases business 
opportunities. 

The basic objective of the Double Materiality Assessment (DMA) is defining the topics that are material to 
the company in regard to determining what are the impacts on environment and people or financial risks 
or opportunities for the company – or both. In this way, the compliance topics for reporting will be 
defined, However, this assessment is also a strategic tool for the company. A tool that brings insight and 
initiates a discussion on how to leverage the green transition for new business opportunities.



DMA in practice / 6 steps 

Step 1: Preparation

Before the assessment begins, the company establishes 
clear governance and procedural boundaries. This 
includes defining responsibility for the DMA at board, 
management or steering committee level, determining the 
scope in terms of entities, geographies and value chain 
stages, and selecting relevant frameworks and data 
sources such as ESRS, OECD Guidelines or GRI. EFRAG 
guidance emphasises that the DMA should be 
proportionate and tailored to the company’s business 
model, complexity and strategic priorities, rather than 
applied as a generic or standardised exercise.

Step 6: Stakeholder engagement

Stakeholder engagement is a core element of the DMA, 
particularly in relation to impact materiality. In line with 
EFRAG guidance, engagement typically includes relevant 
internal stakeholders, such as management and 
employees, as well as external stakeholders, including 
customers, suppliers, civil society and subject-matter 
experts. The process should be purpose-driven and 
designed to gather meaningful input, rather than serving 
as a purely formal or compliance-oriented exercise.

Step 5: Prioritisation and materiality tresholds

Based on the combined impact and financial assessments, 
the undertaking defines materiality thresholds and 
prioritises topics accordingly. This often involves 
visualisation through a double materiality matrix and is 
accompanied by robust documentation of methodological 
choices, assumptions and data sources, ensuring 
transparency and auditability in line with CSRD 
requirements.

Step 4: Assessment of financial materiality

Financial materiality assesses whether an IRO is reasonably 
expected to affect the company’s financial performance, 
position or future cash flows. This may occur through 
effects on revenues, costs or access to capital, exposure to 
supply chain disruptions, or evolving regulatory and 
market conditions. The assessment is often conducted in 
close collaboration with finance and risk management 
functions to ensure that sustainability-related factors are 
appropriately reflected in financial analyses and scenarios.

Step 3: Assessment of impact materiality

Impact materiality evaluates whether an IRO has, or may 
have, a significant impact on people or the environment. 
The assessment commonly considers the scale and 
severity of the impact, the likelihood of occurrence, and 
the extent to which the undertaking can prevent, mitigate 
or remediate the impact. These criteria are consistent with 
internationally recognised frameworks, including OECD-
based guidance, and support a structured and defensible 
evaluation of impacts.

Step 2: Identification and potential topics (IROs)

The identification phase forms the analytical foundation of 
the DMA and aims to compile a comprehensive set of 
potential Impacts, Risks and Opportunities (IROs). These 
are typically derived from ESRS topics and requirements, 
internal sources such as strategy processes, risk 
assessments and due diligence activities, as well as 
external inputs including sector benchmarks, regulatory 
developments and stakeholder perspectives. The outcome 
is usually a long list of topics that are subsequently 
assessed and narrowed down.



Equity story
Explaining value creation



Equity story – explaining value creation

Nine themes in
the equity story

The figure illustrates
the key themes of the
value narrative:

Many companies need a thematic, 
message-focused framework for developing 
their narrative – for use in the annual report, 
corporate brochure, presentation, or 
speech at the general meeting.

While no two companies are identical and 
each has a unique business and market 
position, it is still possible to define a set of 
themes and questions that stakeholders 
typically expect to have addressed when 
interacting with management and investor 
relations.

1. The promise to stakeholders

2. Business model

3. Strategy and objectives

4. Financial performance

5. Markets and products

6. Innovation

7. Leadership

8. Responsibility

9. Reputation management



#1 The promise to stakeholders

We begin with the core of the narrative. Here, the 
company must explain – briefly and clearly – why it exists. 
What makes the company uniquely valuable in the bigger 
picture? Why is it indispensable? What can it offer 
customers and key target groups that others cannot?

Management should be able to articulate this promise in 
only a few words or sentences. This demonstrates that the 
answer is simple, embedded in the company’s DNA, and 
does not require complex explanations. A concise 
formulation also makes it easier to remember and retell 
internally as well as externally. A clear and unambiguous 
promise enables stakeholders to connect their own 
experiences and stories to the company, thereby creating 
contextual relevance and meaning.

Nine themes for an impactful equity story

#2 Business model

The business model has become a key part of corporate 
strategy narratives. In the last couple of decades 
discussions on creating unique value propositions for 
customers, employees, and investors have grown.

There are various ways to define and illustrate a business 
model. It can be described as:

• a value perspective outlining the value delivered to 
customers,

• a customer perspective identifying who receives value,

• a resource perspective explaining how value is 
delivered, and

• a financial perspective showing how value is captured.

This structure is especially helpful in early development 
and discussion. For visualization, the following definition 
is often preferred:

“A business model is a prioritized system of inputs, 
business activities, outputs, and outcomes designed to 
create value in both the short and long term” (IIRC, 2013).

This reflects a value chain demonstrating how a company 
uses and transforms inputs (such as raw materials, 
knowledge, capabilities, and capital) to generate positive 
value for stakeholders and society.

#3 Strategy and objectives

The company must be transparent about its strategic 
vision and objectives. This includes describing long-term 
ambitions for growth and development and explaining 
how these will be achieved. Short-term targets – often 
formulated as KPIs – help set priorities across 
management, organization, innovation, and product and 
market development.

Strategy and objectives should be consistent over time. 
Although new metrics may be introduced, continuity 
strengthens credibility and allows stakeholders to assess 
performance year by year. In other words, does the 
company have a track record and a reasonable 
expectation that its strategy will succeed?



#4 Financial performance

Information about financial performance is essential for 
the company, its investors, analysts, and journalists. This 
includes presenting key figures for revenue and profit, but 
also explaining why performance developed as it did. 
What investments were made? How much growth was 
organic versus strategic? How does the company perform 
relative to peers? What are the future expectations?

Audience needs vary. Financial analysts may require 
detailed tables and data for technical analysis, while other 
stakeholders benefit from quicker, more visual 
communication. Infographics and animations can make 
financial information more dynamic and accessible.

#5 Markets and products

A company’s continued success depends on its ability to 
develop, market, and sell products that customers 
demand. The narrative should therefore document the 
company’s and its products’ unique market position, 
brand strength, and relevance to target groups. 
Measurements can demonstrate competitive positioning 
over time across products and segments.

Comparisons with competitors are useful, but the most 
important parameters differ by company. For some, 
quality, marketing, supplier relationships, and sales 
capabilities are decisive; for others, user experience, 
service, and support; and for others again, price and 
availability. The narrative should reflect these priorities.

#6 Innovation

Product development and innovation vary in importance 
across industries. Some companies benefit from gradual 
evolution, while others face constant pressure for 
transformation. In some sectors, only market leaders 
succeed; in others, niche positions may be profitable.

Innovation can be documented in many ways. In 
pharmaceuticals, it may be structured around a product 
pipeline; in services, through adoption of new 
technologies or organizational forms; and in industry, 
through resource efficiency, sourcing, and sustainable 
production and recycling.

The innovation narrative should address trends and 
change within the industry, enabling stakeholders to 
assess whether the company’s innovation capacity 
matches market and societal developments.

. . . continued



#7 Leadership

Leadership is a broad concept with many interpretations. 
The traditional narrative describes the composition and 
competencies of executive management and the board. 
However, effective leadership also involves establishing 
systems and processes that optimize decision-making and 
communication, focusing on people and motivation, and 
creating conditions for development and learning at all 
levels.

Such narratives often risk becoming vague or jargon-
heavy. Data and documentation from measurements and 
evaluations can strengthen credibility. The leadership 
narrative should demonstrate professional and systematic 
management of operations, innovation, marketing, risk, 
and sustainability, as well as consistency in decision-
making.

Putting a human face on leadership enhances authenticity 
and trust, showing that management possesses the 
experience, vision, and ambition necessary to drive 
development and growth.

#8 Responsibility

Responsible and sustainable business practices take 
many forms. Traditionally, communication has focused on 
environment, climate, working conditions, safety, and 
supplier relations – all still important issues.

However, responsibility communication is highly context- 
and audience-dependent. For investors, it may concern 
financial, legal, and market risks. For customers, product 
quality, reliability, and service. For policymakers, 
employment and local community contributions.

It is important to enable comparisons with competitors 
and to demonstrate how responsibility supports the 
business model and strategy. Policies and strategic 
initiatives can help communicate this alignment.

#9 Reputation management

One might assume that reputation only matters for large 
consumer brands. However, reputation – understood as 
image, credibility, and legitimacy – strongly influences 
how stakeholders interpret a company’s value. Companies 
with strong reputations are top-of-mind and serve as 
benchmarks.

The narrative should explain how the company manages 
its reputation, strengthens its brand, and performs in 
reputation rankings and brand indices. For B2C 
companies, factors such as function, price, design, and 
availability are central. For B2B companies, brand and 
reputation are more often built through partnerships, 
relationships, service quality, and overall reliability and 
capacity.

. . . continued
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Communicating report and results

From annual 
reporting 
to ongoing 
communication

Ongoing communication 
on annual report themes 
could include:

In many companies, the annual report is perceived as a 
standalone, annual document that reports results for the 
financial year’s performance and value creation – and that 
defines plans and expectations for the current and coming 
years. In many cases, the publication of the report therefore 
becomes a one-off event, presenting data and information 
that have often already been communicated to 
stakeholders.

However, the annual report can and should contain a wide 
range of thematic narratives about the company’s business 
model, strategy, management, markets, products, 
employees, culture, risks and responsibilities. The 
publication of the annual report therefore does not have to 
be limited to an annual event. Instead, the annual report 
can also be seen as a central content universe that can drive 
communication throughout the year with different 
stakeholder groups.

The increased focus on sustainability and ESG, and the 
integration of these themes into the annual report, provide 
additional opportunities for new corporate narratives. 
Stories about sustainability often have a longer time 
horizon, and the target audience for these narratives also 
tends to differ somewhat from that of the traditional 
financial report.

1. Corporate website

2. Investor relations

3. Press communication

4. Capital market days and events

5. Webinars and podcasts

6. Newsletters and magazines

7. Social media

8. Internal communication



Corporate website

Naturally, the annual report itself should 
be located on the company’s main or 
group website. This could, for example, 
be under the company description, in a 
dedicated reports section, or – if the 
company is listed – under the section 
aimed at investors and similar 
stakeholders.

It may also be relevant to link various 
types of content and communication to 
the annual report. This could include 
quarterly reports, press information, 
Excel files with financial statements, and 
presentations. In addition, some 
companies use video and interactive 
figures and graphics to present results 
and key figures.

Investor relations

The annual report forms part of the 
communication toolkit for management 
and for those responsible for 
communications and investor relations 
in their dialogue with investors and 
analysts. It may not be obvious to 
distribute and refer to the annual report 
every time company representatives 
participate in investor relations activities 
or receive questions from stakeholders 
about results and value creation, but the 
report can provide documentation and 
a factual “backdrop” for the answers 
given in such situations.

The annual report also provides 
narratives, figures, charts and tables that 
can be used directly in press materials, 
presentations, briefings and speeches. 
In this way, communication can be 
based on solid facts about the company 
– supplemented, in the specific 
communication situation, with current 
and targeted information for the 
relevant audience.

Press communication

The annual report’s release is 
communicated to the press, informing 
media and journalists about the 
company’s strategies, objectives, 
results, and value creation plans. This 
includes press releases, background 
materials, and the report itself. The 
company may also engage with the 
press through briefings, webinars, or 
similar forums to discuss challenges and 
opportunities related to strategies, 
markets, products, and initiatives.

While financial performance and growth 
prospects are key, the report also 
addresses themes of interest to specific 
audiences and media, such as 
innovation, digitalisation and AI, market 
and product trends, employee 
conditions and culture, sustainable 
solutions, leadership, and risk 
management. These narratives often 
remain relevant year-round and can be 
shared when new initiatives launch or 
project results arise.

Cross media corporate reporting and communication

Cap. market days & events

The annual report also serves as a 
foundation for communication at 
capital markets days and similar 
events. It provides the factual basis for 
understanding the company’s value 
creation, but management’s 
narratives, site visits, and interaction 
with employees and products or 
services offer participants a closer, 
more vivid experience. Such events 
turn participants into active 
contributors rather than passive 
recipients, a key for effective 
experiential communication.

Many companies hold capital markets 
days to offer smaller shareholders and 
interested parties a chance to engage 
closely with management and ask 
questions directly to leaders and 
employees. This approach allows the 
company to communicate more 
directly than through the annual report 
and gain insight into stakeholders’ 
priorities and information needs.



Webinars and podcasts

Webinars are ideal for supporting the 
release of annual and quarterly results, 
as well as communicating major 
company news and milestones. They 
can be managed internally or through 
an agency skilled in both company 
knowledge and technical execution. The 
annual report often serves as a starting 
point for discussing the company’s 
strategy and development, with 
webinars focusing on progress towards 
strategic goals.

Podcasts usually have a thematic focus, 
aiming to contribute to discussions on 
specific topics and showcase thought 
leadership. Company leaders can 
feature prominently, but credibility is 
enhanced by including external experts 
who offer additional perspectives 
beyond the company’s own.

Newsletters and magazines

Companies may also produce 
newsletters and magazines that are not 
only aimed at customers, members, 
employees or partners, but also at target 
groups such as investors, shareholders, 
the press and analysts.

Messages and narratives from the annual 
report can thus be incorporated into 
these media when the company’s annual 
results and annual report are published, 
and stories from the management review 
can also be used directly as articles or as 
the basis for features, cases, profiles or 
similar content..

Social media

Social media can be effective channels 
for communicating about the compa-
ny’s results, management, employee 
conditions, sustainability, strategy, and 
similar topics. This requires content and 
messages to be adapted to the specific 
platforms’ features—the opportunities 
each medium provides in terms of 
format and content. Additionally, a 
strong focus on the target audience is 
crucial, and globally oriented 
companies must consider differences in 
media usage across countries.

Key platforms for corporate commu-
nication include LinkedIn, X, and 
YouTube. For reaching younger 
audiences or communicating more 
consumer-oriented messages, platforms 
like Facebook, TikTok, Snapchat, or 
Instagram may be better suited. It is 
important not to simply reuse content 
from the annual report. Instead, the 
emphasis should be on tailoring the 
medium and audience, combining 
visual and linguistic elements.

. . . continued

Internal communication

Internal communication is key when 
publishing the company’s results and 
annual report. Managers and employees 
must be informed about the company’s 
strategy, results, and value creation, 
with opportunities to ask management 
questions about ambitions and 
direction.

Several channels support this dialogue:

Town halls allow senior management to 
present results, strategies, partnerships, 
and initiatives, with employees able to 
ask questions and discuss locally.

The intranet is ideal for sharing annual 
report messages and links, while videos 
from management can relate results to 
employees’ daily work. Live broadcasts 
enable real-time questions, useful for 
dispersed teams.

Additionally, internal newsletters, 
screen displays in common areas, and 
printed copies for guests and 
employees help the annual report serve 
as a branding and profiling tool.



The full picture
Corporate reporting as part of the cross media stakeholder dialogue

Annual report Press releasesOnline report

Videos

SoMe posts

Intranet

Town hall

Internal magazine

Webinars

AGM

Presentations Investor meetings

Capital markets day

Stakeholder dialogue Q & A

YEARLY REPORTS OTHER MATERIAL MEETINGS & EVENTS INTERNALONLINE

Annual review

Quarterly reports

ESG report

Governance report

Risk report

Remuneration report

Other reports

Newsletters

Analytics reportPodcasts



The future of
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The future of reporting

“Many companies are 
likely questioning 
whether the annual 
report remains the 
appropriate platform 
for communicating with 
their most important 
stakeholders.”

There are numerous internal and external factors that 
will influence companies’ annual reporting in the year 
ahead. Some cannot be controlled or managed; others 
can but require strategic and executive prioritisation 
and decision-making.

Data and documentation

The scope of regulation and standards in annual reporting has 
increased significantly over recent decades. Although we are 
currently witnessing a degree of deregulation, demands for 
greater depth and detail in reporting continue to emerge from 
multiple sources.

For companies, the trend is clear: there is a need for more data 
and new types of data, more tables and charts, more notes, more 
documentation and more explanation.

For the most part, this is a positive development. It helps prevent 
companies from making empty promises and instead ensures 
that reporting is based on scientific evidence and measurable 
data rather than soft storytelling. Ultimately, it should also 
influence governance and leadership practices, ensuring that 
decisions are made on the basis of insight and learning. In 
addition, it supports marketing and communications in avoiding 
greenwashing.

Compliance versus narrative

Data and documentation are valuable. However, from a 
communications perspective, there is legitimate concern that 
annual reports risk becoming collections of forms, figures, 
datasets and tables — leaving insufficient space or time for the 
content that explains the story behind the numbers. There is less 
opportunity to present data in an informative way, to use design, 
imagery, case studies and quotations to make figures tangible 
and meaningful for the reader.

With increasing compliance pressure, many companies are likely 
questioning whether the annual report remains the appropriate 
platform for communicating with their most important 
stakeholders. As a result, many already rely on a wide range of 
additional channels and media to convey their messages — 
messages that might otherwise risk being lost in the volume of 
data contained in the official report. The use of online reports, 
fact books, reviews, presentations, webinars, video and social 
media is now widespread.

A cross-media communications strategy is welcome. However, it 
should not be implemented at the expense of the annual report. 
The annual report remains the cornerstone of corporate 
communication — the official document containing approved 
facts, audited figures and the value creation narrative, endorsed 
and anchored by senior management.



. . . continued

“Several studies 
indicate that DEI — 
partly due to political 
pressure and 
regulatory changes — 
occupies significantly 
less space in annual 
reporting.”

CSRD versus VSME

Significant effort is being invested by companies in integrating 
ESG into the annual report. For many, this task — partly for 
regulatory reasons — is still ongoing.

If your company falls within the scope of the CSRD (following the 
Omnibus adjustments) and Section 99a of the Danish Financial 
Statements Act (which likely applies to approximately 300 Danish 
companies), the directive and its accompanying standards 
(ESRS) provide a useful framework for structuring and integrating 
ESG into annual reporting. In such cases, a substantial portion of 
reporting will be mandatory.

If your company falls outside the scope (as is the case for the 
majority of companies), ESG reporting is voluntary. You must 
therefore decide which standards to adopt as your reporting 
framework. Will you follow CSRD because the number of data 
points has been reduced? Will you choose VSME because it 
better aligns with your company’s and stakeholders’ needs for 
data, documentation and transparency? Or will you, for various 
reasons, opt for entirely different standards (for example, GRI)?

Rollback of DEI

Reporting is not merely content in a PDF. Behind it lie executive 
decisions, measurements, initiatives, processes and workflows — 
and often deeply embedded values and narratives rooted in 
principles and culture. This is particularly relevant to reporting on 
diversity, equity and inclusion (DEI).

If you are employed in a larger Danish company, you will likely 
experience DEI being articulated and practised in recruitment, 
working conditions, collaboration, culture and leadership. 
However, several studies indicate that DEI  partly due to political 
pressure and regulatory changes — occupies significantly less 
space in annual reporting. In this respect, there is a rollback — at 
least on paper.

A strategic and executive consideration must therefore address 
whether the annual report should present a transparent and 
comprehensive picture of the company’s strategic priorities and 
value creation, or whether it should also function as a forum for 
tactical communication shaped by political currents and market 
conditions. And in an annual report, which should carry greater 
weight: values and principles, or commercial and business 
interests?



“AI can be used to 
collect and analyse 
data, draft narrative 
content, and 
communicate 
performance and 
results across multiple 
channels.”

Take back control

Corporate reporting must, of course, comply with both 
international and local legislation. Regulation determines the 
topics and disclosures that companies are required to include in 
their annual reports.

However, some organisations appear to be guided to an 
excessive extent by laws, directives and standards, rather than 
proactively determining which issues are truly material to the 
business and its stakeholders. In addition, pressure from 
particularly influential investors, policymakers or advocacy 
groups has, in some cases, affected management’s independent 
judgement and prioritisation of form and content in reporting. As 
a result, the annual report has too often become a compliance-
driven exercise – governed by audit requirements and checklist 
mentalities, with wording and topics included or excluded for 
tactical reasons.

At the same time, the growing availability of generative AI 
introduces both opportunities and risks. AI can be used to collect 
and analyse data, draft narrative content, and communicate 
performance and results across multiple channels. Yet there is 
also a risk that organisations allow AI to take control of data, 
documentation, structure and messaging. If this occurs, human 
oversight and strategic judgement may be weakened, resulting in 
annual reports that meet regulatory requirements but lack 
vitality, coherence and genuine engagement value.

Communication leaders therefore carry a significant 
responsibility to ensure that the annual report retains its central 
role in corporate strategic communication, and that it continues 
to provide material, relevant, consistent and comparable 
information about the company’s value creation. However, the 
task does not end there. If the annual report is to be accessible 
and meaningful to stakeholders beyond financial analysts, 
investors and regulators, adequate resources must also be 
allocated to visual presentation, linguistic clarity and multi-
platform communication.

. . . continued



Digitalisation and AI are increasingly reshaping the conditions 
for developing and communicating the annual report. 
Automated data integrations, cloud platforms and generative 
AI enable more efficient, precise and strategic reporting. At the 
same time, the technology raises questions regarding 
accountability, transparency and data quality, which 
companies and their advisers must address.

Automated measurement and data collection allow figures to be 
extracted directly from financial systems, HR platforms, IoT sensors 
and CRM solutions. This reduces manual work and minimises 
errors, while AI can detect irregularities and missing data. However, 
AI also introduces potential challenges. If data sources are not valid 
or insufficiently controlled, automation may create a misleading 
picture of company performance. Traceability is therefore critical to 
data credibility.

When data governance is robust, AI can help transform the report 
into an active strategic tool. Forecasting, scenario analysis and 
benchmarking can be integrated into dashboards used by 
management and boards in real time. This represents a clear 
advantage for decision-making, but it also requires new 
competencies at executive level — including understanding the 
models, assumptions and uncertainties underpinning AI 
recommendations.

Digitalization and AI in annual reporting

Generative AI can also act as an editorial partner, structuring 
management commentary, drafting content and translating 
technical language into accessible communication. Nevertheless, 
human oversight remains essential. Authenticity, legal precision 
and ethical judgement cannot be outsourced to an algorithm. In a 
Danish context, where trust is paramount, AI-generated content 
should always be quality assured by professionals.

Design and presentation may also benefit from AI. Interactive digital 
reports and AI-generated infographics can make complex data 
more accessible to investors and other stakeholders. Targeted 
communication and monitoring also open up new opportunities to 
measure the impact of reporting. However, companies must avoid 
turning the report into a marketing instrument where selective data 
presentation overshadows material risks.

In short, digitalisation and AI can ease the administrative burden 
and transform annual reporting into a strategic asset. However, this 
requires investment in technology, competencies and governance. 
Without clear roles, documented data sources and human 
judgement, there is a risk of false reassurance. Companies, auditors 
and regulators therefore share a common responsibility: to ensure 
that technological efficiency goes hand in hand with accountability 
and transparency.
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Corporate Relations in brief

Purpose

Corporate Relations assist 
companies build trust, 
reputation and brand. This is 
done through insightful and 
strategic communication that 
develop and maintain 
sustainable and value-based 
stakeholder relations.

Facts

• Founded in 2015 by CEO and advisor Lars Sandstrøm, 
based in Copenhagen.

• Corporate Relations have had 50+ clients from
2015-2026.

• Founder has 30 years of experience as a 
communications and management advisor.

• Partnering with agencies, designers, developers and 
advisors.

• Corporate relations does analysis, counselling, 
education, project management, content, design and 
development.

• Member of K1 and Danish Investor Relations 
Association.



Our offering

Insight &
analysis

Inspiration
& learning

Strategy
& concept

Development
& execution

Courses, workshops and talks on 
strategy, communication, 
management, relations, web and 
social media.

Stakeholder analysis
Materiality assessments
Effect measurements
Best practice audits

Visual and communicative identity
Corporate reporting (AR, ESG)
Digital media
Branding, campaigns and events

Strategic counselling and strategy development
Development of brand and communications concepts
Cross media concepts



Want to know more?

Contact Corporate Relations
lars@corporaterelations.dk

+45 4096 1388
www.corporaterelations.dk
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