Thomas Tom Thomas, Senior Digital Strategist, A.P. Moller — Maersk, Transport & Logistics division
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Maersk Transport & Logistics

Global integrator of container logistics, connecting and simplifying
customers’ supply chains

The world’s larges
container shipping
company

639

ships

D

Provides port and
inland infrastructure

73

ports and terminals

IEE!IE.‘.I_‘

o0 '0—0

World leading provider
of freight forwarding
and supply chain
management services

11.000+

employees

iy

Provider of
safety and
support at sea

500+

tugs

Maersk Social Media Strategy 2017

Develops and
manufactures
containers

1 container

every 2 minutes

MAERSK



Overview: Our digital footprint

2.7M
[92]
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2
< 1.5M
c
o
€
@
o
8
8
s Ecommerce,
Reputation, g customer
stakeholders g communications,
< .
of Maersk marketing to
Transport & potential
Logistics | l customers =

Top 5 countries:
United Kingdom 14%
United States 10%
Denmark 7%

Brazil 6%

Argentina 4%

65%

of our audience are
professionals and
managers*

G g 29 [ =

| DAMCO |
00 -o-g
Lead

generation,
communication
to customers
and potential
customers — =

6M

people follow Maersk
on social media

114K

* Survey conducted across APMM digital channels ** Survey among employees using Maersk’ content hub

Communication
to partners and
potential
partners,
employees

73%0

finds that social media
improves their overall
perception of Maersk*

1.3M

Maersk Social Media Strategy 2017

bl

Communication
to partners and
potential

Product and

service
partners, 30K communication, 5K
employees | - recruitment =
o
0 B Twitter
of employees feel a Linkedin
stronger engagement after Facebook
sharing curated content on Instagram

their own profiles**

MAERSK



Impact

The Evolution of our Digital Direction 2010—2017MmmmMediasmgm

Maersk
* @Maersk

Cutting red tape at borders is key to growing

intra-#Africa #trade, says @UNCTADKItuyi:
! mo.be/en/interview/a ...

how ships at sea ride off

e sSandy? Would [

agenda? Emengng markets e Atica
o deendoad our Suite
par

 provicde vanst

— =
#F ndsyFhoto & busy weekend for some of ush shiserskine '

Perhaps - MaerskLine can . 3 (e s i

enlighten us? = sivaniie

“Just imagine what an

o ' improvement it would
2810/12 23,35 e be if there were just one
- ﬂ?’g = . E23 What did we do to make to :

Ml customs control with
@FortuneMagazine's #ChangeTheWorld . N ot =T R PV SWTELCoYots g

List alongside @facebook & @IKEA? 1 = :

JESSSERK Line OtsersiLine for.tn/1JodNYX

Strategic
communication

......

e Direct engagement
W ==

= : - B Digital integration &
> == Storytelling process efficiency
Understand the use of
social media

Expanding digital reach in
existing and new markets
Campaign-driven and platforms

Measure on selected

stakeholders and end-
Measure on followers

Measure on engagement impact

*1 MAERSK



SOCIAL MEDIA INITIATIVES HAVE A
GREATER IMPACT WHEN FULLY ALIGNED

WITH BUSINESS OBJECTIVES
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The Value Proposition of Social Media to Maersk 2017

Social Media channels allow us to reach and shape
the conversations of Maersk’s global audience, to
publish fast and influence the behaviors of the

company’s stakeholders through messaging that
iIs contextually relevant

MAERSK



Maersk Social Media Strategy 2017 - page 7

Channel strategy

Strategic mol\:lﬁ:(iiﬁng
They way We operate messages Infographics and

« Find relevant conversations through monitoring and digital g el e
analytics 3

+ Create content around our strategic messages and the needs
of our stakeholders

» Distribute and seed content on social media and engage with REATY
our audience to drive traffic to maersk.com

Fsm:l
« Maersk.com functions as our connected content hub of

storytelling, information and service

TRAFFIC

INBOUND LINKS
Social

channels
TRAFFIC

Target C“Tre"t ar!d Media and Current Potential
Potential Business

Group/Channel Partners Influencers Employees Employees

I [ —

Investors General Public

e

*1 MAERSK



Goals and target groups keeps the strategy focused

Desired
perceptions

Desired
behaviours

Business Media
Partners Influence
rs

ad o

Investors

Maersk Social Media Strategy 2017 | 8

Employe General

- i

Public

@

MAERSK
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Content: Repurposed, Created, Curated

Production PLANNED CONTENT ABOUT EVERGREEN TOPICS AND EVENTS,
processes CREATED AND SIGNED OFF ONE WEEK AHEAD OF PUBLICATION

“ In reply to Woligang LEHMACHER
Maersk Group GiViaersk - Sep 5

.@W_Lehmacher With 90% of goods
transported by ship, an #loT at sea can get
#trade moving: maersk.com/en/the-

MAERSK ~MARKETS PEOPLE HARDWARE INDUSTAIES INVESTORRELATIONS  1H WASFSKCE -
[V World poliics  Business & finance  Economics  Science & technology  Culture

Container shipping

e Stitching together

EconomIC

EEEEEEE i X

Sacrenriwee Modern Vietnam R The big-box game

L 14 August, 2014 i

APMTERMINALS 2 Ericsson and World Economic Forum

‘Share Than Duc Viet smiles as he surveys the quality of a The largest container lines are bulking up to try to d a fresh downturn
“ n newly manufactured shirt; the steady hum of the T ——— @

5 v TR o oo
The IoT .

of the sea g

[ 1] power throughout the day. At Garment Company

10, business is thriving.

Content sources Repurposed content sourced from
Maersk.com and Maersk Post

-1 MAERSK



THINK CONTENT FIRST
- YOU CAN'T DO IT WITHOUT
CONTENT, YOURS OR OTHERS
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Ambition: Strengthen Maersk’s relevance
with key stakeholders

Engage key
stakeholders




|12

Maersk Social Media Strategy 2017

o
v .1.4....,_..~4.4qu.4.m.4..14”,.._1:4:

- . 4
R LR T P
¥ . ”

e S —

n
-
@,
=
O
C
O
X
(O
)
0p)
>
@
X
)
o
(©
o
-
LLI

outside our immediate networks.

around our key messages,
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Through Social Media Maersk is now engaged by:

NARENDRA MODI TIMOTHY TAYLOR PAUL POLMAN

Prime Minister of India, Managing editor, CEO, Unilever

Government of India Journal of Economic Perspectives, CEO of @Unilever.

Prime Minister of India American Economic Association Business as force for good.
Journal of Economic Perspectives, Purpose, Passion, Positive
Conversable Economist attitude.

Q Ahmadabad, Gujarat, India Q St. Paul, Minnesota, Unites States Q London, United Kingdom

MAERSK
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Create relevance

for

Maersk to add value to
conversations by mapping BUSINESS EDITORIAL STAKEHOLDER

audience needs to our business OBJECTIVES PROPOSITION NEEDS
objectives.

MAERSK
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Use data to match interests against messages

STAKEHOLDER, VOLUME OF INTEREST

Our stakeholders SHIPPING &
interest TRANSPOR-
TATION

() 13:{c) 4 ECONOMIC SUSTAIN-

GLOBAL
& OIL DEVELOPMENT ABILITY

TRADE

Our messages RELIABILITY COMPLEXITY MANAGED

\ 4 \ 4

How we make Show reliability Show ability to understand and Talk overtly about how our reach and long-
our messages by helping our stakeholders manage complexity by helping our term growth creates global opportunities
e understand the *how’ in relation to stakeholders understand the ‘why’ in in the topic areas our stakeholders are
the topics they are talking about relation to the topics they are talking talking about
about

-1 MAERSK



Engage

Develop and deliver Maersk
content on social media,

Maersk Social Media Strategy 2017 | 16

EVENTS THEY'RE

ATTENDING
OUR SOCIAL STORIES THEY'RE
TOPICS THEY'RE ’
DISCUSSING CONTENT SHARING
MOMENTS

MAERSK



TONE OF VOICE AND
UNDERSTANDING OF BOTH THE TOPIC
AND THE STAKEHOLDERS® AGENDA

IS KEY TO A GOOD CONVERSATION




Listen and engage, to drive advocacy

Case: Davos conference

Our approach: LISTEN

Identify
i World Economic Forum relevant

e conversations

LIVE now: How can partnerships bridgd
infrastructure financing gaps? wef.ch/171a
#af16 #futureinvest @CarolineKende
@thierrydeau

Infrastructure Investment

How can innovative partnerships bridge financing gaps for
economic and social infrastructure?

+

Directly
engage when
appropriate

n reply to Weorld

Maersk Group
@Davos @GarolmeKende @Th\erryDeau We ari
subject today

Maersk Group @Maers
- ' The numbers tell the story Public-private partnerships for

‘E #infrastructure lead to growth. bit.ly/1T7fz5]

Maersk Group Maersk - May 12 Use relevant
The numbers tell the story Pubhc -private pa Maersk

#infrastructure lead to growth. bit.ly/1T7z5j
g e ' content

Maersk Social Media Strategy 2017

& Caroline
Maersk Group =1
@Davos @CarolineKende @ThlerryDeau We
subject today

.ende-Rok

Maersk Group @Maersk

Maersk Group ©Maersk - May 12
@CarolineKende Thanks for the RT. On 621
power, this may be of interest to you. bit.ly/1

Content gets
wider
distribution

The numbers tell the story. Public-private partnerships for

E #infrastructure lead to growth. bit.ly/1T7fz5]

Follow up
with relevant,
direct
engagement

MAERSK



Listen and engage, to create advocates
Case: Agile thought leadership

Our approach: LISTEN

Olaf Merk Z
‘ How global trade is changlng the rise of Asia and intra-Asia trade

erk supply chaln Ioglstlcs + improved routes have boosted
#Myanmar s intra-Asia #trade: maersk.com/en/the-maersk-.

enabled trade

Outer sections
show total exports

of the region -the
inner lines show
destination of exports

2014

Tanjung
Pelepas

Singapore

Maersk Social Media Strategy 2017

7,706
reached,

132
engaged

MAERSK
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Case: COP21
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Listen and engage, to create business
Case: COP21 campaign

Our approach: LISTEN

Maersk Line e
Maersk Group ; _ Maersk Line CEO of Michelin, Jean-Dominique Senard, confirmed that sustainable growth is on their Tackling #CIimateChange .\_' is on our
birgitiiodden thanks for the RT. These are our take-outs from day 4 at Sanda. Jointhe dideicaion hace: Tl bRLIRIaBiR. #ov y } :
COP21 4 , anything to add? genca. RECEBETRERIES agenda,_ that's why we re mak{ng Carbon
- ~ Pacts with key partners including @BMW
] will grow to a third by 2025 - . {

Jzen-Oominigue Senard

Peter Smidt-Nielsen

ne-term MAERSK

mmuni is Inf
tan arbonisation g Du, Amira Mahmoud +130 e
Aamir Muhammad Good i o ey 2
6 days ag - 14 9 AdmaoEES
Igbal . Great. | like this statement
6 dage siden
g { Betty Ruth Love this
Birgit M. Liodden ‘birgitiiodden - 1 [ 5 dage siden
EE Maersk In addt. to reguiations/govt., | am certain that green reguirements from : SMaerskLine @BMW @BMWGroup @AlexNick @COP21 @UNFCCC
customers, banks & stock exchanges would speed things up ) Skriv en kommentar
©  David Tulauskas
(B @aerskLine, would like to discuss how to include GM
v

'—:' Signe Bruun Jensen
¥ @davidtulauskas @MaerskLine Great to hear! I'l reach out via mail to get the
ball rolling

MAERSK



Listen and engage, to create partners
Case: Women Trade Agenda

Our approach: LISTEN

() Lisanne van Beek 3
Follow
GLIJAVBeak

‘Women owned businesses that export are
more productive & pay significantly more',
says @WTODGAZEVEDO #SheTrades
#WomenandTrade @ITCnews

10:55 AM - 20 Jun 2017

5 Reotweets 7 Likes ‘.. | “eg o C]

Maersk
@Maersk

Advancing gender equality could add $28tn
to global GDP.

That's why women need opportunities in
#trad

e

ANWomen2017 #SheTrades

ma

"By allowing
women greater
access to markets,
we can improve the
£CoNoINiC prospects
of developing
countries.”

4:22 PM - 31 Aug 2017

% G,
QIAME P D
2 vanessa erogbogbo, Dorothy Tembo, ITC and Arancha Gonzalez

Q n 19 Q a ih

19 Retweets 41 Likes

Maersk Social Media Strategy 2017

Maersk @Maersk
Advancing gender equality could
add $28tn to global GDF.

That's why women need
opportunities in #trade.
#ASEANWomen2017 #5heTrades

Thanks for consistently highlighting SheTrades and the
critical role of women entrepreneurs. Transport and
logistics services are key for our women entrepreneurs
- would you be interested in partnering with ITC
SheTrades to enrich yoursfour offering to women
SMEs?

Aug 31

Hi Vanessa, thanks for getting in touch, this sounds
interesting. John Komerup Bang, our Head of
Sustainability, is the best person to continue this
conversation. Please can you contact him via
telephone:

Direct phone: +45 S068 eS8
Mobile: +45 G862 2008

Many thanks

Sep5

| 22
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It works!

“Last night I was having dinner
with the CEO of a local Mexican
company and he specifically
mentioned our ability to master
the social media discussions as
something that impresses him and
helps him hold us in a very high
regard — so we are talking to a
level that will help us close
business as well.”

Mario Veraldo
Managing Director
Middle America Cluster
Maersk Line

MAERSK




FOCUS YOUR EFFORT, YOU CAN'T BE
EVERYTHING FOR EVERYONE
— WHAT IS MOST IMPORTANT FOR

SUCCESS?




Thomas Tom Thomas

Senior Digital Strategist
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