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Abstract	
Innovation	 in	 knowledge-heavy	 and	 complex	 industries	 is	 interesting	 to	 investigate,	 as	 such	 is	

usually	associated	with	the	technical	capability	of	the	given	company.	Through	a	case	study	of	the	

two	largest	energy	companies	in	Denmark,	the	strategy,	Innovation	management	and	the	interlink	

here	 between	 is	 assessed.	 The	 two	 cases	 represent	 companies	 producing	 energy	 in	 different	

manners;	an	Upstream	Oil	&	Gas	company,	using	the	technology	of	both	yesterday	and	today,	and	

another	company	specialising	in	the	technology	of	today	and	tomorrow;	e.g.	by	producing	energy	

from	 wind	 power.	 In	 this	 thesis,	 it	 is	 found	 that	 both	 companies	 are	 focused	 on	 incremental	

Innovation	over	radical	innovation.	This	can	be	explained	by	the	ownership	structure,	and	the	two	

companies	being	subsidiaries	of	a	larger	company	which	diversifies	the	overall	corporate	strategy	

on	their	behalf.	Furthermore,	 in	recent	year,	while	both	companies	have	emphasized	 innovation	

culture,	 their	 approaches	 have	 not	 been	 the	 same.	While	 Ørsted	Wind	 Power	 have	 Innovation	

Games;	a	workshop	for	all	employees	to	submit	 ideas,	and	in	the	end	present	to	their	executive	

board,	Maersk	Oil	establishes	Innovation	Hubs,	and	has	Innovation	Moments	on	a	bi-weekly	basis	

with	 the	 executive	 management.	 Both	 companies	 are	 pursuing	 exploitation	 strategies	 for	 the	

capabilities	they	currently	possess,	which	again	can	be	linked	to	their	position	as	parts	of	a	larger	

enterprise.	From	the	findings	and	similarities,	based	on	interviews	and	analysis,	this	thesis	proposes	

a	framework	to	assess	the	importance	of	Innovation	in	a	company,	which	determines	the	degree	to	

which	Innovation	can	be	categorized	as	a	priority	for	the	company.	This	framework	explores	the	

compliance	 of	 a	 given	 company	 with	 5	 different	 factors:	 Quantity	 of	 Ideas,	 Quality	 of	 ideas,	

Maturation,	Culture	and	Innovation	branding.	If	a	given	company	complies	with	all	of	these	factors	

in	their	business,	then	Innovation	is	more	likely	to	be	prioritized	for	the	executive	management	and,	

thus,	be	incorporated	in	the	overall	strategy.	Finally,	while	the	framework	provides	an	initial	model,	

much	more	 research	 should	be	put	 into	 this	 framework,	 if	 it	were	viable	 to	assess	a	 company’s	

innovation	effort	on	the	whole.	This	framework	can,	however,	be	applied	to	similar	companies	for	

comparison.	As	 a	 final	 comment,	 some	 further	 perspectives	 on	 the	 importance	of	 innovation	 is	

discussed,	such	as	how	Innovation	is	important	for	talent	attraction.		
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1.	Introduction		

1.1	Motivation	

It	is	undeniable	that	creating	a	sustainable	and	profitable	business	must	require	both	the	ability	to	

look	at	what	is	happening	today,	as	well	as	preparing	for	what	that	might	will	happen	tomorrow.	

The	 energy	 industry	 is	 currently	 experiencing	 a	 shift	 from	 Fossil	 resources	 (Coal,	 Oil	 &	Gas),	 to	

sustainable	energy	(Wind,	Solar	etc.),	which	makes	one	think	why	this	shift	is	not	the	priority	for	

every	company	focusing	on	fossil	resources.	Working	within	an	upstream	Oil	&	Gas	firm,	this	has	

caused	me	to	wonder	why	some	companies	are	very	eager	to	make	the	shift	as	fast	as	possible,	

while	others	are	completely	abandoning	their	energy	assets.	In	the	case	of	Maersk	Oil,	their	owner	

A.P	Moller	Maersk,	has	recently	announced	selling	the	company	and	all	of	its	assets	to	Total,	the	

French	energy	major	(Shippiingwatch.dk,	2017).	In	the	meantime,	we	find	Ørsted,	the	former	DONG	

(Danish	Oil	&	Natural	Gas	company)	-	A	company,	with	no	assets	related	to	the	Oil	&	Gas	sector,	but	

solely	focusing	on	Wind-power	and	distribution	of	this	energy	to	costumers.	This	transformation	

was	completed	in	ultimo	2017,	when	their	E&P	division	was	sold	to	Ineos	(Shippingwatch.dk,	2017).		

	

Looking	 towards	 these	energy	 companies	which	produce	energy	 in	 very	different	ways,	 I	 find	 it	

particularly	interesting	to	investigate	how	do	they	use	Innovation	Management,	and	how	this	is	a	

part	of	their	overall	strategic	path.	These	companies	are	very	reliant	on	technological	advancements	

to	stay	competitive.	This	leads	one	to	think	that	innovation	and	development	of	technology	have	a	

huge	 impact	 on	 the	 strategy	 an	 energy	 company	will	 choose,	 and	what	 path	 they	 are	 heading.	

Furthermore,	it	would	be	interesting	to	look	into	the	possibility	of	creating	a	framework	that	can	

assess	to	what	extent	a	company	is	prioritizing	innovation	in	their	overall	strategy.	
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1.2	Problem	Statement	

With	the	motivation	in	mind	to	investigate	how	energy	companies	are	approaching	innovation	and	

how	 this	 it	 links	 to	 a	 firm’s	 strategy,	 it	 leads	 to	 the	 following	problem	 statement	 and	 following	

supplementary	questions:	

	

“How	does	a	Danish	Energy	Company	manage	Innovation,	and	to	what	extent	is	this	a	

driver	for	overall	strategy?”	

	

• What	is	the	vision	and	overall	strategic	path	for	both	Ørsted	Wind	Power	and	Maersk	Oil?	

• How	have	the	two	companies	organized	their	Innovation	efforts,	and	what	is	their	Innovation	

strategy?	

• How	important	is	Innovation	Management,	as	a	part	of	the	case	companies’	strategy?	

• When	is	Innovation	a	driver	for	strategy?	

	

To	accommodate	this	question,	the	supplementary	questions	will	elaborate	on	some	elements	that	

will	help	constitute	an	answer	to	the	problem	statement.	 In	order	to	 investigate	how	an	energy	

company	innovates,	some	background	must	be	provided	to	outline	the	context	of	the	case	setting.	

Furthermore,	an	analysis	will	be	made	upon	the	case	companies,	their	approach	to	innovation	and	

their	overall	strategy.	This	will	give	some	indications	of	how	important	Innovation	is,	as	a	part	of	the	

strategic	management	of	the	company.	The	last	question	relates	to	how	Innovation	can	be	a	driver,	

and	when	Innovation	is	a	driver	for	a	company’s	strategy.		

	

1.3	Limitations	

This	thesis	focusses	to	two	of	the	largest	energy	companies	in	Denmark,	measured	on	revenue	and	

stock	valuation.	This,	however,	also	limits	the	term	“Energy	Company”,	as	energy	usually	refers	to	a	

great	variety	of	energy	forms,	ranging	from	fossil	energy,	to	renewable	energy,	such	as	solar	power	

and	wind,	but	also	a	lot	of	other	niches	such	as	thermal,	bio	and	water	energy	production.	This	thesis	

will	examine	two	companies	within	the	up-stream	Oil	&	Gas	industry	and	renewable/distribution	

area.	As	one	company	is	a	completely	integrated	energy	company,	with	activities	across	the	value	

chain,	while	the	other	is	solely	focusing	on	energy	production,	the	focus	with	the	case	company:	
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Ørsted,	will	 be	 on	wind	 power,	 to	make	 a	 comparable	 case	 study	 between	 the	 two	 companies	

possible.	Thus,	Upstream	Oil	&	Gas	and	Wind	power	will	be	the	focus,	when	analysing	the	industry	

and	giving	general	recommendations.	What	is	also	important	to	note,	is	that	even	though	the	two	

case	 companies	 are	within	 the	 general	 energy	 industry,	 Ørsted	 operates	 both	within	 upstream	

(production),	 and	 downstream	 (sales)	 whereas	 MOG	 only	 operates	 within	 upstream.	 This	 is	

important	to	note	when	conducting	the	analysis,	as	this	can	be	basis	for	variance	in	how	the	case	

companies	 approach	 innovation	 and	 strategy.	 Further,	 the	 two	 companies	 in	 question	 are	

undergoing	great	changes.	This	will	be	of	particular	influence,	when	looking	towards	the	future	of	

MOG,	as	the	company	will	be	merged	into	Total	S.A.,	in	first	quarter	of	2018.	However,	at	any	points,	

where	this	has	implications,	it	will	be	commented,	during	the	paper.	It	is	important	for	the	reader	

to	note	that	this	thesis	contains	a	general	oversimplification	of	the	Energy	Industry.	The	rationale	of	

using	this	broad	term	is	to	incorporate	the	two	largest	energy	companies	in	Denmark	into	the	same	

case	study,	even	though	it	is	recognized	that	there	are	many	differences	between	the	Oil	and	Gas	

industry	and	that	of	Wind	Power.		
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2.	Research	Approach	

In	this	upcoming	section,	the	methodological	considerations	will	be	presented	and	discussed.	The	

aim	of	this,	is	to	show	the	reader	how	the	study	is	conducted.	Starting	with	my	way	of	reasoning	

and	thinking.	Secondly,	the	overall	research	design	will	be	presented,	how	I	will	make	use	of	the	

case	study	method	and	how	the	data	will	be	gathered	and	coded.		

	

2.1	Phil	Science	and	Critical	realism	

In	 the	 following	 section,	 the	philosophy	of	 science	 stance	will	be	defined.	Philosophy	of	 science	

reflects	and	defines	 the	ontology	and	epistemology	 that	will	guide	 the	Thesis(Guba	and	Lincoln,	

1994).	It	explains	how	we	see	and	observe	the	world,	and	how	we	develop	knowledge	within	our	

field	of	study(Guba	and	Lincoln,	1994).	It	also	significantly	influences	my	methodological	approach,	

formulation	of	research	questions,	and	interpretation	of	results.	

	

My	philosophy	of	science	takes	point	of	departure	in	the	dualism	between	the	realistic	positions	

and	 the	 idealistic	 positions(Ingemann,	 2013).	 The	 former	 acknowledge	 that	 the	 world	 exists	

independently	 of	 the	 observer(Ingemann,	 2013).	 Thus,	 the	world	 is	 an	 objective	 construct.	 The	

latter	acknowledges	that	the	world	does	not	exist	independently	of	the	observer(Ingemann,	2013).	

Hence,	the	researcher	has	an	essential	role	as	an	observing	and	acting	subject.	Some	researchers	

argue	that	you	must	choose	between	these	different	positions(Kuhn,	1970).	However,	it	is	argued	

by	other	researchers	that	we	need	to	look	beyond	this	relatively	narrow-minded	view	as	either-or	

as	it	limits	this	research(Danermark	et	al.,	2002;	Bhaskar,	2008).	Instead,	a	more	open	approach	to	

philosophy	of	science	will	be	favoured	in	some	situations.	This	view	resonates	with	my	approach,	

and,	thus,	an	intermediate	scientific	position	to	guide	the	project.		

One	 such	 intermediate	 position	 is	 critical	 realism,	 which	 constitutes	 the	 scientific	

standpoint(Bhaskar,	 2008).	 It	 manifests	 has	 the	 ambition	 of	 eliminating	 the	 dualism	 between	

realism	and	idealism(Ingemann,	2013).	In	other	words,	it	substitutes	the	either-or	with	both-and,	

which	breaks	with	the	traditional	view	of	paradigms	as	incommensurable(Kuhn,	1970).	As	a	critical	

realist,	 I	 acknowledge	 that	 knowledge	 is	 produced	 by	 a	 combination	 of	 different	

perspectives(Danermark	et	al.,	2002).	Hence,	I	combine	elements	of	various	paradigms	in	interplay.	

I	 take	 the	position	 that	 critical	 realism	 is	 better	 at	 answering	 the	 research	question	 as	 one	 can	
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analyse	from	different	perspectives.	For	instance,	it	can	investigate	characteristics,	tendencies,	and	

occurrences	 (what)	 and	 dive	 deeper	 to	 investigate	 underlying	 mechanisms	 (why/how).	 This	 is	

exemplified	by	the	thesis	structure,	where	some	background	information	is	helping	to	define	the	

problem	for	interest,	and	further	dive	deeper	into	these	structures	with	qualitative	data	from	the	

case	companies.	

	

The	ontology	of	 critical	 realism	 is	 that	 the	 reality	exists	 independently	of	 the	observer,	but	 it	 is	

complex,	tiered	and	contextual(Ingemann,	2013).	The	epistemology	is	to	sense	the	objective	part	of	

the	reality,	but	not	the	deep	part,	which	must	be	 investigated	by	other	means.	Hence,	universal	

truth	exists,	but	it	exists	in	a	complex	and	contextual	reality,	which	needs	to	be	investigated	as	well	

as	the	objective	part(Bhaskar,	2008).	In	other	words,	it	is	acknowledged	that	reality	reflects	both	a	

socially	constructed	part	and	a	material	(objective)	part(Andersen,	2008).	Concerning	methods	this	

position	allows	one	to	use	a	triangulation	where	secondary	quantitative	data	(and	qualitative	data)	

is	combined	with	primary	qualitative	data.	This	will	provide	a	more	nuanced	understanding	of	the	

field	 of	 study.	 This	way	of	 creating	 new	and	 relevant	 knowledge	 can	be	presented	 through	 the	

analogy	of	an	iceberg,	imagining	the	first	row	is	the	tip	of	the	iceberg	and	the	2	row	is	what	is	hidden	

in	the	sea,	as	illustrated	below:	
	

Table	1	–	Primary	&	Secondary	data	characteristics	

Secondary	data	
Indications,	 occurrence,	 tendencies	 in	 the	 in	 the	 energy	 industry,	 and	

impact	of	technological	change,	innovation	and	strategy	

Primary	data	
Elite	 interviews	with	Ørsted	 and	Maersk	Oil	 to	 understand	 underlying	

mechanisms	when	studying	the	importance	of	Innovation	

	

The	top	row	symbolizes	the	objective	part.	It	provides	indications	about	how	the	rest	of	the	iceberg	

will	 appear.	 This	 part	 can	 be	 thought	 of	 as	 the	 realistic	 part,	where	 secondary	 data	 is	 used,	 to	

understand	tendencies	about	the	energy	industry,	and	the	impacts	of	innovation	in	the	industry.	

This	 is	 an	 important	 initial	 element	of	 this	 approach,	but	 it	 is	however	not	 sufficient.	As	 critical	

realist,	one	also	seeks	to	investigate	underlying	mechanisms	behind	the	indications	provided	by	the	

secondary	data.	Thus,	I	try	to	reveal	the	deep	layer,	which	is	not	directly	observable.	This	is	the	more	

idealistic	part	of	critical	realism,	where	we	through	primary	data,	in	the	form	of	direct	interviews	
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with	Ørsted	and	Maersk	Oil,	seek	to	understand	how	the	companies	are	using	Innovation	and	how	

it	plays	part	of	overall	strategy,	specifically.	

	

In	summary,	the	issue	of	investigation	is	the	potential	synergies	between	realism	and	idealism	when	

one	produce	new	relevant	knowledge.		

	

2.1.2	Abductive	Reasoning	

Three	 different	 domains	will	 be	 touched	 upon,	when	 researching	 the	 innovation	 and	 its	 link	 to	

strategy	in	this	thesis.	The	empirical	domain,	the	domain	of	actual,	and	the	domain	of	real(Nyegaard,	

2012).	Empirical	domain	relates	to	what	one	observes	as	a	researcher.	In	this	context,	it	is,	thus,	all	

observed	 material,	 such	 as	 the	 theories	 used	 on	 Innovation	 management,	 as	 well	 as	 Strategic	

management.	Actual	domain	is	the	phenomenon	that	is	being	investigated,	in	this	case	the	two	case	

companies’	approaches	to	Innovation	and	the	interlink	between	strategy	and	innovation(Nyegaard,	

2012).	The	real	domain	is	structures	and	mechanisms	that	constitutes	the	given	phenomenon	being	

researched.	Therefore,	the	phenomenon	of	how	energy	companies	innovate	and	its	importance	for	

their	overall	strategy	will	be	investigated.	To	understand	this	better	abductive	reasoning	is	used.	

Theoretical	 views	 and	 empirical	 data	 will	 thus	 be	 switched	 forth	 and	 back	 between	 both	 and	

inductive	approach,	as	well	as	a	deductive	approach.	When	touching	upon	all	before	mentioned	

domains,	 I	 thus	 follow	Nygaard’s	 (2012)	 interpretation	of	 critical	 realistic	 approach	 in	 the	 social	

science.	Moreover,	Nyegaard	presents	a	set	of	rules	for	what	that	constitutes	a	phenomenon	with	

abductive	reasoning:	

	

1. Localizing	intuitive	characteristic	of	phenomenon	

In	 the	 literature	 review	 and	 background	 section,	 secondary	 data	 and	 theory	 is	 used	 to	 get	 an	

intuition	 regarding	 the	 phenomenon.	 In	 other	 words,	 I	 introduce	 theory	 on	 both	 Innovation	

Management	and	Strategic	management,	and	afterwards	some	of	the	basic	challenges	and	issues	

in	the	upstream	and	downstream	energy	sector,	and	how	this	industry	is	moving	fast	due	to	demand	

of	rapid	technological	innovation.	This	is	done	on	the	assumption	that	Innovation	is	important	in	an	

Energy	company,	as	this	is	a	knowledge-heavy	industry.	
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2. Performing	empirical	observations	of	the	phenomenon	

Hereafter,	 there	 will	 be	 made	 metrical	 observations	 of	 the	 phenomenon	 by	 interviewing	 elite	

respondents	 in	both	MOG	and	Ørsted,	 regarding	 Innovation,	 Strategy,	 and	 the	degree	 to	which	

Innovation	 is	 important.	 It	will,	 thus,	 give	 a	 deeper	 insight	 to	 how	 the	 two	 companies	manage	

innovation,	 what	 strategic	 path	 they	 are	 pursuing	 and	 how	 they	 perceive	 the	 importance	 of	

innovation	as	part	of	their	overall	strategy.	

	

3. Using	abductive	reasoning	to	investigate	the	underlying	mechanisms	and	structures	

When	data	 is	 observed	 from	 the	 respondents,	 data	will	 then	be	 categorized.	 By	 doing	 this,	 the	

researcher	can	look	for	patterns.	This	is	done	by	coding	the	interviews,	and	afterwards	look	into	the	

knowledge	they	provide	to	back	it	up	by	secondary	data.	Then	again	use	the	theory	presented	to	

understand	why	and	how	the	phenomenon	is	established.	By	doing	this,	it	is	possible	to	describe	

how	MOG	and	Ørsted	is	using	innovation	and	strategy,	and	then	again	try	to	explain	the	relationship	

between	them.		

	

4. Presenting	conclusion	on	the	phenomenon	

Lastly,	the	findings	will	be	presented	in	a	manner	that	sums	up	both	similarities	and	dissimilarities	

between	the	cases	in	question.	Moreover,	it	will	be	discussed	if	Innovation	should	be	the	driver	for	

strategy,	 and	 if	 it	 is	 possible	 to	 develop	 a	 set	 of	 variables	 that	 can	 tell	 something	 about	 how	

important	innovation	is	for	a	specific	company.	 	

	

2.2	Methodology	

2.	2.	1	Thesis	Structure	

To	 make	 it	 as	 easy	 as	 possible	 for	 the	 reader	 to	 go	 through	 the	 paper,	 I	 will	 briefly	 make	 a	

visualisation	to	illustrate	the	3	different	parts	that	will	constitute	the	whole	thesis,	as	presented	in	

Table	2:	
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Table	2	–	Visualization	of	thesis	structure	
	

Part	1	
Introduction,	Philosophical	stance,	

Methodology	and	background	

Chapter	1:	Introduction,	Problem	

Chapter	2:	Research	Approach	

Chapter	3:	Literature	Review	

Chapter	4:	The	Energy	Sector	in	Denmark	

Part	2	 Analysis	
Chapter	5a:	Case	Ørsted	Wind	Power	

Chapter	5b:	Case	Maersk	Oil	

Part	3	
Conclusions,	Reflections,	further	

perspectives	

Chapter	6:	Findings	

Chapter	7:	Development	of	framework	

Chapter	8:	Conclusion	

Chapter	9:	Further	Perspectives	

	

In	 the	 part	 1	 the	methodology	 will	 be	 presented,	 including	 research	 design	 and	 philosophy	 of	

science	stance.	Moreover,	 this	part	will	also	provide	a	 literature	review	of	relevant	theories	and	

literature	 on	 the	 topics	 of	 Innovation	Management,	 as	well	 as	 Strategic	Management.	 Lastly,	 a	

thorough	background	will	be	given	on	the	upstream	and	downstream	energy	 industry	which	the	

case	companies	compete	within,	where	typical	market	research	tools	will	be	presented	to	describe	

the	market	structures,	such	as	meso-level	industry	analysis	inspired	by	Porters	Five	Forces,	and	a	

macro-level	environmental	analysis	(PEST+E)(Grant,	2015).	Part	2	will	go	in-depth	with	the	analytical	

tools	and	theories	recalled	from	the	literature	review,	which	will	identify	how	the	case	companies	

uses	Innovation	&	Strategy.	Part	3	will	summarize	the	findings,	and	give	an	explain	any	consistencies	

and	similarities	from	the	two	parts	of	the	analysis.	This	will	ultimately	be	summed	up	in	a	conclusion.	

As	the	final	part	of	this	paper,	I	will	consider	what	the	analysis	can	be	used	for	in	a	more	pragmatic	

setting,	but	also	try	and	take	a	more	holistic	view	on	the	findings,	for	instance	what	impact	this	will	

have	for	the	future	of	the	companies.		

	

2.2.2	Case	Study	as	Research	Design	

Case	studies	is	unarguably	one	of	the	best	ways	to	investigate	company	phenomenons.	Robert	Yin	

(2009)	 talks	 about	 case	 studies	 as	 research	 design	 for	 understanding	 and	 investigating	 complex	

social	phenomenons.	It	is	argued	that	such	a	research	design	is	especially	relevant	when	one	seeks	
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to	 understand	 a	 such	 phenomenon	 in	 depth,	 and	 focus	 is	 on	 “how”	 and	 “why”	 these	 social	

phenomenons	 work.	 Here	 it	 is	 also	 argued	 that	 using	 a	 case	 study	 is	 highly	 appropriate	 when	

investigating	contemporary	issues	and	events(Andersen,	2008).	This	means	that	the	choice	of	a	case	

study	is	indeed	relevant	when	trying	to	understand	innovation	within	MOG	and	Ørsted	and	how	it	

relates	to	other	strategic	activities.	Using	Robert	Yin	as	point	of	departure	for	my	research	design	

the	following	definition	is	adopted:		

	

"The	essence	of	a	case	study,	the	central	tendency	among	all	types	of	case	study,	is	that	it	tries	to	

illuminate	a	decision	or	set	of	decisions:	why	they	were	taken,	how	they	were	implemented,	and	

with	what	result."	(Yin,	2009,	p.	17).	

	

This	definition	is	used	to	shape	how	this	thesis	is	conducted.	I.E	the	first	part	is	set	to	understand	

the	decisions	done	by	MOG	and	Ørsted	regarding	how	they	have	chosen	to	manage	innovation	and	

strategy,	and	what	the	exact	link	is	between	the	two	parts	of	the	business.	On	top,	it	is	discussed	

how	this	works	for	the	case	companies,	where	the	main	findings	then	will	be	presented.	This	thesis	

uses	a	multiple	case	study(Yin,	2009).	This	makes	basis	and	evidence	for	replication	of	findings,	and	

this	can	help	the	thesis	making	more	reliable	 findings.	However,	 these	cases	are	not	completely	

similar	and	are	a	way	to	look	at	the	broader	Energy	Industry,	and	not	just	on	either	Wind	Power	and	

down-stream	activities,	 or	 upstream	Oil	&	Gas	 activities.	 Thus,	 I	will	 expect	 some	dissimilarities	

when	considering	the	two	companies’	cases	of	Innovation	Management,	and	its	relationship	to	their	

overall	strategy.		

	

2.2.3	Empirical	Data	Gathering	

The	following	section	will	touch	upon	the	methods	used	in	the	paper.	A	mixed	method	triangulation	

is	used,	as	it	provides	a	nuanced	understanding	of	the	research	in	question	as	a	critical	realist.	Using	

secondary	both	qualitative	and	quantitative	data	provides	initial	insights	regarding	Innovation	and	

Strategy	 in	 the	up-	and	downstream	energy	sector.	On	 the	other	hand,	primary	qualitative	data	

makes	 it	 possible	 to	 dig	 deeper	 into	 the	 cases	 and	 investigate	 how	MOG	 and	Ørsted	 are	 using	

innovation	and	its	relation	to	their	overall	strategy.		
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2.2.4	Secondary	Data	

The	Secondary	data	in	this	thesis	is	all	public	information,	concerning	the	two	case	companies.	This	

information	was	mainly	generated	from	the	companies’	websites,	while,	in	the	case	of	Maersk	Oil,	

it	 was	 possible	 to	 achieve	 data	 from	 the	 company	 intranet.	 In	 table	 3,	 there	 will	 be	 a	 visual	

representation	of	the	various	secondary	data	sources	used	for	to	conduct	the	analysis:	

	
Table	3	–	Source	categories	

Reports	&	Documents	 Articles	&	Webpages	 Statistics	and	other	

• Digitalisation	of	the	

Up-stream	oil	Sector,	

Deloitte	(2017)	

• 16	tales	of	Innovation	

(2013)	

• Managing	the	Barrell,	

BCG	(2013)	

• Energy	in	Denmark,	

Danish	Energy	Agency	

(2015)	

• ørsted.com	

• maerskoil.com	

• energinet.dk	

• shippingwatch.dk	

• Maersk	Oil	intranet	

• Eurostat	

• Energinet	

• Statistia	

	
	
2.2.5	Primary	Data	gathering	

Upon	 the	 secondary	 data,	 that	 qua	my	 stance	 as	 critical	 realist	 provides	 knowledge	 of	 general	

indicators	and	structures,	primary	data	needs	to	be	gathered	to	understand	how	much	innovation	

drives	 strategy	 in	 these	Danish	 energy	 companies.	 Further,	 it	 is	 also	 difficult	 to	 understand	 the	

management	and	decision	making	within	the	companies,	just	from	secondary	data.	Therefore,	I	find	

it	necessary	to	generate	primary	qualitative	data	from	the	two	case	companies.		

	

To	gather	qualitative	primary	data	in	this	form	of	detail,	elite	interviews	with	Ørsted	and	MOG	is	

conducted(Kvale,	 2007).	 Using	 the	 interview	 format	 at	 the	 companies	 has	 the	 advantage	 of	

capturing	better	insights	internally	from	the	company,	which	will	enhance	the	understanding	of	how	

they	look	at	innovation	and	how	its	related	to	their	strategy.	The	main	knowledge	gap	between	the	
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secondary	data	 and	 the	primary	data	 is,	 thus:	Understanding	 Internal	 decisions	 that	 indicates	 if	

innovation	drives	strategy	–	of	if	innovation	is	just	a	small	part	of	the	case	companies’	strategy.	This	

leads	to	the	following	interviews	and	respondents	used	for	this	paper:	

	

Maersk	Oil	&	Gas:	

1. Henrik	Tirsgaard,	Head	of	Corporate	Technology	and	Innovation	

2. Christina	Sjøberg,	Head	of	Strategy	&	Implementation	

	

The	first	respondent	to	be	interviewed,	was	the	Head	of	Innovation	in	Maersk	Oil,	Henrik	Tirsgaard.	

This	interview	was	conducted	as	a	semi-structured	interview	as	the	primary	themes	was	set	from	

the	beginning,	but	 still	had	 the	 flexibility	 to	go	 through	what	was	deemed	the	most	 interesting,	

during	the	interview.	This	allowed	the	interview	to	be	rather	explorative,	and	made	the	interviewee	

talk	about	the	top	of	mind	issues	and	examples	within	the	themes.	The	overall	objective	was	to	get	

a	clear	idea	of	how	the	innovation	team	functions,	and	how	it	helps	the	business	putting	ideas	into	

knowledge.	Furthermore,	the	purpose	was	to	get	a	clear	understanding	of	the	current	innovation	

strategy	in	Maersk	Oil.		

	

The	 second	 respondent	 for	 this	 thesis	 was	 Christina,	 leading	 the	 Strategy	 and	 Strategy	

implementation	team.	Conducting	the	same	type	of	semi	structured	interview	as	above,	this	again	

allowed	for	flexibility	and	a	more	explorative	approach	to	the	subject	of	investigation.	The	objective	

for	this	interview,	was	to	understand	the	link	between	the	strategy	team,	and	innovation	efforts.	

This	includes	how	Innovation	is	linked	to	overall	strategy	efforts,	but	also	in	general	what	direction	

Maersk	Oil	is	heading.	

	

Ørsted	Wind	Power:	

1. Jens	Patrick	Edvardsen,	Head	of	Innovation	and	Commercialization	

	

The	respondent	 in	this	 interview,	 is	heading	the	 Innovation	department,	and	possess	knowledge	

about	 Innovation	 processes	 in	 Ørsted,	 as	 well	 as	 the	 link	 to	 strategy	 development	 and	

implementation	 of	 new	 technologies.	 This	 interview	 was	 conducted	 a	 bit	 differently	 than	 the	
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interviews	from	MOG,	as	this	was	a	phone	interview.	However,	the	structure	of	the	interview	did	

remain	the	same.	It	was	a	semi-structured	interview.	The	objective	was	in	contradiction	to	the	MOG	

interviews,	both	 to	 get	 insights	 from	 the	 technical	 processes	of	how	Ørsted	 Innovates,	 but	 also	

insights	to	the	strategic	direction	of	the	company	and	business	unit	(wind	power).	The	interview	

with	Patrick	was	however	not	allowed	to	be	recorded	due	to	Guidelines	given	from	Ørsted,	however	

I	could	take	notes	and	“transcribe”	as	I	could	during	the	interview.	This	makes	it	difficult	to	provide	

exact	statements,	and	thus	 the	data	will	be	summaries	of	 responses	 instead	of	quotes.	This	can	

however	give	some	reliability	issues,	which	will	be	elaborated	in	the	next	section.	

	

Another	interview	was	conducted	with	Ørsted	Wind	Power.	This	was	with	Project	Manager	in	their	

asset	 management,	 Hildigunnar	 Jònsdòttir.	 The	 respondent	 was	 however	 not	 in	 possession	 of	

knowledge	about	the	Innovation	processes	in	the	company,	or	around	the	strategy	work.	However,	

this	interview	did	guide	me	towards	the	respondent	used	in	this	study,	Jens	Patrick	Edvardsen.	As	

the	interview	was	very	difficult	to	probe,	I	decided	to	leave	it	out	as	primary	data,	as	this	was	not	

providing	further	foundation	of	reliability	of	the	data,	nor	any	validity	around	the	particular	problem	

statement.		

	

Data	Display	

The	data	gathered	through	Interviews,	is	ultimately	presented	in	the	Data	Display	in	Appendix	1.	

This	provides	both	the	reader	a	better	overview	of	the	data	gathered,	but	it	 is	also	a	step	in	the	

analytical	 process	 when	 carrying	 out	 the	 case	 analysis(Malhotra,	 Birks	 and	 Wills,	 2012).	 After	

conducting	the	interviews,	I	categorized	9	different	categories,	which	was	representative	for	all	of	

the	interviews.	Hereafter	I	transcribed	the	various	statements	and	put	them	into	categories	as	they	

fit.	It	is	important	to	note,	that	while	the	interviews	were	conducted	in	Danish	(native	tongue),	the	

statements	have	been	translated	into	English	for	matching	the	language	in	this	thesis.	As	described	

in	the	paragraph	above,	it	was	not	possible	to	record	the	interview	with	Patrick	Edvardsen,	hence	

the	statements	are	not	quotes,	but	keywords	and	observations	made	upon	the	respondent’s	actual	

responses.	 The	Data	Display	 table	 is	 referred	 to	during	 this	 thesis	 as	 3	 characters	matching	 the	

respondents	name,	followed	by	the	statement	number.	It	is	represented	in	chronological	order	in	

the	appendix.		
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Researcher’s	Bias	and	Pre-understanding	

It	 is	 important	 to	 note	 that	 even	 though	 this	 study	 is	 as	 objective	 as	 possible	 in	 its	 conducting	

manner,	there	are	a	risk	of	some	bias	and	some	information	asymmetry	that	can	arise	when	making	

this	study.	First	and	foremost,	I,	myself,	work	at	one	of	the	case	companies,	Maersk	Oil.	I	see	two	

challenges	that	I,	as	a	researcher,	have	to	be	aware	of	in	this	case.	I	have	a	better	understanding	of	

the	one	company	and	the	industry	and	environment	this	company	competes	within.	Furthermore,	

it	 is	possible	that	there	can	be	some	positive	or	negative	bias	related	to	my	general	view	on	the	

company.	Lastly,	it	has	been	easier	to	obtain	data	and	information	from	Maersk	Oil,	than	Ørsted	

WP.	 This	 can	 reflect	 on	 the	 general	 understanding	 of	 the	 strategic	 direction	 and	 path.	What	 is	

important	to	see	in	this,	is	that	I	study	a	subject	that	I	do	not	have	anything	to	do	with	on	a	daily	

basis,	and	this	creates	basis	for	a	valid	and	as	unbiased	as	possible	study.	For	instance,	it	was	easier	

to	investigate	the	Maersk	Oil	organization	and	determine	who	had	the	most	knowledge	on	the	topic,	

than	in	the	Ørsted	WP	organization,	where	I	was	not	familiar	with	the	setting.		

	

2.3.4	Reliability	and	Validity	

In	 the	 following	 section,	 there	 will	 briefly	 be	 touched	 upon	 approaches	 to	 secure	 validity	 and	

reliability	 in	 this	 paper.	 Validity	 is	 of	 particular	 importance,	 when	 conducting	 a	 case	 study	 of	

qualitative	 data.	 It	 refers	 to	 whether	 the	 researcher	 actually	 investigates	 what	 he	 seeks	 to	

investigate(Kvale,	2007).	Reliability	on	the	other	hand,	relates	to	consistency	and	trustworthiness	

of	research	findings.	It	is	related	to	whether	other	researches	can	reproduce	the	findings	from	this	

study	at	other	times(Kvale,	2007).		

	

To	operationalize	this,	there	is	some	pointers	that	needs	to	be	checked	in	order	for	the	data	and	

analysis	 to	 be	 valid	 and	 reliable.	 These	 pointers	 have	 been	 developed	 from	 the	 thought	 from	

quantitative-oriented	research	design	for	securing	reliability	and	validity.	Case	studies	as	used	 in	

this	paper,	are	based	on	qualitative	primary	data,	and,	thus,	the	following	points	–	or	strategies,	

have	been	used	to	obtain	optimal	validity	and	reliability	in	the	research	when	constructing	research	

design	and	data	gathering(Shenton,	2004).	
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Confirmability	

Assessing	whether	 the	 interpretation	 of	 data	 gathered	 is	 logical	 and	without	 any	 bias(Shenton,	

2004).	 This	 is	 operationalized	 in	 this	 paper	 by	 including	 background	 section,	 which	 provides	 a	

context	and	situation	before	diving	in	to	the	actual	study.	This	is	also	exemplified	by	throughout	the	

methodology	and	analysis	to	describe	the	way	of	reasoning	explicitly	and	detailed.	To	reflect	on	the	

interview	with	Ørsted	WP,	this	data	has	some	issues	with	its	confirmability	and	bias,	as	it	was	not	

possible	to	quote	the	respondent.	Therefore,	the	reader	must	reflect	on	the	bias,	if	any.	However,	I	

have	prepared	the	data	as	direct	and	in-context	as	possible	in	the	data	display.	

	

Credibility	

To	ensure	credibility,	we	have	used	triangulation	in	sources	of	evidence(Shenton,	2004).	Secondary	

data,	such	as	documents	and	reports,	have	been	used,	as	well	as	primary	data	in	the	form	of	Elite	

Interviews.	Conducting	several	Elite	Interviews	within	Ørsted	and	MOG	provides	the	unique	ability	

to	compare	different	views	both	within	the	companies,	but	also	across	the	two	different	companies	

in	 the	 Energy	 Industry.	 Furthermore,	 I	 have	 used	 my	 supervisor	 as	 sparring	 partner	 in	

comprehensive	de-briefing	sessions,	to	ensure	overall	validity	in	the	thesis.	

	

Transferability	

This	 is	 present	when	 similar	 or	 different	 findings,	 amongst	 similar	 or	 different	 organizations	 or	

respondents(Shenton,	2004).	This	is	in	other	words	linked	to	the	reliability	of	the	conducted	study.	

In	both	Ørsted	WP	and	MOG,	Elite	interviews	have	been	conducted	within	each	organization.	All	of	

which	with	 respondents	having	 strategic	or	 innovation	 responsibility.	 These	 interviews	are	 from	

different	functions,	meaning	the	one	interview	in	each	organization	will	be	from	a	strategic	point	of	

view,	 and	 the	other	will	 be	 from	an	 innovation	point	of	 view.	 In	MOG,	 this	will	 be	 the	Head	of	

Strategy	&	Implementation,	and	Head	of	Innovation	&	Technology.	In	Ørsted	WP,	this	will	be	Head	

of	Innovation.	Besides	getting	different	views	on	how	innovation	is	a	driver	for	strategy,	this	will	

also	ensure	consistent	answers	on	the	subject	of	investigation.		
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Dependability	

The	purpose	here	 is	 to	show	indications	of	stability	or	consistency(Shenton,	2004).	The	research	

approach	 has	 been	 described	 in	 detail,	 and	 this	 secures	 consistency	 throughout	 the	 paper.	

Interviews	have	been	recorded	and	statements	transcribed,	to	achieve	the	as	much	transparency	

as	possible.	Statements	of	 interest	have	been	mapped	for	the	reader,	however,	as	the	Interview	

with	Ørsted	WP	was	not	allowed	to	be	recorded.	This	means,	that	the	statements	from	the	Ørsted	

interview	is	written	into	the	data	display	as	keywords	or	summaries,	as	it	was	too	difficult	to	keep	

up	 with	 transcribing	 the	 actual	 statements.	 This	 does	 affect	 the	 Dependability,	 and,	 thus,	 the	

reliability	of	the	data,	as	it	will	be	difficult	to	replicate	the	exact	same	transcriptions	with	a	different	

interviewer.		
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3.	Literature	Review	

To	 investigate	 the	 subject	 in	 question,	 this	 thesis	 will	 examine	 literature	 from	 the	 Innovation	

Management	field.	This	field	 is	closely	 interlinked	with	Strategic	Management	and	the	“strategic	

school	of	 thought”,	which	 I	will	present	 in	the	following	segments.	The	 Innovation	Management	

field	includes	strategies	and	methodologies	to	manage	technical	resources,	as	well	as	coping	with	

technological	change.	The	field	has,	in	recent	time,	gotten	more	and	more	attention	in	the	broader	

strategic	management	field.		

	

3.1	Strategic	School	of	Thought	

From	the	get	go,	it	is	important	to	understand	what	is	possible	to	conclude,	when	using	this	part	of	

strategic	management	to	assess	the	subject	in	question.	According	to	Robert	Grant	(2015),	Strategic	

Management	can	be	divided	into	3	overall	scopes	of	the	company.		

	

• Industry-based	–	P5F,	PEST,	Market	structure,	Market	Power	

• Resource-based	–	RBV,	KBV	

• Boundaries	of	the	company	–	PA,	and	intercompany	relations	

	

This	project	will	primarily	take	point	of	departure	in	the	industry	based	perspective,	and	will	briefly	

touch	base	with	the	Resource-based	view,	as	this	deals	with	company	level	analysis	which	is	also	

used	in	this	study.	The	Industry-based	view	provides	context	and	background	to	the	case	companies,	

and	 the	 Issue	 of	 importance	 of	 Innovation	 in	 the	 Energy	 Sector	 and	 the	 whole	 Old	 vs.	 New	

technologies	(which	will	be	presented	in	the	Innovation	Management	chapter).		

Besides	these	levels	of	analysis,	it	is	important	to	be	aware	of	the	state	of	the	different	scholars	in	

strategic	Management.	The	PEST+E	analysis	which	is	a	rather	descriptive	framework	is	used	for	the	

background	section	–	along	with	a	brief	context	of	the	industry	competition	with	inspiration	from	

Porters	Five	Forces.	Furthermore,	a	variation	of	the	MOST	model,	the	VMOST,	is	used	to	interpretive	

the	company’s	overall	strategy	and	priorities.	This	is	just	as	well	very	descriptive,	and	realist	view	

and	is	presented	by	Rakesh	Sondhi	in	Total	Strategy	(Sondhi,	1999).	
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3.2	Innovation	Management	

The	 field	 of	 Innovation	 Management	 pursues	 the	 understanding	 on	 how	 technology	 impacts	

industries	and	firms’	profitability,	and	how	this	is	managed	within	the	company.	Joseph	Schumpeter	

introduced	the	 idea	of	Creative	Destruction	 in	1942.	Schumpeter	suggests	 that	a	 firm	can	either	

adapt	 and/or	 introduce	 a	 creative	 response,	 when	 it	 is	 facing	 economic	 change.	 The	 creative	

response,	 i.e.	 introduction	 of	 innovation,	 allows	 the	 company	 to	 achieve	 a	 state	 of	 a	 sustained	

competitive	advantage.	This	happens	from	a	creative	destruction	of	existing	resources	and	novel	

recombination	 into	 a	 new	 set	 of	 operational	 capabilities(Schumpeter,	 1942).	 Schumpeter’s	

distinction	between	 creative	and	adaptive	 responses	 to	 innovation	 is	 to	 identify	how	an	Energy	

company	is	pursuing	its	future	profitability	and	existence.	This	is	further	discussed	as	a	part	of	the	

Innovator’s	Dilemma,	which	Schumpeterian	thinking	creates	the	basis	for.		Before	heading	to	the	

Innovator’s	 Dilemma,	 another	 interesting	 take	 on	 Innovation	which	 comes	 from	 Peter	 Drucker.	

Drucker	experience	the	same	paradox	of	Innovation	and	Management	be	combined	–	but	he	further	

investigates	what	he	calls	the	“Sources	of	Innovation”.	On	a	more	modern	note,	this	has	been	used	

widely	since	its	introduction	with	the	Innovation	&	Entrepreneurship	in	1985,	especially	with	the	

Bestseller	 from	W.	 Chan	 Kim	 and	 Renée	Mauborgne	 called	 Blue	 Ocean	 Strategy.	 A	 concept	 of	

understanding	 changing	 environments,	 and	 shift	 your	 company	 to	 a	 Red	 Ocean	 and	 make	

competition	irrelevant.		

	

3.1.2	Innovator's	Dilemma	

Clayton	M.	Christensen	has	developed	a	framework	on	top	of	Creative	Destruction,	presented	by	

Schumpeter	 (1942),	 that	 addresses	 the	 opportunities	 and	 threats	 deriving	 from	 technological	

change,	 arising	 from	 a	 management	 perspective.	 The	 Innovator’s	 Dilemma	 elaborates	 that	

incumbent	 firms	 must	 account	 for	 disruptive	 technologies	 to	 stay	 competitive	 and	 distance	

newcomers	 from	 innovating	 value	 propositions	 to	 customers	 in	 an	 industry(Christensen,	 1997).	

Christensen	 defines	 disruptive	 technologies	 as:	 “…	 unexpected	 innovations	 that	 dramatically	

transform	 a	 product’s	 benefits	 and/or	 its	 costs	 of	 production”(Christensen,	 1997).	 Furthermore,	

Christensen	states	that	disruptive	technologies	may	destroy	the	business	of	the	technology	they	

replace(Christensen,	1997).	This	idea	seems	straightforward,	but	empirical	evidence	suggests	that	

incumbents	are	unwilling	or	unable	 to	 respond	appropriately	 to	 technological	 change,	examples	
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hereof	are	path-dependent	decisions	and	competence(Tripsas	and	Gavetti,	2000),	organizational	

rigidities(Henderson	 and	 Clark,	 1990;	 Henderson,	 1993),	 and	 economic	 disincentives	 from	 self-

cannibalization(Leonard-Barton	 and	 Leonard-Barton,	 1992).	 This	 can	 have	 great	 impacts	 on	 the	

future	performance	of	a	company.		

	

3.1.3	Exploitation,	Exploration	and	Ambidexterity	

The	Innovators	dilemma	relates	to	the	organizational	 issue	of	exploiting	(sustained	technologies)	

and	exploring	(disruptive	technologies).	In	this	context	of	energy	businesses,	Exploration	should	not	

be	set	equal	to	what	is	called	exploration	in	an	E&P	Upstream	Oil	&	Gas	company.	The	Exploitation	

and	Exploration	trade-off	in	organizations	has	been	addressed	by	March	(1991).	March	argues	that	

a	firm	should	be	aware	of	the	difficult	trade-offs	of	exploiting	existing	resources,	while	exploring	

new	business	opportunities	within	the	boundaries	of	the	firm.	According	to	March,	Exploitation	is	

defined	as:	

	

“(…)	refinement,	choice,	production,	efficiency,	repetition,	implementation	and	execution”	(March	

1991)	

	

Whereas	Exploration	is	defined	as:	

	

”	things	captured	by	terms	such	as	search,	variation,	risk	taking,	experimentation,	play,	flexibility,	

discovery,	innovation”	(March	1991).	

	

To	optimize	this	trade-off	internally,	O’Reilly	(2004)	introduces	the	concept	of	“Ambidexterity”.	An	

ambidextrous	organization	is	an	organization	that	manages	to	balance	between	exploiting	existing	

business	competencies,	while	simultaneously	exploring	new	areas	to	develop	new	competencies	

and	sources	for	competitive	advantage.	O’Reilly	(2004)	looks	at	the	ambidextrous	organization	as	a	

source	of	competitive	advantage.	Thus,	O’Reilly	argues	that	business	performance	is	correlated	to	

the	firm’s	ability	to	balance	these	to	strategies;	Exploration	and	Exploitation.	O'Reilly	&	Tushman	

(2008)	argues	further	that	ambidexterity	acts	as	a	dynamic	capability:	“Dynamic	capabilities	are	at	

the	heart	of	the	ability	of	a	business	to	be	ambidextrous	–	to	compete	simultaneously	in	both	mature	
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and	emerging	markets	–	to	explore	and	exploit”	(O’Reilly	and	Tushman,	2008).	According	to	O’Reilly	

and	Tushman,	it	is	possible	to	be	efficient	and	utilize	existing	capabilities	while	also	innovate	and	

achieve	new	resources	and	capabilities.	Furthermore,	it	is	acknowledged	by	O’Reilly	&	Tushman	that	

this	ability	to	explore	and	exploit	is	crucial	for	the	firm	to	adapt	to	a	rapidly	changing	environment.	

	

Recent	 literature	adds	another	dimension	 to	 the	ambidexterity	discussion,	 as	 it	 investigates	 the	

possibility	for	a	firm	to	exploit	and	explore	in	different	modes(Lavie,	Stettner	and	Tushman,	2010).	

The	modes	are	either	via	the	internal	organization	(internally),	through	an	alliance	(externally),	or	

M&A	(externally).	The	main	contribution	of	Stettner	&	Lavie	(2014)	is	that	a	firm	should	be	aware	

of	how	 they	balance	exploration	and	exploitation	not	within	different	modes,	but	 rather	 across	

modes.	 Their	 study	 suggests	 that	 firms	 experience	 greater	 performance	 by	 exploiting	 existing	

knowledge	via	internal-modes;	i.e.	internal	organization,	and	explore	new	knowledge	via	external-

modes	such	as	strategic	alliances	or	acquisitions.	Hence,	Stettner	&	Lavie	emphasize	the	importance	

of	 recognizing	 the	 opportunities	 that	 lie	 beyond	 the	 boundaries	 of	 the	 firm,	 when	 balancing	

Exploration/Exploitation.	

	

3.1.4	Technology	Life	Cycle	and	Diffusion	of	Innovation	

When	discussing	the	development	of	an	industry	and	technological	change,	the	field	of	diffusion	of	

Innovation	 is	 an	 important	matter	 first	 proposed	 by	 Everett	 Rogers	 (1962).	 Rogers	 Argues	 that	

Diffusion	is	the	process	of	which	technology	develops	into	different	faces	from	a	user	perspective.	

The	Technological	Life	Cycle,	or	Technology’s	S-Curve	(Tidd	and	Bessant,	2013)	set	to	provide	a	more	

general	outlook	on	Technology	performance,	and	used	as	an	analysis	tool	to	show	how	competing	

technologies	can	surpass	each	other	over	time.	In	this	thesis,	the	two	case	companies	use	different	

technologies	to	produce	energy	which	will	be	exemplified	in	the	Background	chapter	–	however,	

this	 is	where	 the	Technology	S-curve	will	deem	 itself	 relevant,	as	 this	can	visualise	and	pinpoint	

these	exact	differences.	

	

3.1.5	Innovation	Governance	

Due	to	the	difficult	management	of	Innovation	efforts	in	most	companies,	the	issue	of	governing	

this	has	been	a	more	central	issue,	when	discussing	approaches	to	Innovation.	This	field	is	about	
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developing	Innovation	to	a	core	competence	in	a	company,	by	the	assumption	that	Innovation	is	

alfa-omega	 in	 the	current	business	environment.	Considering	 the	 link	between	decision-making,	

Strategy	and	Innovation	Performance,	Jean-Phillipe	Dechamps	and	Beebe	Nelson	(2014)	outlines	

how	corporate	governance	is	an	important	enabler	for	Innovation,	and	how	the	organizational	setup	

and	decision-making	process,	along	with	company	values,	have	an	influence	on	how	innovative	and	

entrepreneurial	 a	 company	 can	 be.	 Morris	 Langdon	 et.	 al	 (2014),	 suggest	 further	 that	 every	

company	has	 its	own	organizational	unique	needs,	however,	 they	should	focus	on	a	classic	agile	

approach	to	Innovation	with	tools	such	as	SCRUM,	known	from	software	development,	mainly	to	

accelerate	the	innovative	projects	in	an	organization.		
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4.	The	Energy	Sector	in	Denmark	

4.1	Industry	Overview	

To	 simplify	 the	 Energy	 Sector,	 consisting	 of	 industries	 across	 trade	with	Oil	&	Gas,	 Refinement,	

Distribution	of	energy,	Wind	Power	and	Wind	Mill	Manufacturing	(Appendix),	this	thesis	will	solely	

be	considering	the	industry	of	Wind	Power	and	E&P	within	two	variables:	Upstream/Downstream	

activities,	and	in	Oil	&	Gas/Wind	power.		

	

Downstream	&	Upstream	activities	

In	 classic	 terms,	 upstream/downstream	 activities	 relate	 to	 production	 companies,	 and	 have,	 in	

particular,	 been	 used	 when	 categorizing	 the	 activity	 of	 energy	 companies.	 Where	 upstream	

activities	 relate	 to	 the	E&P	(exploration	&	production),	downstream	activities	 relate	 to	end-user	

sale,	distribution	and	marketing	activities.	Midstream	are	an	expression	of	the	process	of	logistically	

transport	the	produced	oil	or	gas	to	the	downstream	refinement	plants.	This	is	summarized	below	

in	figure	1:	

	
Figure	1	-	Oil	&	Gas	supply	chain	(Own	model,	with	inspiration	from	Deloitte	Report)	

	

This	supply	chain	 is	not	completely	similar	 in	Wind	Power.	However,	 there	are	many	similarities	

when	considering	the	two	different	parts:	Producing	(Upstream)	and	Selling	(Downstream),	which	

is	the	rationale	for	dividing	the	energy	market	into	the	before	mentioned	areas.	The	supply	chain	

for	Wind	Power,	goes	through	similar	faces,	as	described	in	figure	2:	

Upstream
•Exploration
• Production
•Well	Operations

Midstream
•Transportation
• Shipping
• Storage

Downstream
•Refinement
• Petrochemical	
• Sales
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Figure	2	-	Wind	Power	supply	chain	(Own	model,	with	inspiration	from	Deloitte)	

	

Oil	&	Gas	and	Wind	power	

For	many	years,	Oil	&	Gas	have	been	the	most	important	resource	to	produce	energy.		However,	in	

recent	years	this	has	changed.	With	the	introduction	of	renewable	energy	sources	with	new	ways	

of	storing	energy	this	have	divided	the	market	all	over	the	world.	This	change	the	market	dynamics,	

and	creates	a	demand	across	different	energy	forms	with	different	selling	propositions.	Historically,	

energy	has	been	a	very	homogenic	product	for	end-users,	where	only	the	price	did	matter.	This	has,	

however,	changed	with	the	shift	in	energy	technology,	where	new	energy	forms	such	as	Wind-	and	

Solar	Power	provides	new	advantages	for	both	companies	and	the	end-users,	as	these	provides	a	

more	environmental	friendly	source	of	energy(Ørsted,	2017).	To	organize	a	general	outlook	of	the	

Danish	Oil	&	Gas	Industry	as	well	as	Wind	Power,	two	models	will	be	used	to	determine	the	current	

state	of	the	market	as	visualized	in	figure	3.	First,	the	macroeconomic	environment	will	be	assessed	

in	a	PEST+E	model.	This	is	to	“scan”	the	macro	environment.	This	can	be	rather	difficult,	and	typically	

result	in	information	overload	and	clutter(Wright	and	Grant,	2006).	The	focus	will	thus	be	on	the	

factors	that	are	the	most	relevant,	for	the	industry	and	for	the	scope	of	this	thesis.	

	

Exploration	&	
Planning
• Exploration
• Planning
•Wind	Farm	
Operations

Storage	and	
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• Transportation
• Storage
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Figure	3	–Macro	and	industry	analysis	with	inspiration	from	Robert	grant	(2015)	

	

Hereafter,	an	industry	and	competition	analysis	will	be	carried	out	with	inspiration	from	a	Porter’s	

Five	Forces	line	of	thought,	to	determine	the	competition	and	general	attractiveness	of	being	within	

the	industry.	As	many	details	of	the	industry	is	irrelevant	for	the	scope	of	this	exact	study,	I	have	

limited	this	part	only	to	the	most	important	parameters.	This	will	be	a	very	brief	way	of	providing	

background	to	the	industry,	as	the	Energy	Industry	is	a	very	broad	term	and,	thus,	going	into	detail	

within	 both	 utility/distribution,	 Oil	 &	 Gas	 and	 renewables	 would	 create	 too	much	 unnecessary	

clutter	for	the	subject	under	investigation.		

	

	
4.2	PEST(E)	

Political	

The	Energy	Industry,	regardless	of	what	sort,	is	heavily	regulated.	Besides	having	one	of	the	highest	

taxes	in	the	world,	consumers	on	the	Danish	Energy	Market	pays	tariffs	on	Coal,	Oil	and	Natural	

gas(Skat,	2017).	This	will	further	be	increased	as	of	2017	(PSO	tax	raises).	This	directly	affects	the	
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companies	 with	 downstream	 activities,	 but	 will	 ultimately	 have	 an	 effect	 on	 suppliers	 and	

manufacturers	of	energy,	such	as	power	plants	and	upstream	energy	companies.	From	the	supplier	

side,	Oil	&	Gas	upstream	companies	are	paying	an	extra	tariff	and	in	total	higher	than	average	tax	

percentage(Kulbrintilte-afgift).	 The	 Danish	 government	 has	 many	 partnerships	 with	 different	

energy	 companies,	 as	 they	 until	 2014	was	main	 shareholder	 in	Ørsted,	 as	well	 as	 they	 in	 2012	

became	an	active	part	of	DUC	with	Nordsøfonden	for	20	%	of	the	total	ownership.	Whereas	the	Oil	

&	Gas	industry	is	heavily	taxed	and	rarely	subsidised,	 it	 looks	different	for	the	renewable	energy	

industry.	As	this	is	more	of	an	“industry	of	tomorrow”	rather	than	one	from	“yesterday”,	subsidiaries	

are	given	through	the	before	mentioned	PSO	taxation,	which	provides	the	companies	focusing	on	

Wind	Power	an	advantage.		

	 	

Economical	

Some	of	the	key	numbers	that	are	interesting	for	the	scope	of	this	thesis	are,	of	course,	the	overall	

production	numbers	in	both	Oil	&	Gas,	as	well	as	Wind	Power	production.	Furthermore,	the	crude	

oil	price	is	interesting	to	asses,	as	this	can	have	a	large	impact	on	how	an	Oil	&	Gas	company	chooses	

to	invest	their	money	and	have	an	effect	on	their	innovation	and	R&D	budgets.	Starting	with	the	Oil	

Price,	this	have	a	great	effect	on	both	the	Oil	&	Gas	sector,	as	well	as	other	parts	of	the	energy	sector	

such	as	renewables.	In	2015,	the	Oil	price	dropped	to	an	all-time	low	in	many	years	causing	many	

Oil	&	Gas	companies	to	divest	and	reduce	focus	on	cost	transformations.	After	many	years	of	getting	

used	to	a	high	oil	price	above	100	USD	pr.	Barrel,	 this	has	caused	a	great	decrease	 in	Oil	&	Gas	

players	in	the	industry.	The	price	fluctuations	are	illustrated	below:	
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Figure	4	–	Data	from	Statista	(Development	of	the	Oil	Price	from	2000	–	2017)	

	

This	does,	however,	also	affect	Wind	Power.	As	two	products	in	many	senses	are	supplementary,	

the	whole	renewable	industry	lead	by	wind	power,	has	been	more	interesting	to	invest	in	as	the	

average	cost	of	a	Barrel	of	oil	is	close	to	break-even	to	its	equivalent	in	wind	power.	Even	though	its	

important	to	note	that	the	two	types	of	energy	sources	are	utilized	for	different	uses.	Renewables	

have	historically	 been	 relatively	 expensive	 to	 the	 cost	 of	 Coal	&	Oil,	 however,	 this	 is	 subject	 to	

change.	While	there	have	been	large	profits	for	upstream	Oil	&	Gas	companies,	when	the	oil	price	

is	 high,	 the	 less	 incentive	 there	 is	 for	 companies	 to	 invest	 in	 the	 industry	 as	 the	 oil	 price	

lowers(McKinsey,	2016).	
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Figure	5	–	Development	of	Oil	&	Gas	production	2000-2014	from	the	Danish	Energy	Agency	

	

The	development	in	production	on	the	Danish	market,	is	also	subject	to	a	decline.	From	more	than	

20	million	cubic	meters	of	oil,	to	below	10	million	cubic	meters,	as	 illustrated	above,	shows	that	

there	is	less	willingness	from	the	supplier	side	to	produce	Oil.	The	same	goes	for	Gas,	as	this	decline	

is	fairly	correlated	with	the	development	of	the	Oil	production.		

	

	
Figure	6	–	Development	of	Wind	Power	Capacity	from	the	Danish	Energy	Agency	
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Looking	towards	Wind	Power,	we	see	the	complete	opposite	development.	With	a	large	increase	in	

installed	capacities,	this	is	linked	to	a	higher	supply	of	electricity	generated	by	windmills.	As	we	will	

look	 into	 in	 the	 technology	 part	 of	 the	 analysis,	 we	 see	 a	 significant	 rise	 in	 how	much	 energy	

consumed	is	supplied	by	Wind	Power.	

	

It	is	important	to	note,	that	Denmark	is	a	highly	educated	and	high	cost	environment	to	operate	in.	

This	means	that	this	development	is	not	necessarily	the	same	in	other	countries,	and	especially	not	

in	non-industrialized	countries.	

	

Socioeconomical	

With	a	highly	skilled	work	force,	Denmark	is	a	great	country	to	search	for	employees	in	knowledge-

heavy	industries,	like	the	Energy	Sector.			

What	is	also	worth	to	mention,	is	that	Denmark	has	a	very	entrepreneurial	mind-set	and	is	perhaps	

the	best	country	in	the	world	to	develop	a	new	business.	This	has,	of	course,	some	effect	on	the	

culture	in	also	larger	companies.	Nordicstartupbits	classifies	Denmark	as	the	no.	1	Country	in	Europe	

to	start	new	businesses,	and	emphasises	the	high	level	of	education	as	a	“Big	part	of	what	make	

Danes	good	entrepreneurs”(Nordic	startup	Bits,	2016).		

Furthermore,	an	interesting	point	is	that	in	a	highly	educated	and	developed	country,	like	Denmark,	

there	is	a	great	will	to	support	the	shift	to	sustainable	energy.	This	can,	in	the	end,	support	Denmark	

as	technical	hub	for	renewable	energy,	as	this	creates	further	incentive	to	seek	education	towards	

green	technology.	However,	when	researching	whether	or	not	Danes	want	to	pay	a	premium	for	

making	the	transition	from	Coal/Oil/Gas	to	renewables,	it	gives	some	very	mixed	pieces	of	research.	

As	some	studies	claim	that	Danes	think	sustainable	energy	is	too	expensive(Energy-supply.dk,	2015),	

and	do	not	change	their	habits.	However,	other	studies	claim	that	Denmark	will	rely	on	as	much	as	

84	 %	 sustainable	 energy	 in	 less	 than	 5	 years(Ingenøren,	 2015).	 It	 is	 especially	 the	 market	 for	

transportation	that	remains	difficult	to	utilize	renewable	energy	sources;	e.g.	 in	forms	of	electric	

cars	and	the	like,	with	energy	coming	from	e.g.	Wind	Power	instead	of	Oil.		
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Technological	

Denmark	is	one	of	the	most	developed	countries	within	Wind	Power	and	is	considered	a	HUB	for	

Wind	Power	and	related	technologies	(Link:	UM).	This	is	further	emphasized	by	the	large	proportion	

of	electricity	 that	 is	 generated	by	wind	power.	According	 to	numbers	 from	Energinet(Energinet,	

2017),	 42.1	%	 of	 all	 electricity	 generated	 and	 bought	 by	 end-users	was	 from	Wind	 Power.	 The	

development	has	increased	drastically	the	last	10	years:	

	

	
Figure	7	–	Development	of	Wind	Power	of	total	energy	consumption	in	Denmark	2006-2015	from	

Energinet	

	

The	development	shows	a	substantial	increase	during	the	last	5	years,	from	around	20%	to	over	40%	

of	the	total	energy	consumption.		

	

This	 is	 partly	 explained	 by	 Ørsted,	 which	moved	 their	 focus	mainly	 to	Wind	 Power	 for	 energy	

production,	as	well	as	 the	maturation	of	Wind	Power	as	a	 technology.	Combined	with	Denmark	

being	one	of	the	world’s	leading	energy	hubs.	In	Denmark,	many	companies	are	manufacturing	and	

innovating	within	the	space	of	Wind	Power.	Combined	with	excellent	frame	conditions	which	are	

attractive	 from	an	 international	perspective	as	well,	 the	 industrial	presence	 is	 strong	enough	 to	

maintain	technological	development	in	Denmark(The	Danish	Energy	Agency,	2013).	
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Environmental	

As	the	environmental	part	is	a	huge	driver	for	the	shift	from	Oil	&	Gas	to	renewable	energy,	this	is	

indeed	important	to	assess	for	the	companies	which	are	involved	within	energy.	

With	 a	 still	 larger	 focus	 on	 climate	 change,	 and	 in	 order	 to	 run	 a	 sustainable	 energy	 business,	

companies	within	the	Oil	&	Gas	industries	are	less	prone	to	be	the	dominating	energy	sources	going	

forward.	Companies	focusing	on	green	and	renewable	energy	have	a	vision	more	aligned	with	the	

political	state	of	running	as	CO2-friendly	a	business	as	possible,	and	help	the	green	transformation.	

	

4.3	The	Industry	Environment		

Instead	of	going	through	what	would	basically	be	two	sets	of	Porters	Five	Forces	models,	since	the	

two	companies	are	more	producing	substitute	products,	than	competing	for	the	same	buyers	and	

suppliers.	First	and	foremost,	Ørsted	WP	is	one	of	the	leading	wind	farm	operators	in	the	world,	as	

well	as	Ørsted	being	Denmark’s	largest	Energy	Company(Ørsted,	2017).	A	lot	of	larger	and	smaller	

companies	are	competing	within	the	E&P	space,	as	well	as	 in	Wind	Power,	where	also	the	wind	

turbine	manufacturer	Vestas	is	important	to	mention	in	the	Wind	Power	category,	as	well	as	Super	

Oil	majors,	such	as	Statoil	are	present	and	owning,	exploring	or	operating	in	oil	fields	in	Denmark	

(Appendix	3,	Berlingske	Top1000).		

	

Both	 industries	are	 rather	difficult	 to	enter,	however,	especially	 the	upstream	Oil	&	Gas	market	

seems	to	have	extraordinary	high	entry	barriers.	

Wind	Power	and	Oil	&	Gas	E&P	are	capital	intensive	industries.	The	E&P	industry	is	known	as	an	

industry	with	high	investments	 in	several	projects,	and	with	only	a	few	projects	ending	up	being	

profitable	and	have	to	finance	a	lot	of	high	risk	projects	that	never	broke	even.	Combined	with	the	

E&P	industry	not	being	very	attractive	in	the	long-term,	considering	the	shift	to	renewable	energy	

and	more	focus	on	thriving	and	environmentally	friendly	business.	Combined	with	a	low	oil	price,	

and	heavy	government	regulation,	makes	the	threat	of	entry	very	low	in	the	Oil	&	Gas	segment.		

Considering	the	Wind	Power	industry,	this	appears	completely	opposite.	As	the	demand	tends	to	

shift	from	Oil	&	Gas	to	Wind	Power,	more	companies	want	an	in	to	this	industry.	This	all	across	the	

value	 chain,	 from	production	of	wind	 turbines,	wings	 and	 components,	 to	 construction	of	wind	

farms	and	its	operations	as	well	as	energy	storage.		
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The	market	structure	in	both	instances	are	dominated	by	a	few	large	players	and	a	bunch	of	smaller	

players.	According	to	Berlingske	(2017)	in	Appendix	3,	there	are	6	(7	with	Maersk)	players	in	the	

Upstream	Oil	 &	 Gas	 Industry.	 However,	 only	 Statoil	 and	Maersk	 Oil	 are	 large	 firms	 within	 this	

industry	with	more	revenue	than	1.3	Billion	DKK	(Appendix	3,	Berlingske	top1000).	Wind	Power	is	

dominated	by	Siemens	and	Vestas;	however,	 this	 is	primarily	on	the	turbine	market.	The	Vestas	

Subsidiary	for	their	Operations,	MHI	Vestas	offshore	wind	are	the	market	leader	along	with	Ørsted	

when	it	comes	to	the	operations	of	and	setup	of	wind	farms.		
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5.	Case	Analysis	

The	 two	 companies	 that	 have	 been	 included	 in	 the	 case	 analysis,	 are	 the	 two	 of	 the	 largest	

companies	in	the	Danish	Energy	Sector.	These	were	chosen,	due	to	their	size	and	significance	for	

the	whole	Danish	Industry,	while	both	companies	are	large	international	players	within	Oil	&	Gas,	

as	well	as	within	Wind	power,	Distribution	and	E&P.	The	analysis	will	go	into	depth	of	the	companies’	

Innovation	Strategy,	as	well	as	their	overall	Business	and	Corporate	Strategy	to	identify	how	they	

are	approaching	Innovation	and	to	what	extent	this	is	reflected	in	their	strategies.		

	

The	cases	will	dive	into	2	overall	areas	of	interest:	

	

• Strategy	&	Vision	of	the	company	

• Innovation	Management	(Innovation)	

	

The	first	part	is	primarily	reliant	on	data	from	secondary	sources,	such	as	annual	reports,	news	sites	

and	 own	 communication	 from	 the	 case	 companies’	 websites	 and	 other	 public	 listed	materials.	

Hereafter,	the	Innovation	Management	is	assessed,	both	in	terms	of	the	Innovation	Governance,	

their	 focus	 on	 Innovation,	 the	 weighting	 of	 Exploitation	 &	 Exploration	 efforts,	 as	 well	 as	 their	

Innovation	Strategy.		

	

5.1	Ørsted	Wind	Power	

5.1.1	Company	Description	

Ørsted	 Is	 a	 Danish	 Energy	 company,	 focusing	 on	 green	 energy	 production	 and	 distribution	 to	

costumers.	 The	 origins	 of	 the	 company	 come	 from	 being	 founded	 and	 owned	 by	 the	 Danish	

Government,	where	it	has	been	developing	and	producing	Oil	&	Gas	since	the	1970’s(Ørsted,	2017).	

Shares	of	the	company	was	sold	off	to	the	Investment	Bank	Goldman	Sachs	and	two	Danish	pension	

funds.	The	company	was	introduced	to	the	stock	exchange	in	2016.		

	

In	 fall	2017,	Ørsted	changed	 its	name	from	DONG	(Dansk	Olie	&	Gas),	while	 it	 in	 the	same	year	

completed	its	divestment	of	Oil	&	Gas	exploration	and	production	activities	completely,	hence	the	

former	 name	 in	 short	 for	 Danish	 Oil	 &	 Gas	was	 not	 an	 appropriate	 fit.	 The	 company	 that	was	
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originally	 founded	 for	 the	 E&P	 industry,	 is	 now	 completely	 reliant	 on	 sustainable	 energy	

technologies	in	their	production.		

	

Ørsted	is	focused	on	being	an	integrated	energy	company,	meaning	that	the	corporate	strategy	is	

centralized	on	having	activities	across	the	value	chain.	Ørsted	has	divided	its	activities	into	3	main	

functions	of	their	corporate	business	model,	which	is	the	following:	

	

Table	4	–	Business	areas	from	Ørsted	(2016)	

Wind	Power	(WP)	
Bioenergy	&	Thermal	Power	

(B&TP)	

Distribution	and	Customer	

solutions	(D&CS)	

	

These	 functions	 represent	 all	 steps	 across	 the	 value	 chain,	 both	 upstream	 (Energy	

Production/Development)	and	downstream	 (end-users).	 From	developing	and	exploring	 for	new	

technology	to	generate	energy,	processing	and	storage,	as	well	as	selling	the	goods	to	end-users	

through	their	Distribution	and	Customer	Solution	Function.		

	

The	WP	 division	 focuses	 on	 the	 upstream	 energy	 production,	 both	 in	 terms	 of	 developing	 the	

technologies,	operating	the	wind	farms,	as	well	as	building	them.	Typically,	Ørsted	sells	a	part	of	

their	wind	farms,	to	generate	more	cash	flow,	which	they	have	done	with	a	significant	part	of	their	

existing	wind	farms	(Ørsted.com).	Ørsted	Wind	Power	operates	in	6	countries,	while	Denmark	is	the	

country	with	most	of	their	activity.		

	

5.1.2	Strategy	&	Vision	

The	corporate	strategy	of	Ørsted	has	changed	a	lot	over	the	past	years,	after	they	announced	the	

divestures	of	their	E&P	business	activities	first	time,	as	they	were	preparing	for	an	introduction	to	

the	stock	exchange(Ørsted,	2017).	As	part	of	their	Equity	story	to	go	green,	the	focus	away	from	Oil	

&	 Gas	 business	 and	 towards	 sustainable	 and	 green	 energy	 technology	makes	 sense.	 Shifting	 a	

complete	ownership	away	from	the	Danish	Government,	towards	a	distributed	ownership	has	had	

an	 impact	 on	 the	 stakeholders	 in	 the	 company.	 Going	 towards	 being	 very	 stakeholder-focused	
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towards	the	Society	and	the	Public,	a	company	owned	by	private	shareholders	does	indeed	have	

some	different	obligations,	such	as	maximizing	company	value(Grant,	2015).	

	

In	the	next	section,	the	VMOST	framework	will	be	applied	to	Ørsted	Wind	Power:	

	

Vision	

Ørsted	vision	is	very	much	centralized	around	their	transformation	from	fossil	energy,	to	sustainable	

energy	production.	On	their	website,	they	introduce	their	vision:	

	

“We	believe	that	it	is	time	to	take	real	action	to	create	a	world	that	runs	on	green	energy.	

Renewable	energy	holds	the	key	to	a	cleaner	future,	and	the	planet	needs	to	act	now	to	reduce	the	

effects	of	climate	change.”	

(Ørsted,	2017:	Our-Vision-and-values)	

	

Their	vision	is	very	much	aligned	with	one	of	the	primary	political	goals	of	western	societies	anno	

2017,	which	is	coping	with	climate	change,	according	to	the	Paris	agreement,	which	took	effect	in	

2016(Ørsted,	2017).	This	does	create	a	great	base	for	driving	their	energy	business,	as	their	vision	is	

aligned	 with	 a	 general	 political	 goal.	 Furthermore,	 this	 shows	 that	 their	 business	 strategy	 is	

completely	aligned	with	their	CSR	strategy.	This	creates	basis	for	driving	a	legitimate	and	sustainable	

business	model(Porter	and	Kramer,	2011).	In	summary,	the	vision	for	Ørsted	is:	

	

• Moving	from	black	to	green	energy	

• Keeping	the	global	temperature	down		

• Phasing	out	coal	

	

Mission	

To	become	the	real	action	taker	and	change	the	world	for	the	better,	Ørsted	has	a	clear	strategy	in	

place.	Ørsted	is	targeting	growth	on	new	markets,	as	well	as	they	want	to	operate	more	efficiently	

in	their	existing	operations.	This	will	be	achieved	by	next	generation	Wind	Power	Technology,	and	
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by	leveraging	the	technical	capabilities,	being	built	as	a	market	leader	on	establishing	wind	farms.	

According	to	the	2016	Annual	report,	the	Mission	for	Ørsted	is	to:	

	

	

“Develop	energy	systems	that	are	green,	independent	and	economically	viable”	

-	Ørsted(DONG)	Annual	Report,	2016	

	

Which	further	emphasise	the	focus	on	thrive	the	green	transformation	in	an	economically	viable	

manner.	Ørsted	should	not	go	into	a	business,	which	does	not	create	value.	However,	Ørsted	is	in	

such	a	situation,	where	the	vision	is	much	aligned	with	that	of	stakeholders,	such	as	the	government,	

as	mentioned	in	the	paragraph	before.	Summarized:	

	

• Developing	Economically	viable	green	energy	systems	

	

Objective	

Within	the	group	strategy,	some	objective	pillars	are	set	for	Ørsted	WP,	which	include	maintaining	

its	position	as	world	leader,	to	further	grow	its	operations	and	expanding	existing	capacities,	along	

with	continuing	 to	operate	more	efficiently(Ørsted,	2016).	Furthermore,	Ørsted	does	along	with	

other	offshore	industries	have	a	large	focus	on	safety	culture.	In	brief:	

	

• Maintain	the	position	as	global	Market	leader	

• Support	profitable	growth	

• Expand	installed	capacity	

• Continue	to	reduce	costs	of	electricity	

• Being	a	safe	work	place	

	

Strategy	

To	reach	the	objectives,	Ørsted	WP	has	chosen	to	expand	their	existing	wind	farm	portfolio	with	

several	 new	 projects.	 Examples	 of	 these	 projects	 is	 Gode	 Wind	 1	 &	 2	 located	 in	 Germany.	

Furthermore,	off	shore	installation	projects	in	UK,	with	the	wind	farms:	Burbo	Bank	Extension	and	
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Race	 Bank.	 Ørsted	WP	 are	 also	 looking	 towards	 growing	 in	 new	markets,	which	 offices	 in	 new	

locations	to	position	the	company	locally	as	well	as	globally.	Lastly,	large	efforts	are	made	towards	

Innovation	in	corporation	with	partners,	such	as	join	venture	partners	and	suppliers	of	wind	power	

turbines.	In	summary:	

	

• Constructing	new	wind	farms	

• Growth	in	new	markets	

• Cooperating	with	Partners	to	ensure	Innovation	

	

Tactics	

Lastly,	some	concrete	initiatives	that	are	taken	from	the	Ørsted	WP	management	to	ensure	growth	

within	their	assets,	as	well	as	developing	new	and	innovative	solutions	both	externally	with	partners	

as	well	as	internally	with	Innovation	Games,	which	will	be	elaborated	in	the	Innovation	section.		

	

• Innovation	Games	

• Opening	offices	in	USA	and	Taiwan		

	

The	VMOST	framework	provides	some	overall	indications	to	what	kind	of	strategic	path	Ørsted	WP	

is	pursuing,	as	well	as	the	vision	of	the	company.	 In	sum,	this	gives	the	following	key	Strategy	&	

Vision	areas:	

	

Summary	of	Vision	&	Strategic	path	in	Ørsted	Wind	Power	

• Vision	for	a	greener	future,	meaning	that	their	strategy	is	very	much	linked	to	that	of	the	broader	

society;	a	goal	for	sustainable	energy	production	

• Focus	on	expansion	in	new	markets,	as	well	as	optimize	current	operations	

• Maintaining	a	position	as	Global	Market	leader	
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5.1.3	Innovation		

As	 the	 whole	 purpose	 of	 Ørsted	 WP’s	 strategy	 revolves	 around	 being	 able	 to	 deliver	 current	

operations	more	 efficiently	 through	 optimization,	 or	 to	 find	 new	 revenue	 streams	 -	 Innovation	

supports	these	two	objectives.	In	Ørsted	WP,	Innovation	is	important	both	to	secure	new	bids,	but	

also	by	optimizing	their	existing	operations	(PED,	8).	The	approach	to	Innovation	in	Ørsted	WP	is	

very	Incrementalistic	as	opposed	to	rationalistic,	as	much	planning	and	thought	 is	going	into	the	

process	of	the	management	of	their	Innovation	efforts(Tidd	and	Bessant,	2013).		

	

Centralization	vs.	Decentralization	

Considering	how	Ørsted	WP	are	fulfilling	these	efforts	in	their	organization,	they	are	both	utilizing	

a	centralized	Innovation	team,	along	with	decentralized	Innovation	functions	through	their	different	

product	Lines	(PED,	21).	This	is	done	with	the	purpose	of	facilitating	the	best	possible	environment	

for	both	existing	projects	and	accelerating	top-tier	ideas	–	but	also	to	thrive	more	idea	generation.	

The	centralized	function	has	the	objective	of	establishing	the	entrepreneurial	mind-set	throughout	

the	 organization,	 and	 to	 support	 Innovation	 portfolio	management.	 The	 centralized	 Innovation	

function	has	4	key	responsibilities	being:	

	

• Commercialize	the	Innovation	in	Ørsted	WP		

• Fast-track	new	or	existing	projects	

• Digitalize	the	organization	&	Innovation	Lab	

• Cultural	Focus	

	

The	 commercialization	 of	 Ørsted	WP’s	 Innovation	means	 that	 the	 team	 helps	 facilitate	 existing	

projects	 and	 ideas.	 These	 are	 categorized	 as	 Innovation	 projects,	which	 happen	 away	 from	 the	

decentralized	functions.	It	can	be	argued	that	if	it	is	about	commercializing	inventions	–	as	the	term	

Innovation	applied	in	this	thesis	takes	it	for	granted	that	it	is	about	commercializing	ideas.	Another	

responsibility	for	the	centralized	Innovation	team	is	to	fast-track	new	or	existing	projects.	As	the	

Innovation	team	has	a	holistic	view	on	the	resources	and	projects	throughout	the	organization,	this	

makes	 them	 qualified	 to	make	 this	 assessment	 (PED,27).	 This	 can	 help	 long	 and	 administrative	

processes	with	many	decision	makers,	to	enhance	the	chance	of	the	project	being	realized,	however	
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with	 the	 risk	 of	 less	 auditing	 and	 control	 over	 the	 projects(Deschamps	 and	 Nelson,	 2014).	

Digitalization	is	a	part	of	the	agenda	at	the	company,	as	it	will	be	in	almost	every	company	these	

days	(CSJ,23),	but	in	this	case,	a	so-called	“Innovation	Lab”	has	been	created,	where	the	Innovation	

Team	tracks	conventional	ideas,	such	as	technical	enhancements	to	operations	and	productions,	as	

well	as	digital	ideas	(PED,26).	Lastly	is	the	cultural	focus,	which	is	to	establish	an	entrepreneurial	

mind-set	within	the	organization	-	Something	that	is	typically	tied	to	new	and	smaller	companies,	

however,	as	Peter	Drucker	puts	it:	

	

“An	enterprise	also	does	not	need	to	be	small	and	new	to	be	an	entrepreneur”	

-	Peter	Drucker,	Innovation	&	Entrepreneurship	(2007)	

	

This	is	the	challenge	that	Ørsted	WP	has	–	and	many	other	companies	have	as	they	grow	larger.	One	

of	the	examples	that	Patrick	Edvardsen	mentioned,	was	the	Innovation	Games.	This	event	is	held	

every	second	year,	and	must	purpose	to	find	the	best	ideas,	which	then	will	be	presented	to	the	

executive	team,	and	in	the	end	the	best	team	can	pursue	the	given	Innovation	project.		

	

The	Centralized	Innovation	Model	makes	sense	in	a	homogenous	company,	as	the	questions	to	why	

we	 innovate,	 how,	 and	 to	 whom	 will	 remain	 the	 same	 when	 being	 involved	 in	 the	 same	

industry(Deschamps	 and	 Nelson,	 2014).	 However,	 Ørsted	WP	 has	 chosen	 to	 decentralize	 some	

Innovation	functions	to	their	Operations,	Engineering	and	Product	Lines.	This	is	to	ensure,	that	all	

employees	know	where	to	submit	their	ideas,	as	well	as	having	Innovation	efforts	enforced	directly	

in	the	different	functions(PED,	29).	

	

Sustained,	and	disruptive	technologies	

Recalling	the	motivation	chapter,	in	the	beginning	of	this	thesis,	the	different	ways	to	Innovate	has	

very	much	left	me	wondering,	how	the	case	companies	innovate	in	terms	of	being	disruptive	or	not.	

Ørsted	is	indeed	a	company,	which	has	been	through	a	rather	disruptive	transformation	the	last	few	

years,	 when	 considering	 their	 divestments	 in	 Oil	 &	 Gas	 activities	 this	 year,	 and	 being	 an	 early	

adopter	to	the	Wind	Power	technology,	for	manufacturing	energy.	However,	when	looking	to	the	

more	business	strategic	path	of	Ørsted	Wind	Power,	their	approach	is	different,	since	their	focus	is	
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for	the	exact	business	unit	to	succeed	–	and	not	necessarily	to	diversify	to	satisfy	their	shareholders,	

as	the	overall	objective	will	be	for	Ørsted.		

	

According	to	Ørsted	WP,	the	primarily	focus	is	the	Incremental	innovations	to	optimize	their	existing	

productions.	This	is	of	course	a	matter	of	what	is	perceived	as	a	sustained	or	disruptive	technology	

or	 Innovation,	 but	 with	 the	 adoption	 in	 this	 thesis,	 all	 which	 projects	 that	 are	 currently	 being	

developed	according	to	the	interview	are	indeed	incremental	by	nature.	When	looking	into	Ørsted	

WP’s	own	perception	of	Innovation,	they	do	segment	their	innovations	into	incremental	and	more	

disruptive	 Innovation	 projects.	 The	 incremental	 innovations	 are	 mostly	 taken	 up	 decentralized	

within	the	functions	through	their	product	lines,	whereas	the	more	holistic	innovation	projects	are	

driven	by	the	centralized	innovation	team,	such	as	Business	Model	Innovation(PED,22,25).		

	

Exploitation	&	Exploration	

When	it	comes	to	the	balance	of	Exploitation	and	Exploration	of	business	efforts,	Ørsted	WP	seems	

to	stay	focused	on	both	being	on	top	exploiting	existing	business	assets,	as	well	as	search	of	new	

ways	of	delivering	wind	power	energy.	It	is	the	focus	of	Ørsted	WP	to	develop	their	project	pipelines,	

as	well	as	optimize	their	current	assets	(PED,	8,9).	This	makes	it	clear	that	a	 lot	of	focus	is	going	

towards	Exploitation,	according	to	the	definition	used	by	March	(1991),	and	to	the	refinement	of	

existing	operations	and	execution	of	ongoing	projects.	Whereas	a	lot	of	incremental	Innovation,	and	

refinement	is	happening	in	the	Ørsted	WP	organization,	it	is	less	clear	where	exploration	activities	

are	happening	in	the	sense	of	the	March	(1991)	definition	of	risk-seeking	activities,	experimentation	

and	so	on.	This	is	of	course	due	to	Ørsted	WP	being	a	function	of	the	larger	Ørsted	organization,	

which	 might	 have	 more	 exploration	 efforts	 as	 part	 of	 their	 corporate	 strategy	 for	 the	 whole	

enterprise.	However,	one	initiative	mentioned	by	Ørsted	WPs	Head	of	Innovation	indeed	seems	to	

be	an	effort	towards	being	explorative	as	well,	and	that	 is	the	Innovation	Games.	This	workshop	

generates	a	more	risky	and	experimental	approach	to	develop	the	business	activities.		

	

Type	of	Innovation	&	Innovation	Process	

The	strategy	pursued	by	Ørsted	WP,	is	indeed	interlinked	with	the	Innovation	Strategy	and,	thus,	

the	process.	The	Innovation	in	Ørsted	WP	must	support	the	overall	objectives,	and	are	decisive	for	
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which	type	of	projects	and	how	the	governance	and	facilitation	of	the	different	Innovation	Projects	

will	look	like.	The	company	does	indeed	have	a	great	focus	on	incremental	Innovation.	Examining	

the	 type	 of	 Innovations	 on	 the	 agenda	 in	 Ørsted	 WP,	 one	 finds	 both	 process	 and	 product	

developments	that	is	important	for	Ørsted	WP.	Both	looking	into	business	model	innovation	and,	

for	 instance,	 using	 advanced	 data	 analytics	 to	 maintain	 their	 wind	 farms	 are	 examples	 of	

incremental	process	Innovation.	Co-developing	newer	and	greater	wind	farms	being	more	efficient	

and	delivers	more	energy	output	with	vendors,	is	an	example	of	incremental	product	innovation.	

On	the	other	hand,	it	appears	both	Positioning	and	Paradigm	Innovation	are	irrelevant	in	the	context	

of	Ørsted	WP.	However,	this	could	indeed	be	interesting	to	look	at	on	a	corporate	level	for	the	whole	

Ørsted	enterprise,	as	they	have	gone	through	a	massive	and	radical	transformation,	regarding	their	

positioning	as	a	company.		

	

The	process	of	Innovation	in	Ørsted	can	be	divided	into	3	steps,	with	inspiration	from	the	proposed	

innovation	 process	 in	Managing	 Innovation(Tidd	 and	 Bessant,	 2013).	 Furthermore,	 the	 cultural	

embeddedness	 is	 recognized	 as	 an	 enabler	 for	 the	 Innovation	 process	 being	 optimized.	 This	 is	

illustrated	below:	

	

Table	5	–	The	Innovation	process	in	Ørsted	WP,	with	inspiration	from	Tidd	&	Bessant	(2013)	

Culturally	embracing	the	whole	Innovation	process	

Search	for	ideas	 Select	the	best	ideas	 Implement	best	ideas	

• Innovation	Games	

• Employee	idea	submission	in	

decentralized	units	

• Innovation	team	portfolio	

management	

• Innovation	Lab	

• Best	ideas	get	fast-tracked	

• Capabilities	needed	is	assessed	

	

Each	step	in	this	process	is	facilitated	by	the	Innovation	team	to	some	degree,	except	the	search	

step.	Furthermore,	several	of	the	initiatives	used	in	Ørsted	WP	to	enforce	innovation,	is	represented	

in	all	parts	of	the	innovation	process.	Covering	both	the	Innovation	Games,	the	Innovation	Lab	and	

the	project	fast-tracking	are	ways	to	smoothen	and	optimize	the	whole	Innovation	process.		

	

As	formerly	mentioned,	a	key	responsibility	for	the	Innovation	team	is	to	enhance	the	Innovation	

culture,	or	the	entrepreneurial	culture	across	the	organization.	Especially	within	the	search	step	of	
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the	process,	the	Innovation	Games	is	the	largest	innovation	initiative,	and	creates	basis	for	both	a	

more	 creative	 and	 comfortable	 place	 to	 generate	 ideas,	 but	 also	 to	 brand	 the	 company	 as	 an	

innovative	work	space	(PED,	7).	The	objective	of	this	initiative,	is	just	as	well	to	give	a	cultural	booster	

(PED,	4).		

	

Summary	of	Innovation	in	Ørsted	WP	

• Centralized	along	with	decentralized	Innovation	functions	

• Focus	on	Incremental	and	sustained	Innovation	

• Exploiting	existing	technology,	as	well	as	exploring	new	business	models	

• Fairly	 new	 in	 facilitating	 Innovation	 Management	 and	 entrepreneurial	 culture,	 where	 their	

greatest	initiative	is	the	Innovation	Games	held	every	2nd	year	

	

5.2	Maersk	Oil	&	Gas	

5.2.1	Company	Description		

Maersk	Oil(MOG),	is	a	part	of	Denmark’s	largest	conglomerate	A.P.	Møller	Mærsk	(APMM)	Group.	

As	 part	 of	 the	 conglomerate,	 the	 business	 unit	 MOG	 still	 operates	 somewhat	 independently.	

However,	the	management	of	MOG	do	report	to	the	APMM	Group	management(Maersk,	2016).	In	

Fall	2016,	APMM	announced	that	the	group	was	going	to	divide	their	business	into	two	main	parts;	

an	Energy	part	and	a	Transport	&	Logistics	part,	as	shown	in	below	figure:	

	

	 A.P.	 Moller	

Maersk	A/S	

	

Maersk	Energy	 	 Maersk	T&L	

• Maersk	Drilling	

• Maersk	Oil	(Sold	Q1	2018)	

• Maersk	Tankers	(Sold	Q3	2017)	

• Maersk	Supply	Services	

	

• Maersk	Line	

• Damco	

• SVITZER	

• APM	Terminals	

• MCI	

Figure	11	–	Overview	from	Maersk	Annual	Report	2016	
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It	was	further	stated	that	T&L	would	have	the	sole	focus	going	forward	and	that	Maersk	Energy	

would	have	a	future	outside	of	the	APMM	Group,	and	thus	was	Business	units	“To	separate	from	

A.P.	Møller	Mærsk	Through	listings,	mergers	or	Joint	Ventures”.	

	

On	August	21st		2017,	it	was	announced	that	the	largest	energy	company	within	APMM	Group,	MOG,	

was	acquired	by	Total	S.A.	for	7.5	Billion	USD(Shippiingwatch.dk,	2017).	

	

APMM	Group	started	their	Oil	&	Gas	activities	in	the	1960’s	with	the	creation	of	The	Maersk	Oil	&	

Gas	company,	and	have	continued	to	grow	throughout	the	past	many	decades.	MOG	have	activities	

within	9	countries	and	have	an	operated	portfolio,	consisting	of	activities	within	several	of	these	

countries.	Of	 these,	 the	most	 substantial	projects/assets	 can	be	 linked	 to	 three	areas,	as	 stated	

below:		

	

	
Figure	8	–	Project	Portfolio,	From	Maersk	Oil	Website	(2017)	

	

The	operated	production	for	MOG	is	226,5	million	barrels	pr.	Day	YTD.	This	is	substantially	lower	

than	previous	numbers,	which	was	primarily	due	to	MOG	having	lost	the	largest	oil	field	in	its	

portfolio	Medio	2017,	as	illustrated	below.	The	Al-Shaheen	field	did	accommodate	for	close	to	40	

%	of	the	total	operated	production.	After	years	of	negotiation,	the	operations	were	handed	over	

to	a	subsidiary	of	French	Oil	Major	Total	S.A.		

	

North	Sea
• Tyra	Future	(DK)

• Johan	Sverdrup	(NO)
• Culzean	(UK)

Kenya
• South	Lokichar

Angola
• Chissonga
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Figure	9	–Maersk	Oil	Operated	Production	in	Mboepd,	From	Maersk	Oil	Intranet	(2017)	

	

In	an	environment	with	low	oil	prices,	and	being	in	an	industry	with	very	volatile	projects,	this	has	

of	course	hit	MOG	hard,	and	has	shrunk	the	company	to	nearly	half	of	its	size	from	a	production	and	

revenue	point	of	view.	However,	looking	towards	Financials,	the	company	is	in	very	good	shape.	In	

2016,	MOG	delivered	a	profit	of	mere	497	USD	Million,	with	a	ROIC	of	11.4	%	which	is	outstanding	

in	an	environment	with	an	average	Oil	price	of	44	USD	per	barrel.		

	

From	2014-2016	MOG	has	been	through	a	cost	transformation,	meaning	that	20	%	of	all	operating	

expenses	have	been	cut.	After	9	years	with	Oil	Exploration,	with	Geologist	Jakob	Thomassen	as	CEO	

of	Maersk	Oil,	a	change	was	made	in	2016	due	to	the	listing	of	MOG	and	a	cost	transformative	focus,	

where	former	Chief	Operating	Officer	Gretchen	Watkins	was	appointed	CEO(Maersk,	2016).		

The	latest	developments	have	been	the	recent	sale	of	Maersk	Oil,	which	means	that	the	focus	from	

the	company	side	is	to	be	separated	completely	from	APMM,	and	being	integrated	into	Total	S.A.	

Maersk	Oil	will	continue	as	a	Technical	Hub	under	Total	S.A.,	meaning	a	 large	focus	on	R&D	and	

Innovation	 under	 the	 new	 company.	 This	 does,	 of	 course,	 have	 some	 consequences	 of	 the	

innovation	and	strategy	in	the	company,	which	would	likely	have	been	different	if	MOG	was	about	

to	be	listed	on	the	Stock	Exchange.	
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5.2.2	Strategy	&	Vision	

The	strategy	of	Maersk	Oil	is	first	and	foremost	dependent	on	the	ownership	structure,	which	will	

be	further	elaborated	below.	Hereafter	the	VMOST	framework	will	applied	to	identify	the	main	

Vision,	Mission,	Objective,	Tactics	and	Strategy	for	the	company.		

	

Ownership	structure	

MOG	is	a	Subsidiary	under	the	APMM	conglomerate.	This	means	the	CEO	of	the	company	reports	

into	 the	management	of	APMM,	which	has	some	pros	and	cons.	 It	has	a	 lot	of	pros	 in	 terms	of	

economies	of	scale,	and	knowledge-sharing	between	MOG	and	other	APMM	companies.		

This	is	exemplified	by	Head	of	Strategy	and	Implementation	in	MOG,	as	the	new	board	director	Jim	

Snabe,	has	had	a	great	influence	on	the	technical	development	and	innovation	in	MOG	(CSJ,	50).	

However,	there	are	some	cons	to	being	an	entrepreneurial	organization	in	a	large	conglomerate,	

due	to	the	decision	process	and	governance	around	projects(Deschamps	and	Nelson,	2014).		

	

The	larger	the	organization,	the	more	steps	are	needed	in	order	to	bring	an	idea	from	the	table	to	

execution.	 Being	 a	 subsidiary	 as	 a	 part	 of	 a	 conglomerate	 ensures	 cash	 flow	 and	 that	 financial	

investments	are	more	likely	to	be	stable.	This	has,	nevertheless,	not	been	as	much	a	factor	for	MOG,	

as	the	subsidiary	delivers	a	proportionally	large	lump	of	the	profits	in	APMM,	and	have	done	so	for	

the	last	many	years(Maersk,	2017).	When	asked	about	the	impact	the	Director	of	the	Board,	Jim	

Snabe,	and	his	impact	on	Innovation	across	the	organization,	Christina	Sjøberg,	Head	of	Strategy	&	

Implementation	says:	

	

“Looking	back	just	a	few	years,	there	is	no	doubt	that	the	new	director	of	the	board	at	APMM	Jim	

Snabe,	have	embedded	Innovation	–	not	just	in	MOG,	but	in	the	whole	APMM	conglomerate	on	a	

whole	new	level”	(CSJ,	45)	

	

Due	to	the	ownership	structure	in	MOG,	as	part	of	the	APMM	conglomerate,	the	value	of	having	a	

Board	Director,	who	prioritizes	innovation,	has	been	an	important	factor	to	bring	forth	Innovation	

culture	and	thinking	across	the	MOG	organization	(CSJ,	15).		
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Organizational	structure	

MOG	is	built	up	as	a	Matrix	organization,	which	divides	the	business	in	functions.	The	organizational	

setup	has	been	subject	to	a	large	change,	over	the	last	couple	of	years,	as	part	of	several	redundancy	

rounds	 and	 a	 cost	 transformation(Maersk,	 2016).	 Today,	 the	 functional	 areas	 are	 divided	 into	

support	functions,	R&D	and	operations:	

	

	
Figure	10	–	Organizational	structure	in	Maersk	Oil,	From	Maersk	Oil	intranet	

	

The	Innovation	department	is	located	within	the	technical	organization	(R&D),	and,	thus,	the	head	

of	Corporate	Technology	and	Innovation	reports	into	the	functional	Head	of	Applied	Technology	–	

the	R&D	function	in	MOG,	and	is	a	centralized	function.	

	

“By	centralizing	the	Innovation	team,	you	could	more	easily	prioritize	your	efforts”	

-	Christina	Sjøberg,	Maersk	Oil	

	

As	 the	 Innovation	 team	 in	Maersk	Oil,	 located	under	 the	R&D	department,	 reports	 to	 the	Chief	

Technology	Officer,	the	team	is	always	completely	in	touch	with	what	technical	projects	and	ideas	

are	on	the	rise.	However,	having	a	dedicated	team	to	manage	the	portfolio	of	projects	means	that	

the	best	project	is	chosen.	

	

To	define	the	direction	of	which	the	company	is	heading,	the	VMOST	framework	is	used	to	look	into	

the	vision,	mission	and	strategic	initiatives	that	are	ongoing	in	the	company.	Even	though	MOG	has	

been	Acquired	by	Total	S.A,	the	company	is	still	operating	after	the	going	concern	principle,	meaning	

that	it	is	operating	as	if	the	deal	hasn’t	been	settled	yet.		

	

	

	

CEO

R&D Strategy Business	
Support HR Operations



	

49	
	

Vision	

The	overall	 vision	 for	MOG	 is	 to	deliver	world-class	Oil	&	Gas	projects,	 safely	within	 the	APMM	

values.	With	emphasis	on	safe	operations(Maersk	Oil	Website,	2017).	According	to	the	Equity	story	

that	was	planned	for	the	company,	the	vision	was	that	Maersk	Oil	should	be	the	largest	independent	

Oil	company	in	Europe.	Acknowledging	that	the	company	is	not	the	largest	of	its	kind,	the	vision	is	

also	to	focus	on	niche	technical	capabilities,	which	allows	MOG	to	have	a	competitive	advantage	

over	the	Super	Major	Oil	Companies.	The	competition	has	more	scale,	more	capital,	and,	therefore,	

MOG	must	 stand	 out	 with	 technical	 solutions	 like	 horizontal	 drilling	 (CSJ,	 31).	When	 talking	 to	

Christina	Sjøberg,	the	Head	of	Strategy	in	MOG,	it	is	indeed	clear	that	Innovation	has	been	a	part	of	

the	vision	of	the	company,	when	this	story	was	to	be	told	to	potential	investors.		

The	vision	for	Maersk	Oil	can	be	summarized	within	these	two	areas:	

	

• World	Class	Oil	&	Gas	Projects	

• Safety	Operator	

	

Mission	

The	mission,	or	how	their	vision	can	be	achieved,	can	be	boiled	down	to	the	following	areas:	

After	experiencing	the	drop	of	the	oil	price	in	2014,	it	was	decided	to	lean	the	company	to	match	

new	market	conditions.	Furthermore,	this	was	made	clear	as	part	of	the	separation	journey	starting	

fall	 2016,	 as	 the	 company	was	 getting	 ready	 to	 be	 sold	 either	 to	 shareholders	 as	 a	 part	 of	 an	

independent	stock	change	introduction,	or	sold	off	to	another	company.	To	enhance	the	attraction	

in	a	market	with	low	oil	prices,	this	has	been	an	important	milestone	for	the	company.	

Furthermore,	the	acquisition	of	the	company	means	that	the	strategic	decisions	are	made	with	the	

goal	of	being	integrated	with	Total	throughout	Q1	2018.	Summarized	this	gives	the	following	key	

mission	pointers:	

	

• Lean	the	company	

• Integration	into	Total	

• Company	Values	
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Objectives	

A	 lot	 of	 projects	 have	been	 set	 into	motion	 to	 successfully	 continue	 the	 strategic	 path	 towards	

excelling	in	E&P,	in	a	safe	manner.	To	make	the	company	leaner,	MOG	started	a	cost	transformation	

programme	 that	 should	 reduce	 the	overall	 cost	 of	 the	 company	with	20	%	 in	 2	 years.	 This	was	

achieved	in	2017	and	has	made	the	company	more	aware	of	picking	the	best	opportunities	available	

(HTI,	12).	In	sum,	this	gives	the	following	main	objectives:	

	

• Cost	transformation	to	be	complete	

• Safety	KPIs	to	be	increasing	

• Planned	project	delivered	

	

Strategy	

To	ensure	that	the	mission	and	objectives	are	achieved,	there	are	some	examples	of	what	direction	

they	have	gone	in	terms	of	supporting	their	mission	and	objectives.	First	of	all,	the	company	is	very	

much	driven	by	the	values	that	are	set	by	the	APMM,	meaning	that	all	purposes	of	the	business	will	

be	enabled	by	the	Maersk	values	of	humbleness	and	constant	care.	Furthermore,	there	has	been	an	

increased	focus	on	the	current	major	projects,	such	as	the	Culzean	Field	in	UK,	or	the	Tyra	Future	

Project	 in	 Denmark.	 Lastly,	 to	 enable	 the	 position	 as	 technological	 niche	 in	 the	 industry,	 a	

technology	strategy	is	defined	by	the	Corporate	Innovation	team,	headed	by	Henrik	Tirsgaard.	This	

has	the	objective,	of	setting	overall	direction	and	guidance	for	the	technical	path	MOG	is	taking.	In	

summary,	the	direction	of	the	company	is	enabled	by:	

	

• Company	Values		

• Continue	on	refining	the	company	and	its	operations	

• Innovation	(Technology	Strategy)	
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Tactics	

On	 the	 production	 and	 operation’s	 side,	MOG	 is	 working	 to	maintain	 its	 lead	within	 EOR.	 This	

technology	enables	both	increased	safety,	and	more	efficient	operations	(CSJ,	26).	Other	examples	

are	the	increased	use	of	advanced	data	analytics,	as	well	as	better	and	more	efficient	production	

planning	 and	 phased	 delivery	 (HTI,	 24).	 To	 enable	 the	 creativity	 of	 this,	 an	 Innovation	 Hub	 is	

introduced	in	the	MOG	HQ	office.	Some	specific	rooms	and	spaces	around	the	company	campus,	to	

enhance	creativity	and	innovation	with	the	employees	(CSJ,	11)	In	summary,	the	tactical	projects:	

	

• Enhanced	Oil	Recovery.		

• Efficiency	Planning	

• Advanced	Data	analytics	

• Innovation	Hub	

	

	

Summary	of	Vision	&	Strategic	path	in	MOG	

• Niche	within	Upstream	Oil	&	Gas.	

• Deliver	World	class	projects,	in	a	safe	manner,	

• Refinement	of	their	operations	through	a	cost	transformation	

	

5.2.3	Innovation		

As	the	objective	of	MOG	is	to	balance	the	efforts	between	lowering	the	production	output,	while	

delivering	as	safe	operations	as	possible,	Innovation	is	a	task,	which	takes	these	two	parts	into	hand.	

A	third	factor	is	of	course	growing	the	existing	portfolio	of	fields.	However,	this	has	not	been	a	focus	

area,	since	the	Oil	crisis	in	beginning	2014.		

	

In	2016,	Corporate	Technology	&	Innovation	created	a	so-called	technology	industry,	which	set	out	

some	guidelines,	in	alignment	with	overall	strategy,	with	regard	to	what	technology	niches	that	the	

company	 was	 targeting	 to	 pursue	 developing.	 In	 2017,	 an	 internal	 Innovation	 magazine	 was	

published	called	Innovation	Bites,	which	was	a	showcase	of	12	of	the	most	promising	Innovation	
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projects	that	were	ongoing	at	the	moment,	ranging	from	using	GPUs	to	process	reservoir	modelling,	

to	using	drones	as	security	observers	on	a	drilling	rig.		

	

Centralization	vs.	Decentralization			

The	 Innovation	 Management	 in	 MOG	 is	 primarily	 centralized	 within	 the	 function:	 Corporate	

Innovation	&	Technology,	under	the	Research	&	Development	part	of	the	organization.	However,	

several	teams	within	the	technical	organization	are	working	with	processing	of	new	initiatives	and	

ideas.	 The	 centralization	 of	 the	 Innovation	 team,	 has	 the	 main	 reason	 of	 easily	 prioritize	 the	

company’s	innovation	portfolio	and	efforts	(CSJ,	48).	Another	reason	why	MOG	has	a	centralized	

Innovation	team,	is	that	it	helps	connect	the	innovation	projects	to	the	overall	strategy	(CSJ,	33).		

	

The	Innovation	&	Corporate	Technology	team,	has	the	macro	perspective	on	innovation	across	the	

company	 (HTI,	 47).	 Furthermore,	 it	 is	 the	 purpose	 of	 the	 team	 to	 coordinate	 between	 relevant	

stakeholders	and	projects	(HTI,	48).		

	

Sustained,	and	disruptive	technologies	

Being	part	of	a	very	conservative	industry,	in	general,	MOG	does	not	rely	on	disruptive	technologies	

or	 radical	 changes	 to	 the	 product	 they	 deliver.	 The	 company	 has,	 however,	 never	 thrown	

themselves	into	these	radical	innovations:	

	

“We	have	never	as	a	company	thrown	ourselves	into	radical	innovations.	It	has	only	been	if	this	

was	brought	up	by	coincidence”	

-	Henrik	Tirsgaard,	Maersk	Oil	(HTI,	15)	

	

The	innovations	MOG	comes	up	with	are	not	radical	or	disruptive,	which	is	mainly	to	do	with	a	very	

conservative	Oil	&	Gas	industry	(HTI,	20).		Furthermore,	Henrik	states	that	there	has	been	a	huge	

focus	on	optimizing	the	productivity	–	especially	after	the	Oil	Crisis	hit	in	2014	(HTI,	10).	

This	means	that	the	focus	at	MOG	is	to	create	incremental	Innovations,	which	support	their	existing	

operations.	However,	the	company	sees	Innovation	to	be	more	than	just	radical	and	incremental.	

As	 radical,	 or	 disruptive	 innovation	 is	 so	 rare,	 they	 have	 introduced	 “advancements”	 as	 an	
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Innovation	category	as	well.	Advancements	are,	in	their	definition,	an	innovation	that	does	not	build	

new	business	areas,	but	does	the	things	you	did	yesterday	in	a	completely	new	way.	Some	examples	

of	these	are:	taking	more	people	off	the	platforms	and	their	operations,	and	replacing	them	with	

automatization,	such	as	drones	or	other	machines	to	do	an	employees	work.	This	brings	value	to	

the	company,	both	in	terms	of	efficiency,	but	also	in	terms	of	creating	a	safer	working	environment.			

	

The	prioritization	of	the	types	of	Innovation	and	the	focus	on	Innovation	Management	within	the	

company,	can	be	described	as	being	in	waves	at	Maersk	Oil.	When	Henrik	started	in	the	role	of	Head	

of	innovation	&	technology,	the	Oil	prices	had	just	started	to	drop.	Too	many	ongoing	projects	were	

in	the	pipeline,	while	profits	and	revenue	streams	were	decreasing.	Through	2014	to	2016	this	was	

the	case,	where	the	focus	was	on	cost	reduction	and	the	company	got	leaner	(HTI,	12).	The	past	

year	(2017),	has,	however,	been	a	year	where	focus	on	Innovation	has	received	renewed	interest	

from	the	management,	diving	into	the	various	innovation	projects	(HTI,	10).		

	

Exploitation	&	Exploration	

To	be	able	to	look	both	towards	new	business	areas,	and	optimize	your	own,	is	indeed	a	challenge.	

As	described	in	the	previous	paragraph,	the	company	are	using	a	whole	other	terminology,	because	

it	is	not	re-inventing	itself	or	the	product	they	deliver.	There	are	several	reasons	the	for	this.	First,	

the	company	structure.	As	 introduced	 in	 the	company	description,	 it	does	not	make	sense	 for	a	

business	unit	 in	a	company	to	diversify	on	 its	own	to,	 for	 instance,	 renewable	energy	 (HTI,	51.).	

Secondly,	it	is	a	matter	of	resources.		

	

To	be	able	to	excel	in	more	business	areas,	which	are	as	scale-intensive	as	in	the	Energy	Industry,	it	

requires	a	lot	of	capital	to	pursue	radical	new	business	ideas.	MOG	is	a	middle-sized	E&P	company,	

which	limits	the	ability	to	which	they	can	prioritize	new	business	areas,	such	as	renewable	energy	

sources.	As	Christina	from	MOG	explains:	

	

“It	is	only	Super	Majors,	who	have	the	capacity	to	pursue	renewables	–	all	others	just	do	not	have	

the	capital	to	do	it	and	in	parallel	thrive	both	things”	

-	Christina	Sjøberg,	Maersk	Oil	(CSJ,	16)	
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The	Exploration	strategy	 is,	 thus,	headed	on	a	 larger	corporate	scale	with	APMM,	and	there	has	

actually	been	an	instance,	where	a	project	was	moved	from	Maersk	Oil	to	the	Holding	company	of	

APMM:	

	

“Geothermal	was	one	of	the	large	projects,	where	we	actually	got	pretty	far.	However,	it	is	now	

closed	from	our	end	and	is	moved	into	our	holding	company	and	is	then	developed	from	there”	

-	Christina	Sjøberg,	Maersk	Oil	(CSJ,	28)	

	

It	is	further	elaborated,	that	it	has	been	a	choice	from	the	Maersk	Oil	executive	team,	that	

exploration	activities	in	the	sense	of	radical	innovations,	is	not	the	path	the	company	wanted	to	

go.	This	was	primarily	due	to	the	expertise	within	MOG,	which	is	very	cantered	on	the	Oil	&	Gas	

Industry,	hence,	new	capabilities	would	be	needed	in	the	management,	if	the	company	should	

pursue	any	Exploration	activities	by	choice	(CSJ,	17.).		

	

Type	of	Innovation	&	Innovation	process	

Looking	towards	the	Innovation	process	within	MOG,	it	can	be	analysed	through	the	3	stages	of	the	

process,	which	are	Searching,	Selecting	and	Implementation	of	ideas,	as	shown	in	table	6:	

	

Table	6	–	The	Innovation	process	in	MOG,	with	inspiration	from	Tidd	&	Bessant	(2013)	

Culturally	embracing	the	whole	Innovation	Process	

Search	for	ideas	 Select	the	best	ideas	 Implement	best	ideas	

• Innovation	Hub	

• Chrystalis	

• Hackathon	

• Innovation	team	portfolio	

management	

• Capabilities	needed	is	assessed	
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According	to	the	Head	of	Corporate	Innovation	&	Technology,	the	idea	generation	process	is	not	

the	issue:	

	

“People	get	a	lot	of	ideas	–	that	is	not	the	issue	at	all”	

-	Henrik	Tirsgaard,	Maersk	Oil	(HTI,	41)	

	

This	reflects	the	process	table	above,	which	indicates	that	there	are	many	ways	of	employees	to	

submit	and	help	creating	ideas,	with	initiatives	ranging	from	Hackathons	to	Creative	Rooms	on	the	

campus,	as	well	as	the	recently	introduced	Chrystalis	idea	management	on	the	Intranet.	It	is	after	

this	process,	that	the	new	developments	sometimes	can	get	stuck.		

	

“What	we	really	want	to	do,	is	help	facilitating	the	innovation	process.	However,	there	are	not	

enough	resources	from	our	team	to	do	this”	

-	Henrik	Tirsgaard,	Maersk	Oil	(HTI,	31)	

	

The	 Innovation	team	does	not	have	enough	resources	to	keep	up	the	complete	governance	and	

facilitation	of	employees	with	good	 ideas,	which	creates	basis	 for	 less	 ideas	going	 through	 their	

pipeline	and	going	into	Innovation.	Henrik	further	states,	that	there	is	a	long	way	from	Ideas	and	

Research,	to	a	finalized	Innovation.		

	

Summary	of	Innovation	in	MOG	

• Focusing	on	incremental	Innovation	

• Innovation	culture,	with	different	innovation	initiatives	(Innovation	Hub,	Hackathon,	Innovation	

moments)	

• Exploiting	 new	 technologies,	 as	 focusing	 on	 existing	 capabilities	 and	 business	 models	

(Innovation	team	only	focusses	on	major	projects)	
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6	Findings	and	Implications	

In	the	previous	chapter,	the	two	case	companies	Ørsted	WP	and	MOG	shows	similarities	as	well	as	

differences.	 Both	 companies	 represent	 cases	 of	 which	 Innovation	 is	 shown	 to	 be	 important.	

Basically,	both	case	companies	consider	Innovation	Important,	and	share	the	views	on	why	this	is	

the	case.	This	is	due	to	the	fact	that	there	is	a	direct	correlation	between	how	well	the	companies	

can	 operate	 and	 how	 Innovative	 solutions	 they	 can	 supply.	 Both	 similarities	 and	 differences	

between	the	two	case	companies	will	be	discussed	below,	while	the	main	trends	will	be	identified	

through	the	summaries	from	both	case	analyses:	

	

Table	7	–	Overview	of	Findings	in	Ørsted	WP	&	MOG	divided	into	Vision	&	Strategy	and	Innovation	

Ørsted	WP	Vision	&	Strategy	 Ørsted	WP	Innovation	

• Vision	for	a	greener	future,	meaning	that	

their	strategy	is	very	much	linked	to	that	of	

the	broader	society;	a	goal	for	sustainable	

energy	production	

• Focus	on	expansion	in	new	markets,	as	well	

as	optimize	current	operations	

• Maintaining	a	position	as	Global	Market	

leader	

• Centralized	along	with	decentralized	Innovation	

functions	

• Focus	on	Incremental	and	sustained	Innovation	

• Exploiting	existing	technology,	as	well	as	exploring	

new	business	models	

• Fairly	new	in	facilitating	Innovation	Management	

and	entrepreneurial	culture,	where	their	greatest	

initiative	is	the	Innovation	Games	held	every	2nd	

year	

MOG	Vision	&	Strategy	 MOG	Innovation	

• Focusing	on	being	a	niche	within	Upstream	

Oil	&	Gas	

• Want	to	minimize	environmental	impact	

• Part	of	a	conglomerate	

• Ongoing	Cost	transformation	

	

	

• Focusing	on	incremental	Innovation	

• Innovation	culture,	with	different	innovation	initiatives	

(Innovation	Hub,	Hackathon,	Innovation	moments)	

• Exploiting	new	technologies,	as	focusing	on	existing	

capabilities	and	business	models	(Innovation	team	

only	focusses	on	major	projects)	
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When	Ørsted	WP	and	MOG	both	deem	Innovation	important,	and	a	driver	for	their	business,	it	is	

first	and	foremost	a	matter	of	being	in	a	knowledge-heavy	industry,	which	requires	strong	technical	

capabilities	and	resources.	Having	a	strong	need	for	R&D	and	a	technical	organization,	means	that	

the	management	 of	 R&D	 have	 naturally	 been	 a	 great	 part	 of	 both	 companies’	 priorities.	 Both	

companies	have	been	reliant	on	technical	advancements,	in	order	to	be	competitive,	and	this	makes	

Innovation	and	technological	development	a	core	of	their	business.	

ü Innovation	is	important	

	

Where	MOG	in	its	current	situation	is	all	about	excelling	in	its	current	operations,	and	exploiting	all	

opportunities	they	have	at	hand,	Ørsted	seems	to	go	down	a	more	ambidextrous	path,	even	though	

their	 focus	 clearly	 is	 on	 existing	 resources	 and	 capabilities.	 The	 Ørsted	Wind	 Power	 division	 is	

managing	to	grow,	while	simultaneously	winning	bids	in	new	markets	and	countries,	that	they	are	

not	 already	 operating	 within.	 This	 is	 achieved	 while	 having	 a	 strong	 focus	 on	 efficiency	 and	

technological	development	of	 their	existing	wind	 farms.	This	 relies	on,	among	others,	Advanced	

Data	analytics,	to	foresee	maintenance	of	the	wind	mills.	Since	fall	2016,	MOG	has	been	through	a	

separation	process	and	moving	towards	the	sale	to	Total	S.A.,	in	August	2017.	The	combination	of	

lower	Oil	Prices	and	 lower	revenue	streams,	 leads	MOG	to	emphasize	 incremental	development	

and	direct	its	resources	toward	existing	business	opportunities.	The	implication	of	this	would	look	

different	for	the	greater	Ørsted	company,	as	they	seem	to	be	more	ambidextrous	on	a	corporate	

strategic	level	–	However,	this	has	not	been	the	scope	from	the	case	study.	

ü Ørsted	WP	&	MOG	are	focusing	on	Exploitation	strategies	

	

Both	 case	 companies	 are	 focusing	 on	 incremental	 updates	 to	 existing	 technologies,	 or	 using	 a	

sustained	technology	approach	in	Schumpeter	terms.	However,	if	we	look	towards	Ørsted,	on	the	

whole,	with	all	of	their	integrated	activities	and	their	Corporate	Strategy,	their	Wind	Power	Division	

is	part	of	a	disruptive	technology	strategy,	as	they	made	the	shift	from	Oil	&	Gas	production	towards	

Wind	 Power.	 If	 you,	 on	 the	 other	 hand,	 look	 towards	Maersk	 Energy,	 and	MOG,	 the	 focus	 and	

industry	have	remained	the	same	throughout	their	history	as	a	company.	

ü Sustained	Technology	focus	from	a	business	strategic	perspective	
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In	 recent	years,	a	greater	and	 larger	 focus	on	 Innovation	culture,	and	entrepreneurial	mind-sets	

across	the	organization	has	been	developed.	Where	Ørsted	are	using	Innovation	Games	to	pool	and	

support	their	greatest	ideas	through	a	workshop,	MOG	takes	several	cultural	initiatives	into	action,	

such	as	Innovation	Hubs,	Hackathon,	Workshops	and	Innovation	moments	with	Senior	Executives.	

In	 both	 cases,	 this	 is	 relatively	 new	 initiatives.	 However,	 the	 impact	 of	 these	 seem	 strong	 for	

imbedding	Innovation	mind-sets	into	the	organization.	

ü Innovation	Cultural	Initiatives	are	important	and	trending	

	

These	 findings	are	 the	 result	of	 interviews	with	 the	companies,	as	well	as	 looking	 towards	 their	

publicly	available	data.	It	can	be	boiled	down	to	that:	Yes,	Innovation	is	important	to	some	extent,	

as	the	Energy	Industry	requires	a	high	set	of	technical	capabilities.	Furthermore,	companies	are	very	

keen	to	advance	their	existing	capabilities,	rather	than	considering	radical	new	business	areas,	and	

ways	 to	 do	 their	 current	 business.	However,	 this	 is	 only	 the	 case	when	 looking	 at	 the	 business	

strategic	context	of	Ørsted	WP	and	MOG.	Looking	towards	the	greater	company	structures,	where	

Ørsted	WP	is	a	function	under	the	Ørsted	A/S	company,	and	MOG	vis-à-vis	 is	a	subsidiary	under	

APMM,	on	a	corporate	strategic	level	this	can	look	very	different.		
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7.	Discussion	and	Development	of	Framework	on	Innovation	Prioritized	in	

The	Company	and	Overall	Strategy	–	The	Innovation	Checklist	

The	findings	of	the	two	cases	show	some	interesting	insights,	as	to	how	Innovation	is	managed	in	

an	Energy	Company,	and	how	important	this	is	as	a	strategic	factor	for	a	company.	However,	the	

trend	of	the	Innovation	appears	difficult	to	measure	and	to	quantify.	This	is	not	the	scope	of	this	

thesis	-	However,	I	would	like	to	propose	a	model,	from	which	It	can	be	determined	if	Innovation	is	

a	driver	for	the	company,	and	if	this	is	prioritized	in	the	company	strategy.	

	

Thus,	it	makes	sense,	to	build	a	framework	that	suggests	some	indicators,	regarding	to	what	extent	

innovation	is	important	for	the	company	and	if	it	is	prioritized	in	its	business	strategy.	Through	the	

study,	 it	 is	found	that	some	parameters	seem	relevant	for	the	importance	of	 innovation,	 in	both	

case	companies.	Furthermore,	the	interviewee	Henrik	Tirsgaard	from	MOG,	had	some	ideas	to	what	

parameters	 could	 be	 interesting	 to	 examine,	 and	 could	 tell	 something	 about	 the	 company’s	

prioritization	of	Innovation.	

There	are	clearly	some	elements	that	constitute	the	importance	of	innovation	in	a	company.	These	

are	 factors,	 such	 as	 Culture	 and	 how	 the	 Innovation	mind-set	 is	 embedded	within	 the	 culture.	

Additionally,	 it	 is	 factors	 like	how	mature,	 to	what	degree,	 ideas	and	new	knowledge	 is	 set	 into	

motion.	Moreover,	 it	 is	 about	 being	 perceived	 as	 an	 Innovative	 company,	 and	 having	 an	 open	

dialogue	with	your	partners	throughout	the	supply	chain.	All	of	which,	trying	to	connect	the	VMOST	

framework	to	the	Innovation	Management	factors	–	and	trying	to	elaborate	on	the	findings,	which	

is	not	vastly	covered	by	the	literature	in	this	thesis.	

The	factors	described	above	develop	into	the	major	points	listed	below.	In	order	to	fully	prioritize	

innovation	 and	 to	 have	 Innovation	 be	 fully	 incorporated	 into	 the	 company’s	 central	 strategy,	 a	

company	must	encompass	the	following:	

	

ü Quantity	–	Ideas	generated,	R&D	spend	

ü Quality	–	Ideas	implemented	in	operations	within	a	period	of	24	months	

ü Maturation	–	The	process	of	Innovation	Management	in	the	company	

ü Culture	–	Is	the	mind-set	entrepreneurial	

ü Innovation	branding	–	Is	the	company	perceived	Innovative	externally	
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This	list	of	factors	can	be	useful	in	three	instances.	The	first	being,	that	it	creates	a	framework	for	

general	discussion,	without	 comparing	 companies,	 regarding	what	are	 important	 factors	 for	 the	

successful	implementation	of	Innovation	in	a	company.		

Secondly,	it	can	be	used	as	a	check	list	for	a	company,	where	it	must	comply	with	all	aspects,	if	it	is	

to	provide	the	most	beneficial	environment	for	furthering	Innovation	within	the	company’s	bounds	

and	 in	 order	 to	 ensure	 that	 Innovation	 is	 at	 the	 very	 top	 of	 the	 agenda.	 By	 going	 through	 this	

checklist,	 a	 company	can	 then	 identify	possible	 limitations,	which	are	prohibiting	 the	 innovative	

advancements,	if	they	are	lacking	in	one	of	the	areas;	a	gap	analysis	

Thirdly,	 this	 checklist	 provides	 a	 framework,	 which	 can	 be	 used	 to	 compare	 between	 different	

companies	 –	 to	 examine	 to	 which	 extent	 they	 each	 utilize	 Innovation	 and	 to	 what	 extent	 it	 is	

prioritized		

	

Quantity	

An	 initial	 interesting	 factor	 is	 how	much	 the	 company	 innovates.	 Now	 this	 is	 relatively	 easy	 to	

measure,	 as	 the	R&D	 spend	 can	 indicate	 if	 the	 company	 spends	more	or	 less	 than	 the	 industry	

average.	This	is,	of	course,	assuming	that	R&D	spend	equals	Innovation,	which	is	not	fully	correct.	

Furthermore,	if	R&D	is	taken	as	a	proportion	of	the	revenue,	bearing	in	mind	that	many	Oil	&	Gas	

Companies	have	shrunk	over	 the	past	years,	 this	 can	have	a	misleading	 impact	on	 this	number.	

However,	it	states	something	about	how	much	money	a	company	is	willing	to	put	in	new	ideas	and	

development	in	general.		

Another	thing	to	take	into	consideration,	when	determining	“how	much	a	company	innovates”,	is	

idea	generation.	Many	companies	use	 idea	generation	tools,	as	described	earlier	 in	the	example	

with	MOG	and	Chrystalis.		

	

Quality	

As	was	alluded	to	in	the	previous	section,	a	company	can	spend	a	lot	of	resources	on	R&D	without	

having	a	strong	approach	to	Innovation.	The	other	factors	help	support	that	the	company	not	only	

invests	 heavily	 in	 R&D,	 but	 in	 Innovation,	 as	 a	 whole,	 which	 includes	 factors	 outside	 direct	
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investments	in	Technological	Development.		Quality	of	Innovation	is	a	factor	that	differs	from	the	

Quantity	of	Innovation.	In	this	case,	it	is	about	how	many	ideas	that	develop	into	actual	innovations	

–	and	not	just	inventions	and	unusable	knowledge.	How	many	technical	projects	have	gone	from	

Idea	to	full	implementation	in	the	operations	of	the	company;	e.g.	within	the	last	24	months,	is	the	

question	that	can	be	asked.	With	inspiration	from	the	VMOST	framework,	and	the	timeline	of	the	

objectives,	 the	 timeline	 of	 24	 months	 indicates	 how	 many	 ideas	 that	 are	 actioned	 upon	 in	 a	

relatively	short-termed	timeframe	–	also	indicating	a	high	priority.		

	

Maturation	

As	the	finding	suggests	 in	the	case	analysis,	a	way	to	examine	the	extent	to	which	 Innovation	 is	

considered	a	part	of	the	company	is	the	maturation	of	its	Innovation	process.	A	higher	degree	of	

structure	provided	for	the	process	of	going	from	idea	generation	to	execution,	the	more	likely	it	is	

to	be	on	the	agenda	for	the	upper	management.	Therefore,	it	is	important	to	provide	tools	to	grant	

such	structures.	Such	Innovation	Management	tools	could	include	Idea	Banks,	Knowledge	Silos,	as	

well	as	 Idea	Pitching	and	the	like.	On	the	down	side,	a	company	with	many	decision	makers	can	

easily	choke	a	great	idea.	However,	a	company	with	the	right	set	of	process	and	governance	around	

Innovation	will	be	more	likely	to	have	this	on	their	management	agenda.	A	company,	which	provides	

the	best	managerial	 structure	 to	nurture	 and	 foster	new	 ideas,	will	 ultimately	 lead	 to	 the	most	

efficient	idea	maturation	–	Potentially	indicated	by	both	quantity	and	quality	of	ideas	at	late-stage	

maturity.			

	

Culture	

A	key	point,	with	regard	to	whether	 Innovation	 is	considered	crucial	 to	the	overall	strategy,	 is	 if	

Innovation,	creativity	or	entrepreneurial	spirit	is	a	core	part	of	the	company	values.	This	is	a	clear	

sign	 from	management	that	 the	vision	you	have	 for	 the	company,	and	direction	the	company	 is	

heading,	is	done	with	Innovation	as	a	driver.	In	the	analysis,	we	saw	that	MOG	had	an	Innovation	

Hub	in	their	office,	Hackathons,	as	well	as	Innovation	moments,	which	is	a	way	of	implementing	a	

generic	Innovation	Culture.	
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Innovation	Branding	

As	the	culture	is	the	perception	of	Innovation	and	its	importance	from	the	inside	of	the	firm,	what	

is	 called	 Innovation	 Branding	 is	 the	 perception	 of	 the	 company’s	 Innovation	 efforts	 from	 an	

outsider’s	perspective.	This	being	vendors,	costumers,	or	society,	in	general.	Ørsted	states	a	great	

example	of	trying	to	use	their	brand,	as	being	Innovative	and	new-thinking	along	with	being	a	green	

company.		

	

The	Innovation	Checklist	

As	 described	 earlier,	 the	 initial	 idea	 of	 creating	 a	 checklist	 with	 these	 5	 factors	 is	 to	 allow	 the	

identification	of	the	degree	to	which	a	company	prioritizes	Innovation.	However,	as	the	case	analysis	

showed	in	this	thesis,	Innovation	is	a	driver	for	succeeding	as	a	company	in	the	energy	sector,	due	

to	 the	nature	 of	 such	 knowledge-heavy	 companies.	 Furthermore,	 as	mentioned,	 the	 Innovation	

Checklist	creates	a	basis	for	optimizing	the	Innovation	Management	in	a	company,	and	to	identify	

which	 factors	 are	 strong,	 and	 which	 require	 a	 stronger	 effort.	 Finally,	 the	 Innovation	 Checklist	

provides	a	tool	to	compare	Innovation	efforts	between	companies.		

	

As	there	are	many	components	to	such	a	model,	this	is	an	initial	idea,	created	on	the	basis	of	two	

case	studies.	To	increase	the	Reliability	and	Accuracy	of	the	factors	in	the	model,	as	well	as	optimize	

how	they	are	can	be	analysed	(or	even	quantified),	more	studies	would	be	necessary,	in	the	future,	

as	this	model	solely	focuses	on	two	Danish	Energy	companies	–	The	Innovation	Checklist	is	not	stress	

tested	against	a	wider	array	of	Energy	Companies.	Another	reflection	on	the	checklist,	is	that	all	of	

the	measures	on	the	list	can	be	linked	to	the	factors	being	set	into	process.		
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8.	Conclusion	

Innovation	is	 indeed	important	the	energy	sector,	and	the	two	case	companies	examined	are	no	

exception.	There	is	a	general	tendency	from	the	companies	that	Innovation	is	implemented	as	an	

important	part	of	 their	 overall	 strategy,	 and,	 further,	 is	 a	driver	 for	 thriving	 their	 business.	 This	

shows	how	Innovation	functions	are	embedded	in	the	two	case	companies,	and	how	much	they	

impact	the	company’s	strategy.	Both	Ørsted	WP	and	MOG	are	competing	within	the	knowledge-

heavy	industry	of	energy,	which	leads	them	to	have	a	large	focus	on	their	technical	organization	and	

excel	 in	doing	 their	operations	as	efficiently	and	cheaply	as	possible,	while	generating	 the	most	

possible	value.		

While	their	approaches	are	different,	the	overall	objective	for	both	companies	is	clear:	Management	

of	 Innovation	 is	an	 important	 factor	to	provide	the	companies	with	success.	While	Ørsted	WP	is	

experiencing	growth,	while	containing	capabilities	within	an	 industry	 that	 is	on	 the	 rise,	 it	 looks	

rather	different	for	the	other	case	company,	MOG.	A	massive	drop	in	the	Oil	price	in	2014,	forced	

the	company	to	lower	its	cost,	while	still	being	on	the	edge	with	technological	development.	

One	of	the	main	findings	in	the	analysis	is	that	both	companies	is	using	an	Exploitation	strategy	with	

focus	on	existing	capabilities	and	refinement	of	existing	processes	and	operations,	and	are	focusing	

on	sustained	technologies	–	what	the	case	companies	call	Incremental	Innovation.	There	are	several	

reasons	to	this	-	First,	the	organizational	structure;	At	Ørsted	WP,	they	are	a	function	of	a	company,	

hence,	 they	 do	 not	 have	 that	much	 say	with	 regard	 to	 corporate	 strategy.	 At	MOG,	 they	 are	 a	

subsidiary	 of	 a	 conglomerate,	where	 it	makes	more	 sense	 for	 the	 conglomerate	 to	 control	 the	

diversification,	 rather	 than	 one	 of	 the	 subsidiaries,	 such	 as	MOG.	 Secondly,	 it	 is	 a	 question	 of	

resources	and	capital.	Only	the	largest	majors	in	the	energy	sector	have	the	capabilities	to	excel	in,	

for	instance,	Wind	Power	and	Oil	&	Gas	at	the	same	time.	Lastly,	the	companies	are	focusing	on	

Sustained	Technology,	or	Incremental	Innovation,	as	both	companies	call	it,	which	does	not	create	

basis	for	changing	the	capabilities	or	resources	 in	the	company.	Summarized,	the	companies	are	

focused	 on	 making	 innovative	 adjustments	 to	 existing	 resources	 and	 capabilities	 –	 Not	 the	

development	of	new	and	disruptive	technology.	

	

One	thing	that	has	evolved	over	the	recent	years,	has	been	the	enhanced	focus	on	Innovation	and	

entrepreneurial	culture	within.	Both	case	companies	maintain	some	initiatives	that	are	in	place	to	
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support	 the	 Innovation	 and	 knowledge-sharing	 culture	 across	 the	 organization.	 However,	 the	

approaches	to	these	are	very	different.	Ørsted	WP	has	decentralized	Innovation	functions,	which	is	

spread	across	 their	different	product	 lines,	which	creates	a	basis	 for	employees	always	knowing	

where	to	move	with	an	idea.	Furthermore,	they	use	a	great	amount	of	resources	on	“Innovation	

Games”	every	second	year.	MOG,	on	the	other	hand,	has	a	more	centralized	Innovation	function,	

where	other	initiatives	are	used	to	sample	ideas	such	as	Chrystalis	–	a	way	for	every	employee	to	

submit	ideas	and	provide	feedback	on	these.	MOG	has	made	Rooms	on	their	campus	–	so	called	

Innovation	Hubs,	to	enhance	creativity,	which	is	a	way	for	the	Strategy	and	Executive	Management	

to	show	they	are	supporting	an	innovative	organization.	Furthermore,	MOG	has	so	called	Innovation	

Moments	with	representatives	from	the	technical	organization	and	the	Executive	Management	on	

a	bi-weekly	basis.	This	is	indeed	a	clear	statement	from	the	Executive	Management	side	for	taking	

Innovation	 and	 technological	 development	 into	 consideration,	 when	 developing	 new	 strategic	

initiatives,	and	developing	the	ongoing	organization.	

	

On	top	of	this	analysis	and	the	findings	from	the	various	data,	both	from	interviews,	as	well	as	the	

secondary	data,	this	thesis	proposes	some	factors	or	parameters	that	are	important	to	maintain	for	

a	company,	 if	 it	desires	 to	prioritize	 Innovation	Management	 in	 the	organization,	 to	 the	highest	

degree	-	An	Innovation	prioritization	checklist.	With	inspiration	from	the	Innovation	Managers	in	

the	case	companies,	I	propose	5	different	factors	to	support	the	prioritization	of	Innovation	and	its	

importance	for	the	overall	strategy;	Quantity	of	 ideas,	Quality	of	 ideas,	Culture	 in	the	company,	

Employee	Branding,	as	well	as	Maturation	of	the	whole	Innovation	Process.	In	brief,	the	checklist	

can	be	used	in	three	different	ways:	

	

• To	create	an	overall	framework,	as	to	what	a	company,	which	prioritizes	innovation	to	the	

fullest	extent,	encompasses	

This	framework,	thus,	provides	the	basis	for	further	general	discussion	about	important	factors	in	

Innovation	Management	and	Implementation	–	Potentially	being	expanded	upon,	in	the	future.	

	

• To	create	an	internal	analysis	tool,	with	which	a	company	can	be	evaluated	in	each	of	these	

5	parameters	
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An	example	of	the	this	case	could	be,	if	the	company	succeeded	in	generating	a	lot	of	great	ideas,	

and	have	governed	the	process	around	its	innovation,	but	are	failing	in	having	this	embedded	into	

the	culture	and	to	efficiently	communicate	this	externally,	this	will	not	be	categorized	as	a	company	

that	prioritises	innovation.	The	company	can	thus	use	the	5	parameters	to	identify	the	gaps	it	needs	

to	fill,	in	order	to	prioritise	innovation	to	the	best	possible	extent.		

	

• To	create	an	external	analysis	tool,	with	which	two	or	more	companies	can	be	compared	

with	each	other		

In	 this	 instance,	 the	 framework	 allows	 companies	 to	 analyse	 their	 efforts	 with	 that	 of	 other	

companies	 and	 pinpoint,	 if	 there	 are	 any	 external	 directions,	 which	 they	 should	 consider	

implementing	 internally,	 in	 order	 to	 acquire	 more	 efficient	 and	 successful	 Innovation.	 The	

hypothesis	 is	 that	 spending	 a	 lot	money	 on	 e.g.	 R&D	 does	 not	 necessarily	 help	 the	 company’s	

Innovation	efforts,	 if	all	other	parameters	are	neglected	–	Whereby	the	framework	can	pinpoint	

areas	of	neglect	and	explain	the	success	of	other	companies,	where	such	areas	may	be	flourishing	

and	not	neglected.		

	

On	top	of	 this,	 the	5	parameters	can	help	explain	 if	 there	are	a	clear	 link	between	a	company’s	

strategy	and	its	Innovation	efforts,	as	the	strategic	efforts	is	very	much	interlinked	to	more	of	the	

variables,	such	as	R&D	efforts,	Culture,	and	Business	processes.		
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9.	Further	Perspectives	

The	 question	 of	 this	 thesis	 revolves	 around	 how	 energy	 companies	 innovate,	 and	 how	 this	 is	

prioritized	 in	their	overall	strategy.	However,	many	things	can	change	the	premise	of	 this	study,	

which	is	on	energy	companies	–	and	also	very	different	type	of	companies,	even	though	they	both	

are	within	the	Energy	Sector.	As	the	case	companies	are	subsidiaries	or	functions	within	a	larger	

enterprise,	it	could	be	interesting	to	investigate	the	corporate	angle	of	both	APMM	and	Ørsted.	This	

scope	would	have	a	large	impact	on	the	study,	as	this	goes	away	from	just	the	energy	industry,	but	

also	away	from	a	solely	B2B	perspective.		

	

It	would	make	sense	to	investigate	companies	outside	of	Denmark	as	well,	as	this	could	change	the	

practices	 and	 the	 culture	 around	 the	 company.	 It	 is	 though	 important	 to	 note	 that	 the	 case	

companies	do	indeed	operate	internationally,	and	are	both	very	much	international	organizations.	

In	order	to	increase	the	reliability	of	the	study,	however,	it	could	be	an	option	to	consider	companies	

from	different	parts	of	the	world.		

	

Through	the	interview	with	Christina	Sjøberg,	Maersk	Oil	Head	of	Strategy	&	Implementation,	an	

interesting	comment	was	made	about	being	ambidextrous	in	energy,	as,	for	instance,	both	are	in	

the	market	for	Oil	&	Gas,	while	exploring	new	business	areas	within	renewable	energy	(CSJ,	16).	It	

could	be	an	interesting	case	to	look	into	one	of	the	major	oil	companies,	such	as	BP,	Total,	Shell	or	

the	like,	as	these	companies	have	a	very	diversified	portfolio	within	energy.	The	hypothesis	here	is	

then,	that	only	large	companies,	as	the	ones	mentioned,	are	capable	of	excelling	both	yesterdays	

and	 tomorrows	 technologies,	 simultaneously.	Whereas	 smaller	 companies	 like	Ørsted	and	MOG	

need	to	choose	only	one	path.	In	the	example	of	Ørsted,	it	was	going	towards	renewables,	and	in	

the	case	of	MOG	their	strategy	was	clearly	to	stay	within	their	currently	held	field	of	expertise.	

	

This	brings	one	to	think,	if	Innovation	is	indeed	aligned	with	a	greener	tomorrow.	A	perspective	on	

Innovation	 in	 energy	 is	 that	 Innovation	 aligns	 with	 lowering	 emissions	 and	 perform	 more	

environmentally	 friendly	 operations.	 As	 seen	 with	 Porter	 &	 Cramer’s	 (2011)	 thoughts	 about	

maximizing	share-	and	stakeholder	value	by	having	CSR	at	the	heart	of	strategy,	it	makes	sense	that	

when	Ørsted	is	a	company,	who	has	completely	aligned	their	vision	and	mission	with	a	CSR	policy,	
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then	Innovation	is,	of	course,	enabling	even	more	environmentally	friendly	operations	and	energy	

production.	In	the	case	of	Maersk	Oil,	this	is	not	always	the	case,	as	even	though	new	technology	

and	innovation	helps	lower	emissions,	the	objective	is	a	greater	production	and,	thus,	is	not	aligned	

with	the	goal	from	Denmark	and	EU	to	abandon	Oil	&	Gas	production	only	a	few	decades	from	now.		

	

Back	to	the	question	of	why	Innovation	is	important,	is	also	the	ongoing	business	issue	of	attracting	

talents	and	recruiting	the	best	in-industry	employees.	A	part	of	the	Innovation	checklist,	proposed	

earlier,	 is	 Innovation	 Culture	 and	 Branding.	 How	 the	 company	 is	 perceived	 from	 internal	 and	

external	 stakeholders,	 such	 as	 employees	 or	 outsiders.	 As	 attracting	 talent	 is	 a	 very	 important	

discipline	 in	 knowledge-heavy	 industries,	 it	 makes	 sense	 to	 consider	 if	 innovation	 and	 the	

perception	 of	 the	 company	 being	 innovative	 is	 a	 driver	 for	 attracting	 talent.	 It	makes	 sense	 to	

consider,	that	new	talent	may	not	want	to	work	with	the	technologies	or	fields	of	yesterday,	as	this	

places	them	in	the	vulnerable	state	of	potentially	losing	their	position,	if	such	becomes	eclipsed	and	

outdated	–	e.g.	if	one’s	abilities	are	concerned	with	the	properties	of	a	floppy	disk,	in	the	age	of	

cloud	storage.	In	such	a	case,	it	is	of	less	importance,	how	well	a	company	does	its	job	or	how	good	

a	product	it	can	deliver,	e.g.	an	excellent	floppy	disk,	if	the	market	for	such	is	extinct	to	the	extent,	

that	the	demand	becomes	non-existent.	There	has	been	one	recent	study,	that	demonstrates	that	

among	 1000	 respondents,	 the	 majority	 wants	 to	 work	 in	 a	 creative	 and	 innovative	 cultural	

environment	–	Whereas	80	%	answer	that	they	do	not	feel	they	are	currently	working	 in	such	a	

place(London	School	of	Business	and	Finance,	2017).		

	

Lastly,	 I	want	 to	 reflect	 on	 the	 strategic	 foundation,	 of	which	 Innovation	 Strategy	 is	 developed.	

Assuming	that	a	company’s	intended	strategy(Mintzberg	and	Waters,	1985),	is	the	overall	strategy	

from	which	an	Innovation	strategy	is	developed.	In	a	company	with	Innovation	as	its	main	driver,	is	

the	overall	strategy	then	to	be	formulated	from	the	Innovation	strategy,	and	not	vice	versa?	One	

could	 argue	 that	 this	would	 then	 build	 everything	 else	 in	 the	 company	 from	 the	 roots	 of	 their	

Innovation	strategy,	thereby	making	Innovation	the	core	of	the	business.				
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10.	Appendix	
10.1	Interview	Guides	
10.1.1	(App.	1a)		Henrik	Tirsgaard,	Head	of	Corporate	Innovation	&	Technology	at	Maersk	Oil	
	

Info	

Interview	Personer	
	
• Henrik	Tirsgaard	
Head	of	Corporate	Technology	&	Innovation	
	
Paradigme/Type	
Kritisk	Realisme/semi-struktureret	
	
Introduktion	
Interviewer	præsenterer	sig	selv	og	interviewets	formål.	Der	introduceres	kort	til	hvorfor	interviewet	
afholdes,	og	hvad	formålet	med	er.	

● Overordnet	emne/formål:	Information	om	hvordan	Maersk	Olie	bruger	og	forstår	Innovation	
og	hvor	vigtigt	det	anses	for	de	overordnede	strategiske	overvejelser		

● Anonymitet:	Samtykke	og	bed	om	accept	til	behandling	af	data	(projektet	er	anonymt).	
● Behandling	af	data:	Data	bruges	udelukkende	i	specialet.	Interviewet	vil	blive	optaget	på	

lydbånd.		
● Tidsomfang:	ca.	30-45	min		
● Ekstra	spørgsmål	til	sidst:	Jeg	vil	samle	et	par	ekstra	spørgsmål	sammen	løbende,	som	vi	vil	

følge	op	på	til	sidst	
	
Interviewers	rolle	

• Husk	hvorfor	
• Pas	på	ledende	spørgsmål	
• Pas	på	forforståelse	

	
	

	

Spørgsmål:	 	

Emne	1:	
Baggrundsinformation	
	
	

• Kan	du	fortælle	lidt	om	din	position	I	Maersk	Oil,	og	lidt	omkring	
dine	ansvarsområder?	

o Hvad	er	kerne	funktionen,	for	dit	Team	–	Corporate	
Technology	and	Innovation?	

99555944	
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Emne	2:		
Forståelse	af	Innovation,	
incitamenter	og	brug	i	MOG	
	

	
(How	does	MOG	Work	with	
Innovation	Management)	
	
	

• Hvad	er	Innovation	for	dig	og	for	Maersk	Oil?	
o Er	der	en	forskel	mellem	hvordan	du	og	virksomheden	

ser	på	innovation?		
o Er	Innovation	vigtigt	(hvor	vigtig?)	
o 	

	
• Hvordan	er	innovation	prioriteret,	hvor	meget	fylder	det	ud	fra	

en	samlet	”strategisk	betragtning”,	hvis	du	tænker	Maersk	Oils	
strategi	og	CEO	Priorities?		

o Er	Innovation	vigtigere	i	dag	end	for	lad	os	sige	5	eller	10	
år	siden?	

	
• Hvordan	bruger	Maersk	Oil	Innovation	i	praksis?	

o Har	du	et	eksempel	på	et	af	de	større	innovations	tiltag	i	
har	foretaget?	

o Er	den	nye	Innovation	Hub	(Center	for	facilitering	af	
innovation	i	MOG),	et	udtryk	for	et	øget	fokus	på	
Innovation	som	en	generisk	del	af	MOGs	strategi?	

o Har	du	et	eksempel	på	innovations	processer	i	
virksomheden	

• Ser	du	nogen	disruptive	innovation	i	MOG?	
o Hvor?	

• Ser	du	incremental	innovation	i	mog?	
o Hvor?	
o Hvad	er	fokus?	
o Skal	man	have	en	balance	mellem	de	to?	

• 	
Olie	pris?	
Innovatinos	proces	

Emne	3:	Innovations	
Strategi,	Forretnings	Strategi	
og	Maersk	Oils	syn	på	
fremtiden	
	
	
(How	does	MOG	work	with	
Innovation	and	strategy)	
		

• Hvad	er	vigtigt	at	fokusere	på	for	at	være	succesfuld	Upstream	
olie/gas	virksomhed	i	dag?	

o Har	den	lave	oliepris	eksempelvis	noget	at	sige?	
o 	
o Betyder	det	noget,	at	i	ikke	skal	tage	højde	for	

slutbrugere,	som	eksempelvis	konkurrenter	der	har	
down-stream	aktiviter?	

	
• Hvad	er	det	største	strategiske	fokus	for	Maersk	olie?	
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o Hvorfor	er	det	de	primære	fokus	områder?	
o Incident	free,	Talent,	Innovation	etc..	

• Hvad	er	Maersk	Olies	Innovations	strategi?	
o Er	Teknologi	Strategi	og	Innovations	strategi	det	samme?	
o 	

• Hvordan	kommer	Innovations	Strategien	til	udtryk	i	
virksomhedens	strategi?	

o Incident	free,	Talent,	Innovation	etc.	
• Har	MOGs	ejerskabs	struktur	indflydelse	på	Innovations	

processerne?	
• Ville	det	være	nemmere	i	en	selvstændig	virksomhed	(ikke	en	del	

af	Energy/Group)	at	drive	innovation?	
	
	
	
	
	

Emne	4:	Linket	mellem	
strategi	og	Innovation	
	
(what	is	the	link	between	
Innovation	and	Strategy)	
	
	

	
• I	hvor	høj	grad	ser	du	at	Innovation	driver	Maersk	Olies	

samlede	performance	(Finansielt)?	
o Ser	i	Innovation	som	en	forudsætning	for	at	drive	

succesful	energi	virksomhed?		
o Hvor	stor	indflydelse	har	Innovation	på	den	måde	

virksomheden	skal	drives?	
o Hvor	stor	indflydelse	har	MOGs	virksomhedsstrategi,	

på	Innovationen	i	virksomheden?	
• 	
• Har	du	HTIet	eksempel		

o Hvad	gjorde,	at	det	var	succesfuldt?	

Evt.	 • Opfølgende	spørgsmål	
• Hvordan	ser	du	på	den	fremtidige	innovation	i	Total?		
• Vil	Innovation	se	anderledes	ud	i	Total,	end	den	gør	i	MOG	

lige	nu?	
o Hvad	vil	være	anderledes?	

	
	
	

• Kan	i	overføre	den	viden	i	allerede	har?	
• Tænker	du	det	bliver	anderledes	at	arbejde	med	Innovation	

og	teknologi	udvikling	under	totals	ledelse	
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10.1.2	(App.	1b)	Christina	Sjøberg,	Head	of	Strategy	and	Implementation	at	Maersk	Oil	
	

Info	

Interview	Personer	
• Christina	Sjøberg	
Head	of	Strategy	&	Implementation	
	
Paradigme/Type	
Kritisk	Realisme/semi-struktureret	
	
Introduktion	
Interviewer	præsenterer	sig	selv	og	interviewets	formål.	Der	introduceres	kort	til	hvorfor	interviewet	
afholdes,	og	hvad	formålet	med	er.	

● Overordnet	emne/formål:	Information	om	hvordan	Maersk	Olie	bruger	og	forstår	Innovation	
og	hvor	vigtigt	det	anses	for	de	overordnede	strategiske	overvejelser	fra	et	
forretningsmæssigt	synspunkt	

● Anonymitet:	Samtykke	og	bed	om	accept	til	behandling	af	data	(projektet	er	anonymt).	
● Behandling	af	data:	Data	bruges	udelukkende	i	specialet.	Interviewet	vil	blive	optaget	på	

lydbånd.		
● Tidsomfang:	ca.	30-45	min		
● Ekstra	spørgsmål	til	sidst:	Jeg	vil	samle	et	par	ekstra	spørgsmål	sammen	løbende,	som	vi	vil	

følge	op	på	til	sidst	
	
Interviewers	rolle	

• Husk	hvorfor	
• Pas	på	ledende	spørgsmål	
• Pas	på	forforståelse	

	
	

	

Spørgsmål:	 	

Emne	1:	
Baggrundsinformation	
	
	

• Kan	du	fortælle	lidt	om	din	position	I	Maersk	Oil,	og	lidt	omkring	
dine	ansvarsområder?	

o Hvad	er	kerne	funktionen,	for	dit	Team	–	Strategy	&	
Implantation?	

	
	
	
	

Emne	2:		 • Hvad	er	de	vigtigste	områder,	i	den	strategi	i	fører	i	MOG?	
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Forståelse	af	Strategien	i	
Maersk	Olie,	og	opfattelse	af	
Innovation	
	

	
	
	
	

o Hvorfor	er	disse	områder	vigtige?	
o Lav	oliepris	indflydelse?	

	
• Hvad	er	Innovation	for	dig	og	for	Maersk	Oil?	

o Er	der	en	forskel	mellem	hvordan	du	og	virksomheden	
ser	på	innovation?		

o Er	Innovation	vigtigt	(hvor	vigtig?)	
	

	
• Hvor	hvor	meget	fylder	Innovation	i	virksomheden,	hvis	vi	

snakker	Maersk	Oils	Business/Corporate	strategi	og	CEO	
Priorities?		

o Har	dette	ændret	sig	over	de	seneste	år	
§ Oliepris	
§ Skift	i	ledelsen	
§ Under	Separationen	fra	Gruppen	
§ Efter	salget	til	TOTAL	

	
• Innovations	Strategi	–	er	det	en	del	af	arbejdet	i	jeres	team?	
• Hvordan	kommer	Innovations	Strategien	til	udtryk	i	

virksomhedens	strategi?	
o Incident	free,	Talent,	Innovation	etc.	

	
• Har	ejerskabsstruktur	indflydelse	på	hvor	Innovativ	en	

virksomhed	MOG	er?	
o Ville	det	være	nemmere	i	en	selvstændig	virksomhed	

(ikke	en	del	af	Energy/Group)	at	drive	innovation?	
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Emne	3:	Innovation	(How	
much,	how	you	do	it,	and	
the	way	you	do	it)	
	
	
	

	
• Er	Mærsk	Olie	en	Innovativ	virksomhed?	

o Hvorfor?	
o Eksempler?	

	
• Kan	man	måle	hvor	vigtig	Innovation	er	i	en	virksomhed,	ved	at	

se	på	eksempelvis	R&D	forbrug?	
o Hvorfor?	Hvorfor	ikke?	
o Kan	man	sætte	lighedstegn	mellem	R&D	og	Innovation	I	

MOG?	
o Er	der	andre	faktorer,	der	er	væsentlige	for	Innovation?	

	
• Er	det	vigtigt	at	have	en	Innovativ	virksomhedskultur,	for	at	være	

Innovativ?	
o Er	det	en	kultur	der	er	i	MOG?	
o Hvordan/Hvorfor?	
o 	

	
• Der	er	nogle	åbenlyse	initiativer	som	Innovation	HUB,	Chrystalis,	

og	Innovation	Moments	med	MOET	som	er	skabt	for	at	skabe	en	
Innovations	Kultur.	

o Er	det	elementer	der	skaber	en	bedre	forudsætning	for	
Innovation	i	MOG?	

o Hvorfor/Hvorfor	ikke?	
o Er	det	noget,	i	har	været	en	del	af?	

	
	

Evt.	 • Opfølgende	spørgsmål	
• Hvordan	ser	du	på	Innovation,	efter	overgivelsen	til	Total?		
• Vil	Innovation	se	anderledes	ud	i	Total,	end	den	gør	i	MOG	

lige	nu?	
o Hvad	vil	være	anderledes?	

	
	
	

• Kan	i	overføre	den	viden	i	allerede	har?	
• Tænker	du	det	bliver	anderledes	at	arbejde	med	Innovation	

og	teknologiudvikling	under	totals	ledelse	
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10.1.3	(App.	1c)	Patrick	Edvardsen,	Head	of	Innovation	at	Ørsted	Wind	Power	
	

Info	

Interview	Personer	
	
• Jens	Patrik	Edvardsen	
Head	of	Innovation,	Wind	Power	
	
Paradigme/Type	
Kritisk	Realisme/semi-struktureret	
	
Introduktion	
Interviewer	præsenterer	sig	selv	og	interviewets	formål.	Der	introduceres	kort	til	hvorfor	interviewet	
afholdes,	og	hvad	formålet	med	er.	

● Overordnet	emne/formål:	Information	om	hvordan	Ørsted	bruger	og	forstår	Innovation	og	
hvor	vigtigt	det	anses	for	de	overordnede	strategiske	overvejelser		

● Anonymitet:	Samtykke	og	bed	om	accept	til	behandling	af	data	(projektet	er	anonymt).	
● Behandling	af	data:	Data	bruges	udelukkende	i	specialet.	Interviewet	vil	blive	optaget	på	

lydbånd.		
● Tidsomfang:	ca.	30	min		
● Ekstra	spørgsmål	til	sidst:	Jeg	vil	samle	et	par	ekstra	spørgsmål	sammen	løbende,	som	vi	vil	

følge	op	på	til	sidst	
	
Interviewers	rolle	

• Husk	hvorfor	
• Pas	på	ledende	spørgsmål	
• Pas	på	forforståelse	

	
	

	

Spørgsmål:	 	

Emne	1:	
Baggrundsinformation	
	
	

• Kan	du	fortælle	os	lidt	om	din	position	I	Ørsted	WP	og	lidt	
omkring	dine	ansvarsområder?	

o Hvad	er	kerne	funktionen	for	Innovation	Teamet?	

Emne	2:		
Forståelse	af	Innovation,	
incitamenter	og	brug	i	
Ørsted	
	

• Hvad	er	Innovation	I	Ørsted?	
o Er	der	en	forskel	mellem	hvordan	du	og	virksomheden	

ser	på	innovation?		
o Er	Innovation	vigtigt	(hvor	vigtig?)	
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(How	does	Ørsted	Work	with	
Innovation	Management)	
	
	

• Hvordan	er	innovation	prioriteret,	hvor	meget	fylder	det	ud	fra	
en	samlet	”strategisk	betragtning”,	hvis	du	tænker	Ørsteds	
strategi?		

o Er	Innovation	vigtigere	i	dag	end	for	lad	os	sige	5	eller	10	
år	siden?	

	
• Hvordan	bruger	Ørsted	Innovation	i	praksis?	

o Har	du	et	eksempel	på	et	af	de	større	innovations	tiltag	i	
har	foretaget?	

o Har	du	et	eksempel	på	innovations	processer	i	
virksomheden	

• Ser	du	incremental/disruptive	innovation	i	Ørsted?	
o Hvor?	
o Hvad	er	fokus?	
o Skal	man	have	en	balance	mellem	de	to?	

Emne	3:	Innovations	
Strategi,	Forretnings	Strategi	
og	Maersk	Oils	syn	på	
fremtiden	
	
	
(How	does	MOG	work	with	
Innovation	and	strategy)	
		

• Hvilke	kompetencer	er	vigtige	for	at	drive	succesful	virksomhed	i	
Wind	Power/Energi.		

	
• Hvad	er	det	største	strategiske	fokus	for	Ørsted	(Wind	Power)?	

o Hvorfor	er	det	de	primære	fokus	områder?	
o Incident	free,	Talent,	Innovation	etc..	

	
	
	
• Har	Ørsted	en	Innovations	strategi?	

o Er	Teknologi	Strategi	og	Innovations	strategi	det	samme?	
	
• Hvordan	kommer	Innovations	Strategien	til	udtryk	i	

virksomhedens	strategi?	
	

o Incident	free,	Talent,	Innovation	etc.	
• Ville	det	være	nemmere	i	en	selvstændig	virksomhed	(ikke	en	del	

af	Energy/Group)	at	drive	innovation?	
	
	
	
	
	

Emne	4:	Linket	mellem	
strategi	og	Innovation	
	

	
• Er	Innovation	en	forudsætning	for	at	drive	succesful	

virksomhed?		



	

79	
	

(what	is	the	link	between	
Innovation	and	Strategy)	
	
	

• Hvor	stor	indflydelse	har	Innovation	på	den	måde	
virksomheden	skal	drives?	

• Hvor	stor	indflydelse	har	Ørsteds	virksomhedsstrategi,	på	
Innovationen	i	virksomheden?	

• 	
• Har	du	et	eksempel		

o Hvad	gjorde,	at	det	var	succesfuldt?	

Evt.	 • Opfølgende	spørgsmål	
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10.2	(App.	2)	Data	display	

Interviewee	
Christina	Sjøberg	(28:29	

Min)	
(CSJ)	

Henrik	Tirsgaard	(55:20)	
(HTI)	

Patrick	Edvardsen	
(24:04)	
(PED)	

Company	 Maersk	Oil	 Maersk	Oil	 Ørsted	Wind	
Power	

Title	 Head	of	Strategy	&	
Implementation	

Head	of	Corporate	Technology	
&	Innovation	

Head	of	
Innovation	

Market/Industry	 1.	“Looking	towards	all	APMM	
businesses,	you	can	say	that	they	
are	all	the	businesses	of	
yesterday	to	some	degree”	11.07		
	
2.	“The	transition	from	Oil	&	
Gas	to	new	energy	forms	will	be	
long,	and	there	will	be	a	long	
transformation	period”	11.20	
	
3.	“With	a	low	Oil	price,	you	
need	to	consider	innovative	
solutions	to	thrive	profitable	
business”	11.30	
	
4.“Oil	&	Gas	industry	has	this	
perception	of	being	very	old-
school,	but	actually	there	are	
some	crazy	innovation	going	on.”	
11.40	
	
5.	“Technologically	it	is	so	
complex	–	we	just	haven’t	
managed	to	brand	the	industry	
like	this”	11.45	

1.	“Of	course,	there	are	some	
differences	between	us	and	a	B2C	
business	in	terms	of	Innovation.	What	
you	can	say,	is	that	we	are	also	selling	to	
“customers”	which	we	call	our	internal	
stakeholders.	This	is	our	marketspace	–	
and	we	are	very	close	to	the	end-users”	
(12:28)	
	
	

1.	Need	to	win	bids	on	
Windfarm	productions	

	

2.	There	are	some	
drivers,	to	make	sure	
we	win	these	bids.	
Primarily,	it	is	about	
setting	the	lowest	
price.	
	

Strategy	and	
culture	

6.”	The	strategy	we	wanted	to	
make	is	capability	based”	07:01	

	
7.	“Especially	the	one	about	
unlocking	reservoirs”	07:20	
	
8.	“Looking	at	more	than	just	
projects	in	the	North	Sea”	10.00	

	
9.	“Of	what	we	are	good	at,	
Innovation	Plays	a	huge	role”	
10:12	
	

10.	“We	have	begun	to	make	
this	Innovation	moments,	just	
like	safety	moments”	12.44	
	
11.	“Our	new	office	is	build	up	
with	Innovation	Hubs”	12.55	

2.	“After	the	announcement	1.5	year	
ago,	that	we	had	to	be	separated	from	
APMM,	a	stock	introduction	was	
expected.	Then	it	is	important	you	have	a	
well	formulated	plan	for	the	company,	to	
the	investors.”	(18:00)	
	

3.	“The	intensity	has	decreased	
hereafter,	as	before	there	were	more	
willingness	to	go	further	and	longer	with	
some	projects”	(18:04)	
	
	

4.	“Focus	more	around	being	a	niche	
player,	as	many	oil	companies	have	much	
larger	research	budgets	than	we	have”	
(25:30)	
	

5.	“A	few	areas	relevant	for	us,	and	this	
is	where	we	focus	our	efforts”	(26:25)	

	

3.	Either	you	can	lower	
the	price,	or	secure	
more	revenue	via	
production	
	

4.	One	time	every	2nd	
year,	Innovation	Games	
is	held	to	set	this	up	as	
a	focus	area	and	give	a	
cultural	booster	
	

5.	Across	the	4	
functions,	gives	the	
capabilities	possible	to	
thrive	successful	
operations	such	as	
Market/Bid	
development,	Project	
development,	The	EBC	
part,	Procurement	as	



	

81	
	

	
12.	“Innovation	becomes	more	
and	more	a	part	of	our	identity”	
13.00	
	

13.	“The	people	who	develops	
and	invents	these	fantastic	
technical	solutions,	is	not	always	
the	same	who	has	the	
commercial	mindset”	13.38	

	
14.	“A	story	on	the	intranet,	
where	an	employee	had	a	good	
idea	from	our	UK	business.	
However,	she	could	not	really	
get	the	idea	any	further.	So	she	
contacted	our	wells	manager,	
who	thought	this	was	a	great	
idea.	It	ended	up	as	a	huge	
success	and	making	an	operation	
much	cheaper”	

	
15.	“Openness	in	the	
organization	is	important,	and	
listening”	18.37	
	
	
	
	

	
	
	

6.	“The	philosophy	have	been,	that	as	
long	we	are	surrounded	by	these	major	
billion	dollar	companies,	we	want	to	
focus	on	doing	what	we	do	better”	
(26:40)	
	

7.	“It	is	the	seize	and	the	industry	that	
dictates,	that	we	are	looking	into	
incremental	innovations	more	than	
radical	innovation”	(27:00)	
	

8.	“The	most	important	thing	to	succeed	
in	this	industry,	is	produce	the	Oil	as	
cheap	as	possible”	(29:20)	
	

9.	“There	are	not	large	players	in	the	
North	Sea.	This	area	is	too	small	for	the	
large	players	to	engage	within”	(37:14)	
	
	

well,	as	Ørsted	does	not	
produce	the	Parts	
themselves	(bought	
from	Siemens,	Vestas),	
the	technicians	and	
operations	which	are	
supported	by	a	back	
office	with	advanced	
analytics	
	

6.	Strategic	Focus.	
Develop	their	Pipeline,	
and	optimize	our	
current	assets		
	
7.	There	are	also	an	
employer	branding	
element	in	the	cultural	
initiatives,	but	with	the	
underlying	assumption	
that	what	these	
initiatives	brings	to	the	
table	is	indeed	value	
creating.	We	haven’t	
done	it,	if	there	weren’t	
any	great	ideas	coming	
out	of	this.		

Exploration	&	
Exploitation		

16.	“It	is	only	Super	Majors	who	
has	the	capacity	to	pursue	
renewables	–	all	others	just	does	
not	have	the	capital	to	do	it	–	in	
parallel	thrive	both	things”	25.00	

	
17.	“Looking	towards	our	
capabilities,	Our	executive	team	
has	all	more	than	20	years	of	
experience	within	Oil	&	Gas	
which	is	where	the	foucs	should	
be”	25.10	
	
	
18.	“It	was	thus	a	choice	we	
made	not	to	look	into	
renewables	as	part	of	our	equity	
story”	25.20	
	
19.	“Of	course,	if	we	grew	so	
much	and	we	had	the	cashflow	
to	pursue	other	projects	than	
within	our	current	focus	areas,	
then	it	would	be	an	option”	
25.40	

10.	“There	have	been	a	huge	foucs	on	
optimizing	our	productivity”	(07:10)	
	
11.	“There	haven’t	been	ressources	to	
say	lets	do	it	differently	and	in	this	
completely	new	way”	(07:25)	
	

12.	“Innovation	priotisation	comes	in	
waves.	When	I	started	in	this	role,	the	Oil	
prices	were	dropping	drastically.	We	had	
a	lot	of	activities	going	on.	We	had	too	
many	projects	going	on,	while	over	
profits	and	revenue	streams	was	
decreasing.	It	was	in	general	difficult	to	
pitch	new	projects,	as	the	company	had	
more	important	issues	on	cost	reduction.	
Even	though	technological	development	
can	increase	these	things,	it	will	only	be	
on	the	long	term.	So,	short	termed	focus	
on	cost	reductions	was	more	important.	
Afterwards,	14-15-16	was	years	where	
the	company	was	getting	leaner.	
However,	this	past	year,	has	been	a	year	
where	there	have	been	a	buffer	and	
interest	to	dive	into	some	of	the	projects	
(21:00)	
	

8.	Innovation	is	
important	for	wind	
power,	both	to	secure	
new	bids	but	also	to	
optimize	our	existing	
business	
	

9.	Strategic	Focus.	
Develop	their	Pipeline,	
and	optimize	our	
current	assets	
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20.	“If	a	company	of	our	size	
did	diversify	like	this,	we	would	
spread	ourselves	too	thin	across	
the	portfolio.	At	least,	that	is	
how	it	has	been	in	the	industry	
until	now”	25.49	
	
21.	“They	(Ørsted)	have	made	
the	transition	completely.	I	think	
it	is	an	either	or,	when	you	are	a	
company	at	that	size	
	

13.	“Now	there	is	focus	on	Innovation	–	
and	with	Total,	there	was	really	a	wish	on	
focusing	on	this	development”	(23:10)	
	

14.	“Before	the	oil	crisis,	there	were	a	
lot	of	focus	on	finding	more	barrels	of	oil.	
However,	from	an	economic	perspective	
there	were	a	lot	more	profit	to	gain	
looking	towards	our	own	costs.	It	was	
better	to	half	our	costs,	than	to	double	
up	our	reserves”	(24:30)	
	
15.	“We	have	never	as	a	company	
thrown	ourselves	into	radical	
Innovations.	It	has	only	been	if	this	was	
brought	up	by	coincidence”	(25:20)	
	
	
	

Innovation	
Strategy	

22.”	The	Innovation	team	have	
come	a	long	way,	and	have	
formulated	their	own	strategy”	
(08:45)	
	

23.	“There	are	no	doubt	that	
Innovation	–	especially	the	
Digitalization	agenda	is	on	top	
on	many	companies	agendas”	
11:55	
	

24.	“We	have	this	partnsership	
with	DTU,	and	we	have	had	a	
similar	setup	in	Qatar”	17.00	
	
25.	“The	Innovation	team	are	
mapping	whats	happening	
across	the	organization	–	as	we	
were	missing	this	overview	
before”	17.15	
	
26.	“Many	projects	evolves	
around	EOR	–	enhanced	Oil	
recovery”	18.00	
	

27.	“More	Innovation	in	other	
areas,	not	just	the	technical	
functions”	20.20	
	

28.	“Geothermal	was	one	of	
the	large	projects,	where	we	got	
very	far-		however	it	is	now	
closed	from	here,	and	is	moved	
into	our	holding	company	and	is	
then	developed	from	there”.	
23.50	
	

16.	“We	do	not	have	the	ressources	at	
the	moment,	to	scope	the	different	
processes	on	the	projects	–	even	though	
its	in	our	scope”	(04:38)	
	

17.	“This	is	due	to	we	are	parted	up	
between	the	holding	company,	and	
MOG,	as	well	as	the	integration	with	
Total	also	have	a	say	in	this.	It	is	more	
about	maintaining	the	already	ongoing	
activities	for	now”	(04:50).		
	

18.	“People	reach	out	to	us,	when	they	
have	an	idea.	Or	we	talk	to	the	business	
units	and	discusses	with	them	if	any	
ideas	is	on	the	rise”	(05:32)	
	

19.	“At	us,	we	use	3	terms	of	
Innovation.	Incremental:	What	we	do	
today.	Better.	Radical:	Disruptive,	and	do	
things	completely	different.	A	third	one	is	
what	we	call	advancements:	You	are	not	
building	a	new	business	area,	but	do	the	
things	you	did	yesterday	completely	
different”	(08:25)	
	
20.	“It	makes	sense	with	us	–	Oil	&	Gas	
industry	is	very	conservative.	So	the	new	
fantastic	innovations	we	come	up	with	
are	not	radical	or	disruptive”	(08:40)	
	
21.	“Last	year	we	made	a	technology	
magazine	with	10-15	projects,	and	this	
gave	a	punch	to	provide	focus	on	
innovation”	(20:20)	
	

22.	“This	was	after	the	seperations	was	
known,	and	the	executive	team	could	see	

10.	Very	structured	
around	Innovation		
	

11.	Clearly	defined	
innovations	strategy		
	

12.	It	is	created	to	
support	the	overall	
strategy	which	is	re-
evaluated	on	a	yearly	
basis	
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29.	“It	was	the	thought	that	we	
would	incorporate	the	
geothermal	project	in	our	overall	
strategy,	and	we	began	to	see	
how	this	should	be	implemented	
in	Exploration,	in	Innovation	
team,	for	our	business	
development,	for	the	business	
units.	This	was	sort	of	our	next	
step”	24.10	
	
	

there	were	a	lot	of	critical	mass	and	
exciting	projects.	It	have	to	be	presented	
well	and	brief,	as	the	management	rarely	
have	that	much	time	at	hand”	(20:40)	
	
23.	“The	scope	after	the	falling	oil	
prices,	has	been	on	cutting	down	the	
portfolio,	and	excel	on	the	few	greatest	
projects”	(24:00)	
	
24.	“More	projects	focusing	on	
efficiency,	and	less	on	finding	more	oil”	
(25:00)	
	

25.	“It	is	much	better	for	us	to	look	at	
what	the	large	players	are	doing,	and	
then	do	cooperate	and	do	it	faster”	
(26:01)	
	

26.	“Automatization	of	our	operations,	
i.e	remove	people	from	the	drilling	rigs,	
will	be	put	into	our	category	of	
advancements.	It	is	not	a	game	changer,	
but	it	is	doing	what	we	do	completely	
different”	(32:10)	
	

27.	“Automatization	and	robotics	is	not	
game	changers	–	they	just	help	improve	
current	operations”	(32:30)	
	

28.	“We	are	alike	all	other	companies	
about	to	digitalize	the	whole	
organization”	(33:20)	
	
29.	“Innovation	is	important,	but	do	we	
have	to	make	it	ourselves?	If	other	
companies	make	new	innovations,	then	
we	can	acquire	this.	Of	course,	we	pay	a	
premium,	however	do	we	corporate	with	
companies	who	can	develop	things	faster	
and	better.	Thus	we	can	execute	on	the	
new	Innovations	quicker	than	if	we	
started	develop	it	ourselves.	This	does	
not	provide	us	with	any	competitive	
advantage.	Then	we	have	to	find	this	
advantage	somewhere	else.	In	the	Oil	&	
Gas	industry,	this	can	typically	be	due	to	
location	and	how	agile	are	you”	(36:00)	
	
	

30.	“Most	technology	we	use,	is	
acquired	externally.	I	would	say	up	to	90	
%	of	all	of	our	technology	is	bought	
outside	of	the	organization”	(37:30)	
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Strategy,	
Innovation	and	
the	Importance	
of	Innovation	

30.	“Innovation	has	come	much	
more	into	our	agenda,	as	a	
differentiator	for	us”	(07:37)	
	

31.	“No	doubt	that	we	are	a	
very	technical	focused	company”	
07:51	
	

32.	“We	are	a	much	smaller	
company	than	the	competition,	
where	we	have	focused	on	for	
instance	horizontal	drilling”	
08.00	
	

32.	“It	was	important	selling	
point	for	us,	that	we	were	an	
Innovative	company”	13.08	
	
33.	“With	a	centralization,	it	
was	easier	to	link	the	projects	to	
the	overall	strategy”	17.45	
	

34.	“I	think	Innovation	is	
becoming	more	important	than	
ever”	
	

35.	“What	I	think	is	the	most	
important	part,	is	the	whole	
digitalization	and	the	IT-related	
which	is	a	part	of	the	world	we	
live	in”	27.20	
	

36.	“I	also	think	its	very	
important	that	there	are	a	clear	
link	to	the	strategy,	so	the	
Innovation	can	enable	and	
support	the	a	strategy,	with	a	
strong	link	to	how	it	can	be	
monetarized	–	that	you	
understand	how	are	you	going	to	
make	money	of	this,	and	its	not	
just	a	cool	idea”	27.40	
	

37.	“It	is	important	to	measure	
the	progress,	and	coordinate	to	
include	the	right	people”	28.00	

31.	“We	have	corporations	with	DTU	Oil	
&	Gas,	which	we	sponsor”	(02:40)	
	

31.	“What	we	really	want	to	do,	is	help	
facilitating	the	Innovation	process,	
however	there	are	not	enough	resources	
from	our	team	to	do	this”	(03:58)	
	

32.	“Trough	the	past	year,	it	has	been	
really	difficult	for	anybody	to	find	
resources	to	start	up	new	projects.”	
(05:40)	
	
33.	“Before	that,	there	were	a	lot	of	
good	ideas,	but	no	customers	
(stakeholders)	to	take	on	the	projects.	
This	is	a	resource	issue.”	(06.10)	
	
34.	“The	ideas	we	took	further,	was	
primarily	incremental,	but	others	were	
actually	fairly	advancements.	However,	
there	was	no	engagement	from	the	
departments	nor	the	management	to	
pursue	these	“new	ways	of	doing	things”.	
There	were	other	priorities”	(08:56)	
	

35.	“For	instance,	how	much	value	is	
there	in	saving	a	human	life	–	which	is	
also	one	of	our	core	goals.	Value	with	us	
is	also	creating	a	safer	work	space”	
(11:25)	
	

36.	“We	are	under	a	lot	more	control	
with	our	Innovation,	than	lets	say	when	
you	are	developing	a	new	ipad.	On	the	
other	hand	we	are	a	lot	closer	to	the	
end-users	in	the	departments,	as	we	
usually	know	them	personally”	(13:00)	
	

37.	“In	terms	of	priotisation,	many	ideas	
can	be	rejects	as	to	not	being	prioritized	
in	the	organization”	(13:15)	
	

38.	“Some	departments	have	a	scope	of	
being	as	efficient	as	possible.	That’s	their	
KPIs.	For	them,	is	not	Innovation	that	
important.	
Likewise,	there	are	teams	here,	which	
only	focus	on	Innovation”.	
	

39.	“Bi	weekly	when	our	Executive	team	
has	their	meetings,	we	have	incorporated	
an	Innovation	moment,	which	basically	is	
someone	from	the	departments	who	
works	with	a	given	innovation,	and	in	20	
minutes	explains	what	they	are	doing,	
and	what	the	benefits	are.	This	has	been	

13.	Innovation	is	really	
14.	important	for	wind	
power,	both	to	secure	
new	bids	but	also	to	
optimize	our	existing	
business.	
	
15.	The	“strategy”	
function	has	nothing	to	
do	with	the	concrete	
projects.	Only	
discussing	overall	
direction	and	targets.	
They	are	setting	the	
overall	targets	and	
visions.		
	
16.	Some	greyareas,	
where	we	are	so	early	
in	the	process	that	a	
strategic	perspective	
can	be	needed	
	
17.	Innovation	is	a	
nessecity,	to	thrive	a	
succesfull	wind	power	
business.	To	complete	
both	our	objectives,	to	
secure	low	costs	and	
win	new	bids.	To	win	a	
new	bid:	Innovation,	
maturation	of	supply	
chain,	and	Scale.	
	

18.	University	
partnerships,	and	the	
productlines	works	
closely	with	vendors	to	
ensure	innovation	Is	
compliant	
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a	huge	success,	and	created	some	belief	
in	the	organization”	(18:55)	
	

40.	“It	gives	some	trust	and	
acknowledgement	that	many	exciting	
things	are	happening	in	the	company”	
(19.20)	
	
	
	
	
	

Perception	of	
Innovation	

38.”	Innovation	can	be	more	
than	technical	solutions”	15.40	
	
	
	
	
	
	

41.	“People	get	a	lot	of	ideas	–	that	is	
not	the	issue	at	all”	(03:56)	
	

42.	“A	product	or	process	that	provides	
added	value	to	the	company”	(10:00)	
	
43.	“This	can	both	be	directly	in	cash,	or	
indirectly”	(10:10)	
	

44.	“There	is	a	long	way	from	R&D	to	
you	have	the	finalized	Innovation”	
(10:25)	
	

45.	“Our	greatest	concerns	with	
Innovations	is	not	if	it	gets	sold	–	but	if	it	
lives	up	to	the	quality	demanded	by	the	
business”	(15:33)	
	
46.	“This	is	where	our	uncertainty	is	–	
how	well	does	our	innovations	work?”	
(15:50)	
	
	

19.	Both	Technical	and	
Business	model	
Innovation	is	
parameters	to	look	into	

Measures	of	
Innovation	

39.	“There	are	defiantly	a	link	
between	R&D	spend,	and	how	
innovative	a	company	is”	16.39	
	

40.	“If	you	do	not	practice	
(spend),	then	you	will	never	
excel”	16.45	
	
	
	
	

	 	
	
	
	
	
	
	
	
	
	
	

Ownership	&	
organizational	

structure	

41.”	We	have	never	been	keen	
to	know	what	investors	is	
looking	into”	(06:26)	
	

42.	“The	Innovation	team,	
Henriks	team,	are	working	
closely	with	us.	Of	course,	what	
they	are	working	towards	have	
to	support	the	overall	strategy”	
08:17	
	

47.	“We	have	a	macro	perspective	on	
Innovation	across	the	business”	(00:46)	
	
48.	“It	is	my	teams	purpose	to	ensure	
the	coordination	between	relevant	
stakeholders	of	these	projects”	(02:06)	
	

49.	“We	have	a	lot	of	centralized	units	
across	the	business.	Some	small,	and	
some	larger	research	groups”	(01:01)	

20.	Have	a	strong	
focus	on	Innovation	
	
	
	
	

21.	The	organization	is	
parted	in	several	
support	elements	to	
thrive	innovation	
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43.	“If	the	team	comes	and	say	
hey	this	could	be	fun	and	
interesting,	but	does	not	support	
our	strategy	at	all,	then	of	course	
it	wont	work”	(08:29)	
	
44.	“With	APMM	as	main	
shareholder,	we	know	that	they	
will	be	in	projects	on	a	long	term	
–	and	that	in	that	period	of	time	
there	wont	be	oil	in	the	North	
Sea”	09.25	
	

45.	“Looking	back	just	a	few	
years,	there	is	no	doubt	that	the	
new	director	of	the	board	at	
APMM	Jim	Snabe,	have	
embedded	Innovation	–	not	just	
in	MOG,	but	in	the	whole	APMM	
conglomerate	on	a	whole	new	
level”	
	
46.	“The	shift	of	the	director	of	
the	board	had	a	lot	to	do	with	
how	we	do	innovation	today”	
14.51	
	
47.	“Our	CEO	maybe	didn’t	
know	about	some	of	these	cool	
projects	on	the	rise,	as	they	were	
embedded	deeply	into	the	
Technical	function”	15.28	
	
48.	“By	centralizing	the	
Innovation	team,	you	could	
more	easily	prioritize	your	
efforts”	17.36	
	
	
	

	

50.	“One	of	the	weaknesses	of	a	
decentralized	Innovation	model,	is	that	
one	manager	can	think	a	project	is	a	
good	idea	–	however	when	this	is	moved	
to	another	department,	it	can	lose	
traction	and	interest”	(01:54)	
	

51.	“To	be	an	independent	company	
makes	it	easier	to	set	your	own	priorities.	
Especially	in	relation	to	being	flexible	this	
is	important.	Let’s	say	we	choose	to	go	
into	renewable	energy,	then	this	would	
be	strange	to	do	as	an	Oil	&	Gas	part	of	a	
conglomerate.	Why	should	not	we	make	
a	separate	company	to	pursue	this?”	
(34:30)	
	
	

22.	We	have	a	range	
of	product	lines	that	
thrives	new	and	
existing	ideas	–	the	
more	incremental	
innovation	
	

23.	Technical	R&D	
organization,	where	we	
cooperate	with	
technical	universities	
and	others	
	

24.	Cont.	supply,	Next	
level	operations	and	
maintance,	in	parallel	
with	product	lines	–	
what	happening	after	
EBC,	and	the	Innovation	
happening	in	the	
Product	lines	
	
25.	Business	
Development	
Functions,	which	
considers	both	business	
model	innovation	and	
to	increase	the	revenue	
generation	
	

26.	Centralized	
Innovation	function,	
which	has	4	key	
responsibilities:	
Commercialize	the	
Innovation	Ørsted	WP	
has	
Pick	new	or	existing	
projects,	and	make	sure	
they	are	fast-tracked.	
Digitalize	the	Wind	
power	organization.	
Innovation	Lab,	where	
the	Innovation	teams	
tracks	conventional	
ideas,	and	digital	ideas	
Cultural	focus,	as	
Ørsted	WP	has	a	lot	of	
knowledge	as	a	part	of	
their	integrated	value	
chain.	Make	sure	to	get	
as	much	knowledge	
spillover	as	possible,	
and	here	they	have	an	
initiative	like	Innovation	
games.	
Sent	out	teams	to	
workshop.	
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27.	The	centralized	
innovation	team	also	
helps	coordinating	
across	the	organization	
with	facilitating	
projects	on	different	
stages.	A	portfolio	
understanding	of	the	
projects.	
	
28.	Strategy	team	that	
sits	in	parallel	with	the	
Innovation	team	under	
Strategy,	Development	
&	Regulatory	function	–	
owning	all	projects	until	
a	bid	is	owned,	and	
furthermore	sets	the	
direction	for	innovation	
and	strategy	across	all	
functions.		
	
	

Other	 	

49.	“There	have	been	
Innovation	sessions	with	Jim	
Snabe	which	he	has	asked	for,	to	
see	some	of	the	cool	projects	we	
are	developing”	
	

50.	“Jim	identifies	that	
innovation	is	part	of	the	future,	
and	part	of	thriving	a	successful	
business”	11:00	
	

51.	“As	part	of	the	integration	
work	with	Total,	I	sometimes	
have	this	thought	of;	Yes,	this	
was	how	we	worked	in	MOG	
maybe	5	years	back.	Whereas	
now	I	think	we	have	evolved	a	
lot	and	being	more	modernized”	
19.20	
	
	
	

52.	“It	is	much	easier	to	start	a	project,	
than	to	complete	it”	(01:30)	
	

53.	“The	number	of	ideas	is	a	exceeds	
what	we	are	capable	of,	by	a	distant	
margin”	(01:39)	
	

54.	“We	have	had	a	more	formal	idea	
process;	however,	we	didn’t	manage	to	
keep	this	up	over	the	long	run”	(05:50)	
	

55.	“We	spend	around	1	%	of	annual	
revenue	on	R&D”	(27:40)	
	

56.	“R&D	falls	as	part	of	the	market	
prize	for	oil”	(28:30)	
	
57.	“Regarding	the	Total	acquisitions:	
We	are	still	competitors,	and	in	MOG	we	
are	still	running	our	company	has	been	
planned	before	the	acquisition”	(39:03)	
	

58.	“Where	it	changes,	is	that	we	have	
some	projects	where	we	usually	would	
have	said	we	do	not	have	the	scale	or	
resources	to	pursue	this.	Here,	we	park	
these	ideas	instead.”	(39:35)	
	
59.	“It	is	a	classic	example,	that	if	you	
ask	the	executive	management	about	
how	important	Innovation	is,	they	will	
tell	you	it	is	very	important.	But	if	you	ask	
the	functions,	nothing	is	happening	at	
all...”	(45:20)	

29.	Continious	idea	
generation	within	the	
different	product	lines,	
and	cont.	supply.	This	
means	that	employees	
have	once	place,	they	
know	where	to	go	with	
their	ideas.	
	

30.	One	time	every	2nd	
year,	Innovation	Games	
is	held	to	set	this	up	as	
a	focus	area	and	give	a	
cultural	booster		
	

31.	Top	25	projects	I	
picked		
Set	a	team	
Top	6,	comes	to	boot	
camp	on	3	days	
With	help	from	
innovation	team,	and	
then	they	work	on	the	
project	for	a	few	
months	before	
presenting	for	the	
executive	team	who	
picks	a	winner	–	In	
opposition	to	a	
hackathon,	which	is	
usually	a	lot	shorter	
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60.	“How	mature	is	the	company,	and	
does	it	have	a	process	around	ideas?	Find	
some	parameters	where	it	might	be	
possible	to	quantify	the	issues.	
Establishment	of	processes,	is	usually	
done	per	request	from	the	senior	
management	to	focus	on	this”	(46:30)	
	

60.	“We	do	have	a	process	around	
Innovation,	and	how	to	process	ideas”	
(47:30)	
	

61.	“We	do	not	have	a	structured	
process	on	how	to	gather	ideas,	and	how	
to	get	ideas	from	A	to	Z”	(47:47)	
	
61.	“We	have	a	structured	guideline	on	
our	technology	development,	which	is	
called	technology	readiness,	where	we	
assess	and	track	its	performance.	This	is	
defiantly	a	maturity	element”	(48:15)	
	
62.	“What	we	do	not	have,	is	a	
structured	governance	around	
innovation	–	this	will	defiantly	be	found	
in	many	modern	companies”	(48:38)	
	
63.	“Furthermore,	we	see	a	switch	from	
where	Process	and	Innovation	where	
opposite	things	some	years	ago,	till	today	
where	process	and	volume	are	
important”	(49:44)	
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10.2	(App.	3)	Berlingske	Top	1000	
	
Distribution	(App.	3a)	
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Oil	&	Gas	trading	and	sales	(App.	3b)

	
	
Downstream	Oil	&	Gas	(App.	3c)	

	
	 	
Wind	Power	Production	&	Operations	(App.	3d)	

	
	
(Berlingske	Top1000,	2017)	
	
	
	
	
	
	


