
Closing the gap



Diana Abrahams

Director of Communications AkzoNobel

Over 20 years experience in communications 

(reputation management, public affairs, crisis 

management, stakeholder management, 

channel management, strategy)

10 years with AkzoNobel

Background in financial comms, as an 

entrepreneur, in politics and as a teacher

Dutch-Czech nationality

Mother of 2 
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Nice to meet you!
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Brand recognitionOperating working capital Free cash flow (FCF)Recognition of leadership

AkzoNobel HeinekenAkzoNobel Heineken

AkzoNobel in comparison 

Know who you areé

Å Your numbers

Å Your audience

Å Your desired audience

ÅWho you want to be

ÅWho do the audience think 

you are

é close the gap



South Asia 

Pacific

12%

EMEA

47%
North Asia

16%

Revenue by destination

2023 key figures:

ú10,668 mln revenue

ú1,029mln operating income

ú1,074mln adjusted operating income

130 manufacturing sites

35,200 employees

North America

13%

Latin America

12%

Youôll find us everywhere



The inventive genius of Alfred Nobel is in our DNA

ïhe was one of our founding fathers.

We endeavor to mirror his incredible capacity for 

creativity through our own innovation (we currently 

hold more than 2,800 patents/patent applications).

His innovative spirit ïwhich enabled him to 

anticipate future needs ïis still alive in the work we 

do today, such as exploring electron beam technology 

and developing ñcool coatingsòthat use passive 

radiative cooling technology.

Looking back
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A living legacy
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On every surface



Our products protect some of the world's 

most famous buildings and structures, 

such as the Shard in London, UK, La 

Sagrada Familia in Spain and Hudson Yards

in New York, US.



Our paints and coatings are exploring new 

frontiers as we go boldly into the future. For 

example, our Chartek product range has 

been used in space as part of

NASAôs thermal protection system.



ñAkzoNobel's transparent and collaborative approach 

is a welcome change which other organizations 

would benefit from adopting.ò

Airbus

Boeing

BMW Group

Bosch

BYD

Dell

GE

General Motors

Hapag Lloyd

HP

IKEA

Kingfisher

Leroy Merlin

LG

McDonalds

McLaren

Mercedes-Benz

Nokia

Samsung

Scania

Signify

Shell

Siemens

Tata Steel

Volvo

Whirlpool

Xiaomi
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Some of our customers



Whoôs that guy?
Positioning the CEO



CEO transitions
Unknown is unloved 

Be visible

Å Internal and external

Å As broad as possible

Connect

Å Zoom in on 

stakeholders needs

Å Show your value

Become more relatable

Å Authenticity

Å A background story

Å Likability 

Find the shared interest

Å Investors; predictable

Å Employees; stability

Å Media; building a story
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Black PR
Dealing with activism



Hostile takeover attempt
Prepare for everything

Get a grip

ÅKnow theyôre prepared

ÅUse your network

Å Have plan A, B, C

Play nice, donôt get played

ÅAct as if youôre in 

court

ÅCease opportunities

Donôt give up

ÅHave endurance

Å Keep running the 

business

Restore the relation

Å It is not goodbye

Å Things will need to 

change
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A corporate divorce
The split off of chemicals



Repositioning a 232 year old giant
It is a process, not a turning point 

Focus on separation

Å People

Å Systems

Å Stakeholders

Focus on the new you

ÅMessaging

Å Visual assets

Å Redefine stakeholders

Start living it

Å Associations

Å Speaking 

opportunities

Å Internal ambassadors

Evolve and show it

Å Leadership behaviors

Å Brand identity

Å Purpose
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Paint the Future
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Purpose

Superior quality 

and customer service

Nobody does it better

Empowerment and

collaboration for growth

Putting people and society first

Sustainability-driven 

innovation

Pioneering solutions for life



Results

50% less carbon emissions in 

our own operations

100,000+ members of local 

communities empowered with 

new skills

100% circular use of materials in 

own operations driven by reduce, 

reuse, recycle

50% less carbon emissions 

across our value chain

50% revenue from sustainable 

solutions

30% female executives

We help our customers 

to become more sustainable

We empower our communities

and employees

We produce durable solutions 

in a more sustainable manner

38%

2023

50%

2030

9%

2023

50%

2030

55%

2023

100%

2030

39%

2023

50%

2030

70,000

2023
100,000+

2030

25%

2023
30%

2025
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Sustainability is at the core of our identity



Being recognized

AkzoNobel

Only paints and coatings company AAA in MSCI

Only paints and coatings company ESG industry top rated by Sustainalytics

Peer average

AkzoNobel

Peer average

AkzoNobel

Peer average

Top 1% of all companies assessed by EcoVadis
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as a sustainability leader



Our Operation Night Watch partnership with 

the Rijksmuseum in Amsterdam is the latest 

example of how we use our experience and 

expertise to help safeguard cultural 

heritage for generations to come.



The cooling power of paint is helping 

thousands of residents in Mustafabad, 

Pakistan, after their homes were coated with 

Dulux Weathershield, which can reduce 

surface temperatures by up to 5ÁC.



Our Coral brand in Brazil has introduced a 

mosquito-repellent coating which is 

designed to be a powerful ally in the fight 

against a notorious carrier of dengue fever. 



Our Visualizer app uses augmented reality 

technology to literally put color choice at 

people's fingertips. You can even see what 

different colors would look like on your walls 

before you buy.


