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AGENDA

l.  Who is Ericsson

Il.  Aligning strategy with business goals

lll.  The journey from methods to measurement
V. Key takeaways

V. Q&A
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TRANSFORMATION:

“A marked change in form, nature or appearance.”

-Oxford
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ONLINE IN =
50 SECONDS T >

» How does your
audience find your
message”?

» What does your -
audience think about
when they see your
message”?

-

0P

» What does your .
audience do when they 0. 110
read your message”? PURCHASEL . 34K oK

Source: QMEE.com



By 2020, customers will manage
85% of their relationships without
talking to a human.
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WHO IS ERICSSON?
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» World leading provider of information and communications
technology and services

. Over 135 years.of experlence_-_, - =

. > 40% of the world’s moblle traffic passes through our networks

» 10 regions globally & 110, OOO+ employees
> Customers in more  than 180 countries

> We'r ‘"enabllng u%éue sq\lu\hgqs lmggeam;]oar Aedkucatlon &

VAL A o L
’ ‘\*

/\ A > ,Wg ’don’ﬂustl connect plac@s and pebpl-eT but also machlnes
‘ 41 ¥ and devices 7+ 5 8L RN A
» Fifth largest software company in the world
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CHALLENGES AND
BUSINESS GOALS

» Moving from telecoms to ICT: ensure candidates understand who
we are and what we do

\\

» Business model transitioning: align Talent Acquisition model with
global structure (centralized) vs. regional structure (decentralized)

» Minimal employer branding: focus on centralized message and
communication channels

» Collaboration and alignment: ensure our message and strategy are
supported by Communications and key stakeholders



PROCESS

—Analysis of internal
materials and benchmarks

Existing research, employee
surveys, programs, core values

— Qualitative research:
Interviews with employees,
external focus groups

— Competitive analysis:
Analysis of competitors for
global talent

cMPLOYER BRAND

\\

Aspirational Differentiated

(Leaders andInfluencers)

Authentic and

Compelling

(Employees)

(Competitors)
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=MPLOYER BRAND Z

GLOBAL

/YOU + ERICSSONS

YOU help shape our success.

Discover what makes
YOU + ERICSSON
a powerful combination.

YOU will contribute to our culture and
reinforce our values.

YOU will help drive change and shape our
contributions to society and sustainability

YOU will contribute to something bigger.




COMMUNICATING

OUR MESSAGE

= Research

/\  Scope & Plan

Resources

Metrics

\



RESEARCH & DISCOV

COMPETITORS BEST PRACTICES

1SN

RESEARCH ERICSSON

+ Target Audience + Digital & social

« Blogs / articles platforms

* Recruitment
strategy

* Ambassador
Program

e ¢ Goals
» Best practices

* Awards

(- targetaudience ) ( + Dicital & social
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Alcatel-Lucent
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SUPPLIERS
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” glassdoorcom

q

‘indeed

one search. all jobs.

WORK4
Jobvite

-n\]\:_\fbrcc -
radiané

\ TalentBin J

TA Communication Strategy
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ACTIVATION =

CORPORATE
You
®

lee] s|ideshare

CAREERS

Google ‘indeed

one search. all jobs.

Career Site
&

Talent Community

flickr

EMPLOYEES

SocialChorus. 9

GET CONNECTED

Ericsson Employee Referral Program ) Myc’bs

ERICSSON CELEBRATES
DIVERSITY & INCLUSION




RESOURCES

TALENT STRATEGY TEAM

SWEDEN: Anders

RECA: Stanislay

o
» RMEA: Oznur

~2

RINA: Saurabh

RLAM: Cruzeleny i
~ 'u-_(’- ,__.__‘-'l‘

— RASO: Adam
RSSA: Makungu

GLOBAL: Lisa; Kelly; Jenny; Matt

RNEA: Shirley

\\



0% of people trust brand
recommendations.

10% of people trust advertising.

Source: North American Technographics



OPPORTUNIT

YOU DEFINE A BORDERLESS WORLD
Discover what makes YOU + ERICSSON

a powerful combination.

&)

Empioyment

Aod suonage

Employer Brand and Employer
Promise

by: Matt KAISER, GF Human Resources | Datails

Dear Ericsson Empioyees,

As we continue 1 reakee our vision of being @ Networted Socety. here is one vital component
that is the koy 1 heling us get There — you, the employee.

As an ambassador of the Encsson employes trand, you a°e & crucad ink in connecting potertial
future empioyees with the Ericsson message and al the coportunties fat we have 10 offer
Whether you are talting 1o @ recent graduste or 30 experienced candidate in any region of the
world, we want i amm you with sl the information you need 1o successitlly convey the key points
of our measage.

As an Ericsson empicyee, you aiready know Be importance of werking alongside he best and

brightest colleagues. As an Ericsson employer brand ambassador, we want you 10 be able to
convey the clear message Tt YOU « Exicsson is Sie powerhd combinaion that drives Ericsson
fo success

Thank you for il you 60 in helping us 15 express e best of Ericsson 10 the workl
Sincerely,

£l

cMPLOYeE PORTAL

Employer Branding Guidelines and
toolkit - Guideline

ericsson.com

Employer Branding Templates

ericsson.com

Employer Brand User Guide and
Toolkit (pdf)

Employer Brand Architecture (pdf)

by Matt KAISER

@ Approved

by Matt KAISER

@ Approved

by Matt KAISER

@ Approved

GFHR-15:0006790en

by Matt KAISER

&) Approved
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Ericsson Employer Brand User Guide and Toolkit May 2015.pdf

cMPLOY

THE POWER OF

NETWORKING

o,

QUR EMPLOYER BRAND

THE POWER OF

NETWORKIN

THE
PLATFORM

FOR BOUNDLESS Wi Dear
ACHIEVEMENT [

As an Ericssor

ployes, you are our most Important amba

share your professional experiences with people all over the world. But first
of some principles that guide us as a company

Our employer promise reflects the people, ideas, culture and solutions that make Ericsson

a great place to work It is made up of five core elements

GLOBAL HUMAN IMPACTFUL

Our people Eriosson is a Our paople The stze and
ive,workand [l respectful and 2 depth of our transpasent
learnona human business and
global stage. organization offers unique empowaring
with an opportunities culture allows
emphasis on 3 for empioyees to
athics and davelopmant pursus thelr
diversity. and growth. best ideas.

NGAGEMENT

OUR EMPLOYER BRAND

We've developed a framework that supports all of our efforts to recruil, train, and retain great
e than just 2 logo or tagline. Here's a great shorthand way of

MAKE YOUR VOICE HEARD

We're a company that thrives on connection, and we need your help to attract more great

people like you, It's mo

undersianding our er people like you, Help us show the warld what I's like 1o work &t Ericsson

oyer brand

PROFESSIONALISM Write a
review on

We take responsiity for actons and gve

THE our best 1o e team

PLATFORM :

FOR BOUNDLESS
ACHIEVEMENT.

This brand essance speaks (o
three characteristics that
define working at PERSEVERANCE
Ericsson We alwayz put i the extra effcrn—oven

whan things seem hard, iraublesome or
even mpcssee.

Glassdoor.

Moro Wkaly to visit a Infliancad by amployes
capER

RESPEC

We treat peopie with respect and vate

dwersty. We must recognize e vakie
of property and e emvironment

Follow, favorite
and retweet.

Follow, like
and share.

5 E
PR SET CONNECTED

Leam even more aboul our employer brand

ericsson.com/careers

026000 %

OUR PEOPLE VIDE® o







MEASURING RESULTS

HEALTH CHECK

Employee Engagement: 77%
(Global Norm: 69% / ICT Norm: 67%)
Attrition: ~5%
Sourcing Channels
* 15% increase in social media applicants
«  Social networks consistently a top 3
source of hire .
Career Site Traffic & Engagement
*  #1 source of hires
» Career site visitors account for 30% of

gom traffic !
. ounce rate steadily decreasing %
P, y § aily aj 9. - .
EmployeeReferrals T
.. 10% increase in referral hires in‘less th}an
one year : '

LinkedIn Talent Brand Index (TBI)
3% increase in TBI

\\

VISIBILITY

Employer Awards
« >50% increase In employer awards
* Awarded “Best Place to Work” in 2014
based on Glass Door reviews
Non-Employer Awards and Achievements
* CSR, Innovation, Technology
Social Media Followsrs, Reach,

Engagement and Séntiment
* 30% increase in LinkedIn followers YOY
«  20% increase in Twitter followers in 2014
» Significant increase in Facebook likes and
engagement >
Glass,Daor
. Increased CEO rating from 87% to 89%
* Responded to over 100 reviews
* Increased Glassdoor diversity page views
20% in less than 6 months




cMPLOYEE

BRAND

Top Ambassadors

AMBASSADO

Potential Ambassadors

Name

Francisco
Maorales

Ricardo
Margquez B

Tonny Uhlin

Warmen
Chaisatien

Paul Cowling

@Joel Frey

Stacie Pham

donnaflores49

Mays Hamad

Jeanette
Irekovist

3P PO Q D"

Twitter

@fmoralegt

@riomazbaa

@tuhlin

{@wamen_chai

@paulcowing

{@cypresswalls

{@staciepham

{@donnaflores4d

@hsmadmays

{@jesnetteonline

Total:

Company Mentions

431

176

134

76

a9

55

a4

36

1,153 (2,010 total}

Company Retweets

@

90 [255 total)

Potential Impressions

3921

168080

234840

39672

13712

7315

6380

2232

452,377 (827,633 total}

] Hame Twvitter

g Jared Jordan
. Jari Ardeo @jariarkko
e‘ Mora Denzel @ndenzel
0 Christine Luby {@christineluby
. Per Karlsson @per_k
Q Paolo Cecchini, PMP {@paclo_cecchini
. Nick Kosmatos {@nkosmatos
& Enol Cordero @encl1991
-g Michiel de Romijn
Q Cristian Morlin @oristiannorlin

Klout

om
om

49

43

45

44

43

43
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Rank Company Employees on Twitter % of Total % Active Followers Tweets Company Tweets
39 Plrmsuncd Samsung 335 04 32.5 165,351 3,200 334
Electronics
40 AMDD1 AMD 92 009 522 58,542 2,196 416
11 ¥ symantac Symantec 439 2.0 37.6 133,487 4,031 471
42 Hewlett-Packard 1,399 0.4 39.2 650,361 21,328 1,193
43 Ericsson 756 07 427 123,541 11,164 1,752
44 QUALEORM Qualcomm 143 0.5 336 35,486 1,364 84
45 TERADATA Teradata 125 12 25.6 22,056 551 88
@ Alcatel-Lucent 368 07 301 48,655 3,687 217
_'9_“ Motorola Solutions 137 09 26.3 20,059 1,200 64




KeY TAK:

—AWAYS

» Ensure your strategy is business driven

» Conduct research to support ideas & drive transformation

> Know your audience, tailor messages & adapt channels

» Encourage employees to be social advocates

» Measure results and continue to evolve

\\



The right moment...



THANK YOU!

Speaker, author, recruitment marketing
and digital media consultant. Passion
for adventure and all things outdoors.

Bookings & Consulting: Contact Matt
at +65 9836 7063 OR

matt kaiser@ericsson.com




