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SAMMANFATTNING

Winston Churchill konstaterade att "imperierna i framtiden kommer att vara imperier i sinnet". 

Utmaningar och möjligheter som globaliseringen och en kunskapsbaserad ekonomi 

organisationer kraft att prioritera förvärva och förvalta tvärkulturella high end talanger. Trots den 

globala konjunkturnedgången, företag har svårt att hitta folk som är deras "bästa passform". 

Detta forskat fram ett "ramverk employer brand" som fokuserar på att bygga framgångsrika 

arbetsgivare varumärken för B2Bs i IT-branschen för att öka sitt överklagande att talanger med 

grundläggande färdigheter som hjälper organisationer att vinna i den globala konkurrensen. För 

detta ändamål har svenska telekomjätten, Ericsson AB, studerats som en fallstudie.

Avhandlingen bär först ut en litteraturstudie för att ge en fördjupad översikt av existerande 

teorier, begrepp och tillämpningar relaterade till employer branding aktiviteter. Då 

forskningsmetodik förklaras följs av utveckling och presentation av employer brand ramen för 

B2Bs i IT-branschen. Dessutom är studien fallet infördes som ramavtalet tillämpas. Slutligen är 

ingående och områden för framtida arbete presenteras.

Nyckelord: employer brand, medarbetarengagemang, talent management, Global B2B i IT-

branschen
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ABSTRACT

Winston Churchill observed that the “empires of the future will be empires of the mind”. 

Challenges and opportunities brought by globalization and knowledge-based economy force 

organizations to prioritize acquiring and managing cross cultural high end talents. Despite the 

global economic downturn, companies are having trouble finding people who are their “best fit”. 

This researched proposed an “employer brand framework” that focuses on building successful 

employer brands for B2Bs in the ICT industry to enhance their appeal to talents with vital skills 

that help organizations to win in the global market competition. For this purpose, Swedish 

telecom giant, Ericsson AB, has been studied as a case study.

The thesis first carries out a literature study to give an in-depth overview of existing theories, 

concepts and applications related to employer branding activities. Then the research 

methodology is explained followed by the development and presentation of the employer brand 

framework for B2Bs in the ICT industry. Furthermore, the study case is introduced in which the 

framework is applied. Finally, the conclusion and areas for future work are presented.     

Keywords: Employer brand, Employee engagement, Talent management, Global B2B in ICT industry
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1 CHAPTER	I: INTRODUCTION

The  introduction  chapter  contains  the  background  of  the  thesis,  the  problem  

statement,  the research questions, the unique contribution, the methodology used 

and the report outline.  

1.1 BACKGROUND

‘War for talent’ was first used by McKinsey consultants in the mid-1990s. The 

term referred to the measures that companies took to fight to recruit and retain 

talented employees (Ed Michaels, 2001); as there was a global mismatch between 

talent supply and demand. In 2007,’The Economist’ reported that intangible assets 

have climbed from representing 20 % of the value of companies in the S&P 500 

index in 1980 to around 70% today. This breakthrough led executives to turn their 

focus into talent access and management from capital access and management.

(Gregoire, 2007)

The many successful companies that have influenced the way we live today such as 

Google and Microsoft have proven that their strength lies in their intellectual 

property, thus in their people. (Rosethorn, 2009)

The current generation, also known as Generation Y, are those people who were 

born in 1977- 2000 and are also referred to as the Next Generation and represent 

21% of the current workforce, and they are the largest since the baby boomers of 

1946-1964 (Spiro, 2006). Gen Y is the Internet generation comprising people who 

are highly educated, technically advanced and have their unique traits and 

behaviors. Gen Y revolutionized the usage of Internet by transforming it from 

information database to an interactive community-based knowledge collaboration 

platform, where anything, including companies’ reputations, is being discussed. 

The stories form the employer brand of the company. How attractive is a company

as an employer is no longer validated by interviews of CEOs on career sites or 

newspapers, but rather it depends on word-of-mouth stories that are told by its 
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people. This is where ‘employer branding’ becomes part of the corporate image and 

brand of the company. 

Businesses are classified as Business-to-Business (B2B), Business-to-Consumer 

(B2C) and Business-to-Business-to-Consumer (B2B2C), (these acronyms were 

influenced by the business models in relations to Internet-based organizations). 

Nowadays these acronyms are used to identify specific branding strategies (Kotler 

& Pfoertsch, 2006).  

B2C marketing is aimed at the end-user, convincing him/her in buying the 

product/service. Marketing for B2B is usually about educating, in addition to 

understanding and meeting the needs of other businesses (Kotler & Pfoertsch, 

2006) - but it does not necessarily mean that the branding will sell. 

B2B and B2C are not interested in attracting the same type of customers yet they 

share a big battlefield for talents especially in the Information & Communication 

Technology (ICT) industry, as there is a new shortage of skills and talent in IT and 

business, and this shortage is threatening business growth, according to Gartner, 

Inc. (Gartner, 2008) (Baker, 2006)

As B2B lacks direct communication with the end user (The marketing campaigns 

that are conducted are focused on companies and not individuals) (Kotler & 

Pfoertsch, 2006), they need to do more to be improving their employer branding.

1.2 PROBLEM	STATEMENT	

A global presence creates challenges and conflicts for multinational ICTs in general

(Jiren, 2010) and ICT B2Bs in specific to attract recruit and retain employees from 

Gen Y. To develop a more competitive employee value proposition that would 

position the ICT B2B globally as an employer of choice within their markets, B2Bs 

need to have a stronger employer brand to counter competitors who are stealing 

quality people with not only higher financial incentives but with a constant 

presence and communication (Rosethorn, 2009). (ICT B2Cs’ products and services 

are at the fingertips of its users, whereas in B2Bs’ products and services are 

delivered to the end user through their customers. B2Cs’ customers form its 
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community, reputation and its brand. This community embraces also potential 

employees.)  

1.3 PURPOSE	AND	RESEARCH	QUESTIONS

The thesis project explores the influence of employer branding on prospects in the 

information and communication technology industry by analyzing and evaluating a 

global telecommunication leader, Ericsson AB.

The research focuses on one case study, Ericsson AB, but it can also be applied to 

other ICT B2B multinationals.  In this case study, the following research questions 

will be answered;

1) How can ICT B2B companies develop an employer branding framework on a 

global scale? And promote it? 

2) How to address the local market needs and maintain a unified global message?

3) How employer branding give enterprises a competitive edge?

1.4 UNIQUE	CONTRIBUTION

A framework on how to improve Global Employer Branding in ICT B2Bs - The 

framework is composed of steps and this framework was created and tested 

iteratively thru the case study. 

1.5 METHODOLOGY

In a scientific research, there are two main ways to tackle a problem, inductive and 

deductive approaches (Laudan, 1981). This research used both theories, but mostly 

inductive. The theories of an inductive approach were used on the basis of different 

inputs from reality such as evaluations, observations, comparisons, and empirical 

studies, a conclusion was drawn and the mechanism of building an employer brand 

was proposed and iteratively tested. 

The data collected were both qualitative and quantitative. It was qualitative through 

interviews by experts in employer brand and by current practices within the 

selected companies. The quantitative approach was conducted through online 
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surveys. The thesis also investigated and explored case studies and literature study 

from scientific resources and publications. 

1.6 REPORT	OUTLINE

Chapter 1 introduces the thesis and briefly describes the background of the research 

topic, the problem definition and the unique contribution. Chapter 2 describes in 

detail the theoretical background of the thesis, and presents the literature study that 

was relevant to the research. Chapter 3 describes the methodology used to tackle 

the thesis. Chapter 4 provides the suggested employer branding framework, chapter 

5 introduces the case study. Chapter 6 provides the conclusion and future work. 
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2 CHAPTER	II: THEORETICAL	BACKGROUND

This chapter discusses the theories and the scientific foundation of the employer 

branding concept and all the literature material that was used to support the thesis. 

The chapter starts defining the different branding concepts and then a more detailed 

description of employer branding, its definition, its scientific foundation, its theories 

and its value. The chapter also gives a brief description of the Gen Y.

2.1 WHAT	ARE	BRANDS?

Brand is defined differently by many marketing experts;  Kotler in ‘B2B Brand 

Management’ defines brand as “A  brand  is  emotional,  has  a personality,  and  

captures  the  hearts and  minds  of  its  customers.” (Kotler & Pfoertsch, 2006, s. 4)

Peter Doyle for example is using a definition: “A brand can  be  defined  as  a  

specific  name,  symbol  or  design  –  or,  more  usually,  some combination of 

these – which is used to distinguish a particular seller’s product (Doyle, 2002)

“A brand is a mix of rational, sensual and emotional rewards to the consumer. A 

successful brand is an identifiable product, service, person or place, augmented in 

such a way that the buyer or user perceives relevant, unique added values which 

match their needs most closely. Furthermore, its success results from being able to 

sustain these added values in the face of competition”. (de Chernatony, 2003, s. 22)

The term “Brand” is often associated with consumer goods and services, and it was 

only used as a marketing tool to promote the company’s offering to the customer. 

The term’s meaning has now evolved into virtually anything that carries a distinct 

identity and a reputation that is associated with the identity. (Barrow & Mosley , 

2006, p. 57)

In his book, ‘Living the brand’, (Ind, 2001) states that the word brand has different 

interpretations and the ones that are most popular are those that refer to in the 

brands seen in supermarkets and clothing shops. Other views on brands are the 

ones that refer to governments, politicians, pop stars. Even logos are referred to as 

brands by design consultancies (Logo is part of the brand but is not the brand 
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alone). (Ind, 2001), then, concludes that “the brand is as much about internal 

understanding as external communications.” (Ind, 2001, p. 94) He mentions that 

some organization are more comfortable using the terms “organizational mission, 

vision and values” instead of the word “brand”, a counter action is to educated the 

employees about the meaning of brand and the value that it brings in a consistent 

communication, would make the employee embrace it better. 

The human resources department has started benefiting from the strength and 

benefits of the company’s brand to attract one of the company’s most important 

and valuable resources, their employees. Hence, attracting retaining and engaging 

talented people rely heavily and increasingly on high quality reputations and 

brands. (Hetrick, 2006) The HR department has noticed that money is no longer the 

main determinant (motivator) of people to work; in addition, people like to work in 

companies that they can identify themselves with and contribute to their personal 

reputation or image. (Dibble, 1999)

2.2 TYPES	OF	BRANDS	

A company communicates with different audiences; the suppliers, the employees, 

the customers and the shareholders. (GreenLion, 2010) Yet, all brands have one 

goal– to enhance their perceived value (The Chartered Institute of Marketing, 

2003). 

2.2.1 CORPORATE	BRAND

Corporate Branding is also referred to as “Umbrella Branding (Kotler & Pfoertsch, 

2006, s. 79) as it deals with embracing all the products and services of a business 

under one umbrella. The Corporate Brand includes the corporate vision, values, 

image and its personality.  

Corporate Branding is a reflection on the entire company on a global scale. It is the 

synergy between all the different parts of the company and it is vital that the 

business goals and strategies are aligned with the corporate brand.
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Corporate culture is part of the corporate brand. Corporate culture is defined as 

“Corporate culture is the shared experiences, stories, beliefs, and norms that 

characterize an organization” (Kotler & Pfoertsch, 2006). The Corporate culture is 

a blend of different entities, although in official understood as the way a company 

works and is managed and what are the rules and the mission statement. Corporate

culture is not only defined by the company owners but also they are built and 

perceived over time. The impressions that are perceived such as the leadership style 

within a company, the values of the corporate environment, the reputation of the 

company, the working environment, the career paths and the employee’s growth, 

and also how they do business with their partners and customers. 

In a nutshell, corporate culture is the persona of the company. 

2.2.2 CONSUMER	BRAND

Consumer brand is targeted to the customer. It is what customers perceive of 

certain product or service that is offered by a company. Consumer brands are of 

two types: product brand and service brand. 

Product brand is determined by the assessment that is given to the product by the 

customer - based on certain characteristics such as its quality, cost, purchasing 

experience, package, etc. 

Product brands are easier to evaluate than consumer brands because consumer 

brands are more complex than product brands for two reasons: 1) because it is 

always harder to brand something you can’t touch and 2) because they are 

delivered directly by employees. (Goodchild, 2001)

2.2.3 EMPLOYER	BRAND

The employer brand of a company is the perceptions that its employees and its 

potential employees, have about what it is like to work there, this perception is a 

critical component of the company’s ability to attract and retain talent. Nowadays, 



8

companies are actively working on managing their image and reputation as a place 

to work. (Personifed, 2008)

2.3 A COMPREHENSIVE	VIEW	ON EMPLOYER	BRAND	

2.3.1 DEFINITIONS	OF	EMPLOYER	BRAND

“Your employer brand is the image of your organization as a ‘great place to work’ 

in the mind of current employees and key stakeholders in the external market 

(active and passive candidates, clients, customers and other key stakeholders).” 

(Minchington, 2006)

“A targeted, long-term strategy to manage the awareness and perceptions of 

employees, potential employees, and related stakeholders with regards to a 

particular firm” (Sullivan, 2004)

“The Employer Brand establishes the identity of the firm as an employer. It 

encompasses the firm’s values, systems, policies, and behaviors towards the 

objectives of attracting, motivating, and retaining the firm’s current and potential 

employees” (Ainspan & Dell , 2001)

“There are various competing definitions of employer branding, but all have at 

their core creating the impression of the organization as a ‘great place to work’ in 

the minds of current and perspective employees, as well as other key stakeholders” 

(Nigel wright recruitment, 2008, p. 6)

2.3.2 SCIENTIFIC	ROOTS	

Professor Graeme Martin, in his article “Employer branding – time for some long 

and ‘hard’ reflections?” pointed out that “employer branding has still not been 

subject to a forensic examination of how it is supposed to work in theory, whether 

it works in practice, from an evidenced-based perspective, and under what 

conditions it will work most effectively.” (Professor Martin, 2007, p. 18)

Employer branding has received more attention in the industry than it has in the 

academic world, thus its theoretical foundation are not very mature (Backhaus, K. 

& Tikoo, S., 2004). Scholars in the marketing field have identified employer brand 
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and considered its functional and theoretical foundation (Ambler & Barrow, 1996)

and examined its attributes and positioning in practice (Berthon, Ewing, & Hah, 

2005). However, what exactly makes a successful employer brand was not clearly 

identified by neither academics nor practices; despite its popularity in the 

management literature (Barrow & Mosley , 2006)

Ambler  and  Barrow (1996) stated that an  employer  brand  is  “the  package  of 

functional, economic and psychological benefits provided by employment and 

identified with  the  employing  company” (Ambler & Barrow, 1996). This 

definition of people associating to both instrumental functions and symbolic 

(psychological) benefits with a brand was well supported in the marketing literature 

(Katz, 1960) (Keller, 1993) (Keller K. , 1998)

Instrumental  benefits  correspond  to product-related attributes, describing the 

product  in  terms  of  its  objective,  physical, and  tangible  attributes. Hence, 

Katz & Kahn, linked these instrumental attributes to people’s basic need to 

maximize benefits and minimize costs (Katz & Kahn, 1996). In the context of 

employer branding, instrumental attributes are defined as describing the job or 

organization in terms of objective, concrete and factual attributes that the job or 

organization either possesses or not (Lievens & Highhouse, 2003).

On the contrary, symbolic meanings correspond to non-product-related attributes, 

especially user imagery (Keller K. , 1998). In this case, the product  is  described  

in  terms  of  subjective, abstract,  and  intangible  attributes  that  form how people 

perceive a product and draw conclusions about it. These symbolic attributes are 

linked to people’s need to maintain their self-identify, to enhance their self-image 

or to express themselves (personality, traits) (Katz D. , 1960). In the context of 

employer branding, these symbolic attributes describe the job or organization in 

terms of subjective, abstract, and intangible attributes (Lievens & Highhouse, 

2003). Specifically, they convey the perceptions and the inferences that applicants 

assign to organizations. (Lievens & Highhouse, 2003)
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Lievens & Highhouse concluded that applicants associate themselves to a company 

both through the instrumental functions and symbolic meanings. However, 

applicants are more  attracted  to  employing  organizations  which have similar 

identity and traits as to  their  own personality  and  values. (Lievens & Highhouse, 

2003). This  corresponds  with  the  context  of  social  identity  theory,  in which 

scholars such as (Ashforth & Mael, 1989) and (Dutton, Dukerich, & Harquail, 

1994) believe that the organization in which people work is one of the most 

important determinants of their self-concept  as  well  as  social  identity. 

2.4 EMPLOYER	BRAND	CONCEPTUAL	FRAMEWORK	

Backhaus & Tikoo have suggested a conceptual employer branding framework that 

shows that employer branding creates two principal assets (Backhaus, K. & Tikoo, 

S., 2004): brand associations (the thoughts and ideas that is formed or sensed in the 

mind of people) and brand loyalty. As it is seen in the figure below that employer 

brand associations are the determinants of the employer image (Both the 

instrumental functions and symbolic meanings; the attributes), which in return have

an effect on the level of attractiveness of the organization to potential employees. 

Thus, “the employer brand associations affect the image of the firm as an 

employer” (Backhaus, K. & Tikoo, S., 2004, p. 507) and in return the brand 

employer image links the relationship between employer brand associations and 

employer attraction. 
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Figure	1:	Employer	Brand	Framework	(Backhaus,	K.	&	Tikoo,	S.,	2004)

The second flow shows the factors that contribute to have an effective employer 

branding. Employer branding impacts the organization culture (values and 

assumptions on how people behave in the workplace) and organization identity (the 

collective attitude about who the company is as a group) that in return are main 

contributors to employer brand loyalty. There is also an equal contribution from the 

organizational culture towards the employer brand as a feedback. Thus, employer 

brand loyalty has an impact on employee productivity. 

2.5 EMPLOYER	BRAND	COMPONENTS	

As mentioned earlier, that employer branding is still not fully developed, therefore, 

its components are not clear. However, throughout this research, there were some 

factors that were repetitive in research areas around the topic and the ones that are 

relevant to the outcome of this thesis are highlighted in this section in a tabular 

form.

2.5.1 WHICH	ORGANIZATIONAL	DEPARTMENTS	WORK	WITH	EMPLOYER	BRAND?

The employer branding works mainly in the HR department as the research resulted 

by Universum, see Appendix E. The results show that regionally there is a 

difference:
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The HR department is the highest with the respective percentage, 85% in Asia, 

90% in Europe, 88% in Nordic and 76% in North America. However a distinct 

point is that the marketing department is also involved almost equally in North 

America with the highest percentage of 72%, as for the rest, Nordic with 43%, 

Europe with 45% and Asia with 39%. The information and communication 

department is also involved in all the regions. 

Interaction between the marketing department and the HR functions occurs 

throughout the employer brand process. (Glassman, M. & McAfee, 1992)

(Parasuraman, Berry, & Zeithaml, 1985)

2.5.2 EMPLOYER	BRAND	IN	DIFFERENT	INDUSTRIES

In employer branding, one size does not fit all - since HR and marketing managers 

need a model of how employer branding works in their own organizations, the 

existing models are not yet considered best practices, rather only promising 

practices. Additionally there is no distinction or differentiation of employer 

branding in different industries. 

Thus, “what works in one organization or one industry sector may be quite 

different from what works in another. Context and the history of an organization 

matters in telling a novel, compelling, credible and sustainable story about an 

employer brand image” (Professor Martin, 2007, p. 21)

2.5.3 WHAT	ARE	THE	PROCESSES	OF	AN	EMPLOYER	BRAND	IN	AN	ORGANIZATION?

Brett Minchington has developed a roadmap that helps companies to develop their 

employer brand, (see Appendix F).

The roadmap is divided in 4 phases as Concept, design, integration and evaluation. 

In each phase, there are a certain amount of steps, the roadmap shows which 

organizational function is responsible for each step.  

a) In the concept phase, there are four steps that start with first defining the 

employer brand project scope, identifying the stakeholders involved, conducting 

research internally and externally and assessing the results by determining the most 
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optimal segment. HR is the main responsible for this phase, in the first step 

employees are also involved and in the assessment (3rd) step, other functions such 

as marketing, communications. The senior management is also involved to a 

certain extent. 

b) In the design phase, employer brand identity and image is defined and reviews 

are given from the senior management

c) In the integration phase, HR aligns the employer brand management system with 

the people management policies procedures and practices, and the employer brand 

communication plan is created. 

d) In the evaluation phase, the HR functions define the metrics and measure the 

return on investment and review results with senior management.

2.5.4 EMPLOYEE	VALUE	PROPOSITION OR EMPLOYER BRAND	PROPOSITION	(EVP)

“The EVP is not just a tailored financial package, but a summary of the other 

specific benefits promised to different target groups” (Barrow & Mosley , 2006, p. 

125) Barrow & Mosley give an example of Microsoft’s website as; the company 

has separated its EVP based on target groups. (Technical, marketing, HR)

In a research conducted by Talentsmoothie (Talentsmoothie, 2010), Employee 

Value Proposition is used to describe the characteristics and appeal of working for 

an organization. The EVP describes a mix of characteristics and benefits and ways 

of working in an organization. It is like a package that reflects the reality inside the 

company and EVP is used to help companies to stand out of competition as an 

employer.

2.5.5 BRAND	COMMUNICATION	

“Brand communication clearly plays a vital role in helping to improve people’s 

understanding and perceptions of what the organization has to offer.” (Barrow & 

Mosley , 2006, p. 129). During communication, the link between the target 

segment and the brand is strengthened (Urde, 1999). Personal experiences have a 

better effect on people; therefore personal dialogue is one of the most influential 
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communications (Nilsen, 1998). This concept has an impact on the usage of 

different communication channels according to reach out to the target audience. 

Companies need to put across the image that there is no company like theirs (Ries, 

A. & Ries, L, 1999). One main objective of brand communication is to convey an 

image of something unique and different.

2.5.6 EMPLOYEE	ENGAGEMENT	- LIVING	THE	BRAND	- INTERNAL	BRAND	& COMMUNICATIONS

“Great employer brands are built from the inside out and the process starts at the 

top”. (Barrow S. , 2009 )

Employee engagement is important because it directly has an impact on financial 

improvement and competitive advantage. Hewitt research found a 63% differential 

in total shareholder return for companies with high employee engagement versus 

those with low engagement (Kanter & Lucas, 2010). When companies do not 

involve employees in early stages of building their employer brand, employees will 

not see the employer brand as more than something to do with a logo creation (Ind, 

2001). Employee participation result in creating a sense of brand ownership and 

this generates understanding and commitment.

Communicating the values to the employees does not lead to any employee 

engagement, for instance, engineers do not take too much interest in a management 

memo or a newsletter exhorting them, to be more creative, professional and 

passionate. Instead, employees need to experience the organization’s values by 

themselves in their day-to-day work. “The goal should be to engage people across 

the organization, as cross-functional actions create synergy”. (Ind, 2001, p. 126)

Engaging employees requires an effective internal communication as it encourages 

involvement, so that employees stop assuming that brand is only part of the 

marketing department and not the entire organization. Additionally to gain positive 

support from their employees, companies need to consider them as a key audience. 

“The key is that employees should be treated as the equals of consumers in the 

development of external campaigns.” (Ind, 2001, pp. 146-149)
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Companies can leverage employee engagement for competitive advantage, as 

“employee engagement is a key business driver for organizational success. High 

levels of engagement in domestic and global firms promote retention of talent, 

foster customer loyalty and improve organizational performance and stakeholder 

value.” (Lockwood, 2007)

To become an ‘engaged employee’, employees need to have the feeling of valued 

and involved.  “The components of feeling valued and involved and the relative 

strength of each driver are likely to vary depending on the organization. In 

addition, different employee groups within one organization will probably have a 

slightly different set of drivers” (Hayday, Robinson, & Perryman, 2004, p. 23). The 

engagement is one step beyond commitment and it is closely linked to feeling 

valued and involved. The research indicated that one size does not fit all - not all 

employees are the same, therefore companies should group and compare the 

differences (Hayday, Robinson, & Perryman, 2004). 

Drivers of employee engagement: Learning and Development, Reward and 

Recognition, Job design, Leadership: the manager of the employee has the most 

impact on the experience of the employee at work, and Work environment

2.6 GEN	Y: CHANGE	IN	MOTIVATIONS AND	NEEDS

Today’s global workforce is categorized into four generations (Buhrow, 2008): 

Radio Babies/Traditionalists: born 1930 - 1945

Baby Boomers: born 1946 – 1964

Generation X: born 1965 – 1976

Generation Y: born 1977 – 2000

The newest generation is Gen Y, who is on high demand on the global market

(Spiro, 2006). The characteristics and motivation of Gen Y are essential to 

companies to know how to manage and motivate them as employees. Gen Y are 

highly educated and grew up with in the technology era. Gen Y gave a strong need 
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for recognition and reward from others, with minimal to no effort on their part, they 

often search for supervisors to guide and advise them. Thus in the workplace, they 

like to work in teams and would like to have mentors around. They also feel that 

working in an organization is temporary and this creates lack of commitment and 

loyalty to their employer. Gen Y has often a diverse cultural background (Vaue 

Options, 2009)

Gen Y is mostly concerned about the ‘me ’; they assign time for entertainment, 

besides their work. According to Clasusing, Generation Y has contradictory traits

(Clausing, Kurtz, Prendeville, & Walt, 2003): they are flexible and adapt rapidly 

but they want change and new challenges frequently. The traits of Gen Y can be 

summarized as:

Work 
Style

- desires to make an impact and create a change
- work should define him/herself identity 
- requires flexibility 
- work-life balance 
- wants things to move fast and now 
- wants to develop skills 
- wants to have a mentor
- wants to work in a company that is responsible socially
- likes to work in a team 
- likes to work in a friendly and relaxed environment

Values - self expression
- me brand 
- respect must be earned 

Attributes - loves challenges 
- committed and loyal only when he/she is dedicated to an 
idea/cause/product
- Open to diversity
- has a global perspective 
Figure	2:	Characteristics	of	Generation	Y

In addition to the characteristics of Gen Y, (Berthon, Ewing, & Hah, 2005) suggest 

a way to both identify and measure the components of employer attractiveness 

from the perspective of potential employees. The five factors are (Berthon, Ewing, 

& Hah, 2005): Interest Value, Social Value, Economic Value, Development Value, 

and Application Value. The five key dimensions or ‘values’ that Employer 

branding has to the potential applicant are listed in the figure below: 
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Interest value

The extent to which an individual is attracted to an employer that 

provides an exciting work environment, has novel work practices, and 

makes use of its employees’ creativity.

Social value

Assesses the extent to which an individual is attracted to an employer 

that provides a working environment that is fun, happy, and provides a 

supportive team atmosphere.

Economic 
value

Assesses the extent to which an individual is attracted to an employer 

that provides above average salary, an attractive overall compensation 

package, and job security and promotion opportunities.

Development 
value

Assesses the extent to which an individual is attracted to an employer 

that provides recognition, self-worth, and confidence coupled with career-

enhancing experiences and a base for future employability.

Application 
value

Assesses the extent to which the employer provides an opportunity for 

the employee to apply what they have leaned and to develop others in a 

customer orientated and humanitarian environment.

Figure	3:	The	table	is	adapted	from	Nigel	Wright	recruitment	employer	branding	survey
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3 CHAPTER	III: RESEARCH	METHODOLOGY

This chapter contains a detailed explanation of the research methodology. The

choice of research approach is described with arguments supporting the choice. The 

section includes the design of the research method, the description of the data 

collection, and the methodology constraints.  

3.1 DESIGN	OF	RESEARCH	METHOD	– SCIENTIFIC	APPROACH

The main research was initiated at Ericsson AB under the title of ‘Employer 

Branding & Diversity’. The directors of the trainee programs and the global 

management program at Ericsson wanted to evaluate the recruitment process of the 

programs and evaluate Ericsson’s brand as an employer among the Generation Y 

globally. The directors selected three candidates to perform the research and the 

investigation. The three master students planned the work and according divided 

the tasks among them. The author of this thesis investigated and analyzed two 

programs at Ericsson, Excellerate Global Management Program and Finance 

Global Graduate Program. And the other team members took each one. 

The team of three has also shared a common part of the work, which was 

evaluating Ericsson’s Employer Brand. The research was conducted at Ericsson for 

five months from February 2009 to June 2009. The result of the work was owned 

by Ericsson, and most of the information was confidential. During the research, the 

three members have decided to do additional research to find an angle and 

formulize their thesis. One thesis was conducted on the topic of ‘Social Media and 

Employer Branding’ by Jie Han and the second one was ‘Employer Branding and 

Diversity: how to attract talent female into R&D oriented corporation’ by Yazhuo 

Liu. 

The only common data that was shared among the three reports were the qualitative 

data, described more in details in the chapter four. The rest of the data collection 



19

and research approach of this thesis was performed individually. The author used 

some of the contents from Ericsson’s report that were written by her only, for 

example, the comparison of the companies, and some of the data in the target 

segment’s needs.

The research was based on the scientific approach ‘Inductive method’. The 

inductive approach draws conclusion from empirical data and observations and 

from the study of the theories and models. In inductive reasoning, the research 

begins with specific observations and measures, begins to detect patterns and 

regularities, formulates some tentative hypotheses that are explored, and finally 

develops some general conclusions or theories (Trochim, 2006). The research also 

relied on both quantitative and qualitative approaches through questionnaires, 

interviews, focus groups, experts’ opinions. 

3.2 DESCRIPTION	OF	THE	COLLECTED	DATA

Based on this scientific approach, the author was able to collect the data through 

three methods: Surveys, interviews, and literature. 

The survey helped the thesis in quantifying the facts on what talents, who are of 

interest to ICT B2Bs look for in a company that they would like to work for. 

Interviews were divided into two parts, interviews with selected students and 

employees to be able to explore into more details the psychology behind the needs 

and want of what drives the talents in choosing a working place. The second type 

of interviews was conducted one on one basis with experts. 

And finally case studies and literature study were also taken into consideration, as 

to show the theoretical perspective of the topic and the research that was conducted 

to date. 

The author sent the interview results to Brett Minchington see Appendix B and 

received a confirmation of the information. 

The author also sent the interview parts that were only used in the report to Annette 

Frem, to get the final confirmation of the information. See Append G for questions.
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3.3 DESIGN	OF	THE	SURVEY	

The survey was done anonymously using “Kwiksurvey”, which is an online tool 

for surveys. The link was open to a specific type of group, university students. 

The team contacted universities in seven countries, Sweden, United Kingdom, 

United States, India, China, Spain and Italy, however the majority of the 

universities rejected to use their students as a marketing tool for such a survey. The 

team contacted the alumni of KTH in Stockholm, Sweden to get access to the 

students’ database and KTH cooperated with the team and has sent out the survey 

to the selected group. 

Additionally, private networks were used and a group of students were also 

selected from IT universities and also MBA students in the seven countries. 

The questionnaire was a mix of a determinant-choice question (Zikmund, 2003), 

and that is to ask a question and provide a list of alternatives that the respondent 

can select only one from. The survey also contained a ‘checklist questions’, which 

is a fixed-alternative question that allows the respondent to choose multiple 

answers for one question. Additionally some of the questions were based on the 

frequency-determination question, which allows the respondent to answer around 

the frequency of occurrences. 

For the thesis’s purpose, it was essential to get a background on the respondent, the 

gender, the educational background, the country, and characteristics on the 

preferred working environment. Additionally, the respondents were asked to reply 

on their views on certain companies. Therefore, the questions were designed as to 

discover the associations of the students with these companies and the dream 

working place. 
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3.4 SELECTION	OF	COMPANIES	

The team at Ericsson divided the companies that they were each interested in, and 

selected the ones that are leaders in the topic of choice. This thesis compares four 

B2B ICT corporations against each other. The companies that were chosen were 

based on several criteria. Benchmarking is usually done looking at best practices 

among companies with in the same industry, similar products and services and also 

in terms of size. The benchmarking analysis incorporated also one company with a 

best practice that has a similar size but in a different industry. 

The selected companies were, Ericsson, Cisco, Intel and Ernest & Young. It is also 

important to mention that these four companies are industry leaders. The interviews 

were conducted with Ernest & Young and Ericsson via personal interviews at their 

offices in Stockholm, Sweden. The rest of the information was gathered through 

the internet, on the companies’ sites, from case studies, from books, and from 

testimonials from former and current employees through blogs and other social 

media platform. Ernest & Young was chosen because it is one of the oldest 

corporations in the world, and they are very traditional yet they tend to incorporate 

in their culture the trends that best fit them. 

3.5 SELECTION	OF	TARGET	GROUP	– RESPONDENTS	PROFILE

The respondents profile was somehow a clear selection. The aim of this research 

was to find the perception of the young generation, Gen Y, on what they like would 

to have in an employer. At the same time, a mix of engineers and non-engineers 

were targeted. This target group is a sample of a much bigger group. 

The sampling size was just a little above 200 respondents, and it was a good 

number to draw a conclusion. 

The author did not only rely on the online questionnaire, there were also qualitative 

methods as mentioned earlier. There were also one-on-one interviews with the 

selected target group and also focus groups that were conducted for Ericsson, both 
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with Ericsson employees and outsiders. The data that is presented here is a 

combination of both as this thesis aims not to evaluate only the employer branding 

of Ericsson, where as it aims to make a statement on what are the desires of Gen Y 

(of interest of B2B ICTs) in a working environment. 

Due to some confidentiality rules, some of the terms used by the interviewee were 

changed to more appropriate terms. The author also looked into already done 

surveys globally and the relative data was discussed in the respective section. 

3.6 SELECTION	OF	EXPERTS	

One of the major challenges of the thesis was the scarcity of information and 

experts in the employer branding field. However, the author was able to contact 

two of the most prominent ones in the market. Brett Minchington from Collective 

Learning Australia is the author of the book ‘Your Employer Brand’ was 

interviewed via telephone. Brett Minchington is a global employer branding speaker 

who travels worldwide and lectures in conferences. The author has also successfully 

interviewed ‘Universum Communications’ in their headquarters offices in 

Stockholm, Sweden in person. Universum are the leading providers of the list of 

top 50 best working places in the world. Their survey result is distributed to 

Forbes.com, Businessweek.com and other media channels. 

The author also received additional material from both of the experts that 

contributed to the topic. The main motivation for interviewing the experts was to 

bring in reliability and validity to the thesis, as the employer branding is a new 

trend and concept, and contradictory data was found on the Internet. The thesis did 

not only reply on interviews and primary data, a good amount of case studies were 

investigated, and the books mentioned in the theoretical background were also 

referred to. See Appendices A & B. 
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The author also interviewed Annette Frem from Bernard Hodes Group in United 

Kingdom to gather further knowledge on differences between a good and bad 

employer brand. The interview questions are attached in Appendix G.

3.7 METHODOLOGY	CONSTRAINTS

There are many ways to tackle a problem; the method that was selected for this 

thesis was the most suited one. As it did not only look at the theoretical 

perspectives, but also investigated and evaluated empirically as well. The thesis 

was valid as it measured on a global scale a sample of the perceptions of the target 

group, and this helped in designing of the framework iteratively. 

As this thesis was ‘born’ out of a work effort at Ericsson, the main idea was to 

investigate the employer branding of Ericsson and to look at best practices, and one 

of the most challenging part was to be able to find the best method to know exactly 

what Gen Y from different cultures look for in a company that they desire to be 

part of. Motivating students to participate in surveys and focus groups was 

extremely difficult. 

The main constraint was lack of information in the topic, as employer branding is 

discussed in a broad perspective and no information was found specific to 

industries.
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4 CHAPTER	IV: THE	EMPLOYER	BRAND	MODEL	IN	B2B - IT

SECTOR

In this chapter, the employer brand framework for the ICT B2Bs is designed and discussed. 

4.1 DEVELOPMENT	OF	FRAMEWORK	

Engineers are skeptical about marketing, they like to look at facts and facts are part 

of the equation in marketing (Gaebler Ventures, 2001-2010). Branding is usually 

not a popular topic in B2B marketing, especially in the industrial sector. Most 

CEOs of manufacturing, engineering and technical companies do not believe in the 

value of brand building and consider it the domain of consumer marketing (B2C)

(Mitra, 2010).

Therefore, the employer branding framework for ICT B2Bs should be a simple 

model that can be easily understood by all employees in an organization. 

Because of the war of talent, it has become increasingly vital for organizations to 

make themselves stand out from their competitors so that they are seen as attractive 

employers for their employees, and their prospective applicants. The challenge is 

higher for jobs and organizations within the same industry, since their offerings are 

somehow similar. (Maurer, Howe, & Lee, 1992), (Taylor & Collins, 2000), 

(Meredyth, D., Russell, N., Blackwood, L., Wise, & Thomas, L., 1999)

To avoid being similar to others, B2B ICTs need to first of all find their unique 

traits against their competition- what makes them unique? This is identified by first 

segmenting the employees (to have different perspectives from different segments)

and investigating on the motivations and the reasons that drive them to work at the 

organization. There should be a cross functional dialogue to include all departments 

in the brand definition process (Ind, 2001). 
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Within this step, the company identifies its unique traits as an employer internally. 

Externally, the organization must benchmark itself against competition to see what 

strategies they are using globally and locally and what they can learn from the 

competitions’ experiences. The company should also perform an external market 

research to get a vibe of the external perspectives. 

Once the company identifies its strengths, and aligns itself with the expectations of 

the targeted audience, the company defines clearly its values, culture and offering, 

thus the company (together with its workforce) forms the employer value 

proposition (EVP). The EVP is experienced internally among employees (of all 

functions) and communicated externally with the potential applicants. As the 

organization markets itself as an attractive working place, it should collect 

information and lessons learnt from the market to measure its success and adjust its 

values and ways of communication, see Appendix A. 

This figure below, is inspired by (Backhaus, K. & Tikoo, S., 2004)’s employer 

brand framework as it shows how brand associations start from inside (employer 

brand loyalty), and the employer attractiveness is dependent on the brand 

associations. 

Figure	4:	The	Employer	Brand	Steps
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This figure also is aligned with Minchington’s employer brand roadmap and 

processes by emphasizing the role of measuring the impact of the employer brand 

in the market. The basic idea behind the employer brand framework for ICT B2Bs 

(in the figure below) is to view and plan from their target’s perspective. “Your 

employer brand is no longer owned by your firm” (Sullivan, 2004)

4.1.1 WHAT	MAKES	A	GOOD	OR	BAD	EMPLOYER	BRAND?

Employees control the company’s employer brand. Brands are mainly about

reputation, so regardless whether the company is managing their employer brand or 

not, it exists, people do have something to say about the company, people have an 

opinion about the company as an employer, either by knowledge or perception. 

The main difference between “a good employer brand and a bad employer brand is 

that the good one delivers what it promises and the bad one does not.” (Appendix 

G). If a company offers a global opportunity and recruits talents based on those 

promises but fail to deliver, it will lose its reputation and this will impact negatively 

on its employer brand. A failure in employer branding is when companies use the 

wrong communication strategies and fail to align what was mentioned outside with 

inside. (Appendix A)

A good employer brand is “to be the employer choice for the employee of choice.” 

Companies cannot be “everything to everybody”; they should aim to be “everything 

to the kind of talent that they want to attract” (Appendix G). Universum defines a 

good employer branding “is the strategy companies use to achieve their desired 

appeal on current and future ideal talent” (Appendix A)

“Companies should demonstrate their true values. They should not say one thing 

and do another. They should deliver their promise and live the values. 

Communication alone does not work - employees need to live the values as well. 
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Companies should be true to their employment promise and teach leaders and 

managers to deliver on the employment promise. Employees join brands and leaves 

managers - which is why managers are crucial for any company’s employer brand.” 

(Appendix G) 

4.1.2 ICT B2BS	EMPLOYER	BRAND	VERSUS	OTHER	BUSINESS	MODELS

A Top Brand ‘Cisco’ invested in rebranding its brand as Cisco was losing its 

reputation among the new generation. Cisco was challenged because “Web 2.0 

companies were increasingly being given credit for advances in the internet” and 

“Cisco was seen as the clear leader in networking equipment but wasn’t seen as a 

leader in technology and lacked familiarity outside of business-to-business 

audiences”. (Rebrand, 2008) Cisco spent months only planning on how to rebrand 

‘Cisco’ to make its brand more attractive for talents. 

Intel, known as the ingredient brand (Whitwell, 2005), spent more than 4 billion 

US dollars from 1991 till 1997 only on advertising the ‘Intel Inside’ concept in the 

industry. Intel invested in their marketing budget aggressively until they became 

one of the most valuable brands in 1999. Thus, Intel’s ingredient brand campaign 

transformed a commodity product into a valuable consumer brand with a brand 

value quantified at US billion.

The majority of B2B branding research still adopts a narrow and myopic view of 

the brand. (Leek & Christodoulides), as mentioned earlier, that specifically in ICT 

B2Bs, there is an additional resistance from engineers. B2Bs may successfully 

create a brand strategy and communication plan, however bringing the brand to life 

for their employees is a critical and this is considered a long-term business 

objective in B2Bs. (Wise & Zednickova, 2009). 
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As for B2B versus B2C, Brett said “A key turning point is where your employees 

act as ambassadors without prompting, for example you are at party and you ask 

someone where do they work? And then you ask them what is company XYZ like 

to work at? That’s the moment of truth for your employer brand.” (Appendix B)

Viral marketing and receiving information from a person who a talent identifies 

him/herself with proved to be one of the best ways to attract and engage talents. A 

solution for less costly engagement is using social media both internally to share 

the knowledge amongst employees and externally to communicate real insights into 

what it’s like to work at companies and this authentic approach will reduce the 

impact traditional advertising has on recruitment efforts. (Appendix B). Another 

solution is “Storytelling works very well for B2B” (Brogan, 2010), this also 

emphasizes on the important role of employee engagement that should be built in a 

B2B company. 

Therefore, B2Bs should be boosting the role of employees in brand 

communications. B2B companies’ employees are one of their most powerful assets 

and need to be recognized as such in any brand communications program. 

Employees are the brand in B2Bs. (B2B International, 2010)

ICT B2Bs employer brand reputation is created by the community that uses its 

products and services. If for example, Cisco is compared to Google, Google is 

taking advantage and credit for the efforts that Cisco, an ICT B2B, has done to 

make internet easily spread. Yet talents prefer to work for Google, because they 

believe that Google is more innovative and more cool and fun than Cisco is. (Refer 

to Appendix E)

Talents join these cool ICT B2C brands already engaged and aware of what to 

expect internally. ICT B2Cs have an upper hand when it comes to marketing 

strategies. They market their products and services directly to their consumers, this 

process helps them in recruitment because they already have a community of 
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talents who are their consumers and their fans. Whereas B2Bs need to put 

additional effort and resource to be an employer brand of choice, i.e., Intel’s 

aggressive investment in creating its brand and turning every single employee to a 

brand ambassador, paid off after Intel spent 10 years in building its reputation 

internally, which in return reflected externally. 

The framework that is proposed in this thesis is a simple framework that helps ICT 

B2Bs see how important is the employee engagement because it directly affects 

sales and talent acquisition, and their business in general. 

4.2 THE	KEY	SUCCESS	FACTORS OF	FRAMEWORK

There are three key factors that are the most important for B2B ICTs. These factors 

are one of the main outcomes of this section, and they are the keys to use the 

framework successfully.  

4.2.1 TARGET	MARKET	SEGMENTATION	- FINDING	THE	‘RIGHT	SEGMENT

B2B ICTs segment their market differently than B2Cs. B2Cs address markets of 

millions, in contrast to B2Bs, who address markets of small numbers. B2Cs can 

benefit and learn from their consumer segmentation process to appeal to their 

potential employees. However, this is a new area for ICT B2Bs as they segment 

their target market on an individual-basis. (Roper & Davies, 2010), (Hague, 2010). 

Annette Frem from Bernard Hodes Group, emphasized on the importance of 

segmentation and she referred to it as a “key ingredient” (Appendix G). 

“Ideal companies need to do research internally and externally. Companies need to 

define their talent segments, and it is better to start internally. This type of 

information should involve both qualitatively and quantitatively methods, 

eventually, this will help and inform companies where they should focus on their 

strategic efforts”. (Appendix B)  
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As market segmentation is a key element in any marketing strategy (Dickson, 

1997), B2B ICTs need to look on how it best suits them to divide their segments. 

The suggested market segmentation for B2B ICT companies as an employer is: 

Divided into two categories - The visible and the unspoken factors.

A) The visible factors: This type of segmentation helps the companies to identify 

the common points in each target group and communicate with them. 

1) By age: Baby boomers; Generation X; Generation Y

2) By status/seniority: Student, Graduate, young professional, senior manager

3) By competence background: Engineer, non-engineer, Engineer with MBA, 

MBA

4) By culture: The different regions, countries, ethnicities, religions, traditions, 

cities

5) By Gender: Male, Female 

B) The unspoken factors 

This is a challenge for ICT B2Bs as they cannot easily assess factors such as what 

will be the career focus on a person, what are their life stage and goals. However, 

companies can detect such factors through profound interviews and focus groups.	

1) Motivation: motivation to work in company Y because of interest in technology, 

interest in industry, interest in travelling, interest in money, interest in opportunities 

that the company provides 

2) Desired characteristics of a working place: Flexibility, self-development, 

creative culture, cool working place, great CSR programs, flat organizational 

structure, diversity, gender-ly-balanced, family-oriented. 

3) Life stage: single, married, divorced, single parent, almost retired, pregnant, 

soon to be mother, newlywed. 
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These two factors of market segmentation should be combined to create a synergy. 

For example: 

A young single female, who recently graduated as an engineer from The Royal 

Institute of Technology, lives in Stockholm and her family, originally comes from 

South America. She is motivated to work in a company that offers travelling 

opportunities where she can benefit from her Spanish linguistic competences and at 

the same time a company that offers great flexibility to work from home and has a 

creative culture where employees are encouraged to come forward with new ideas. 

This young engineer also feels more secure if she finds out that this male-dominant 

industry (ICT), offers her equal career paths as a male engineer, in other terms, 

there is no glass-ceiling for women. 

Age: Young - Gen Y

Gender: Female

Status/Seniority: Graduate

Background: Engineer from KTH

Cultural background: Stockholm with Latino background

Life Stage: Single

Motivating factors: travel, flexibility, security

Characteristic of the working place: Equal career paths, creative culture 

Companies can segment this person and standardize her characteristics in the 

following reference groups:

Age: Gen Y (together with its traits)

Background: Engineer

Seniority: Graduate 

Gender: Female

Culture: Multi-lingual in the Nordic region 

Substantiality is one criterion in B2B market segmentation (Kotler, 1991), i.e., the 

most profitable customer, in this case, ICT B2Bs need to know which target 
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segment is their “best fit”, (according to their needs, and corporate values).Since 

they cannot satisfy all target groups, the more specifically they identify their 

desired target segment, and focus on those niche segments, the better the company 

will be able to attract and to retain. 

ICT B2Bs need to prioritize their segments and as their best fit is identified, the 

framework can be used based on this specific segment’s preferences. 

4.2.2 EMPLOYEE	ENGAGEMENT

Employer brand building starts from inside, what do the employees think about the 

company they are working for? Stories are told inside the company among 

employees, outside the company with family members, relatives in different 

regions, friends, and acquaintances. These conversations could take place at home, 

at school, in a pub, in a restaurant, on the phone while travelling with a taxi, on the 

subway, on the road, etc. The employees also speak about their working place 

virtually using social networking sites, updating statuses on Facebook, or tweeting, 

or even blogging about work. If the employee is not happy at work, he/she will 

spread negative reputation about the company. If the employee is happy, he/she 

will say positive things about the company. 

Engaging employees is creating the feeling of being valued and involved. 

(Robinson, Perryman, Hayday, 2004). Based on The drivers of employee 

engagement discussed in the literature study, ICT B2Bs need to identify the 

components of feeling valued and involved, and the relative strength of each driver 

according to each segment that they have. B2B ICTs need to concentrate heavily on 

having a good quality line management, as an employee’s direct contact is his/her 

manager and he/she impacts on the employee experience, see Appendix D. The 

manager should be well trained to build a good relationship with the employees. 
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ICT B2Bs can encourage their employees to help them come forward with new 

ideas that shape or enhance overall company’s performance, whether it is about a 

specific idea related to the job description or a general one, this helps employees to 

be committed to their ideas and eventually be engaged in the process of enhancing 

the general working culture and brand image by being active participants. 

Additionally, companies can benefit from this process by implicitly creating the 

sense of feeling of involvement that satisfies the values of generation Y; to make an 

impact, to have a mentor and to develop their skills. 

Therefore, ICT companies can focus on training well their managers. Thus, a well-

trained manager cares about the employees, keeps them informed, and gets 

involved in the course of events of the organization. Additionally, a well-trained

line manager encourages its employees to voice their opinions and come forward 

with new ideas. 

A well trained manager could also act as a career coach and help the employee to 

identify his/her career aspirations and show how he/she can develop his/her skills 

within their organization. One key engagement technique is to provide 

opportunities of development. Thus, an engaged employee is committed, satisfied 

and happy. This means that an engaged employee is hard working and delivers 

great results. The engaged employee will have the major impact in ICT B2Bs to 

spread the positive mouth-to-mouth stories. 

In a nutshell, the employee engagement drivers are the same drivers that would 

attract potential employees.

4.2.3 GLOBAL	VALUES	- LOCAL	MARKETING	CHANNELS	

Brett Minchington stated in the interview that global versus local topic is the next 

big thing in employer branding, he then explained that “values like trust, respect 

and empathy, caring and development work globally in all regions”. Further, he 

explained that strategies will work together globally, such as the career websites. 

However, he emphasized that to make sure that the values get connected at the 



34

local level; it is going to be down to occupation and assessment. Local offices 

should be responsible for their region. 

The “symbolic meanings” relate to global values that the company has and 

communicates to the target audience globally, and the instrumental functions 

related to the communication channels that link the local target market to the 

organization. In addition to this, ICT B2Bs can benefit from their employees that 

belong to Gen Y, who are open to other cultures and openly accepting of diverse 

backgrounds and beliefs, to create a strong global presence by creating a global 

community. 

The success of employer branding is determined by building global and local 

communities. Communicating with the target audience with one tone of voice does 

not lead to an interactive personal dialogue. Different communication channels 

should be used and the best channel is determined by the local community. 

The best is to have standard processes and guidelines on a global scale, and leave 

room for creativity and flexibility for the local offices.

4.3 ANALYSIS	OF	THE	FRAMEWORK	DEVELOPMENT VIA	EMPIRICAL	RESEARCH	

The first section of the framework development covers the analysis of the scientific 

theories and conceptual frameworks that derive parts of the employer branding 

framework for the B2Bs in the ICT industry. This section presents and analyzes the 

empirical data of the research through various methods of frequency and bivariate 

data analysis.  In  an  effort  to  remain consistent  and  in  order  to  provide  the  

best  overview,  the  empirical  findings  of  the questionnaires and the one on one 

interviews with Gen Y are presented and analyzed only to show the relevant 

information that derive the development of the framework. The sample of these 

empirical findings highlights the significant criteria and attributes of the 

framework. 
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The demographic results of the empirical findings showed a slight difference in 

gender, as there were a slightly larger number of males (59%) than females (41%), 

for the online survey, as for the one to one interviews, the aim was to be able to 

interview 50% of each, and that was achieved successfully. 

The respondents’ age ranged between 23 - 32 and this group is identified as Gen Y 

in this thesis. The respondents’ geographical location were diversified, however the 

majority came on first hand from Asia, and secondly from Europe. As for their 

educational background, having an engineering degree dominated the results. 

The perceptions of an ideal working place showed that Gen Y look for many 

characteristics when they would like to select a working place. The respondents 

would like to have as a main characteristic a “Fun and Enjoyable place”. The 

respondents want work and enjoy the time they spent at work. Employees spend on 

average 40-45 hours a week in the work place; they spend the majority time of their 

work in their offices. It is important to enjoy the time they spend, because happy 

employees will be more productive. Fan and happy do not necessarily mean that 

employees chit chat or play Xbox games per say (although many companies offer 

gaming rooms), still fun and happy means to simply enjoy work, and enjoy wanting 

to go to the office. The second most important characteristic is having “inspiring 

colleagues”. People want to work with people that they can identify with and they 

fit with. The third most important characteristic was “Work-Life Balance”. This 

simply means having flexibility. B2Bs in the ICT industry offer work from home 

packages and that is truly attractive to Gen Y, for example Cisco. This generation 

wants to have the freedom to choose what and how and sometimes even when.

Getting paid well remains a key characteristic, in addition to the rest of the 

attributes of an ideal working place.
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Figure	5:	An	ideal working	place

Having a great relationship with both colleagues and managers engages employees 

to be more productive at work and to be more attracted to a working place that has 

such an environment. Many of the respondents in the empirical findings stated that 

the majority of the time, the experience that an employee has within a company is 

based on his/her relationship with his/her direct boss/manager. The remaining 

characteristics are shown in figure 5. 

These characteristics can be categories into three categories: Place, environment 

and job offering. The place is represented by those characteristics that refer to the 

company’s reputation and its economic value, such as being able to offer a 

competitive salary and benefits, and maintaining a healthy business (job security). 

The second category is the working environment, which encompasses the 

company’s ways of working and the company’s culture. The characteristics that 

refer to this category are “Fun and enjoyable”, “work-life balance”, “inspiring 

colleagues” and “good manager”. 

The third category is the characteristics that state the development and application 

values and those are the job offering, such as “career path”, “international career 

opportunities”. 
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These three categories are the foundation of the framework and are represented in 

the framework as the main criteria. 

The importance of market segmentation helps the organization to identify properly 

the different needs of its segment, as it shows in the empirical research that there 

are different channels that potential employees use to search for a job (figure 6). 

The most used channel is the company’s website. The respondents search for jobs 

almost equally at universities (40%) through a professor or during career fairs and 

often when a company employee visits the university as a guest lecturer. Therefore, 

having a good relationship with universities and maintaining a proper career 

website help the global ICT B2B to be able to communicate with the target 

segment. 

Figure	6:	Preferred	Channel of	Job	hunting	globally

The empirical findings also showed that the target audience prefers to receive

information in multimedia format rather than textual. 
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Figure	7:	Preferred	Type	of	Information	globally

Hearing and seeing is much more appreciate and reflects on reality rather than 

reading an interview or an article. Another key type of information is the “word of 

mouth”, when the potential segment has a friend, or a relative or any acquaintance 

in a specific company, he or she will tell a lot of stories about the working place, 

and this is one of the best ways to actually know about what it is really like to work 

in a certain company. This point highlights the importance of having engaged 

employees in the organization. 

The empirical research showed that Gen Y have several preferences in the nature of 

information that they would like to know more about when they are applying for a 

job. For instance, from a global perspective, the majority of respondents said that 

they are interested in knowing the different types of career paths that they will have 

at the company. It is important to know the different career paths, because people 

have different motivations and different ambitions. 
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Figure	8:	Preferred	information	on	company	– global	perspective

The importance of dividing the targets into categories makes it clearer for ICT 

B2Bs to appeal to their audience and meet their desires and expectations. 

In the one-on-one interview, the question “In which industries do you wish to work 

most?” the majority of respondents preferred Information technology industry, 

however many of the interviewees have stated that the following are more 

important for them than the industry itself. 

1-The job description

2- The global perspective 

3-The ‘health’ of the business – how well is this company doing in the market and 

its reputation

This showed that the company’s working environment and the job offering are 

determinants when potential talents decide to apply for a job position at a certain 

company.  The three key success factors that are represented in this section via both 

literature empirical researches make the foundation of the framework attributes.

The main differentiation of a B2B in the ICT industry is identified by its engaged 

employees. Many global companies would be focusing on main attributes; however 
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the data analysis showed that B2Bs in the ICT industry can have an advantage by 

making their employees engaged, as this make the inside of the company strong 

and would reflect outside via storytelling that is distributed via the preferred 

marketing channels. 

4.4 THE	FRAMEWORK

The framework helps ICT B2Bs to both retain and attract employees to their 

organization. The framework can be used for different target audience that is 

segmented according to the most important for the ICT B2B.
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Figure	9:	The	Employer	Brand	Framework

The framework’s three main criteria on the left side of the image are inspired from 

Berthon et al. (2005)’s five factors that contributed to employer attractiveness from 

the perspective of potential employees, as it shows in the figure below: 

Figure	10:	Criteria	of	the	ICT	B2B	framework



42

The drivers of people to work in a company or stay at a company can be divided 

into three parts and those three parts structure the criteria of the ICT B2B 

framework: 

Place Driver of the corporate level & company stability level

Environment  Driver of a company’s quality of life and its people 

Job offering Driver of company’s work and opportunities 

On top of the framework, there are four elements. The intersection of a criterion 

and an element describes their (criterion + element) attributes and values. 

Characteristics
Key Players

For ICT B2Bs
Enablers

Channels 
Global & Local

Figure	11:	The	framework	attributes

The four elements are:

Characteristics The attributes that embrace the value of each criterion

Key Players Transferors of information, image and knowledge (engaged 

employees)

Enablers How to ‘package’ the drivers 

Channels the communication (the different communication channels based on 

the target’s preferences) 

The upper, showed in the figure below, stretches to the entire framework, is called 

‘segment’ and it is the function of the framework that divides it according to its 

functionality – Segment that best fits to the company. 

Figure	12:	The	function	of	the	framework
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The first intersection of the criteria with the ‘characteristics’ element lists the 

attributes that describe the values of each criterion, as seen in details in the figure 

below. 

S
e

g
m

e
n

t

Characteristics

Place

Company Reputation

Brand associations

Brand image

Company’s Technology 

Environment

Company’s culture & 

identity

Working environment

Ways of working

People

Job Offering

Interesting jobs

Career path

Self-Development

Career coach

Figure	13:	First	intersection

The second element is called ‘key players’, which is derived from the concept that 

employer branding starts inside out, as long as employees are engaged, they remain 

the key factor for ICT B2B’s success to reach out and stand out. The third element, 

‘enablers’ shows how B2B ICTs can find ways to meet the expectations of their 

audience by performing certain activities and processes in relation to the criterion.

Story telling is one of the main attributes of this intersection. Engaged employees 

share their stories across the organization and outside it. Stories that are negative 

such as layoffs can be turned into positive stories if employees are engaged. 

Therefore, the last element ‘channels’ represents the various communication 

channels that ICT B2Bs can use based on the preferences of their target segment 
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regionally. The list of channels is adapted from Universum’s interviews and the 

additional material that were given. The more criteria fulfilled the better chances of 

the target audience to work for the company or to stay at the company. 

4.4.1 EXAMPLE	OF	THE	FRAMEWORK

Place/Characteristics: Employee-product relationship - The employee loves the 

company’s main product which is a great technology, thus this person is dedicated 

to this product. 

Place/key players: Employee is dedicated to the product, thus the employee is 

committed, loyal and engaged.

Place/Enablers: The employee’s strong commitments to the company’s product 

shows how great are the technologies that this company has outside of the company 

and the engaged employee’s dedication echoes towards people who are alike. 

Place/Marketing channels: Social media, blogs, circle of friends, etc.
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5 CHAPTER	V: CASE	STUDY

This case study looks at how Ericsson LM AB, a World-leading telecom Giant, is 

challenged to attract and recruit talents to its organization. The suggested 

framework is used in the chapter. 

The case starts with a brief background on Ericsson and its business offerings. 

Then, it describes Ericsson’s employer brand, and compares the perception of its 

employees vis-à-vis to the perception of potential employees from Gen Y. 

Followed by the problems that Ericsson is faced with and the proposed solution.

5.1 BACKGROUND	

Ericsson LM AB is a world-leading provider of telecommunications equipment and 

related services to mobile and fixed network operators globally. Ericsson’s network 

equipment is utilized in more than 175 countries. Ericsson has been in the telecom 

market for the last 134 years and 40 % of the world’s mobile traffic passes through 

their networks.

Ericsson was founded in 1876 by Lars Magnus Ericsson, in Sweden. Its 

headquarters is in Stockholm Sweden. Ericsson has 825001 employees globally. In 

2009, Ericsson had a Net Sales of 27.1 billion US Dollars. Ericsson is a public 

company that has its shares traded on NASDAQ OMX Stockholm.

Sony and Ericsson had a joint venture in October 20012. The Japanese consumer 

electronics company Sony Corporation and Telecom Ericsson made this venture to 

create mobile phones. Thus, Ericsson has a 50% joint venture with Sony Ericsson 

Mobile Communications (mobile phones) and ST-Ericsson (Wireless 

Semiconductors). 

																																								 																		
1‘This is Ericsson’- http://www.ericsson.com/ericsson/corpinfo/doc/this-is-ericsson.pdf
2http://www.cisionwire.com/ericsson/sony-ericsson-mobile-communications-established-today
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Ericsson invests time, effort and resources mostly in R&D. Ericsson pushed the 

development of 2G and 3G. The company has 25,000 patents, making them own 

one of the industry’s strongest portfolios.

Ericsson’s vision is “To be the Prime Driver in an all-communicating world.” -

This means a world in which all people can use voice, data, images and video to 

share ideas and information whenever and wherever they want.

Ericsson’s core values are ‘Respect, professionalism and perseverance’. These core 

values that are the foundation of the Ericsson culture, in other terms, these values 

are used as a guide in the daily work. Ericsson’s ways of working internally 

amongst each other and externally with customers are echoed by these values. 

5.2 PRODUCTS	AND	SERVICES	

Ericsson offers end-to-end solutions for all major mobile communication 

standards.3

Ericsson has three main business offering 

Networks: Ericsson’s industry-leading network solutions include radio access 

network, (radio base stations for GSM, WCDMA, HSPA, LTE) core network 

solutions, (like softswitch, IP infrastructure, IMS, media gateways), transport 

solutions (like microwave radio and optical fiber solutions) and fixed access 

solutions for copper and fibre. 

Multimedia Solutions: The most recent offerings of Ericsson that includes service 

layer products, revenue management systems, enterprise solutions and mobile 

platforms. The multimedia provides solutions for TV services to devices such as 

TV sets, mobile phones and PCs. The services are real-time and interactive. 

Global Services: Ericsson provides network expertise to operators. These services 

include network design, network rollout, network operation and support, systems 

integrations, customer support and training.

																																								 																		
3http://www.ericsson.com/ericsson/corpinfo/index.shtml
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Ericsson’s Networks account for about two-thirds of its net sales, 22% of the net 

sales come from their global services and 8% from sales of multimedia solutions. 

Shares from joint ventures are included as ‘share in earnings in joint ventures and 

associated companies’4

5.3 ERICSSON’ BRAND

This section states the facts of Ericsson’s brand.

5.3.1 ERICSSON	- GLOBAL	BRAND	PRESENCE

Ericsson was not listed in the list of the “Top Best Global Brands”5, for the past 10 

years (from 2001-2010). On the other hand, Sony Ericsson was listed for 3 years 

(2001, 2002, and 2003) and then it lost its spot in the list. It is important to note that 

the three key aspects that contribute to the assessment of the best global brands are 

the financial performance of the branded products or services, the role of brand in 

the purchase decision process and the strength of the brand.

It is important to note that Ericsson is often confused with Sony Ericsson, as the 

mobile phone producer, instead of a leader as Telecom supplier6. 

Ericsson has a great corporate responsibility portfolio. Ericsson was among the 

pioneers to have the solar powered radio system since 1988 along with their radio 

boxes, and this showed how Ericsson created environmental friendly products. In 

addition to being eco-friendly and a support of green-tech, Ericsson has developed 

a program called ‘Ericsson Response’, where they help countries in crisis, even at 

low community-level activities. 

It is important to mention that Ericsson empowered people, countries, and regions 

with all their communication needs. 

																																								 																		
4Company Facts: http://www.ericsson.com/ericsson/corpinfo/compfacts/index.shtml
5Interbrand, http://www.interbrand.com

6Based on the feedback/ impression received from the interviews, surveys during the research
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5.3.2 ERICSSON’S	EMPLOYER	BRAND	

Ericsson had the position 47 in the list of top 50 - ‘The World's Most Attractive 

Employers 2009’ according to business students and as for the engineering 

students, Ericsson held 32nd spot. In 2010, Ericsson lost its positioning on two of 

the top 50 list, see Appendix E. 

Ericsson holds spot 3 as an employer of choice amongst the Swedish students of 

engineers in Universum’s employer of choice top 50 lists. 

Ericsson’s main communication and recruitment channel is the corporate website. 

Ericsson’s careers site has a section on the following: 

Job openings: Searchable by geographical area, job field, job type, educational 

level, and job level.

Short testimonials: There are three testimonials that are in a textual format with a 

small picture of the person, 

Trainee programs: Brief information on the trainee programs, the pages are idle 

when there is no recruitment. The static information discusses a general overview 

of the program. Once the programs are hiring, the pages become more dynamic 

with FAQs. 

The way of working: This section emphasizes the company’s core values as the 

way of working. A brief statement is stated.

Ericsson has four trainee programs and that is the main pipe to recruit and appeal to 

young talents. The trainee programs recruit bi-annually on a global scale. 

Besides the global trainee programs, Ericsson offer thesis work and internships 

depending on the countries and it needs. The main channel of communication and 

recruitment is the global career website, where all the jobs are listed. 

However, Ericsson has also good relationships with local engineering universities 

in the markets where they have R&D, such as China, Sweden, Spain, India, etc. 
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Other means of recruitment are done through newspapers, magazines and job sites 

that are visited by the local potential talents. Ericsson does not use any social media 

trends and the communication with the students is done only during the recruitment 

period of the programs. 

5.4 FIRST ITERATION: ERICSSON	AS	AN	EMPLOYER	ACCORDING	TO ITS	EMPLOYEES

Ericsson is known among its employees to be one of the best employers; they have 

a very high rate in retaining employees (On average, an Ericsson employee has 

been in Ericsson the least 10 years)

The core values of Ericsson, “Professionalism, Perseverance and Respect” were 

repeated by the majority of the employees. The employees made it clear that there 

is an unconditional respect towards their colleagues, managers and the company, 

and that the core values are truly practiced in the workplace. 

One of the main points that were constantly repeated by the employees was 

“flexibility & work life balance”, as Ericsson provides a flexibility to work from 

home. 

Ericsson encourages its employees to develop their skills and expand their 

knowledge by assisting each employee in building an individual plan for self-

development. Each employee has a mentor who helps him/her identify its strengths 

and weaknesses. The mentor helps the employee in creating a unique path to 

progress and develop his/her skills. An employee can have his/her individual career 

path within Ericsson. Young employees said that they can have “their next job” at 

Ericsson. 

“My colleagues” is another term that the employees mentioned. There is no doubt 

that there are a lot of inspirational people in Ericsson, and they are inspired by one 

another. What makes Ericsson special according to its employees is working with 

and being around colleagues that are competent, knowledgeable and helpful. 

Ericsson employees learn from one another and also learn from their managers. 
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Ericsson provides the choice of internal mobility to its employees. Employees can 

benefit from Ericsson’s “Global Opportunities” and participate in either Long Term 

or Short Term Assignments7. Many of the employees remain at Ericsson because 

they can travel to different regions, get to know different cultures and develop. 

Employees have high interest in their job description and the position they held. 

The majority have said that it is clear on what is expected from them and what 

should they provide. “My job position & description” is a great motivation to enjoy 

work. 

“Human-oriented – “I” matters” - Employees feel that the company values them 

truly.  

5.5 SECOND	ITERATION: ERICSSON	AS	AN	EMPLOYER	ACCORDING	TOGEN	Y

Ericsson’s reputation as an employer was assessed in the survey and interviews. 

The section is divided into two parts, the first part shows the positive views on and 

associations with Ericsson as an employer and the second part shows the negative 

comments. 

Positive views & associations

The survey results showed that Ericsson is associated with “Sweden”. Sweden tops 

the chart of best countries or great places to live in on Forbes or BusinessWeek for 

more than 5 years. Regardless of its high income taxes, Sweden is known for being 

a humanitarian country that provides great social benefits. Ericsson linked to 

Sweden and has a positive humanitarian image amongst Gen Y. 

“Research” is another term associated with Ericsson. Sweden is known to be one of 

the world leaders in R&D investments according to Statistics shown by “Invest in 

Sweden Association”.8

																																								 																		
7Short term - 3-6 months projects in another country & Long term - up to 5 year project
8ISA - 2nd in the world, 2008
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Ericsson invests heavily on R&D as part of their core business value, and that is a 

key attraction to the target audience, in other terms, to be part of the innovation and 

the future technologies. 

“Giant Telecom Leader”, Ericsson is a world leader the telecommunication 

industry. Regardless of the different European and Asian competitions that 

Ericsson has, it remains solid and constant when it comes to its lead in the industry. 

Being an industry leader is an attraction to the target audience. 

Negative Views & associations

Despite the positive attributes that the target group is associated with, Ericsson as a

company in general and in employer branding in specific has some challenges in its 

presence in the market. 

“Old and traditional” was among the major repetitions by the target group. Ericsson 

is viewed to be a traditional corporation where things happen slowly and change 

does not come too often. The target group views Ericsson as it lacks the 

entrepreneurial environment and the creative atmosphere in its culture. 

“Unemployment”, many of the target group associates Ericsson with Lay-offs. 

Ericsson is not the only company that has done lay-offs during economic crisis. 

Yet, many of the target group thinks that Ericsson is not a very stable company and 

unemployment could hit any time during a recession.  

“Who” - I have No idea!” The worst perspective is not to have any perspective. 

Many of the interviewees and the survey responders did not know who and what 

Ericsson was. Additionally many of the respondents assume that Ericsson and Sony 

Ericsson are one company - the ones that make the mobile phones. It seems that 

Sony got the best out of the reputation when it merged with Ericsson, as it owns the 

consumer part of Ericsson business. Although Ericsson has 50% of Sony Ericsson’s 

share, it is yet considered a cooler place to work for when it comes to working for 

Sony Ericsson. 
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5.6 THIRD	ITERATION: COMPETITION	ANALYSIS FROM	BEST	PRACTICES

5.6.1 CISCO
Cisco is a global company that has built itself into a global brand. Cisco is the 14th 

Best Global Brand in 2009. One of the key importance of Cisco is they have built

around their brand great stories whether it is about their working environment, their 

R&D, their innovations, their talent pool, their failures, all of Cisco’s news and 

messages to the world outside Cisco come with stories. Cisco provides network 

communication; it has branches in 150 countries and has around 65,000 employees 

worldwide.

Cisco promotes itself as a corporation that has an edge on technology and 

innovation. Cisco also has its slogan “the human network”. Cisco keeps on 

presenting its employees as very talented people who inspire each other.

Corporate Brand Dominance

In 2006, Cisco revealed having some issues concerning their strategy and they felt 

the need to change their strategies to meet up the challenges that the new 

technologies are bringing. Cisco’s people discovered that many of the Web 2.0 

companies were taking credit for the advancement in technologies and since Cisco 

positioned its brand as an IT and networking company, Cisco fell behind in getting 

credits for these advancements. Cisco increased started increasing the investments 

on the internet and became the network of communication and collaboration 

platform, and by acquiring some new brands and businesses, 

Cisco improved its own operations

Cisco emerged to be the clear leader in networking equipment but was not very 

attractive as a technology leader and besides the company’s customers, who are the 

B2B people, Cisco launched a rebranding effort in late 2006 and the planning took 

around 6 months. To make sure that cisco’s brand aligns with the company’s 

business strategy, Cisco changed the logo, the site, and re-engineered the 

company’s values. Cisco’s corporate brand increased and now it holds a higher 

rank in the global market.
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Corporate Social Responsibility

Corporate social responsibility is a key area in Cisco’s corporate environment. 

Cisco listed that their corporate social responsibility benefits first of all their 

employees, the environment and social needs of basic human needs (education, 

economic development, and support for non-profits). Cisco started also promoting 

Green IT. Cisco listed many of its success stories in the social responsibility area in 

many regions in the world.

Employer Brand image

Cisco advertised itself as a great working place where it provides its employees 

work-life balance and work flexibility. An employee can work from home if he/she 

wants to, they have testimonial videos of their employees stating how “cool” it is to 

be involved with the latest technologies and innovations in the world. Cisco is 

being seen as a leader in its field and a great place to innovate.

Internal Employer Branding

Cisco created an internal mindset that Cisco is making an impact and changing the 

world, and on videos on their sites, employees are saying how they can see the 

visible effects of Cisco in their community and in the world.

Cisco was successful in communicating persuasively on its new direction for the 

brand. Cisco had an earlier campaign called “Internet is here: Are you ready?” The 

message was communicated in every form of communication internally, and that 

eventually transferred to the outside world. Therefore, Cisco’s brand building 

started inside their corporate buildings, it was adopted by its employees and 

successfully transmitted out and spread out through their stories.    

Communication & social media

Cisco has a simple and clear method in its communication; the message is clear on 

who they are and what is expected from the potential employee. They try to turn 

negative aspects of their business to positive ones especially during lay-off times, 



54

communities start talking about how much they help the employees to find other 

jobs and how great are the beneficial packages that they give away during lay-offs.

Cisco has launched its own blogging site called “The Platform, opinions and 

insights from Cisco”. Cisco has a section called “Around the web”, anybody can 

follow them on Twitter, join them on Facebook, watch their videos on YouTube 

(where they put their latest releases and innovation ads), additionally, people can 

also “smile!” on Flickr with their photos of employees, innovation, corporate 

responsibility, etc. and finally anybody can stay up to date with their RSS feeds.

So, practically they are everywhere on the web.

Cisco has also a great cooperation with universities and academicians that write 

university/college books. Students are familiar with many of Cisco’s case studies 

that they read about in their study books or even as case studies to be solved as 

assignments.

Cisco had problems and negative associations because of an advertisement that 

showed skateboards and a community of people blogged about this and how Cisco 

missed the point.

5.6.2 INTEL
Intel is a world leader in manufacturing semiconductors. Intel has built its 

corporate brand throughout the years and now it holds 9th position in the world’s 

best global brands. Intel operates in 150 countries and has around 83,000 

employees.

Corporate Brand Power

If Intel is now one of the most valuable brands in the world, it is mainly related to 

its marketing Strategy, based on the brand recognition in the consumer market. 

After the large success of the “RED X” campaign in 1989, Dennis Carter, the 

Intel’s Head of Marketing, worked on more worthy strategy based on an umbrella 

brand which could span successive generations of products.
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In order to reach this objective, Intel included cooperative advertising, in which the 

logo and promotions of Intel were given visibility at the manufacturer’s point of 

sale displays and on packaging materials and also series of print and TV later.

The business strategy of Intel was based on the Moore’s law. This law is an 

empirical observation, explaining that the number of transistors on integrated 

circuits is double every 18 month. Over the years, the image of the Intel’s brand 

was evolved, keeping its strong safety and leading technology assets and adding 

innovation, creativity and simplicity as its core image. Intel extended the brand 

because they moved from computers to computing and they have launched a new 

logo as “Intel Inside”.

Intel used different sort of marketing strategies to push their brand into the market. 

Intel created a brand value, and ended up spreading awareness which resulted in 

strengthening the brand name and awakening consumers’ mentality. Intel used 

marketing techniques, which drove the consumer to loyalty. And this how Intel 

became known among the consumers. It became the ‘ingredient brand’.

Intel created a great corporate brand and like an umbrella Intel kept all its 

communication and image under that umbrella.

During the rebranding process, Intel changed its corporate culture; it shifted from 

products to people company.

Marketing strategies and communication

Intel is very quick in adapting the latest emerging technologies to communicate and 

reach to potential talents; they are very early adapters of innovation, and they use it 

well in their workplace. Since Intel is an ingredient brand, its familiarity among the 

consumers has made Intel use celebrities and other consumer marketing channels to 

interact with the audience.

Intel is also very transparent in its innovations, releases and communication. Intel 

has a very interactive career website, where the visitor can easily identify 

him/herself to where he/she should click. There are lots of interactive testimonials 

in a video format. Intel’s site allows visitors to experience “life at Intel” on 

globally. Intel has an official channel on YouTube, where it posts videos of future 
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trends and technologies, they are also on Facebook, Twitter, and they have 

podcasts, RSS feeds, and blogs. Humor is often used in Intel’s ads. It is good to 

mention that Intel is also involved and active in the academic world, and has case 

studies and publications. Intel has a strong Global brand and this is how they 

spread their global awareness. Besides the corporate brand image Intel about their 

marketing strategies in adapting new technologies quickly.   

5.6.3 EARNEST	& YOUNG

E&Y is one of the largest and oldest consulting/services organizations in the world. 

It operates in 140 countries and has 144,000 employees. E&Y are favorite places to 

work for among many students. 

E&Y has successfully created a global message, but what is different with their 

marketing strategies, is that they really do things locally. Their message is global 

but the application is very local. E&Y also performs unique HR processes that 

differentiate them from others.

Localized employer branding

E&Y do not use the same methods of communication with their potential 

employees. They believe that every market is unique and the needs of the students 

are different somehow from one place to another. When it comes to using social 

media for recruitment, E&Y in Australia have created a Facebook page where they 

mention clearly about the different types of positions that they might get at E&Y, 

the recruitment process, and Q&A sessions.

The main message and the company’s global value is the same and shared among 

all the branches in the world.

E&Y have excellent cooperation with universities, one can find them most of the 

time in the universities that they hire from. They do case studies, go as guest 

lectures and participate in many events and conferences at the local universities.

Employees, former employees and returning employees
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One of the good lessons to be learnt from E&Y is that they have exit interviews; 

E&Y conduct exit interviews with every employee that decides to leave the 

company. They learn from those interviews. E&Y also has “E&Y Alumni” where 

they mention proudly about where their alumni’s are, and what are they doing, and 

how great positions they have in other corporate and they are proud about them.

E&Y also has returning employees, the door is always open for employees who left 

E&Y and would like to return to it. So talents could go on to learn new experiences 

and if they want to come back to E&Y, it is possible.

Corporate Responsibility

E&Y, being a traditional company, have great programs in entrepreneurship, they 

encourage young people to submit their ideas and win. E&Y helps in developing 

societies and communities; they invest in education and in youth, and invest also 

environment sustainability.   

In conclusion, from all 210 respondents, Ericsson received 10% clear positive 

words like: Giant, great, nice, excellent product, dynamic working environment. 

And there are 32% of respondents, stated rightly about Ericsson. Most of the words 

are telecommunication, IT and Sweden.  

On the other hand, 15% of the respondents gave negative feedback about Ericsson. 

They wrote old, bankrupt, boring, fading, unemployment, unsafe, sluggish, bad 

recruiting process, and several “who”-s. The biggest problem is still the confusion 

with Sony Ericsson, since there 43% people who either wrote same thing as mobile 

phones or just Sony. By a comparison with the other benchmarked companies, 

Ericsson lacks the global presence because Ericsson does not incorporate the public 

as an audience of its corporate brand image, as it does not emphasize on the 

importance of its corporate brand.
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Figure	14:	Perspectives	according	to	Gen	Y

5.7 ERICSSONPROBLEMS	&ANALYSIS

The main problem started when Ericsson felt the challenge to attract talents 

globally in important markets such as India, UK, Japan, North America and other 

various countries in Europe, for their trainee programs. 

As Ericsson was not regarded as an employer of choice, it did not receive many 

applicants. Based on the investigation and iterations that were conducted, taking 

into consideration, the interviews and the surveys, three main problems were 

identified: 

1. Lack of global presence, see Appendix C&D

2. Constantly challenged to appeal to, attract and recruit diversified talents 

(from Gen Y-Motivation for thesis commission) 

3. Negative brand associations, see Appendix C&D

The main problems identified are listed below, followed with the causes of this 

problem and its analysis. 
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Problem 1: Ericsson lacked global presence as an industry leader among societies, 

thus the target audience. 

Causes: Confusion with Sony Ericsson: Ericsson focuses more on R&D 

investments rather than marketing ones; Ericsson has a great reputation among its 

customers and is known for its great after sales services. However, there is a lack of 

presence when it comes to the talents or the end-consumers, who are in return 

potential employees to Ericsson. As an engineering-based company, Ericsson does 

not pay much attention to branding and marketing. 

Analysis: Mergers, acquisitions, joint ventures, bankruptcies and layoffs create

confusion about corporate brands. Ericsson focused more on being a great supplier 

and a great support to global operators with its leading telecom technologies. 

Ericsson remained in the shadow of its customers and also in the shadow of the 

consumer brand ‘Sony Ericsson’.  Corporate brand and Product brands have an 

impact on employer branding. 

Problem 2: Ericsson constantly challenged to appeal to, attract and recruit 

diversified talents on three bases (diversity: Cultural, Gender and competence)

Causes: Ericsson has majority of its employees as male engineers. Ericsson’s 

management team is mainly composed of Swedish male engineers. 

Analysis: The management team somehow reflects on the general inside look of 

Ericsson as an organization. This impacts negatively on the public coming from 

different backgrounds, culture, gender – this also impact Ericsson’s global absence. 

Problem 3: Ericsson Brand had more negative than positive associations. 

Causes: There is a lack of information on Ericsson’s brand or Ericsson as an 

employer. Very basic points were only mentioned in their career website. 

Analysis: As Ericsson lacks the global presence, not much information is shared 

among bloggers or users of social media. Ericsson is not transparent. 

5.8 ERICSSON’S	EMPLOYER	BRAND	- PROPOSAL
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In this section, the report outlines how Ericsson can appeal to the needs of the 

target segment, based on the empirical data that was collected for this research. 

Surveys & Interviews Ericsson

What attracts you most when the job is offered by 
an employer?

1-The job position – type of work
2-The advice of a friend from the company 
3-Corporate culture 
4-Personal development 
5-Salary & benefits
6-Location
7-Inspiring company that contributes to society

Ericsson employees stated that they love what 
they do and they have endless career 
opportunities. 

Ericsson can emphasize on:
- Personalized career paths 
- Coaching opportunities that contribute to 

self-development 
- Story telling from their employees, as 

peers get mostly attracted to one another 
and inspired. 

- Stockholm, as headquarters – Green 
capital of Europe 2010

What are your career goals? (Female and male) 
What is your ideal career path?

1-Being the force behind the company’s success 
2-Being responsible for a group of people
3-Customer oriented position
4-To have my own business 
5-To be involved in a startup company 
6-To work in a company that does good things to 
society 

Female: 
1-The force behind the success of the company 50%
2-To have my own business 30%
3-To work in a company that does good things to 
society 20%

Ericsson is a big corporation that is often old and 
traditional in various areas, however, new 
departments and shifts of business orientation are 
forcing Ericsson to change their ways of working. 
For example, Ericsson throughout their global 
trainee programs can show how their alumni are 
creating a change at Ericsson, how they have 
room for creativity, and how they had several roles 
as a junior project manager. 

As for the female, Ericsson can show the many 
examples of their female leaders, for example, the 
program director of the three of the global trainee 
program is a very powerful female leader, showing 
her in a video format, giving a 2 minute pitch, or 
sending female young employees to universities 
as guest speakers to share a new technology that 
they are working on, gives a great advantage to 
Ericsson. 

In which industries do you wish to work most?
Information Technology

The job description
The global perspective 
The ‘health’ of the business – how well is this 
company doing in the market? & Reputation

Ericsson is in the industry that is appealing to 
most of Gen Y, regardless of their engineering 
background. Since their technology is complex, 
showing the effects of their technologies on 
society can lead to great impact and awareness. 

Ericsson is a global company that operates in 
many countries, and has great flexible career 
opportunities. 

One negative association with Ericsson is the 
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health of their business, as they lay off people 
frequently however not more than any other 
company. Ericsson employees have said that 
Ericsson helps them find jobs and provides great 
salary packages as they lay off employees, 
however, this is not known to the outside world, so 
Ericsson should be able to show that they are 
helping and supporting their employees who are 
departing. 

What kind of information you wish to know about 
the company?

1-Working environment 
2- Real employee stories (through videos, blogs & 
Facebook)
3-Career path 
4-Salary & benefits
5-Recruitment process
6-Tips on getting accepted 
7-Job description

Ericsson needs to invest in marketing their 
business to general public. Ericsson is enablers, 
and they are inventors – Ericsson should build 
their corporate brand first and foremost to be able 
to show their technologies as well as their working 
culture. 

Information about their culture can be told using 
different channels locally. However maintaining a 
good and strong relationship with universities is a 
must and having an interactive and up-to-date 
career portal as well. 

American global companies invest the most in 
marketing when it comes to Employer branding 
activities, see Appendix A

5.8.1 WHY	ERICSSON? – FIND	YOUR	CENTER

The following section shows how Ericsson can define its culture and form its 

identity as an organization. 

 Ericsson products and services: 

- Ericsson sells complex technology that is sometimes hard for its employees to 

explain to others. Thus, a suggestion would be to show the effects of Ericsson’s 

products in the world, in our daily lives. 

- Ericsson throughout its history aimed to simplify life and enhance people’s life by 

empowering them with communication facilities and by helping them to secure 

their commodities. 
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- Who created Bluetooth? – Ericsson did. Ericsson has over hundreds of patents 

and they invented and created great technologies. They were the main drivers of 

3G. 

 Swedish Culture: As Ericsson is a Swedish company, it can also highlight the positive 

cultural attributes that represent Sweden. Facts such as: 

- Sweden is the world’s second best innovative country in the ICT R&Ds (ISA, 

2008). 

- Ericsson is a global telecom industry leader despite competition. 

- Equality: Ericsson has a flat organization – communication is easier and it is two-

way. Special efforts are constantly done at Ericsson to encourage females to 

develop and achieve. 

- Sweden is known for its human values: Ericsson values its employees

 Corporate Social Responsibility: One of the earliest technical companies that have 

taken into consideration to create environmentally friendly technologies. Ericsson has a 

program called Ericsson Response, where they help countries and communities in crisis 

to communicate with each other. 

5.8.2 HOW	TO	APPEAL	TO	SEGMENTS	OF	PRIORITY	

In this section, the proposal shows how the employer brand framework can help 

Ericsson to appeal to the Nordic young professionals (have few years of

experience). 

Ericsson has a good reputation in the Nordic region as it is one of the main regions, 

especially, Sweden. The gap that Ericsson has in reaching to young professionals 

more efficiently in the region is choosing correctly the right communication 

channels. The figure below shows the application of the framework. 
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Figure	15:	Ericsson	Employer	brand	for	the	Nordic	young	professionals

Framework Extensions



64

Figure	16:	Employee	Engagement	- Regional	Benchmarks	Universum	2009

Figure	17:	Communication	channels	used	by	Nordic	employers	vs.	Nordic

5.9 CASE	STUDY	CONCLUSION
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Employer branding framework helps Ericsson in: 

1) Attracting Talents globally to better seed the company's future top management -

One of the main pipes of getting in young talents is the trainee programs that 

Ericsson conducts globally. 

2) Improving global brand through employer branding - using trainee programs, for 

less cost

3) Engaging the employees by clearly communicate what's expected of employees, 

providing good training so that they develop their skills, paying attention to their 

stories, rewarding and recognizing, being consistent in your strategies, being clear 

and consistent  
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6 CHAPTER	VI: CONCLUSION	AND	FUTURE	WORK

The conclusion of the thesis work with its lessons learned and the 

recommendations for the future work are discussed in this chapter.  

6.1 CONCLUSION	

B2Bs in general, and B2B ICTs in specific do not sell to their customers based on 

their emotions, rather they sell to them based on their business goals and the 

service-based support that they provide along with their products. The key 

differentiating part in a B2B ICT selling point is the relationship that they create 

with their customers. As mentioned earlier, services come from the company’s 

employees directly to the customer. This makes employees the very essence point 

of differentiation in a B2B company. 

The HR, marketing and communication functions in the ICT B2B need to approach 

the management having the engineer perspective. If the word ‘branding’ is the 

problem, other terms such as ‘organizational identity’, ‘working culture’, or other 

synonyms to employer branding can be used. Facts and figures should support the 

cause to make sure that these functions get the ‘blessing’ and consistent 

commitment of the management. 

This thesis outlined the importance of employer branding in ICT B2Bs and showed 

how ICT B2Bs can enhance their employer branding image and win the talent war. 

To successfully use the framework, ICT B2Bs need to focus on the three factors: 

Proper market segmentation, Employee engagement, and the right communication 

channel. This framework helps ICT B2Bs to attract and retain the target audience. 
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“What do you think will be the greatest challenges when working with employer 

branding within the coming year? (Please choose a maximum of three 

alternatives)” was one of the questions asked to employers by Universum 

Communication survey, the result of this question showed the figure below: 

Figure	18:	Challenges	ahead	– ‘EB	Practice	Today’s’ (2009)

This thesis discussed and met some of the challenges for the ICT industry B2B 

multinational corporations: 

1) How to anchor the importance of employer branding throughout the 

organization: Engaging employees, showing facts and figures

2) How to differentiate from competition: Find your uniqueness by involving 

employees at the very early stages of brand definition

3) Regional vs. Local level: A global image of values shared and communicated 

with local and regional channels under the umbrella of the global policies and 

procedures.  

4) How to achieve the necessary cooperation and coordination across departments 

internally: employer branding is a relationship across all functions in the 

company, thus there should be a cross functional communication. Main 
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departments that are involved are  HR, marketing and communication 

functions. 

6.2 FUTURE	WORK

Possible future work that could enhance, examine and extend the framework of 

this thesis is:  

1) Understanding cultural differences is crucial to manage and sustain a global 

company. Therefore, a more in-depth market analysis can be conducted to 

highlight the importance level of each criterion and its characteristics in 

different countries. 

2) An investigation of the application of the framework can also be tested to 

see if the framework can be stretched to other industries or if it can be 

customizable accordingly. 

3) Examining the importance of each communication channel listed in the 

framework and measuring the impact on the target audience. 
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APPENDIX	A: UNIVERSUM	GLOBAL	

Interview Facts 

Interviewee: Daniel Wägerth

Title: Employer Branding Specialist

Location: Stockholm, Sweden

Date: Wednesday, Jun 17, 2009

Time: 9:00 - 10:00

About Universum communication

Universum is a global employer branding company that helps companies to develop a good 

employer brand by helping them appeal to their target market; additionally Universum helps 

companies to improve their recruitment and retention activities. Universum also annually surveys 

over 300,000 students and 80,000 professionals in 20 countries through their standardized research. 

Universum was founded in 1988 by Lars-Henrik Friis Molin and has its headquarters in Stockholm, 

Sweden. The company has regional head offices in Philadelphia (USA), Cologne Europe) and 

Shanghai (Asia). Universum has over 1,200 clients on the global market and are partners with over 

1500 universities. 

Universum creates yearly list of the ideal working place globally and also locally in more than 20 

countries. The survey results generate a list of rankings that creates a worldwide media interests and 

is published in Financial times, Le Monde, Wirtschafts Woche, BusinessWeek, and more. What 

makes the Universum survey very different is that it presents its result by area of study (there is no 

overall winner) the 5 areas of study being:  Business, Engineering/IT, Natural Sciences, 

Arts/Education, and Law.

Interview Questions & Answers 

Nr Question Answer

1 How do you define 

Employer branding

Employer branding is the strategy companies use to achieve 

their desired appeal on current and future ideal talent.

2 Which departments are 

involved in EB?

HR department

Top management 

Management - regional office

Marketing department

Information/communications department

External consultancy

Figure: Regional Comparison of which departments work with 
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Employer branding - Universum

3 What values EB bring to 

an organization?

EB helps organizations to own an employer profile, build on 

their main strengths and their offerings. 

Externally:

EB brings the right applicant with the right expectations to the 

right place. Appealing with the right message to the right target 

group, recruitment efforts become more successful, thus the 

efficiency of recruitment process increases and cost of 

recruitment decreases.

Internally:

EB increases efforts in employee retention. Companies spend 

good amount of resources in training employees, having a 

good internal branding helps companies engage employees 

more and make them brand ambassadors. 

- Reduced time-to-hire - according to the survey that was 

conducted by Universum, on average the cost per hire in Euro 

are:

Asia-Pacific: 6990

Europe: 5500

Nordic: 6146

North America: 4785

- Improved performance through better cultural fit

- Increased retention

- Higher quality of applications 

4 How can companies 

create a successful 

employer brand? How 

can they be different?

Companies need to identify first who they really are, next 

companies need to create a profile of who they want to be 

(together with management and the HR experts) and 

companies need to look at what the external audience is 

saying, the image of the brand of what others think of them. - if 

we imagine the 3 points as circles identity, profile and Image, 

their intersection create the potential successful employer 

value proposition- this is how it starts to develop then 

progressively it becomes attractive. 

To make it more differentiating, companies need to look at 

what makes their employees stay and work for them and learn 

from it. With the help of employees, companies can actually 

identify their main criteria that make them unique.

5 Ho can EB fail? 1) What is mentioned outside does not look like the inside

2) Wrong usage of communication strategies

3) Companies then to forget that it is not about ‘we’ it is about 

‘you’

4) Employees are not engaged. 

6 What are the most 

successful 

communication 

channels?

Storytelling is one of the best and most important ways to 

communicate to the audience 

via the following communication Channels - different regionally

Social networks

Employer websites

videos on CareerTv
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career fairs 

Media Articles

Fellow Students

Career websites

Friends and Family

Employer presentation on campus

Advertisement in print media

Acquaintances employed by the company

Employer recruitment brochures

Professors at my university/school

Advertisement in student publications

7 Questions on survey: 

methodology

Data collection was carried out via an online survey.

The online link was distributed primarily via university contacts. 

Students received an email or in some case a letter containing 

the surveys’ link which allowed them to access the online 

questionnaire.

Target group: University undergraduates and post-graduates, 

studying for degrees in business, engineering, IT, humanities, 

Law

and natural sciences.

8 Do you ask internally –

companies’ employees?

The list that is generated by Universum does not include the 

perspectives of the employees. It is solely based on the 

external audience

9 Do you mention the 

companies 

No companies are mentioned - The survey contains questions

asking them to list the five employers they'd most like to work 

for. 

10 What are the drivers of 

Employer attractiveness? 

1) Employer reputation & image

The attributes of the employer as an organization

2) Job Characteristics: the content and demands of the job, 

including the learning opportunities provided by the job 

3) People & Culture: The social environment and attributes of 

the work place

4) Remuneration & Advancement opportunities: The monetary 

compensation and other benefits, now and in the future.  



76

Universum Supporting Material 

Figure1: the Regional Comparison: Which departments work with Employer Branding?
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Figure 2: Why companies work with Employer Branding?
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Figure 3: What strategies companies are pursuing? 
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Figure 4: What are the challenges ahead?
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APPENDIX B: EMPLOYER	BRAND	INTERNATIONAL	INTERVIEW

The following is an abstract of the interview notes complied by Maral Kalajian

Interview Facts

Interviewee: Brett Minchington MBA

Title: Chairman/CEO of Employer Brand International

Location: Phone interview - between Sweden and Australia

Date: Thursday, May 14 2009

Time: 9:30 - 10:15

About Employer Brand International (EBI)

EBI provides research, guidance and thought leadership in employer branding including strategic 

consulting, conferences/training, publications, research and think-tanks. EBI’s expert services are 

provided through an international network of expert employer brand Senior Associates. EBI’s 

Global Advisory Board consists of leading corporate professionals and academics from around the 

world.

About Brett Minchington

Brett Minchington is an International employer brand strategist, author and educator. He is the 

author of the book “Your Employer Brand attract-engage-retain (2006)” and Employer Brand 

Leadership-A Global Perspective (2010)” considered to be the world’s most comprehensive 

publication on employer branding. Brett is the founder of www.employerbrandingonline.com, an 

online platform for the employer branding global community to develop networks, share knowledge 

and provide access to best practice.

Brett has delivered employer branding key note addresses, executive briefings, masterclass events 

and chaired Summits in more than 30 cities in 20 countries. He also lectures in Employer Branding 

in the MBA program at University of Adelaide. He also consulted to international companies such 

as Siemens, World Vision, PwC, Aon Hewitt, and others to develop their employer brands. 

Brett actively writes publications and articles on employer branding for a number of leading HR and 

Management publications around the world. His work has been published in publications such as 

The Economist, Business Week, ERE Journal of Corporate Recruiting Leadership (USA), Human 

Resource Magazine (Australia), Personnel Today (UK), Executive Grapevine (UK), Human 

Resources (New Zealand), Universum (Global), HR Future (South Africa), The Opinion Leader 

(Finland), Universum Quarterly (Global), Human Capital Magazine (Australia) Marketing Mix 

(South Africa) and HR Professional (Canada). 
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Interview Questions & Answers 

Nr Question Answer

Short introduction to the thesis 
topic 

Brett believes many global brands that have spent a lot of money on 
marketing their products and services have benefited from a ‘halo effect’ 
that has positively impacted on their ability to attract talent. However the 
increase in use of social media by consumers and companies is 
providing ‘real’ insights into ‘what it’s like to work’ at companies and this 
‘authentic’ approach will reduce the impact traditional advertising has on 
recruitment efforts. I see companies will start to converge their thinking 
and identify synergies between their corporate, consumer and employer 
brand strategies and allocate expenditure accordingly. 
Change is coming - Regardless of the economic downturn; companies 
are still finding it difficult to recruit the best talent.

Talents are decreasing loyalty. Talent war will intensify in 3-10 years’ 
time in many regions as the impact of the ageing population starts to 
take hold

It is a transition time now. Employer branding theory and practice is 
relevant both in periods of economic downturn or growth.

1 What is the true meaning of 
Employer branding, how does it 
create strategic values for the 
company, and all of its 
stakeholder – on a short term 
(if implemented properly) and 
on the long term.

Your employer brand is “the image of your organization as a ‘great place 
to work’ in the mind of current employees and key stakeholders in the 
external market (active and passive candidates, clients, customers and 
other key stakeholders).” Minchington 2005

The art and science of employer branding is therefore concerned with 
the attraction, engagement and retention initiatives targeted at enhancing 
your company's employer brand
Employer branding initiatives are limitless and the discipline is evolving in 
areas such as social media 

Talent attraction - companies were expanding and they needed to recruit 
quickly in the decade prior to the GFC. Now during the economic 
slowdown, recruitment happens at lesser rate and the focus has shifted 
to internal engagement - Engaging their employees/talents means that 
they will optimize productivity and increase the likelihood to retain their 
critical talent
Companies that have EB strategy will bounce back. 
Don’t have EB strategy: they will do what they can to survive. 

However companies like McDonalds, Starbucks and suppliers to 
companies in growth regions such as China and India are still recruiting 
in the downturn and they invest heavily in employer branding to assist 
talent attraction initiatives

A short term goal for an employer branding strategy for an International 
Hotel may to launch a campaign to recruit new employees for summer
jobs When companies focus on recruiting the right type of people and the 
right time. (Project-based).

Another short term project may involve improving induction processes 
and getting employees into the company’s culture. So they focus on 
induction and on-boarding
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Strategic point of view- Employer Brand International’s (EBI) research 
shows only 16% of the companies globally have clearly defined their EB 
strategy - 84% of the market is either on the way or on static. 

EBI Employer Brand Attributes IndexTM - measures the employer 
brand drivers and provides a focal point for where companies should 
allocate their employer branding expenditure

Ideal companies need to do research internally, and externally -
Companies need to define their talent segments (e.g. gender, engineer, 
culture) 

Better to segment them as homogeneous groups (e.g. soon to retire, 
graduates) as they have different needs. 
Research first the employee based, as they are the currently leading the 
company’s employer brand - better to start internally. 

The research should involve both qualitatively and quantitatively 
methods and conducted and reported on back to employees in a short 
timeframe – i.e. 1-3 months

The data will inform companies where they should focus their strategic 
efforts 

2 When it comes to building an 
employer branding from 
scratch in a company that 
existed for many years and 
was and still is market leader 
within the industry, what are 
steps should such a company 
follow.

A tactical way to determine the strength of companies’ current employer 
brand, and identify priorities for the future, is to conduct a comprehensive 
employer brand audit, which will provide clarity when assessing brand 
effectiveness and identify priorities for further investment. 

The outcome of this employer brand audit is a detailed  analysis  of  the  
data collected  in  the  audit  will  identify  the  key  drivers  of  the  
company’s  employer  brand,  competitor strengths,  talent  acquisition  
and sourcing strengths, and the level to which systems, processes and 
policies  support  talent  acquisition  and retention strategies.

The EB audit steps are: 
Step 1
Define employer brand objectives & project scope, Identify people issues
Review existing employee measurement, research & HR data

Step 2
Identify key stakeholders & establish employer brand team
Identify internal and external employer brand drivers
Conduct EBI Employer Brand Attributes IndexTM
Conduct EVP research

Step 3
Assess the employee lifecycle & key moments of truth
Determine the most optimal way to segment the employee population

Step 4
Review online/offline talent acquisition Initiatives

Step 5
Collective thinking workshop with HR, Marketing, Internal
Comms, Line management
Establish business case

Step 6 &7
Employer Brand Architecture
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Define employer brand essence,
employer brand vision, employer
brand values, employer value
propositions (EVP's), employer
brand themes & imagery, employer
brand slogans & taglines

Step 8
Employer Brand Management System
Align with people management policies,
systems and practices

Step 9
Employer brand communication plan

Step 10
Measurement
Define metrics and measure ROI

Refer to : Employer Brand Excellence Process developed by Brett 
Minchington - (Building EB sketch) 

Getting a ‘real’ insight into ‘what’s it’s like to work at a company is not 
easy to obtain. New employees have certain expectations based on 
when they have heard or read prior to joining the company and usually 
company cannot 100% meet all expectations however can satisfy up to a 
certain ratio. And in case, the expectations are very low, satisfaction 
decreases, productivity level decreases and engagement level is low. 
Satisfaction impacts productivity level.
In general, globally there is a problem with employee engagement and it 
is getting worse.  Research is showing many staff is not engaged in their 
work. Employer branding is an effective tool to address this problem.

3 Which list should the company 
to be on, you have mentioned 
in an article that there are 
many lists and that is the rise of 
the employer branding concept; 
which list should a company be 
listed on

Firstly, the assessment should be independent–and anonymous. E.g. 
Fortune 100’s Best Place to Work

The messages that companies are delivering to the external audience 
could be great but if they fail to meet those expectations that they have 
created the target audiences mindset, their credentials are lost and bad 
experiences are created. 
Better to have surveys that include feedback from companies’ 
employees. 

Universum survey graduates who reply based on what they know about 
the companies and the image they have in their mind. Great for the 
graduates segment.

4 How can the company identify 
the right talent for itself? And 
the needed talent to drive the 
company to change and to 
success.

1) identify capability and map out with potential
Companies should map their workforce and decide which of the four 
quadrants of ‘talent potential’ and ‘talent capability’ their talent fits into to 
regardless of their job level. 

Ex: Disneyland - cleaners are critical to the customer experience. They 
trained their cleaners to be much more than the people who are taking 
the rubbish out, whereas they trained them to help lost customers 
around. 

2) Where does my talent come from? Which backgrounds, which 
universities - check the applicant tracking, where do they come from- the 
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data exist already. 

Companies do not want to only recruit ‘a great talent’, workforce needs
diversity. The talent that has a great potential but does not have good 
capability - companies to assign them to development programs that can 
create high potential, high capability. 

The leadership should discuss as what is the right balance of diversity in 
the workforce. It may not be 100%, but discussions can help in 
identifying what is a balance and this leads to creating a strategy around 
it. 

Ex: if you have 80% of your staff over 45, what will you do in 10 year 
time? - It is important to have a diversity of age groups to have a 
succession platform, so that the knowledge doesn’t go out when the 
employees over 60 retire. 

It is important to know that it is not just about hiring the best, the brightest 
of people, but it is also great to have people who are high flies and who 
are just doing their job. 

5 Talent management: attract, 
recruit and retain – many times 
the best people leave the 
company, how hard is it for 
companies to identify the 
needs and interests of these 
specific target groups and 
transform that into retaining 
strategies

Communication is important but at the end of the day, managers need to 
be involved, and they need to care. 

As said earlier, employee engagement is low; therefore there should be 
efforts to better engage them by coaching and mentoring.

With the Gen Y, they believe that career and self-development is a must 
have and is expected
It is also healthy for people to leave the company, but a smart strategy 
would be to keep in touch with the people who are leaving and one day
these employees may come back and share their new experiences. 

Employees are no longer looking to stay with the one company for 10-20 
years anymore, EBI’s research shows this period is around 3-5 years for 
many employees

People are moving. However, during economic downturn, some 
employees are getting more engaged and there is a balance of power 
shifting to job security because they know that there are not a lot of jobs 
in the market. But once the job market starts growing up, and then
people will start leaving and getting new jobs. 

6 When building a global 
employer branding, how should 
the company present its value 
as an employer on a global 
scale – how should the 
benefits, culture and value be 
represented? 

Since different cultures have 
different interests and different 
needs, how can the company 
have a unified message yet a 
local one at the same time

This is where employer branding is going next.
Local branches usually get away with their own ways however there 
needs to be a process. 

Local branches should look at the market. 

Languages, colors and symbols should all be taken into consideration 
while building an EB, or EB marketing strategies. 

One person cannot manage a global employer branding from the head 
office, there has to be a champion in each major region who is 
responsible for doing the strategy, managing and reporting it back to the 
head office and follow the guidelines of the company's global standards 
for consistency. 

The research should be extensive enough and be validated by local 
markets. This is a good opportunity to collect best practices from 
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different regions and each region knows what is best and not for its 
region. (especially when it comes to differentiation and diversity) 
Examples of good companies that have synergized global values are: 
Google, Starbucks, Philips and Microsoft. 

Values like trust, respect and empathy, caring and development work 
globally - In all regions

Strategies will work together globally and the career websites should be 
the platform to bring it all together. To make sure that the values get 
connected at the local level, it is going to be down to occupation and 
assessment. 
Companies should be open with the local market and have their strategy 
flexible. So that companies remain efficient and effective in their EB, 
They have to develop positioning of themselves and they should not 
change it very often. Local employer brand - brand champion should be 
responsible for their region.

7 How a company can measure 
the success of its employer 
brand?

For example, using social 
media, or being present in 
virtual worlds, how effective 
and beneficial is the 
contribution of these trends to 
the image of the company and 
the employer branding aspect 
to it.

Measurements happen based on the project objectives 
Examples: 
- Quality of talent
- Quality of hire
- Speed of hire
- volume of hire
- engagement level

When it comes to social media - Metric standards are evolving and can 
be grouped into quantitative, qualitative and ROI metrics

Companies are testing and trialing. It is not free, it requires resources to 
keep it active, example E&Y Australia, has more than 20,000 members 
and they engage the target audience by allowing them to ask questions 
and the people answer. 

E&Y have hired 4 people to manage social media, Facebook, Twitter. 
(real people reply not robots)

Refer to : EBI Employer Branding Global Research Study Report

8 Mouth to mouth marketing 
remains the best way to spread 
the word –

How should companies create 
internal branding 
communication strategies to 
transform their employees into 
brand ambassadors for them?

Companies should demonstrate the correct values. They should not say 
one thing and do another. They should deliver their promise. Living the 
values. Communications will not work if you don’t actually live the values.

Companies should truly apply and have the employment promise. 
(effective promise) - Teaching leaders to deliver or become effective in 
delivering the employment promise, that’s where companies get the most 
value and impact for their employer brand. (People respond well and 
positively when a promise is delivered. 

Leadership need to lead by their behaviors and not be rhetoric!

People tend to respond positive and well when they see good behaviors 
from other people. 
During the GFC investment banks were borrowing money from 
Governments to stay afloat and then were paying large bonuses to 
executives - so this is not a good sign & reputation for their employer 
brand 

9 How can diversity bring in Some industries like governments have specific policies to follow, for 
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value to the company, if 
companies (especially in a 
male-dominated world), would 
like to recruit female engineers 
or female MBA students, how 
should they appeal to them, 
since many times, they simply 
recruit to have the right figures 
and miss out the right talents. 
How can you have both?

In the engineering world, male 
is always a dominant – should 
companies be involved in early 
stages (in high school) to have 
a role in the student’s program 
selection?

instance a certain number (%) of female workers. 

Many companies now have a diversity policy. Some companies will 
leverage that as part of their branding strategy and promote it on their 
website, promote it on their recruitment ads, 
Large companies are doing that well and using it to send their diversity 
message to the market. 
If diversity is done well, it can hold a good positioning from an employer 
branding perspective. 
People look positively on companies that have diversity in its workforce, 
and are also socially responsible. 

Diversity, social responsibility and reputation are increasingly becoming 
an attractor of people wanting to work for that company or wanting to 
stay in the company. 

Policies in different regions play a role. Local rules and customs apply 
according to a country’s policies. And culture is different from one place 
to another. Companies must abide by local rules and customs. 

Decisions by which field to study can be influenced by parents, friends 
and family and by interests. To find something interesting, one should 
experience it. 

Some companies sponsor students through from high school until this 
person graduates university and then works for them, but more important 
is that companies are involved in the collages especially communicating 
with students in the first year. 

For instance, if female engineers are the main target audience, then 
companies should communicate/connect with them from year one, as 
many female students tend to drop out of engineering and going to other 
fields. 

A UK study shows that globally 30% of the people who study in a field 
end up not working in that field. - This appears to be a large amount of 
underutilized talent! Some graduates may also realize they have other 
interests outside the field they studied for.

Companies can start doing internships of 3-4 weeks to connect with 
students as of early stages. This way companies can connect with the 
talent, and students know what they will be doing after they graduate as 
an occupation. 

Ex: a girl in Copenhagen is doing a PhD that is sponsored by a company 
on their employer branding on the companies’ issues and this is a great 
way of collaboration. 

10 When it comes to B2B versus 
B2C:
B2C companies are always in 
front of us, for example, Google 
or Microsoft, but the best 
corporate brands are B2B 
companies such as Intel and 
Cisco, what is the secret of 
saying clearly and making an 
impact, what is the turning 
point?

A key turning point is where your employees act as ambassadors without 
prompting i.e. you’re at a party and you ask someone where do they 
work? And then you ask them what is company XYZ like to work at?  
That’s the moment of truth for your employer brand!
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EBI Employer Brand Attributes IndexTM

The EBI Employer Brand Attributes IndexTM measures the effective of an organization in building 

their employer brand across the following constructs:

Strategic Intent

Recruitment & Induction

Communications

Leadership

Internal Business Processes

Performance Management

Innovation and Re-invention

Work Environment

Measurement & Evaluation

Thought Leadership

Global Perspective

Corporate Social Responsibility 

Developing People

Customer Relationships
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APPENDIX C: ONLINE	SURVEY	OUTCOMES

Question1: Where do you come from? 

Question 2: Gender 

According to the target universities list which Ericsson provided, two thirds of them are mainly in 

science and engineer area, which is reflected from respondents’ gender profile that only 41% of all 

210 respondents were female. 

51%
37%

8%

1% 3%

Countries

Asia Europe North America South America Africa

59%
41%

Gender 

Male

female
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Question 3: Engineer or non-engineer

72% respondents are engineers, only 31% of whom are female. 

Question 4: Where do you search for or hear about job

50%

22%

28%

Male Engineer Female Engineer Non-engineer

Tv ads
1%

Other
2%

Posters&brucher
6%

Magazines & 
newspapers

10%

University 
campaigns

18%

Friends & family
19%

Job agency 
websites

21%

Company's 
website

23%

Preferred Channel
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Question 5: What sort of information do you want to know about a company?

Question 6: How do you prefer to know about the company and its environment?

6%

26%

32%

35%

50%

59%

70%

76%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Others

Inspirational/success stories

Corporate responsibility

A typical work day

Why you should work there

Its values culture and environment

What is expected from you

Career path

Preferred information

6%

37%

37%

57%

63%

0% 20% 40% 60% 80% 100%

Other

Blog

Word of mouth

Text

Video

Preferred Type

Favored Type
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Question 7: Brand Image in words

positive Neutral negtive confusion

Ericsson 10% 32% 15% 43%

Intel 75% 16% 9% 0%

Cisco 80% 15% 5% 0%

E&Y 90% 10% 0% 0%

10%

32%

15%

43%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Brand perception
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APPENDIX	D: ONE-ON-ONE	INTERVIEWS

Question 1: Where do you come from? 

The countries were grouped regionally

Question 2: What is your gender: a) Female b) Male

40%

15%

45%

Regions

Asia

Northa America

Europe

50%50%

Gender

Male

Female
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Question 3: Are you  a) Engineer b) non-engineer 

Question 4: Work-experience

65%

35%

Engineer or not?

Engineer

Not-Engineer

40%

20%

15%

15%

10%

Experience

Internships 3-6 months

No experience

Small IT companies (mainly
part-time programming)

More than 3 years technical
experience

Family business experience
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Question 5: Education

Question 6: Field of study 

80%

15%

5%

Education

Masters

Bachelors

PhD

25%

25%

15%

15%

5%

5%

10%

Field of Study

MS in Computer Science

MS in Telecom

MS in Electrical engineering

MS in IT management

Psycology

Social Sciences

MS in Wireless Systems
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Question 7: How do you describe yourself as a person?

Hard working & motivated

Loves challenge

Quick learner 

Simple & easy 

Open minded 

Good listener 

Social 

Positive 

Facilitator

Good communicator  

Question 8: What are your hobbies in free time?

The majority of the interviewees were engaged into competitive sports such as football, cycling, 

racing, swimming. Some had artistic hobbies such as music writing & singing in a choir. New 

trendy hobbies such as blogging & Facebook were also mentioned, as well as computer video 

games. Few of them have also mentioned traveling. One person has mentioned event planning for 

family and friends and another “playing with my dog”.

Question 9: In which industries do you wish to work most?

The team has collected the answers from the interviewees and has the following list with some 

comments done by the interviewees. 

1- Information Technology

2- Consultancy 

3- Automobiles  

The industry is not a determinant factor; rather many of the interviewees have stated that the 

following are more important wish for them: 

1-The job description

2- The global perspective 

3-The ‘health’ of the business – how well is this company doing in the market? & Reputation

Question 10: What are your career goals? (Female and male) What is your ideal career path?

The following career goals and ambitions were popped up; the first point was the most repeated 

point:

1-Being the force behind the company’s success 

2-Being responsible for a group of people
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3-Customer oriented position

4-To have my own business 

5-To be involved in a startup company 

6-To work in a company that does good things to society 

Please note that the distribution among the female replies were as follows:

1-The force behind the success of the company 50%

2-To have my own business 30%

3-To work in a company that does good things to society 20%

Question 11: What attracts you most when the job is offered by an employer?

The replies by the interviewees resulted as follows, with some repetitions listed on the top

1-The job position – type of work

2-The advice of a friend from the company 

3-Corporate culture 

4-Personal development 

5-Salary & benefits

6-Location

7-Inspiring company that contributes to society

Question 12: Please name top 5 ideal employers

The names that were 

1-Google (was mentioned 18 times)

2-IBM

3-Microsoft

4-Cisco

5-E&Y

6-P&G

7-HP

8-Sun

9-Intel

10-Goldman Sachs 

11-UN

12-Bosch

13-Porsche

14-Daimler Chrysler 

15-GE
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16-Ericsson (mentioned by one Swede, and one Chinese) 

17-Amazon.com 

18-Johnson & Johnson

19-Siemens 

20-CNN

21-Harbor Real Estate

22-Yahoo

Question 13: How important is the salary for choosing a place to work for and how much is 

your ideal working hours per week?

Some comments additional comments:

1-The working environment is more important 

2-Salary should be competitive enough

As for the working hours: 

The majority has said 40-45 hours a week is good. 

Some additional comments were made that it is not important how much hours they worked as long 

as they are enjoying the work and the majority have said that having flexibility is a great value (that 

is to work from home, yet finish the job as on time)

40%

40%

20%

Salary importance

Not important

Important

Very important
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Question14: Where do you usually look for jobs?

Question 15: What kind of information you wish to know about the company?

1-Working environment 

2-Real employee stories (through videos, blogs & Facebook)

3-Career path 

4-Salary & benefits

5-Recruitment process

6-Tips on getting accepted 

7-Job description

40%

25%

25%

10%

Where do your search for jobs

University

Company site

Friends

Monster & other career sites
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Question 16: What makes an ideal working place? How important of these points to choose a 

place to work?

35%
45%

65%
75%

85% 85% 90% 90% 95% 95% 100%

65%
55%

35%
25%

15% 15% 10% 10% 5% 5% 0%

0%

20%

40%

60%

80%

100%

120%

Im
p

o
rt

an
ce

Characteristics

An Ideal working place
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APPENDIX	E: UNIVERSUM	CHART
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APPENDIX	F: EMPLOYER	BRAND	EXCELLENCE	PROCESS	(BM)
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APPENDIX	G: BERNARD	HODES	GROUP	INTERVIEW

Interview Facts 

Interviewee: Annette Frem

Title: Employer Brand Expert and Author

Location: Stockholm, Sweden

Date: Thursday, January 20, 2011

Time: 17:30 - 18:15

About Bernard Hodes Group

The company was founded by Bernard S. Hodes in 1970. Alan Schwartz is President and CEO.

Bernard Hodes Group is a part of Omnicom Group, Inc. (NYSE - OMC), a leading global advertising, marketing 

and corporate communications company.

As a fully integrated talent solutions provider, Bernard Hodes Group offers solutions that often combine multiple 

service offerings across the Talent Lifecycle. Most of our solutions focus on recruitment marketing, employee 

engagement, sourcing/response management, hiring process re-engineering, and staffing technology. All of our 

solutions are developed and measured within the Company's 360º Methodology. The company is jointly 

headquartered in London and New York, with 90 offices around the globe.

Interview Questions

1) Is there a difference between employer branding in the ICT industry and the rest of the industries, or 

employer branding is just a concept that is "one size fits all?

2) Which department EB falls into?

3) What are the challenges that the B2Bs, in the ICT industry, face to become a top employer brand against 

new web 2.0 companies or other ICT B2Cs?

4) We see that there is a difference between B2B marketing and B2C marketing when it comes to marketing 

their products: How much do B2Cs benefit from marketing their products when it comes to marketing their 

employer brands as compared to B2Bs.




