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Mannesmann Mobilfunk
has given Ericsson an or-
der for mobile telephone
equipment for 3.5 billion
kronor, the largest private
mobile order ever..

Page O

Radiation
allergy

Ellemtel in Alvsjo has tack-
led the problem of radia-
tion allergy seriously. It
has set aside workplaces
totally screened from elec-

tro magnetic rays.
Page 7

26 000 in
irak appeal

The appeal within Ericsson
on behalf of our captive
colleagues in Irak triggered

e  NOW We need man

More than 26,000 Ericsson

employees put their names

to the list calling for the re-

N new, young managers
gren, Stefan Wihlborg and

Leif Westberg. Right now Ericsson has a tremendous re career. A special section appears on

10 need for new managers. So the opportu- management training and available mana-
Page nities now are plenty for mapping a futu- ger positions.

Hefty earnings gain for Ericsson. Pages 2-3
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Lars Ramqyvist at the general meeting:

It looks goo

for Ericsson

At Ericsson’s general shareholders meeting Lars Ramqyvist, C-W Ros and Jan
Stenberg gave a comprehensive review of Ericsson’s situation just now. We re-
print here the major excerpts form the chief executive’'s assessment. it is mar-
ked by a strong faith in the future and a strong conviction that Ericsson has
chosen the right strategy for product development and marketing efforts.

“It is very satisfying for me to be
able to convey that Ericsson for the
seventh quarter in a row has heavily
increased order bookings. The in-
crease for 1992 was 19 percent, to
more than 53 billion kronor. The
first quarter of 1993 the increase was
a full 34 percent, with order boo-
kings of close to 17.5 billion kronor.

It is especially pleasing to confirm
that our most expansive business
area, Radio Communications, shows
an even heftier increase. During the
first quarter the business area had or-
der bookings of almost seven billion,
an increase of 56 percent.

Behind this development lies huge
successes with the mobile telephone
system. During the first quarter or-
der bookings increased a full 88 per-
cent. With the huge order from Man-
nesmann Mobilfunk in April and ad-
ditional business Ericsson has sold
mobile telephone systems for more
than five billion kronor from April |
to this date (May 11).

Invoicing increase

The heavily increased order boo-
kings are also beginning to impact
invoicing. During the first quarter of
1993 invoicing rose by 36 percent, to
close to 13 billion kronor. Also if
you take into consideration the deva-
luation of the Swedish krona, this is

“The increased
order bookings is
no mere chance.”

a genuine and remarkable increase in
our business. And considering the
price pressure on our products this
invoicing represents a major increa-
se in deliveries from our factories.

The heaviest increase in invoicing
was noted in the Radio Communi-
cations business area, which lifted
its sales a full 74 percent in the first
quarter.

This means that the business area
is now as large as Public Telecom-
munications as far as sales are con-
cerned — which was in the nature of
five billion kronor for each business
area.

Long-term strategy

The increased order bookings and
invoicing for Ericsson is no mere
chance. It is the result of a persistent
long-term strategy that is based on
powerful technology investment, ag-
gressive marketing and rigid control
of costs. All based on a goal-con-

scious quality effort through TQM,
Total Quality Management.

We know that order bookings for
1992 to a great extent were linked to
new products, which were not
around 1-2 years ago. Had we not
driven a sensible research and deve-
lopment policy, Ericsson would ha-
ve been wiped out by the tough inter-
national competition within two to
three years.

Expansive market
How does the market look then for
the rest of the *90s?

Sweden tops the list in number of
subscriber lines per hundred inhabi-
tants, with close to 70 phone-sub-
scriptions. The world average is
about ten, and vast countries like
China have a telephone density of
only slightly more than one per
hundred inhabitants, There is also a
considerably large need for ordinary
telephony and with that also a huge
potential for Ericsson.

Sweden also tops the list in mobi-
le telephony, with close to eight sub-
scribers per hundred inhabitants.
Industrialized countries like Japan,
Germany and France are far behind.

Telemarkets will continue to ex-
pand during the rest of the *90s. The
annual growth is now 50 million
subscribers and will reach 90 million
by the end of the century. In Sweden
and many other countries growth is
already biggest for cordless subscri-
bers. In the entire world this is going
to take off between now and the turn
of the century.

Customers determine

I we look a little closer at market

trends, we see that it is the tele ope-

rators’ customers that determine de-

velopments today, that is to say users

of telecommunications systems. One

can clearly see a number of domi-~

nant trends:

B Increased mobility.

M Increased flexibility in the net-
work

M More services in addition to regu-
lar telephony — ISDN and intelli-
gent networks

B Powerful development of trans-
port and access networks.

B Immense interest in broadband
technology.

In general the market is characte-
rized by ever greater price pressure.
This is the result of global overcapa-
city in the tele industry, combined
with the current recession. We in
Ericsson are totally commited to
meeting heavily increased competi-
tion during the rest of the *90s.

Ericsson is what we call a systems
house.Our system platforms, among
others AXE, ETNA and TMOS, sup-
port the applications and services
that the market demands. With our
pronounced strength and competen-
ce in switching technology, radio
and network, Ericsson can supply all
the important applications and ser-
vices that the market calls for.

Strong product portfolio
Our entire product portfolio is built
up of base technology in microelec-
tronics, radio and software. Ericsson
puts all its energy into tele systems
and hence we collaborate with many
competent partners — Texas Instru-
ments and Hewlen-Packard, to give
two important examples.

Ericsson has never had such a
strong product portfolio. But this
was not arrived at cheaply. As you
know we have invested immensely
in product development.

Biggest investment
During 1992 we continued our tire-
less investing in technology deve-
lopment. Some 14,000 engineers in
40 centers in 20 countries work with
systems development at an annual
cost of 10.3 billion kronor.

Add to this 3.8 billion in further
investments. Altogether we invested

“It’s customers
who determine a
pressed market.”

more than 14 billion kronor in 1992
to develop Ericsson.

This is the largest ongoing invest-
ment in any Swedish company.
Total technology costs correspond to
22 percent of turnover. Pure R&D
costs correspond to 16 percent of
Ericsson’s invoicing.

Our aim is obviously to increase
business volume and thereby bring
down development costs in relative
terms. In absolute terms, however, in
1993 we will spend more than 10 bil-
lion kronor on development.

Fewer factories

Developments in microelectronics
mean that we need far fewer factori-
es, although we are manufacturing
ever more advanced factories. Work
content in a mobile telephone in our
Kumla factory, for example, fell
from three hours in 1988 to just
about twelve minutes. To manufac-

ture a voice channel for radio base
stations we needed 18 hours at our
Gévle factory in 1990. Today the
voice channel is manufactured in
three hours. And we are on the way
to halving that.

Production lead time is also of ma-
jor importance when it comes to in-
creasing productivity. For AXE ma-
nufacture in Sweden lead time has
fallen from six months in 1990 to 14
weeks today. Plans are to come
down to ten days in 1995.

Altogether this means that we can
halve the number of factories to so-
me 30 by 1995. But naturally manu-
facture more than ever.

When I refer to new advanced tech-
nology and new production structu-
res it is understood that in its place I
am also including competence deve-
lopment for our personnel. This is
very important.

Increasing international competi-
tion and the need for constant pro-
duct renewal means that all employ-
ees must accept constant training du-
ring their entire career. Each indivi-
dual must accept the challenge of le-
arning something new and the com-
pany must see to it that the necessary
resources for training are available.

Strong market position
During 1992 AXE strengthened its
world leading position. In January
1993, there were 66 million AXE li-
nes delivered or on order in 101
countries. This makes AXE the most
widely sold tele system internatio-
nally, with a world market share of
16 percent.

The latest order bookings indicate
that AXE is now on the way to achi-
eving 17-20 percent of market share.

Even if AXE was our main pro-
duct in Public Telecommunications
for several years, there is now very
comprehensive development aspects
of the system for new services and
broadband applications.

AXE is, as you know, also the sys-
tem platform for our mobile telepho-

“We have 60-70
percent of the
world market.”

ne systems. Here we are clearly the
world leader. Ericsson has 40 per-
cent of the world market for mobile
telephone systems and we have had
that for the past ten years. We have
held our own against competitors in
all markets:
M Europe 58%
W Asiad41%
M North America 29%
M Latin America 40 percent

For the new digital mobile telep-
hone system the picture is even
brighter. So far Ericsson is believed
to have taken 60-70 percent of the
world market. This is a result of
being the only company to have de-
veloped and taken orders for the sys-
tem in all digital standards.

CDMA

These standards are all built on so-
called TDMA technology. Ericsson
has also driven development of the

CONTACT

Publisher: Nils Ingvar Lundin, tel: 08

719 95 86.
Editor: Lars-Goran Hedin,

tel: 08-719 98 68, fax: 719 19 76,

memo: LMELGH.

tel: 08-719 28 14.
Layout: Nymedia.

1993.

Distribution: Birgitta Michels,

Cover photo: Lars Astrom

CONTACT is published by:
Telefonaktiebolaget LM Ericsson

Print: Aftonbladet Civil, Goteborg,

CORPORATE

Contactno. 4 1993 &

digital CDMA technology. Here
Ericsson has been granted an interim
patent for the proposed American
standard but voice quality for
CDMA, however, is still considera-
ble inferior to that of TDMA. Hence
we have concluded that it would take
a few more years before CDMA can
be a commercially viable standard.

In addition to our mobile systems,
in 1992 we also developed digital
mobile phones. We were the first
with an approved GSM phone and
that year we also launched the
world’s smallest and most effective
pocket phone for both GSM and the
American standard ADC.

Success was already on the way.
Order bookings have increased tre-
mendously for our phones.

New business area
When we talk about our market posi-
tion I want to point out that at the be-
ginning of the year we did some re-
structuring and came up with a new
business area, Business Networks.
The business idea here is to supply
complete telecom solutions to net-
work operators as well as to the ma-
ny operators who enter the market in
competition with the usual tele ad-
ministrations. These new operators
need to collaborate with a competent
supplier like Ericsson, in everything
from analysis to planning, network
construction and operations support.
We expect a lot from this new bu-
siness area in the future.

Riscs

Today there is a lot that appears po-
sitive for Ericsson. Naturally, my
hope is that Ericsson will continue to

thrive in the tough international
competition. Are there then no pro-
blems, no risks? Yes, definitely.

Our competitors will constantly
force us to improve price and perfor-
mance for our products. There will
be tougher competition all around.
Here it is a matter of investing po-
werfully and correctly.

In addition a few words of war-
ning are in order. It is when everyt-

“Our order volu-
me is altogether
45 billion.”

hing seems alright that one must be
most observant.

The risks I see for Ericsson are,
among others, Swedish politics.
Sweden is in a very difficult situa-
tion with a runaway budget deficit,
high interest rates and high unem-
ployment. Despite the significant
political risks for us in the Swedish
export industry, I want, just as I did
at last year’s meeting, to still convey
a positive tone.

New employees

Following the agreement between
industry and the trade union organi-
zations Ericsson is now taking on
personnel again in Sweden. The
need is for some 1,000 recruits, of
whom 700 are engineers. A further

Financing is another risk factor.
Access to capital is tight in the in-
dustrialized world. Not least in Swe-
den, where the state has loaned out
just about all the money there is.

We ourselves in the Ericsson or-
ganization are a risk. The heavily in-
creased order bookings and deliveri-
es from the factories can trigger qua-
lity and supply problems.

So there are risks. But I can assure
you that Ericsson’s competent and
committed personnel will do everyt-
hing to safeguard our business op-
portunities. We do so based on our
common values:professionalism, re-
spect and perseverance.

Significant boost

We have now presented a quarterly
report that is almost 800 kronor bet-
ter than the corresponding quarter
last year. We know that the results
are not yet influenced in any note-
worthy degree by the devaluation of
the Swedish krona. The positive ef-
fects will first come up during the se-
cond half of 1993.

We also know that the order volu-
me after the first quarter is the lar-
gest ever — 45 billion. Added to that
we have had very good order boo-
kings during April and right up to to-
day’s date.

Therefore 1 would like to conclu-
de my speech to you, shareholders,
with the following outlook for 1993,

As a result of the undimisnished
powerful investments for the futu-
re, asignificant boost in results is

Heavy boost in
interim report

Ericsson’s interim re-
port is pleasant reading.
With an improvement of
a full 800 million kronor
compared with the first
quarter of 1993, the re-
port reflected a signifi-
cant boost in profits. At
the same time order
bookings continued to
increase heavily.

& GEricsson’s order bookings for
the first three months of 1993
increased 34 percent to SEK

17,469 m. (SEK 13,057 m. in the
corresponding period in 1992).
Consolidated net sales rose 36 per-
cent to SEK 12,867 m. (9,462).
Approximately half of the increase
was attributable to exchange rate
changes resulting from the decision
to allow the Swedish krona to float.
Income after financial income and
expenses, but before minority inter-
est, improved by SEK 764 m. to
SEK 524 m. (-240). Consolidated
pre-tax income for the period increa-
sed to SEK 428 m. (-363), including
SEK -1 m. (35) in net capital gains.
Income was affected marginally by
exchange rate changes. Income per
share after actual taxes and full con-
version was SEK 1.25 (-2.44). After
actual taxes and estimated deferred
taxes on appropriations, and after
full conversion, income per share
was SEK 0.86 (-1.08).

Business areas

As of January 1, 1993, Ericsson’s
operations are organized in five bu-
siness areas compared with the pre-
vious Six.

The cable operations within Cable
and Network are now part of the
Component Business Area and the
network operations were transferred
to Business Networks. Figures for
the preceding year have been adjus-
ted to reflect this organizational
change to facilitate comparison of
the units.

-

Public Telecommunications re-
ported higher net sales, despite the
transfer of telecommunications ex-
changes for mobile telephone sys-
tems to Radio Communications and
the divestment of the former opera-
tor activity in Argentina. Large in-
creases were noted in deliveries to
China, Malaysia and Greece.

Radio Communications reported
a sharp increase in order bookings,
and for the first time reported more
order bookings than Public
Telecommunications. Net sales also
rose sharply, mainly for mobile te-
lephone systems and mobile telep-
hones.

Business Networks reports a sig-
nificant increase in net sales, due
mainly to the consolidation of
Austrian Schrack. This also resulted
in higher order bookings.

Despite the divestment of the
Brazilian cable company, Compo-
nents reports higher net sales. This
is mainly attributable to major deli-
veries in the microelectronics and
standard components segments as
well as power equipment, mainly for
the Far Bast, including China.

Higher sales in the Defence Sys-
tems are due to advance deliveries
and very heavy demand for micro-
wave links. Orders for the PS890
airbome tracking radar system
strongly affected order bookings in
the first quarter.

Financing

Cash flow was negative, due prima-
rily to the continued weakening of
the Swedish krona. The equity ratio
rose somewhat compared with the
first of the year, to 35.1 percent
(34.3). Shareholders’ equity was
strengthened through conversion to
shares of the convertible debenture
loan issued in 1987 to the employ-
ees.

Capital Expenditure
Ericsson’s investments in property,
plant and equipment amounted to
SEK 708 m. (559), of which expen-
ditures in Sweden totaled
SEK 357 m. (275).

“We really hold our own against compettitors when it comes to mobile
telephone systems,” Lars Ramqvist emphasized at the meeting.

Meeting

hit a high C

300 engineers will be offered project  expected during 1993.”

jobs.Nothing pleases me more than

when Ericsson can hire new young Report: Lars-Goran Hedin

employees. Photo: Lars Astrom
The 1993 shareholders mee-

ting hit a high C. More than a
thousand shareholders present
were thrilled at the news about
the good results for the first

quarter of 1993.

earnings report.

The company’s executive committee, with
Lars Ramgqyvist at its head, gave a detailed re-
view of the situation in Ericsson.

It added to the positive tone that marked the

A representative from the shareholders’ or-
ganization acted as spokesman for the many

smaller shareholders in Ericsson when he prai-
sed the executive committee and employees
for the excellent job they had done of securing
Ericsson for the future.

Claes Dahlbick was elected deputy to

Ericsson’s board. He replaces Per Lundberg,
who had resigned earlier.
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Opportunity’s ma

“I am such that | see opportuni-
ties all the time,"” says Karl
Alsmar, new head of Network
Engineering, Z division, in
Ericsson Business Networks,
EBC, since March 1 and as such
head of BZ’s business unit
Network Engineering.

On the question of whether he is a businessman
or a technician, Karl Alsmar says:

“I have gone from technical via marketing to
the possibilities I see for doing business. I think
it is incredibly exciting to work for an organi-
zation."”

Karl Alsmar has worked a lot with job chan-
ges. In the States it was a case of building up
and establishing something new. When he later
returned home he was assigned to take over the
Product Management division in ETX.

“There 1 had to work with change and to get
the organization to think and act in a new man-
ner, since circumstances had changed a great
deal.”

Karl Alsmar has wide experience in
Ericsson, both in the Swedish and international
aspects.

“I have visited and have had contact with al-
most all of the big Ericsson companies,
Besides I know, through among other things
my corporate assignment — product manage-
ment — Ericsson’s total product portfolio.”

In Saudi Arabia Karl Alsmar was manager
of a staff of some 1,000. As head of the busi-
ness unit Network Engineering he oversees so-
me 2.000 persons. The top job until now.

Total picture

“I stand for a viewpoint that is totally opposed
to separateness. I see Ericsson as a totality. We
should not build walls around a special activi-
ty. With this viewpoint I believe I can gain es-
pecially more in my new job, where it is a mat-
ter of drawing on the group’s collective resour-
ces.”

Then you are a genuine spokesman for
Ericsson as an industrial unit?

“Absolutely. And that is a conviction. It is in
this way that we can achieve our total strength.
If we react just as a group of small units and do
not appreciate the synergy effect and the other
strengths we have by combining several pro-
ducts in a solution, then we will become more
vulnerable for competition in our particular fi-
eld.”

“We build our competitiveness in Ericsson
by combining resources from the group's va-
rious units. Each part in itself may not always
be better than the competitor's but when we
look at the totality and the combination of pro-
ducts and competence we are interesting and
strong as supplier to important customers, for
example the new tele operators.”

Total responsibility

“These customers start with money and a busi-
ness idea. They need a lot of help from suppli-
ers with sytems integration. Here we can and
must support them. This means that for each
and every business unit there may be little to be
gained. Driving force may not be sufficiently
great. However, the business in its entirety can
be. Network Engineering comes into the pictu-
re and takes total responsibility™.

“We can have a very powerful attraction
when we gather up services and products from

Karl Alsmar new head
of Network Engineering [

Ericsson as a totality,” he underscores. Here
Network Engineering functions as a pilot.

“Here it is important for confidence’s sake
that one does not have some “own’ products in
such an oepration. Or else other business units
would feel that one is favoring one’s own pro-
ducts. Business operations and business ideas
must go forward to achieve the best possible
combination with products from Ericsson’s en-
tire product portfolio,” says Karl.

“We are not used to having particular service
oriented business units in the group. It is a
challenge to do business without one’s own
products.

New operators in focus

Network Engineering will focus on new opera-
tors that establish themselves on the market
and compete with the traditional operators.

“It is important to build up a unit that works
specifically with these new operators.”

Until now Ericsson has not focused on these
customers as customers, but instead has only
tried to sell them what we have.

As an example of a typical market with new
operators, Karl points to England, where far-
reaching deregulation has already occurred.

“I think we can learn a great deal from that.
Today there are about 160 operators in one
form or another there. Naturally, they are not
all so large that it is worth pursuing them. But
at least some 20 are of direct interest for
Ericsson. We have a lot to learn from this mar-
ket. A lot of that is going to be repeated on ot-
her markets. Deregulation is happening fast in
Australia. In the long run Germany and eventu-
ally even France could be markets for new ope-
rators. Deregulation is also happening fast in
Sweden and Finland. An example of a new
Swedish operator is Tele 2.

“For this type of operator we have a suffici-
ently broad portfolio and a lot of network
know-how. Moreover we have significant
competence in project carry through,” says
Karl.

“This means that to a large extent we can sa-
tisfy these customers’ needs with Ericsson’s
own products and services. The main part is in-
house, which is a strength. But naturally we
must here and there complement it with pro-
ducts from other suppliers. We must be as pro-
duct neutral as possible.”

Ericsson’s challenge
To the question of which area is the most im-
portant to develop, Karl replies:

“The most important thing is that we consi-
der first the new operators’ situation. It is not
for us to talk about which products they want to
have but rather what business strategies and
business ideas they have. They express them-
selves in business terms. We must be able to
interpret the customers’ needs in the form of
communications solutions.”

“It is quite easy to spread competence about
our own products. This is part of my corporate
management role. But for colleagues working
directly with customers it is a different matter.
How can we help them to build up competence
among the customers so as to meet the custo-

mers’ needs for telecommunications
solutions. I believe the answer to that
question is a challenge for all of
Ericsson.”

*] think that competence lies in far
too few hands and it must filter down
to the customers. We must develop ba-
sic solutions that are “global” and that
can later be customer applied to each

“l think that
competence
lies in far too
few hands and
that it must

&
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individual customer.”

How then can we make this a rea-
lity in Network Engineering?

“This has been a little othet acti-
vity. In order for it to focus on the
new operators it must be thorough-
ly integrated with other Ericsson
activities. For example, it is vitally
important to develop relations with
the MLC (Major Local Compa-
nies) and large local companies in
the Ericsson organization.”

*“We must be an important sup-

if we act like
small units and-
do not see the
advantages of [
collaboration
we will be
much more

port for their operations,” Karl
emphasizes. “We must not cir-
cumvent them but rather work
through them. I hope we can do
that by showing that we are
competent and we can bring in
more businesss for the compa-
nies out there. It is they and
not we who have direct re-
sponsibility to the customer.”

Text and photo:
Thord Andersson

About Karl Alsmar

ter operations in the Philips & Ericsson
Joint Venture in Saudi Arabia.
Bomn: March 4, 1949, in Stockholm. 1983-1984: Head of Product division and president .
Family:  Married to Arja, with a son Victor, 5. for Philips & Ericsson Joint Venture.
Home: Lives in a villa in Huddinge, just outside Stockholm. 1984-1988: Head of “System Engineering” and Pro-
Education: Graduated as tele engineer from the Royal Institute of duct Management at Ericsson Network &
Technology in Stockholm in 1972. : Systems in Richardson, U.S.A.
Carcer:  Joined the Systems Department at the then X division.  1988-1992: Head of the newly formed X Division,
1976-1980: Group manager for a number of different Product Management, in Ericsson .




Record

order from
Germany

Ericsson received its lar-
gest private order ever
for mobile telephony
equipment. Mannesmann
Mobilfunk in Germany
wrote a contract for sup-
plies worth 3.5 billion
kronor. The deliveries co-
ver infrastructure, ser-
vices and mobile phones
for Mannesmann’s GSM
network, D2".

The D2 network is the largest GSM
network in operation today. At Ce-
BIT in March, Mannesmann an-
nounced that the number of subscri-
bers in D2 had exceeded 200,000,
just nine months after the network
was put into commercial operation.

At the end of this year 80 percent
of Germany's surface and 90 percent

of its population will be covered by
the D2 network.

In the announcement that Man-
nesmann itself made concerning the
new contract, it indicated that the to-
tal investment in the D2 network up
to the year 2000 would reach four
billion D-mark, more than 18 billion
Swedish kronor.

An honor

“It is an honor for Ericsson to get this
large order from Mannesmann Mo-
bilfunk, the leading operator for
GSM,"” chief executive Lars Ram-
gvist says.

“It is the largest private order in
the mobile telephony area signed so
far and it further reinforces our
world leading position.

“The deal involves export of radio
base stations from Givle, telephones
from Kumla and AXE switches from
several different places in Sweden,”
Lars Ramqvist said in an interview.

In Ericsson’s
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plant they are manufacturing mobile phones at a
hectic pace. The German order means a boost for the order books.

Thailand
AXE order

Ericsson Communica-
tions Ltd. in Thailand
has signed a contract
with Thai Telephone
and Telecommunica-

tions (TT&T) for supply
and installation of an

AXE network. The total
order value is 950 mil-
lion kronor.

In July 1992 TT&T shared in a
concession over 235 years for ope-
ration of a million telephone lines
in Thailand, with the exception of
Bangkok. These lines will be in-
stalled in 1993-97. According to
the agreement between TT&T
and the state tele administration
the company must choose at least
two suppliers.

Ericsson has been chosen as the
first supplier. The company has
been one of the state Thai tele ad-
ministration’s two traditional sup-
pliers and has installed 600,000 of
the 2.2 million lines that are in
operation in the country today.

Apart from switches and net-
work construction to fixed net-
works in Thailand Ericsson also
markets mobile telephony sys-
tems, mobile phones, business
switches and defense systems in
the country.

Breakthrough in Britain for
Ericsson’s transport network

Ericsson’s investmemts
in transport network pro-
ducts have once again
borne fruit. In tough in-
ternational competition
the company won a con-
tract from BT in Britain

for the new generation
transport network.

The order from BT is the definitive
breakthrough for ETNA, Ericsson
Transport Network Architecture.

“With this deal we have demon-
strated that Ericsson is in the absolu-
te top class among suppliers of trans-
port networks,"” says Magnus War-
bert, head of the business unit Trans-
port Networks at ETX.

The contract covers supply of the
new generation transport network
equipment — so-called Synchronous
Digital Hierarchy, SDH.

With the new technology, BT -
previously British Telecom — can al-
so offer services with increased ope-
rational security, better profitability
and reduced standstill time. The
SDH network repairs itself automa-
tically in the event of a problem.

The SDH network in a simple way
can be remotely controlled and mo-
nitored through computer programs.
Current transmission systems on the
other hand require reconfiguring,
maintenance and fault location on
the spot.

Confirmation

“Ericsson’s investments in research
and development in recent years ha-
ve made it possible for us to develop
very advanced systems. The latest
order from BT is a confirmation of
our competitive strength as a com-
plete tele systems supplier,” says
Anders Igel, president of Ericsson
Limited in Britain.

The order for the first SDH net-
work covers digital cross-connect
equipment, multiplexers, radio links
and operation support systems. BT
also has an option to increase the or-
der to include volume supplies over
a two-year period from 1995. The
SDH network will be put into opera-
tion at the beginning of 1994.

SDH equipment and the current
system for BT belongs to the Erics-
son ETNA family, The operations
support system FMAS (Facility
Management Application System)
will be responsible for supervision
of the new SDH network, together
with BT’s own supervision system.

Ericsson is currently participating
in four large SDH projects in
Europe. Besides the order from BT
the company is also installing SDH
at Deutsche Bundespost Telekom in
Germany, Swedish Televerket and
the regional tele operators in Den-
mark.

Venezuela
buys AXE

Ericsson has strengthened its
position in Venezuela. During
the first quarter this year it sig-
ned an order for several pro-
jects, together worth 165 milli-
on kronor.

CANTV, Compania Anonima
Nacional Teléfonos de Venezuela
is now expanding the public net-
work in Venezuela. CANTV,
which was privatized in Decem-
ber 1991, is led by the American
operator GTE. The supplies will
be delivered during 1993,

Several applications of the
AXE system will be delivered: lo-
cal, transit and international swit-
ches as well as Intelligent Net-
works with Freephone services.

Venezuela is an important mar-
ket for Ericsson. More than
800,000 AXE lines have been in-
stalled or are on order. The new
project further strengthens Erics-
son’s position as a leading suppli-
er of public telecommunications
systems in Latin America.

Double
choice
in Greece

Yet another country has chosen
Ericsson as supplier of the GSM
system. This time it’s Greece,
where two operators opted for
digital mobile telephony. Both
chose Ericsson.

Ericsson Fatme and Italtel recei-
ved the order from Stet-Hellas,
one of the two mobile phone ope-
rators in Greece. Stet-Hellas is
owned by the Italian Stet Inter-
national. The order covers supply
of a GSM network that will be in-
stalled in two years,

The contract with Stet-Hellas is
worth 500 million kronor. It in-
volves delivery of a finished net-
work. In the first phase the net-
work will cover densely popula-
ted areas but with time it could
serve larger parts of Greece.

Enicsson has also signed a con-
tract with Panafon, a consortium
made up of Vodaphone, France
Telecom, the local manufacturer
Intracom and Databank S.A. in
Greece. Panafon is the other GSM
operator in Greece, which earlier
had no mobile telephony. The net-
work that Panafon will now build
up will cover Athens.

GSM for
Turkey

Ericsson  Telekomunikasyon
A.S. in Turkey has signed a con-
tract with the Turkish tele ad-
ministration for a nationwide
mobile telephony network of
the GSM standard. The order is
worth 500 million kronor.
The Turkish GSM network will
cover the entire country, but the
first stages will be built in
Istanbul, Ankara, [zmir and Anta-
laya. The network is being finan-
ced and driven by the Turkish tele
administration  together with
Turkcell, a consortium consisting
of Ericsson Telekomunikasyon,
Finnish Telecom International
and some local Turkish compani-
es.

With this order Turkey beco-
mes the 14th country to choose
Ericsson as a GSM supplier.
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ORGANIZATION

Ericsson gets a new
microworld in Kista

Ericsson’s basic technology ac-
tivities in the Core Unit Basic
Technology in Business Area
Public Telecommunications,
BX, is being restructured.
Certain activities are being
spread to various units in the

BX organization. Opto and mi-
croelectronics are moving to a

new corporate-wide core unit
Micro Electronic Systems
Technology, MEST, in Kista.

The new unit MEST will gather all microelec-
tronic competence under one roof. Heading the
new unit is Christer Jungsand, former head of
Basic Technology. The new corporate unit in
Kista will be operative from September 1 this
year.

Contact interviewed some of the customers,
interested parties and co-workers about what
they thought of the investment itself.

® What do the initiative takers,
customers and interested parti-
es say? Why are we making
this investment and is it good?

Lars Ramqyvist,

chief executive:

“Microelectronics plays a key role in our stra-
tegic investments since systems solutions to an
ever higher extent is being designed in and in-
tegrated into microelectronics. Since we gather
our competence under on roof, we have greater
symergy effect that will strengthen us in the fu-
ture.

“This is nothing new. Plans for this restruc-
turing have been in place for some time now
and are in line with other changes in the com-
pany.

“The aim of setting up companywide core
units is to achieve better cohesion, coordina-
tion and focusing of our resources so that we
have maximum effectiveness and clout. We li-
ve in a dynamic world, which makes it neces-
sary to continuously keep an eye on our orga-
nization. Altogether, this means that we will

“Investments propel
Ericsson to the frontline”

also in the future see organizational changes
and likely the presence of several companywi-
de core units.”

“My vision of restructuring of Basic Tech-
nology is to pursue R&D investments and bu-
ild a competence center for microelectronics,
which will propel Ericsson into the frontline in
this area as well. With this we will have the
possibilities to use in our designs the most ad-
vanced technology as good as or even better
than our strongest competitors.”

Bo Hedfors, head of
corporate function Technology
“Infrastructure in Kista, with its proximity to
Electrum, the university and institutes, colla-
boration partners etc. will provide extraordina-
ry synergy effect. We gather competence in
microelectronics, which in this way offer con-
ditions for effective collaboration. This way
we utilize knowledge in an optimal way.

“We must be best in order to integrate inter-

nal and external technology in our systems,
which is a requirement for our future existence.

G
5
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approaching summer. On September 1 we will all move to our new workplaces. From left,
Per Andersson, Jolanta Norén, Pia Olofsson, Kare Gustafsson and Hans Ivarsson.

We must also ensure our future support in the
area of microelectronics. That's why we are
gathering our forces in a companywide core
unit, MEST, which will be a center for applied
micro and opto electronics, a research and de-
velopment center.

“Collaboration with the university and tech-
nical institutes will be reinforced, which we
will do through our systems silicon invest-
ments in Stockholm and high-speed electro-
nics in Gothenburg and opto research collabo-
ration both in Stockholm and Gothenburg.

Rolf Nordstrom,

head of business unit local
switching systems:
“Microelectronics is accelerating at a rapid ra-
te. It is important for Ericsson to keep up, so
that we can match and even surpass our com-
petitors. That's why it is strategically signifi-
cant that we gather our forces around microe-
lectronics.

“It is developing and beneficial to assemble
similar people who work in similar knowledge
areas, but who have worked in different pat-
terns and have different experiences and com-
petence. We can all learn from each other’s ex-
periences.

Magnus Warbert, head of
business unit transport net-
work, TNS:

“The co-workers who come to us and who pre-

viously worked with TNS’ s base technology
are very welcome. Collaboration has worked

extraordinarily well before, so why shouldnt it
do so now.

“The production related base technology is
moving to the core unit Supply and Distribu-

“Microelectronics is the
key to the future.”

tion, S&D. It is totally in line with S&D's new
thinking on flow orientation, product at the
center, total responsibility on line.

“For microelectronics, that is moving to
Kista and EKA, the restructuring means both a
threat and opportunity. A threat - because mo-
ving for our part means that we cannot avail of
the same freedom of directing our components.
Opportunity - for it is developing both for co-
workers and the company to gather up all its
competence in a high-technology center.

Orjan Mattsson,
president, Ellemtel

“With thoughts of microelectronics significan-
ce when it comes to competitive strength and
qualities in our products, Ericsson’s invest-
ment in this area is good and very important.

“MEST at Ericsson Components will be a
natural central point. The distance to Kista
from Stockholm southwest is considerably less
than if we were entirely dependent on our over-
seas microelectronics partners.

“At Ellemtel, just as surely as in other ma-
chinery design units, we will, as we do today,

have a certain limited competence in design of
integrated circuits, in close collaboration with
a core unit for microelectronics.

Jan Uddenfeidt, technical direc-
tor at business unit radio
communications, BR:

“For BR, microelectronics is all the more sig-
nificant. Development is moving toward new
“systems for chip”, for example a chip mobile
telephone.

“To achieve this we ourselves in BR have
created high-productive design tools. That
ETX now reinforces EKA’s basic technology
competence means that close systems compe-
tence will come to EKA.

“In BR we have gathered microelectronics
competence in a core unit Radio Systems and
Technology with location at ERA in Kista.
Proximity to the new core unit MEST, I hope,
will mean synergy benefits for the future.

® How do the employees take the
change?

Hans lvarsson,

works with manage-

technology
ment at Basic Technology:

“It feels right that we are gathering our forces
around microelectronics. MEST will have cor-
porate responsibility, which makes higher de-
mand on us to have well-functioning technolo-
gy management. We must set clear goals, de-
velop business plans with a winning strategy
and see to it that we have a good eamings fol-
low-up.

“If technolgy management is concentrated
entirely in Kista I feel that geographically we
are too far away from our customers, who to-
day in great part are localized in the HF, main
plant, area.

“There is then a great risk that Time To
Market, TTM, will be longer. We must find a
way to resolve that.

Per Andersson, works as laser

expert at Fiber Optics
Research Center, FORC:

“We are a little surprised that we have to come
to MEST. Now we are coming closer to the
components department but we will be wor-
king mostly with ETX and TNS, where we
must have closer contact and we are coming
further away from them.

“So, for our part, we can say that we do not
know as yet how this will affect us.

“Communications problems are there. THIS
problem is one that should really be given so-
me thought and that should be solved.

Pia Olofsson,

works with mark

coordination:

For our part, I think it feels a bit rushed and not
thought through from management’s side. You
get the feeling that what mattered most was the
shifting of microelectronics to EKAin Kista,
which in itself is fine. But then the rest some to
have been done with the left hand.

“For us who are going to S&D it feels as if
they had not done a proper analysis of the acti-
vities. Now management has said that they are
in the process of doing so, so it is just as well to
wait and see, I think.

“For me personally, I am neverthesless not
worried. I am relatively new and young and to
me restructuring has always meant a chance
for development.

Text: Josephine Edwall
Photo: Kurt Johansson
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On the

allergy

On July 1 the conclusive report for the project
“Hypersensitivity in the work environment”
will be presented. It was carried out and finan-
ced by Ellemtel and Arbetslivfonden, the
Swedish work fund.

The report, suggests investments for impro-
ving the job milieu should be treated as invest-
ments, that is to say something from which the
company can expect financial returns. Work
environment tasks therefore should have the
same strategic significance as other revenue-
producing activities in the company and
should be guided by top management.

Increase

Clairy Wiholm, job milieu coordinator in
Ellemtel, has together with Carl Axling and
Mats Frinberg, a consultant, formed the pro-
ject’s management group. She says:

*“The job milieu can be a tool for manage-
ment to increase productivity, effectiveness
and quality in its operations. Today top mana-
gement in many companies aftach strategic
significance to the work environment. But a
well-formulated job policy on paper is not
enough. top management must also have an or-
ganization and resources so that activities can
be driven effectively. The model we developed
in the project shows how such an organization

would appear.

Thirty affected
There are special reasons that just Ellemtel,
equally owned by Erisson and Televerket, are
so heavily engaged in the question of job mili-
eu. The background to this is interesting.
Three years ago the company got a clear in-
dication that there was something that just was _
not right in its own work environment. Some
thirty employees were afflicted in the course of
a few months by different types of problems,
among others piercing and stinging reddening
of the skin, above all in the face. Some were

it requires a ot of encapsulation for a screen to be truly of low radiation.

move

- against
radiation

It is worth investing in a good job environment. At least Ellemtel
thinks so. It will be soon presenting its conclusive report on the
project “Hypersensitivity in the work environment.”

Three years ago some 20 employees were afflicted with symp-
toms of “hypersensitivity.” Today, they are all back at their jobs.

afflicted by dizziness and feeling unwell and
above all could not remain in their workplace.
Among others affected were designers, who
were deeply engaged in one of the company’s
important technical development projects.

Strategic

“This presented such a serious risk that the
project would be extremely delayed if these
people could not return to work,” recounts Carl
Axling. “We are a development company.
Keeping to project timetables is a matter of
survival for the company.”

With unneeded clarity management and em-
ployees got a precise indication of the job mili-
eu’s major strategic significance for a compa-
ny’s possibilities to drive its activities effecti-
vely.

mummmmﬁ.mmmm—mmm

Per Segerback got his phone sanitized against radiation. He is one of the employees
who can now continue to work with Ellemtel, despite radiation allergy.

A major problem in this context was that no
one with any certainty could explain how the
problem arose. The affected ones themselves
felt that the symptoms had to do with working
on the screens. But researchers outside in the
public could not — and still cannot —believe that
electric and magnetic fields can give rise to
this kind of problem.

Many theories

Among researchers there are many theories on
why people react with hypersensitivity on the
job. Electric and magnetic fields was one.
Other possible factors underlined were a haltto
cleaning and emissions in the internal air, in-
sufficient lighting, unconscious impact of infra
and ultra sound and heavy metals in the body
(for example amalgam fillings in teeth).

One category of experts felt with certainty
that the symptom eventually was not physical
but was a psychosomatic reaction and that the
reasons for the hypersensitivity could lay in
psychosocial factors, for example job organi-
zation composition, unhappiness in the job and
siress.

Clairy Wiholm, Torbjorn Jonsson and Carl Axling.

Top management set up a project group,
which was assigned the mission of testing va-
rious measures so that the affected employees
could return to work again.

Total overview

A total overview of the job milieu was underta-
ken with the help of their own experts and out-
side researchers. Air cleansers and light and
sound elements were measured and analyzed.
Certain parts of the premises were screened for
electromagnetic effects with metal scanners.
Computer terminals were turned inside out and
new low-radiation screens were put in. In addi-
tion a thorough assessment of the psychosocial
work attitude was undertaken in the company.

These led to changes in the individual job si-
tuation and general improvements in work or-
ganization. An organization was formed that
quickly and effectively could take care of eve-
ry new case of hypersensitivity.

*It was quickly shown that the quicker we
could act and start rehabilitation the greater the
chance we had to prevent the symptom from
deteriorating and for limiting a work-stop or-
der for the person affected,” says Clairy
Wiholm.

Millions invested

The company's top management had in an ini-
tial phase commited two million kronor to the
project. This amount was increased later with
an additional three million. The investment
provided the desired result. One year later all
the “hypersensitive” employees were back at
work again, They were not totally recovered
but many of them could return to the same job
assignments they had before.

“One of our goals has been to acquire a heal-
thy work environment, both physically and
psychosocially, where the individual is given
the greatest possible freedom to decide over
his own job situation. At least we have come a
bit on the way toward that goal. In the project
“Hypersensitivity in the work environment”
we have tried to generalize our experiences so
that employees in other companies can benefit
from them,” says Clairy Wiholm.

Text: Johan Lundberg
Photos: PeA Bjérklund
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Bengt Franzén, present TRIM secretary, has a special assignment to inspire Ericsson co-workers to forward on good suggestions for improvements.

TRIMmed thoughts
cut lnto costs

“We would like to receive many
more TRIM suggestions,” says

Bengt Franzén, new secretary
in the TRIM committee.

Apart from their main tasks,
all members of the committee
also have a special assign-
ment. in Bengt’s case it is ge-
nerating suggestions.

Bengt Franzén comes from Ericsson Business
Networks AB, which is part of Business Area
BZ. Among other things he was previously
chief economist with the former Ericsson
Network Engineering AB (ENS). He came to
TRIM after having been logistics manager for
some time in a network construction project in
East Germany. Now Bengt Franzén concentra-
tes on increasing the frequency of good sug-
gestions for improvement from Ericsson colle-
agues.

When the TRIM campaign started at the be-
ginning of 1992, it challenged all employees to
join in with suggestions for helping to stream-
line our common Ericsson resources. This has
gone well and many good suggestions have
been collected in this way and later dealt with
as they applied to particular instances.

Three suggestions a week

The flow just now provides TRIM with about
three suggestions a week. They come from
Ericsson units both at home in Sweden and
from abroad.

“But we have the capacity to handle far mo-
re suggestions,” says Bengt Franzén. “It's just
a matter of getting a pencil and thinking.”

Prioritized areas that the TRIM group is
working with are, among others, to reduce tra-

ﬂwﬂmhﬁ*
‘making our operations more effective.

‘You can reach him by fax 08-6812014 or
MEMO ENS. ENSBAF. Phone 08-6812903.

vel costs and to streamline all dealings that ha-
ve to do with computer issues and information
systems.

As an example of these areas, Bengt Franzén
points to that of dealing with leadership, re-
search, business lines, administration, quality,
technology, routines of various types and pure
savings suggestions, for example how to save

“It’s a matter of getting
a pencil and thinking.”

on pencils and paper and similar simple things.
These are also important, according to the prin-
ciple of “evry little bit helps.”

The suggestion activity in itself — how to in-
crease creativity in the organization — is also
the object of the suggestions for improvement.
The concept “Total Creative Management”
(TCM) often comes up in this context.

“The suggestions that have come in and that
continue to come in touches on many current
and important areas.

Is there a reward for suggestions sent in?

“Certainly, there is,” Bengt Franzén affirms.
“But in the end TRIM is only a pool for gathe-
ring up and inspiring good suggestions. All
suggestions are dealt with by the the relevant
department and are rewarded by them. The
TRIM group itself cannot reward but it certain-

ly can recommend compensation for a good
suggestion.

“We are in the process of discussing a proce-
dure by which the TRIM committee in its own
rights could reward suggestions.”

Cutting-board for all

However, since the beginning of the year any-
one who submitted a suggestion to TRIM se-
cretary Bengt Franzén received a beautifully
carved wooden cutting-board with removable
lattice work.

“Every morning when they use it I hope they
will remember the TRIM concept and realize
that we need new fresh ideas, and that at the sa-
me time we must continue “to trim” costs,” he
says.

“So far we have handed out some 50 cutting-
boards,” Bengt continues and goes on to ex-
plain moreover the curiosity in that the cutting-
board is an Ericsson product. It was made in an
Ericsson workshop where coincidentally man-
power needs during a transition period was ata
low level.

*“The basic thinking in most suggestions that
have reached me is that we must use the
group’s collective resources in a better manner.
Naturally, it is not only a metter of saving mo-

Photo: Karl-Evert Eklund

ney. We must also invest in new projects.

“We must acquire an environment that ma-
kes for better use of our resources,” Bengt em-
phasizes. “Encouraging suggestions is impor-
tant, for example that a bonus system of a va-
rying nature be introduced.”

TRIM 92 initially was set up to oversee that
our resources were used as effectively as possi-
ble. TRIM 93 is more oriented in part to land
the activities and suggestions that came in du-
ring 1992 and partly to drive a number of pro-
jects that in the long run would contribute to
streamlining Ericsson’s entire operations.

“There is for example a transverse project
going on called ISAT (Information Systems
and Information Technology). Among other

“High costs do not
have to be a mistake.”

things we have done a benchmarking on com-
puter costs. It provides certain information on
how we can deal with this. There are very he-
avy costs, reaching multi-billions.

“However it is important here to point out
that high costs are not always a mistake.
Sometimes you need high costs to carry out
important projects. We have a very high deve-
lopment level in the company, “ Bengt points
out. “That’s why it is so important that we do it
right from the start.”

“Another transverse project, where we are
using benchmarking, concerns our administra-
tive costs. We began this a couple of months
ago,” Bengt Franzén concludes, and at the sa-
me time he asks you to submit a well thought
out TRIM suggestion.

Thord Andersson
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There is no person in the ad. Now it is the phone itself that is the “"hero” and the user that has the leading role. To avoid confusion with ordinray cordiess phones Ericsson’s telep

HotLine moves out,
Ericsson takes over

New marketing concept
promotes the Ericsson name

Harry Hotline was born seven
years ago when Ericsson’s
pocket phone was shown for
the first time.

Now, with the launching of
GSM phones in Europe, HotlLine
is moving out to be replaced by
Ericsson as a brand name. This
is part of the new marketing
concept, which now is being
launched launched in Germany.
This will come now after the
CeBIT fair.

Already at the end of last year Ericsson was
alone in delivering pocket phones to Mannes-
mann. This business has quickly grown in size.
Only a few weeks ago, Ericsson received a ve-
ry large order from Mannesmann. In this order,
pocket phones in very large quantities was in-
cluded.

New world

“Now we are going into a “new’ world,” says
Leif Dahl, as he speaks about the new marke-
ting concept that was introduced in spring. Leif
is located at Ericsson Mobile Communications,
ECS, in Lund. There he is responsible for mar-
keting communications for mobile telephones
throughout the world, with the exception of
North America.

With the introduction of GSM phones the si-
tuation for marketing of mobile telephones has
become totally different.

In this "new world" it is a matter of huge vo-
lumes, reduced prices, short life cycles and

competition among operators, with lower cal-
ling costs as a result.

New countries

“With the GSM phones we are coming into
new and large countries such as, for example,
Germany and France. These are markets that
were previously unknown to us as far as selling
mobile phones,” says Leif.

A study was undertaken to find out what pe-
ople in Europe had attached to the name
HotLine. It showed, for example, that the
French associated HotLine with fashion and
clothes while the Germans thought of compu-
ter services. The study clearly revealed that
HotLine is not a name that appeals to every
country.

“Now when we are introducing our GSM
phones on new markets, we do so with the na-
me Ericsson which is our new brand name.
First it will apply to GSM phones and then gra-
dually to the analogue models,” Leif explains.

Swatch competitor

The market for mobile phones will be enor-
mous and very consumer directed. This stems
from competition among operators, which will
lead to lower subscription costs.

Among competitors there are many who do
not belong to the telecom industry. As an ex-
ample Leif points to the Swiss watch manufac-
turer Swatch, which sells mobile phones to the
ETACS system in Italy.

Mobile telephone customers are no longer
just businessmen, workmen and service techni-
cians. More and more young people and wo-
men are joining the ranks. Distribution chan-
nels will play a bigger role than before. It is not
merely a matter of small businesses but rather a
few really large customers, who have their own
sales channels.

Advertisements, brochures, billboards and
packaging, all will come together. As precisely
as before the message will be freedom but it
will be shown in a new way. It will be done by
photographing environments that are exciting
and inspiring.

Telephone in focus

Previously, it was Harry who with his HotLine
symbolized freedom. Now it is the product,
that is the telephone, that is the "hero” and the-
re is no person in the ads. In the end it is the
user himself who has the leading role.

By showing the phone together with, for ex-
ample, a coffee cuplor a pair of spectacles we
can show how small the phone is. This is
shown in places far away from home so as to
avpoid confusion with the ordinary cordless
phone, which, for example, can be used at ho-
me in the garden.

Start in Germany

Germany will be the first country where the
new marketing concept will be introduced. In
february Ericsson had image ads in two large

German newspapers. At CeBIT, the huge fair
at Hannover in March, there were naturally
GSM phones in use. Ericsson phones could be
seen in the stands of many different exhibitors.
Being the smallest portable GSM-phone it na-
turally attracted a lot of interrest.

However, it was after the fair that the actual
launching took place and then in cooperation
with Ericsson’s german company, Ericsson
Mobilfunk.

A little later the GSM phone was launched in
Portugal.

“Here in the Nordic countries you can say
there has been a peep-launching. This gives
Harry and HotLine a chance to slowly live out
the year. Sometimes it is necessary "to kill
your darling,” times change and Harry just do-
es not fit into our “new world,” Leif concludes.

Gunilla Tamm

Pocket
phones in
England

Ericsson’s pocket phone EH 97 for the
TACS system has been successfully in-
troduced in England. It was at the end
of last year that EH 97 became accessi-
ble in England. Since then four large
companies have signed agreements to
distribute the Ericsson phone.
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Ericsson

Quality
Institute

Significant improvements
are accomplished by
active and methodical
improvement work.

We at EQI have as our
objective to
premanently increase
the level of
competence within our
customers units. This
will be done by
analysing and
planning our
contributions in close
liaison with you.

We see to that our
contributions are:

@ at the right level

® addressed to the right
category

@ right on time, i e that
the knowledge can
immediateley be put to
use in your unit

@® implemented in the
most efficient way

Call us!

Tel: +46 8 719 93 39
Memo: LME.LMEEQI
Fax: +46 8 719 02 48

ERICSSON

Prisoners in Iraq: We

appreciate your sug

“The letter to Saddam
Hussein with more
than 25,000 names
from Ericsson employ-
ees around the world
meant an incredibly
great deal to the guys.
They felt they were
not forgotten.” Thus
says Liisa Stromgren,
married to Christer
Stromgren.
Since January,
Christer Strém-
gren, Leif West-
berg and Stefan
Wihlborg were
allowed to have
visits from their |
families on four eh-l-ur
occasions. The

families remained in Baghdad a
week and visited the prison every
day.

“We were greeted very friendly
by the prison authorities and were
allowed to stay a long time with
the guys,” says Lars-Erik Wihl-
borg. He is Ericsson’s site mana-
ger in Kuwait and father of Stefan
Wihlborg.

Liisa Stromgren, married to
Christer, has on a few ocasions
been inside the 2x3 cell that Chris-
ter, Stefan and Leif are sharing.

“It is clean and well-kept and
the guys have put up simple shel-
ves where they put their clothes
and books,” she says.

It is important to read and that
applies to both newspapers and
books, as well as to trade literatu-
re about mobile telephone sys-
tems, for example. They also have
the possibility of listening to radio

Lars-Erik Wihiborg and Liisa Stromgren have close contact with Ericsson's crisis group.

but it is difficult to receive Swe-
dish broadcasts.

To keep themselves in good
shape they play a lot of football
and volleyball several hours a day.
Every Sunday someone from the
Swedish Embassy in Baghdad co-
mes to visit them. Some letters are
sent through the embassy’s fax.

“Christer has never been a
champion letter writer, but now
seven or eight pages is not unusu-

al,” says Liisa. The boys think it's
nice to get greetings, and it do-
esn't have to be long letters. The
important thing is for them not to
feel that they are forgotten. All the
Christmas greetings they got were
really uplifting. Both Stefan and
Christer have their birthdays in
May, and that can be a reason for a
few lines of greeting.

Relatives in Sweden have close
contact with Ericsson’s crisis

group and meet regularly at the
Foreign Office (UD) for informa-
tion.

Both Ericsson’s crisis group
and the Foreign Office give their
support in every way and are
doing a great job, say Liisa and
Lars-Erik. *“We all hope for an
early release and it is important
for us to look ahead at all times,”
they concluded.

Text: Gunilla Tamm

26,923 colleagues show support

26,923 slgnaturu.
This was the result of

an appeal to Erics-
son’s employees to ex-
press their support for

their imprisoned colle-
agues Christer Strom-

gren, Stefan Wihiborg
and Leif Westberg. The
appeal in the last is-
sue of Swedish maga-
zine Kontakten and

We didn’t have too many days left
to gather up the signatures before
Saddam Hussein’s birthday on
April 28.

Still, Ericsson employees reac-
ted with lightning speed all over
the world. When Lars Stilberg,
chairman of the Ericsson crisis
group, handed over the boxes with
the list of names to Iraq’s chargé
d’affaires in Stockholm, there we-
re more than 22,000 colleagues of
the three captive Swedes that ex-
horted the Iragi leader to set free
Christer, Stefan and Leif.

Since then some thousands of mo-
re names have come in so the total

at the time of going to press was
up to 26,923,

“This must be a totally unique
manifestation and the largest
show of support we have ever he-
ard about,” says Ken Ryan at
Corporate Relations, LME.

It is Ken who, with the help of
Pia Rehnberg, collected and coun-
ted all the signatures.

Not in vain

In spite of it all there was no reac-
tion to this gesture, but it has real-
ly not been in vain.

The collected names got a lot of
publicity in the mass media and
naturally that is yet another argu-
ment in the bid to win the Swedes’
freedom.

And for the captives themselves
it was a fantastic show of support
from colleagues and it had im-
mense moral and psychological
significance.

“I therefore want to convey pro-
found thanks to all of you who re-
sponded to this appeal,” says
Ericsson’s information director,
Nils Ingvar Lundin.

“The action has contributed im-
mensely to renewing interest in
the prisoners’ situation and it has
shown the world what fine and
collegial spirit exists at Ericsson.”

Text: Lars-Goran Hedin
Photo: Magnus Torie
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Ken Ryan and Pia Rehnberg with the 26, 923 signatures.




INFORMATION ON ERICSSON’S NEW CORPORATE IMAGE CAMPAIGN

“Our Mission is to
understand the needs,
and solve

the communication problems

of Our customers

better than any competitor”

In the competitive, liberated world of telecommunications, the need for a
strong profile is becoming increasingly important. Ericsson has already
defined the core elements of this profile in its Mission and values:
Professionalism, Respect and Perseverance. While many of us are already
familiar with both the corporate values and Mission statement, until now
these had not formed the basis of an advertising campaign directed
specifically at our markets.

But this is happening now.

We have developed a campaign strategy which reflects our Mission, contri-
butes to our long term objectives and supports our product

We want to demonstrate how we think, what our values are, and how we
translate these values into better products and services. Respect is the key-
word that reflects our way of dealing with customers, users and each other.
Technology is fundamentally a means to an end, and not an end in itself.
Its development should therefore be based on an understanding of the
customer’s needs, and it should solve customers’ communications problems
- better than any of our competitors.

This is a2 fundamentally human approach. For this reason, we have chosen
to use Ericsson employees in the campaign to stand forward and testify to
this approach. In each of the ads, the thoughts of an employee are
presented as reflections on this human approach. And since we are talking
about values, attitudes and our way of thinking, what better way to present
this than in the employee’s private milieu, in non-professional situations?
Each ad should leave the reader with the impression that Ericsson is a

telecommunications company different from all others - both in terms of

technology and its approach. E R ICSSON
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“Its about communication between people.

The rest is technology.”

LARS RAMQVIST, President and Chief Executive Officer, Ericsson.

We expect to be able to communicate with anyone, at any time, anywhere.
We want to be liberated from the constraints of time and space.

Distances are shrinking. Traditional boundaries are losing their significance.
We want technology to work for us as individuals. We expect it to meet our
sophisticated communicarions needs, but still be easy to use.

We expecr technology to provide us with global freedom, and at the same
time respect our privacy as individuals. It should allow us to reach others,
but make ourselves available on our rerms.

Today’s technology makes almost anything possible. It is you and I who

set the limits.

Respecting people's need for privacy is just as important in the development
of new telecommunications solutions as it is in our day-to-day communica-
tions with others.

Ericsson provides innovative, flexible solutions and services for all types of
telecommunicadens networks that are helping our customers to open up

new business opportunities and supply superior service to users.

We develop and maintain technologies not only for today's needs, but for
tomorrow and well into the furure.

70,000 Ericsson employees are active in more than 100 countries. Their com-
bined expertise in switching, radio and networking makes Ericsson a world

leader in relecommunications.

Telefonakriebolaget LM Ericsson, 5-126

['he first ad forms the core for the rest of the series,

which will support and develop its message.




“It’s about communication between people.
The rest is technology.”

LARS O L.
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Whereas the first ad with Lars Ramqyvist expresses the corporate message,
the following ads will focus on different Business Areas. People from various
countries will appear in these ads to gradually build up a complete picture
of Ericsson’s areas of excellence in telecommunications.

All the areas will be covered from the same starting point - that it is our
understanding and respect for human needs that inspires and drives the
development of new technologies and new products and services.

Where will the campaign run?

Some ads will cover whole regions, or several countries. Others will be
aimed specifically at one country, or at one Business Area, or even focus on
one specific product. All ads, however, will be found on the same basic idea
and created using the same graphic elements.

Customers, users and suppliers will gradually come to recognize and associate
the ideas and images presented in these ads with Ericsson.

The campaign will appear for the first time at Asia Telecom in Singapore
(17-22 May), and will be followed up with a pan-Asian campaign in May and
June. Thereafter, the campaign will begin in selected countries and regions.
All markets will be able to make use of the campaign material, either as it is,
or after alterations suggested by the market/country. Markets may also
develop their own ads, based on the campaign ideas and message, which
more directly address their specific markets. The only requirements will be
that each ad supports and strengthens the Ericsson corporate profile in line
with the Mission statement and follows the specification set out in the

manual to be released.

Telefonaktiebolaget LMEricsson
Corporate Relations

Marketing Communications

ERICSSON =
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Right now Ericsson
needs a number of new
managers. The quest to
fill management posi-
tions at the lower and

middie levels is acute. It
is here that the career
starts for those who ha-
ve high ambitions for
their future in Ericsson.

Britt Reigo, personnel
director in the corpora-
tion, exhorts all those

who think they would
make good managers to
seize the opportunity.
Ericsson has close to 70,000 em-
ployees worldwide. A very large
number of the work force are well
educated. Competence is extremely
high. The entire Ericsson organiza-
tion is built in large part on indepen-
dence among co-workers.

Still, it has not always been easy to
recruit managers within the compa-
ny.

“There is a tradition not to apply
for a job that is advertised, not to ta-
ke the initiative oneself to submit
one’s name as a management candi-
date,” affirms Britt Reigo. She and
the staff in Ericsson’s personnel de-
partments are wrestling just now
with the problem of appealing to
candidates for hundreds of vacant
management positions.

“Many units have restructured or
are on the verge of having their orga-
nizations changed. This often results
in a need to replace managers. At the
same time the hiring freeze imposed
over the last year barred any possibi-
lity of recruiting managers from
without.

Remove the barriers

Britt Reigo points out how important
it is with mobility and rotation in
Ericsson’s personnel force:

“In such a big company as ours
there are tons of interesting jobs for
those who want to develop themsel-
ves, professionally and as human
beings. It is actually one of the big-
gest advantages one has as an

—
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- Listens to co-workers.

F U T U R E A good manager in Ericsson:

- Is a good “coach” for bis team.
- Is a driving force in improvement work.
- Can make Ericsson’s values, goals and stra-

tegies meaningful for bis co-workers.

- Looks after co-workers’ competence develop-

ment.

- Encourages and rewards merits.

- Greets his co-workers with a smile.

If you feel you fit this description, then apply
Jor a manager’s position in Ericsson, says per-
sonnel director Britt Reigo.

Ericsson employee, that is the op-
portunities for new experiences in
one’s own company. In this case
what is good for the individual is al-
so good for the company.

“I see job rotation as one of the
best tools for tearing down barriers
that continue to exist between va-
rious activities in the corporation,”
says Britt. “It is in meetings between
people from different Ericsson mili-
eus that we have a chance to destroy
the myth that can continue to exist as
to how “others have it” and how “the

No hindrance

One myth that has been spread all
along is that mobility among various
jobs is limited only to one’s own bu-
siness area or company. That is a
myth that Britt Reigo hastens to des-
troy.

“There is nothing whatsoever to
prevent you from moving around in
the entire company. On the contrary,
mobility is something that is prioriti-
zed and supported at the highest le-
vels.

Own initiative
Ericsson’s program for management
support, Ericsson Management

Planning Program, MP, is geared
long-term to assuring Ericsson’s ma-
nagement support. MP provides a
structure for manangement selection
and a path for management develop-
ment.

“That we have an MP program
does not necessarily mean that ma-
nagement recruiting is done automa-
tically,” notes Britt. “First and fore-
most it will take a few years yet be-
fore the program is fully expanded,
and not even then would it be possi-
ble to provide solutions for filling
management positions at all levels.”

Women managers

“The need for one’s own initiative
for those who are interested in a ma-
nagement position still holds. Those
who are not in the program and are
held to be management candidates
must not think that someone else will
take care of their own career. If an
interesting job comes up inan ad it is
still up to the private indivdual to ap-
ply forit.”

“Through job rotation we can break down barriers,”

Britt Reigo is the only woman
among Ericsson’s top executives. In
a technology-geared company like
Ericsson it has been, by tradition,
difficult for women to make head-
way. But with the large number of
well-qualified women that are now
part of the company leadership could
be a bit more proportionally divided.

“I really want to exhort all women
to apply for management openings.
We no longer live in a world where
home and children must stand in the
way of a woman's career opportuni-

says Britt Reigo.

women managers. It is a need that is
well recognized and that is also clear
to the company’s top executives.”

Still a chance
Those who are not management can-
didates should not think either that
they have missed the train. MP is not
the only route to a career, since there
are many good management candi-
dates who are not identified in the
program.

*People are changing and develo-
ping all the time. Someone, who at a

Photo: Magnus Torle

management candidate by his super-
visor, could at some point later have
changed to become worthy of candi-
dacy. Since it's managers that have
to propose candidates from among
their co-workers there ia also the risk
that someone was passed over be-
cause of purely bad judgement on
the manager’s side,” adds Britt.

Britt therefore advises everyone
who feels that he or she meets the re-
quirements to fill a management
opening should take the opportunity
and apply for it.

“In 1991 I became section manager for a
newly formed unit in product manage-
- | gave a positive dimension to the job.
~ { Working more with guiding instead of
4 executing functions felt right for me. 1
| see myself more as a “generalist” than as
a specialist. But the absolutely most im-
| portant is that the job content feels stimu-
lating and developing.”

ties.. Ericsson certainly needs more  given moment was not identified as a Text: Lars-Goran Hedin
Bengt Rosengren, product unit | Mikael Arvidsson, section mana-
manager, Ericsson Telecom ger Ericsson Telecom:
“] like to work with people and | want ve- “1 myself had no yearnings to be a ma-
ry much to take part in developing the nager, but rather was nominated by my

company’s activities. That's why I was
interested in taking on responsibility for

supervisor as a potential candidate. On
the other hand I am interested in people
and people’s development as well as

job has meant a lot of work, but at the sa-
me time it has been i develo-
ping. In a few years it will be time for so-
mething new and hopefully with more re-
sponsibility than what | now have.”

desirous of seeing things go well, which
1 think are good qualities for a manager.
I'do not regret having chosen to become
a manager. | have increased stimulus in
my job, areal boost.”
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ERICSSON DATA in Kista is seeking several consultants
15 ADB-PROFFESSIONALS in development & operations

Ericsson Data has 750 employees. Our business unit, Ericsson Data -
Radio, is located in Kistaand our business idea is to be long-term partner
to Ericsson’s BR and BD activities. We are responsible for the entire
development and production chain —- from operations dvelopment,

AU/ADB strategies, project management, systems design, adminsitration,
operations and methods support right up to total systems integration. We
are located in newly renovated premises at Kistagangen 2-4. We are 60
employees today and we are in the process of expanding.

ADMINISTRATIVE
SUPPORT SYSTEM

In our business area we are working with,
among other things, the following:

ORDER & PURCHASING
SYSTEMS

In our unit we have special know-how
about order-warehousing-invoicing as

In our unit we are working with consul-
ting in Technology &

Design customers’ design activities. We
are looking for:

PC/LAN SUPPORT

Our unit is responsible for assignment, in-
stallations, fault correction, counseling,
design and supportin PC-LAN. We are
now looking for:

Economy systems, forwarding systems,  well as purchasing systems.
systems integration (EDI). Now we are
looking for: We work with large IBM computers. The
language is CICS/Cobol and the database
dealing is DL1. Our AU/ADB group now

seeks:

B VAX competence, among other things,
for forwarding systems and EDIL

B FOCUS/PC competence; systems ana-
lysis and programming.

B CICS/Cobol programmers, for among
other things economy systems.

B Project leaders/syetms analysts for
customer assignments in economy and

B Systems analyst/programmer
OLF routines in Cobol

forwarding.

Contact person: Contact person:

Marie Westergren, 08-7572081, memo Bengt Soderlund, 08-7573452, memo
EDTMAWE EDTBSD.

Your application!

Submit a brief notice of interest on memo to the
respective contact person by June 10 at the latest.

B PC technicians, 2
Familiar with DOS, Windows, WP, Excel,
Attachmate, and others.

B VAX competence
VAX/VMS, systems administration, pro-
gramming/db handling.

M LAN consultant

Familiar with DQOS, 05/2,
LAN/Manager, Nowell Netware, and ot-
B OMNIS programmers hers.

B UNIX competence
systems administration, design tools

B Network consultant
Familiar with Ethernet, Token Ring,
TCP/IP, Decnet, and such.

Contact person: Contact person:
John Glimtoft, 08-7572556, memo EDT- Thomas Petersson, 08-7573040, memo
HJAE. EDTTP.

As soon as we receive it we will contact you. Feel
free to call for more information.

ERICSSON

The most efficient
link between
specification
and real-time
applications

Today, it is increasingly difficult to concentrate
the development of telecom software systems
solely on design aspects. Effort is spent on
cutting time and costs, which may result in
inefficiency and unwieldiness. Telelogic offers
you a solution via our software tool, SDT, where
the link between system specification and real
time execution has become real, thus achieving
both time and cost reduction, as well as
increasing the design quality.

SDT means 75 % savings in development time

We have experienced a dramatic increase in the interest of
the automatic code-generation facility provided within SDT.
Customers experience indicates savings in development
time as much as 75%. By using SDL and SDT, engineers
can focus on the telecommunication design aspectsinstead
of the implementation details.

From SDL to C-Code

SDT, ourtelecom software tool, supports the entire process
of development from specification, totesting, via verification,
validation and code generation. SDL the formal specification
technique, from CCITT, is used throughout the process.

The SDL technique and the SDT tool are essential in the

development of GSM, ISDN, switching equipment, and &
other real-time applications. QO
;.0‘ ,1:\
<
Telel,lOGIC -~
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O
A company within the Swedish Telecomgroup-  ° %
"Televerket” ¥ &
Box 4128, S-203 12 Malmé , Sweden &
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On the right track|
In your career

Hotel Hvide Hus in the Danish town of
Koge is beautifully situated on the bay of
Koge. One week at the end of April some
20 young people gathered here for a cour-
se, which is part of Ericsson’s program for
management recruiting. Just this course
was unique, since also participating were
some young executives from Ericsson cus-
tomers.

Gunnar Lennerheim at Ericsson
Management Institute, EMI, is
what one can call a “course fox.”
He travels the world and directs va-
rious courses that are part of the
company’s program for manage-
ment planning, EMP. A seminar for
leadership development, Ericsson

Management Development Se-

minar, is one of the courses that -3 e

Gunnar works with. Anders G. Boysen,
“We have conducted these semi- Evicsson A/S.

nars for nine years now, first just in Sweden but now in different
places around the world. This year there will be two Swedish
seminars and four in other countries.”

The seminar is drawn up so that a number of young executi-
ves are given various assignments to work with. They work in
groups with a higher manager as a tutor. The manager observes
how each and every one of them tackles assignments and ex-
pounds their observations in open group discussions.
Participants also discuss each other’s performance.

Foliows up

After the course Gunnar Lennerheim goes over the participants
with the tutors, who have also by then spoken with each other
about expectations in a management career, along with other
things. The aim is to come up with a recommendation for how
the young executive should be dealt with in the future.

Some weeks after the course the tutors go through their conc-
lusions with each participant. The tutor later does the same
thing with the participant’s supervisor and his personnel mana-
gerat the particpant’s unit. There a development plan is drawn
up for each individual.

Unique course

At the seminar in Kége were mana-
gement candidates from Ericsson in
Denmark. For the first time there
were also young executives and tu-
tors from Ericsson customers in
Denmark — the regional tele admi-
nistrations. The idea was to get the-
se future managers closer to each

FUTURE

e e T T
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Photo: Lars Astrom

other to lay the groundwork for fu- :
ture collaboration and for them to ) Poter Smo
learn from each other. KTAS -

“We want to accomplish somet-
hing of a cultural exchange between us at Ericsson and our cus-
tomers,” explains Anders Boysen, personnel manager at LMD.
“It has proved to be a good idea — the participants themselves
and we the tutors have gotien a lot out of these meetings.”

Jens Peter Smorum, personnel director at KTAS, the
Copenhagen tele administration, agrees with that.

“It was good for us from the tele company to be able to measu-
re our junior executives against Ericsson’s. We have always re-
garded Ericsson as a very professional company when it comes
to training, and this impression has been reinforced by this se-
minar. And I am really impressed by the quality of Ericsson’s
young executives.”

“We in the Danish tele administrations are now in the midst
of a process of stronger customer orientation. Since we look
upon Ericsson as very customer-oriented today, we have here a
unigue opportunity to share in your experiences.”

“For our people this is a remarkable opportunity to get to
know better the demands and needs that guide customer activi-
ties,” says Anders. “For example I believe that many of our fu-
ture managers in this way have gotten a greater understanding
for what delivery times mean for tele administrations. They ha-
ve gotten a deeper knowledge about barriers and labyrinths in
customers’ organizations.”

Text: Lars-Goran Hedin

MP pans for gold nuggets

A lot of work has gone into
Ericsson’s program for ma-
nagement support -
Management Planning, MP.
One of the most important activities in
the corporate function Personnel and
Organization is driving MP, the compa-
ny’s program for management recruiting
and “care” of management candidates.
MP offers a structured and well thought
through plan for how managers should
be identified, recruited and trained.

“In MP management candidates are
identified, and responsible managers
draw up development and career plans
for them,” says Marita Hellberg, who
works with MP on the corporate level.
Together with Britt Reigo, Marita is re-
sponsible for supervising that MP is tru-
ly lived up to and is carried out in the
company.

“We move around in the business are-
as and larger subsidiaries to follow up on
how MP is functioning there. It is extre-
mely important that all units in the com-
pany adopt MP. Without a wholehearted
commitment it can otherwise be difficult
in future to provide Ericsson with mana-
gers at the highest levels. There are about
300 higher management positions that
MP must develop qualified people for.”

PU-dialogue base
Through MP and other activities there is
a clear structure for how Ericsson will be
provided with managers. At the base lies
personnel development dialogues, PU
discussions. These annual dialogues bet-
ween supervisors and individual co-wor-
kers provide the foundation for identify-
ing which persons can be good manage-
ment material. It behoves all managers in
the company to identify and develop ma-
nagement candidates among co-workers.
“In order to be able to evaluate sugges-
ted candidates later there is a fixed met-
hod that is applied in MP. It involves as-
sessing how the candidate responds to
three important criteria: individual capa-

“MP has to be carried out in the entire company,” says Marita Hellberg.

cities, human skills and task skills. These
three areas provide the leadership model
that MP is based on.

“It is a detailed and profound judge-
ment that is made in this manner,” says
Marita. “The different gualities and pro-
ficiencies that make up this model are
well anchored both in Ericsson and with-
in modern leadership theories.”

Theory and practice woven
Apart from candidates that are already in
management jobs today, new candidates
are sought among employees in the age
group up to 35. The aim is to catch good
management material as soon as possi-
ble.

“This is so that early they can get trai-
ning and broad experience from different
parts of the company. For each and every
one a development plan is drawn up,
where training activities are woven to-
gether with practical work in various
posts.

“Those who accept their nomination
as management candidates make an exci-

ting choice, which makes great demand
on commitment and interest.”

After four years MP still has a bit to go
before the program can entirely satisfy
the company’s need for top managers.
That's why there are still many positions
that are open even with the program, so-
mething that sometimes give rise to criti-
cal comments.”

Takes time

*The traditional method of moving into a
management position, through one's
own contacts and well-developed colle-
gial network will certainly always be
there. But when MP is fully into its own,
management positions via the MP pro-
gram will be more common,” Marita
Hellberg believes.

Today there are 230 persons in the MP
program, so it will take a few more years
before the target of 300 candidates is re-
ached. In addition there are local candi-
dates in the respective companies.

Text: Lars-Goran Hedin
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In this and the next issue Contact will tell of bow AXE beca-
me the buge success that it is and bow some of our colleagues
lived through the project.

Many people were involved and it is impossible to tell it all.
Hence, only a part of the bistory will be told, but nevertbeless it
is an interresting part om the modern telecom bistory.

AXE is a concept on everyone’s lips today. Everybody wonders
whether be bas ~"got” AXE or not. Although the concept is well
known there are just a few persons around who really know
what AXE means and what it contains. As an employee at
Ericsson one knows, hopefully, more than the ordinary guy.
But few know bow AXE came about and bow it was developed.

The world’s most
successful
switching system

Today AXE is found in 101
countries. A total of 55.6 milli-
on lines have been installed
and an additional 10.4 million
are on order so far for installa-
tion in the immediate future.
“Not even in our wildest
dreams did we think that AXE
would be such a success,” re-
counts Bent-Gunnar Magnus-
son at Ellemtel, responsible for
technology and project leader
at the beginning of the ‘70s.

Today it is easy to confirm that investments to
develop an entirely new telephone system we-
re totally justified. More than twenty years
ago, however, we were not so sure. To put all
the electro-mechanical systems behind you
and to dare instead to invest in something new
and unproven was a very big step.

During the *50s and “60s developments in
the area of electronics were incredibly rapid,
but it was still electro-mechanics that mattered
in the field of telephone exchange technology.
Besides, if you had a product that was selling
well, the reluctance to invest in something
unknown was even greater.

Toward the end of the ‘60s discussions be-
gan to take place between Ericsson’s and
Televerket's management on starting their
own joint development company. Both com-
panies had determined then that neither
Televerket's A-210 nor Ericsson’s AKE 11/12
switches would be commercially viable. The
new development company, Ellemtel, was as-
signed to develop an entirely new telephone
system, namely AXE.

Taken up with AKE 13

Since in Ericsson they were taken up with
AKE 13, the sequel to AKE 11 and 12, the in-
ternal interset for AXE was slight at the begin-
ning of the “70s. But there was one person who
immediately grasped the possibilities for
AXE.

“John Muerling meant a lot for AXE’s inter-
nal marketing in Ericsson,” recalls Bengt-
Gunnar Magnusson. “He was one of the first
who really understood what AXE could entail,
both technologically and from a marketing
point of view."”

It was not only inside Ericsson that they we-
re marveling over the new system’s possibiliti-
es. Even in the project at Ellemtel co-workers
sometimes wondered how things would go.

“We spent hours dealing with issues. Our
assigner at Ericsson, Hasse Sund, said that we
had to knock out our competitors in telecom-
munications. But how could we match up our-
selves with the giants, say like Bell?”

“Deep down we thought surely it would be a
good system, even if we couldn’t imagine the
tremendous success that it has become,” he
adds quickly, with a smile.

As in all innovation projects work with
AXE meant long days and hard work. At the
same time there was always a strong commit-

“Not even in our
wildest dreams did we
think that AXE would

be such a success”

Former project managern
Bengt-Gunnar Magnusson

ment among co-workers and it was hard to pull
yourself away from the job at the end of the
day.

A love story

“Weekends never seemed to end,” recalls one
of those who worked with AXE. “They were
too long. We wanted to get back to the job.”

Another co-worker described life with
AXE'’s development as a love affair.

“It was a love story. A yearning, a longing,
beyond description, compelling but seducing.
Impossible to explain. It would be merely
laughable to others. Yes, even my own analy-
sis comes to mind that there was nothing else
to do but to plunge deeper into this wonderful
phenomenon.”

A privilege

There are not many who in the course of their
lives get an opportunity to work with such a
technologically revolutionary project like
AXE now or ever.

“It was my engineer’s life finest years,”
another co-worker says. “Yes, hard if you
think in terms of job hours, but the hardest part
was that the day had only 24 hours. It was not
beinga victim; it was a chance, a privilege.”

After several years of hard work by a large
group of enthusiastic and dedicated people,
AXE was finally ready to be launched on the
market. We all know the result today. But to
achieve that, hard work and commitment came
from many people. In the next issue of Contact
we will go into marketing and how we won our
first order from the large international opera-
tors.

Anette Johansson

T N T R

The AXE tele system that revolutioned the entire telecommunications world is intalled
in 101 countries today. Moreover, it opened up new possibilities for mobile telephony.
Photo Karl-Evert Ekiund
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Ericsson Australia wins
second GSM contract

Ericsson Australia has won a
major contract that will have
an overall value of 140 million
US dollars, to provide GSM equ-
ipment to Australia’s newest
mobile network operator.

The agreement appoints
Ericsson as the key infrastruc-
ture supplier to Vodafone
Australia until the end of 1996.
The contract calls for initial or-
ders of 42 million US dollars, in
1993 alone.

The parent company to Vodafone Australia is
the United Kingdom’s Vodafone Group PLC,
one of the world’s leading cellular telephone
network operators, currently building and ope-
rating mobile telephone networks in 10 coun-
tries. The Vodafone analogue mobile network
in the UK has over 700 000 customers.

Commenting at the contract signing, Group
Board Director of Vodafone Group PLC Mr
Chris Gent, said the company had, through its
contract with Ericsson, “aquired the world's
best cellular mobile system for our customers
in Australia”.

He said the contract was part of the Voda-
fone commitment to create local employment
opportunities. Much of the Ericsson-supplied
equipment will be manufactured in Australia.

Handset manufacture

Vodafone is also said to be exploring the pos-
sibility of manufacturing GSM handsets in
Australia. The Chief Executive Officer of
Vodafone Group PLC, Mr Gerry Whent, said
the company would establish handset manu-

facture in Australia, creating employment and
export opportunities for Australian made
handsets. One of the contenders, Orbitel, in-
volves a joint venture between Ericsson and
Vodafone.

Vodafone has established Australia as its ba-
se for expansion throughout the Asian Pacific
Region. To date, the company has forged links
into South Korea, HongKong and India and is
actively engaged in pursuing mobile commu-
nications licenses in the region. Vodafone beli-
eves its plans will establish Australia as the
major regional centre of influence in cellular
telecommunications.

Service in September
Initially, Ericsson Australia will supply tele-
communications switches, base stations and
base station controllers to be deployed across
Australia over the next three years. Vodafone
plans to start service in Sydney, Melbourne
and Canberra by the end of September, rea-
ching out progressively into other capital cities
and major regional centres from the end of
1993. It plans to achieve 80 percent coverage
of Australia’s population by 1996 and to secu-
re 25 percent of Australia’s rapidly growing
mobile telephone market within five years.

Already, Ericsson Australia is the country’s
largest supplier of mobile telephone switching
equipment. All analogue mobile telephone
calls in Australia are switched through Erics-
son base station equipment and in 1992
Ericsson was chosen by Telecom Australia in a
30 million US dollar contract to supply GSM
equipment and establish Australia’s new digi-
tal mobile networks in Melbourne, Adelaide
and Perth.

Australia was the eleventh country to adopt
Ericsson GSM digital technology.

Vodafone is the third mobile network operator
do be licensed in Australia. No further operators

The overall value
140 million
US dollars

will be licensed before 1997. In ac-
cepting the Vodafone bid, the
Australian Government said the
Group was successful, in part, becau-
se of its plans to market half-price ta-
riffs for customers who choose to use
the mobile service for local use only.
Using a patented technology known as
Micro Cellular Networks (MCN), the compa-
ny expects to be able to cut mobile call tariffs
by up to 50 percent in some circumstances.
MCN is a software operating system that
enables regional centres to be covered by much
smaller cell sites, reducing tariffs by elimina-
ting the need for a vast network of large cells.

Best service

Customers who make local mobile calls within
their “home area” are expected to pay only
marginally more than the local call fee from a
standard “wired” telephone.

The MCN service uses purpose-designed,
low cost base stations that are environmentally
unobtrusive. Local authority planning consent
is not usually required, enabling them to be lo-
cated quickly and easily in car parks, on roof
tops and at the roadside.

In a recent British survey, conducted by
Britain’s telecommunications regulator, Oftel,
Vodafone was shown to provide “the best ser-
vice to mobile phone users” with an overall
success rate for call connection of 93 percent,
against 88,7 percent for its rival Cellnet.

Kevin Casey (left), Vice President of EPA,
and Chris Gent, Vodafone Group Director,
at the signing of the supply agreement.
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With ARC the sweep speed can be adapted to how far you need. You can sweep an area as often as you want, you can skip over certain portions and give more importance
to others. Note that the illustration is not scaled.

ARC locates target

In conjunction with the PS-890
order being ready in February
there is good news about the
technically very interesting
supplementary orders. One of
these is Adaptive Radar
Control (ARC), a system for gui-
ding radar signals toward spe-
cially interesting targets.

This radar has the capacity to adapt itself to its
environment and to the user in a unique way. In
order to achieve this there is a need for an elec-
tronically guided antenna, where the radar be-
ams (lobe) can be guided electronically in va-
rious directions while the antenna remains in a
fixed mounted position. In the traditional radar
station both the antenna and the lobe are move-
able.

Electronic lobe guiding

Electronic lobe guidance, in everyday langua-
ge known as Electronic Scanned Array (ESA),
the need for a mechanical rotating table is eli-
minated.

In a system such as PS-890 with active ESA
the conventional transmitter is replaced at the
same time as parts of the receiver with distribu-
ted transmitter/receiver modules. These are
placed at the end of each antenna element. The
various transmitters send out signals, whose
phases can readily be varied individually. In
space the different signals are then relayed to
an antenna lobe , whose direction depends on
the registered phase determination.

“Above all ESA offers everything such as
advantages of instant lobe guidance and the
possibilities of shaping the lobe,” says Lennart
Hallberg, technical specialist in microwave
technology.

Manifold benefits

Sven-Erik Igerud is responsible for systems in
project management for PS-890 and is the one
who, together with marketing’s Carl-Gilbert
Lonroth, introduced us to the finesses of adap-
tive radar guidance. The benefits of ARC are
manifold.

“Sweep speed can be adapted to how far is
needed, you can sweep an area as often as you
want and not be dependent on the antenna for
guidance, you can skip certain parts and give
more prominence to others.”

To understand the finer elements of this
sweep capacity you can compare it with a life-
guard who from the beach with his binoculars
sweeps over crowds of people bathing and sun-
ning. Maybe he starts by making a thorough
sweep over the entire ocean of people, first on
land and then in the water.

See what you want
When he has done this and situation appears
calm, he can then take a closer look at a speci-
fic area, where certain people, who until now
was seen as all the others, begin to move about.
The alert lifeguard no longer wants to look at
everything and, above all, does not want to oc-
cupy himself with his binoculars looking all
over the place. He wants to be able to observe
certain critical points in order to be at the ready
in case something happens. During this time he
needs to be able to keep them under observa-
tion and he wants to be able to sweep back and
forth, he wants to be able to skip certain areas
and concentrate on certain others.

It is the same thing for an air traffic control-
ler. He is not always interested in everything.

“When the target begins to shift or begins to
react in a totally different way, the old method
is not enough,” says Sven-Erik Igerud. “Then

you need this new antenna where the beams
can jump to the interesting areas and do not
need to sweep an entire arc all the time, where
the operator can look as often as he wants at as
circumscribed an area as he wants and follow a
particularly interesting target as far as he
wants”.

The introduction of ARC offers above all two
key advantages: increased scanning in prioriti-
zed sectors and improved follow-up perfor-
mance toward a prioritized target. Increased
scanning corresponds to a large extent to an
eight-fold increase over the transmitting effect
in conventional radar. Thanks to ARC the
weight of the radar and the follow-up systems
can be kept down, which in turn means that the
radar can be borne by small, and hence, cheap
aircraft. As a result ERIEYE can thus be high-
ly competitive on the export market.

“ERE’s system (aircraft plus radar) will cost
about one-tenth of the American AWACS sys-
tem,” says Carl-Gilbert Lonroth.

With delivery of the first PS-890 radar,
which is planned for the beginning of 1996, the
ARC sytem will be in place.

Gunilla Bergman

Grou

A problem in an AXE switch
can mean huge losses for an
operator. That’s why it is vital-
ly important to restore telep-
hone traffic as quickly as pos-
sible.

When a problem arises any-
where in the world, the AXE
stand-by group is there to re-
spond. They are on constant
alert, 24 hours a day, seven
days a week, all year round.

So it’s a case of having your
toothbrush with you at all ti-
mes.

Emergency Service
give first aid to
AXE-stations

“If a problem comes up with an AXE ex-
change the operator can contact the emergen-
cy team any time of day,”’ says Lars-Olof
Bergman, administrator for Emergency Servi-
ce within Ericsson Telecom.

There are always two persons ready to go,
regardless of whther it’s a total shutdown or
any other type of serious problem.

In most cases the problem can be solved
over the phone. They “talk the operator into a
solution.” But a couple of times a year, some-
body from the emergency team goes out to a

p is on global st

switch somewhere in the world. It’s a matter
of locating the problem as quickly as possible.

“You can say we provide first aid for AXE
switches,” says Nils-Erik Bergstrom, a mem-
ber of the emergency team. “The best is if we
can resolve the problem directly. If it's possi-
ble, we do that. But very often it’s a case of
finding a temporary solution so that telephone
traffic is resumed.”

Emergencies

The twenty persons in the group are on stand-
by in addition to their regular jobs. In the cour-

se of a week two shifts of two are on stand-by.-

In total that amounts to about five week-days
per year per person.

Nils-Erik usually works with technical sup-
port in Market Operations Asia, Africa and
Latin America in Kungens Kurva south of
Stockholm.

“When I am on stand-by I always have a
phone with me,” he says. “It rings at least on-
ce a week, and that’s mostly after office hours
and on weekends”

“During 1992 we received a total of 52 calls
about disturbances in AXE switches” Lars-
Olof Bergman joins in. “We solved all but
three by phone. The other three calls needed
on-site action.”

“How serious the problems are naturally va-
ries with each case. In order to classify as a re-
al emergency situation it has to be a major dis-
turbance in transmission or a complete stop in
telephone traffic. Many of the calls we receive
are not of such serious nature, but nevertheless
we help out.”

No need to know it all
An AXE switch is a very complicated techni-
cal system so it calls for some specialist know-
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New dimensions with
BAMSE and GIRAFFE

The project with a three-dimen-
sional search radar, GIRAFFE

3D, already has a few years be-
hind it. its chief candidate as

collaboration partner, BAMSE,
has had a somewhat yo-yo type
of existence. The competition
has been for it, and then again
it has been against it. Despite
that the 3D project has moved
ahead at Ericsson Radar
Electronics, ERE, in Moindal.

Ever since the Swedish military’s Forsvarets
Materielverk (FMV) in the mid-'80s gave
ERE a feasibility study go-ahead for a 3D se-
arch radar, the GIRAFFE 3D has been walt-
zing with different partners.

First, it was the Robot 87 (a development of
HAWK), a system that was put on ice in defe-
rence to the tumbling economy. BAMSE sur-
faced as a project in 1986, but has had an un-
certain presence. With the FMV assignment,
the 3D study has become even tougher still and
so far has cost several million kronor.

Several applications

The radar is not uniquely designed for BAM-
SE. It also has a unique marine application for
the future.

There are already sea GIRAFFES, which ha-
ve succeeded in reaching a lot of popularity in
Canada and Malaysia.

There they have made tremendous efforts to
develop very costly and advanced stabilizing
platforms that are necessary for a radar on a
swinging platform.

The 3D’s radar construction permits both
cheaper and more elegant installations for re-
solving this problem. The 3D radar can also
function as a gap filler and covers aspects in
national air reconnaissance systems.

In the matter of disturbance protection the
2D radar’s already very good protection beco-
mes even better in the 3D version. Last but not
least, this type of radar goes well not only with
BAMSE but also functions remarkably toget-
her with the excellent HAWK air missile in its
present or advanced form.

Chief candidate
Undoubtedly, however, BAMSE is the chief
candidate now that the 3D project is entering a
new exciting era.

The Gulf war two years ago made it loud
and clear for all that without a medium-range
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air missile with an altitude reach of considera-
bly more than three kilometers, you are now-
here.

For Sweden's part it is well equipped with
short-range missiles (within the three kilome-
ter limit) and at higher altitudes the JAS fighter
plane will soon take over. But this is not worth
what it’s made out to be and it represents a
waste of money, some say, if the air bases on
the ground are not protected.

This is where BAMSE comes into the pictu-
re. And with the 3D radar.

“In order to function fully, the medium-
range system calls for a 3D scanning radar,”
Lars Kullvik at Y division in Molndal under-
scores,

The medium-range missile’s foremost mis-
sion is to force the enemy down below an alti-
tude of three kilometers, where there are many
short-range missiles that can deal with him.

GIRAFFE 75 or 2D radar measures the in-
tervening distance and bearing to the target.
Bat it only provides a hint of where the object
is located in the atmosphere. With its two radar
lobes, a high lobe and a low lobe, and the in-
terchange between them, it can in the best of
circumstances only provide a rough estimate
of height.

The 3D radar sweeps the air with a pen lobe
at the same time that it scans the side paths.
You get the bearing in the side path, horizontal
distance and height to the target.
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In the 3D radar the antenna consists of a lar-
ge number of cells, antenna elements, whose
signals can be guided independent of each ot- _
her. By guiding the signals’ phase situation
with phase directionals the lobe can be focused
in the desired direction.

Those who have occasion to use the 3D say:
“A target is located 73 kilometers away at bea-
ring 243 at an altitude of 6.4 kilometers.”

Those who stay with the 2D say: “There is a
target at bearing 243 with an intervening dis-
tance of 73 kilometers, altitude unknown.”

This is how the difference can be expressed
between second and third dimension.

Gunilla Bergman
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ledge among those in the emergency team. However, it
is neither possible nor necessary to know it all.

“It is not human to know everything about AXE, so it
is very important to have a broad contact network,"says

Nils-Erik Bergstrom.

Like in so many other things, it is a case of knowing
where to find out that which you yourself do not know.
“It can mean many hours with system documentation

re a problem is resolved ,” he adds.

“If we still do not succeed in solving the problem I al-
so have the possibility of simulating the actual problem
in our testing facility here in Kungens Kurva.”

Not always acute

The idea is that operators should call in to Emergency
Service only when it is a matter of an acute problem.

d-by for AXE

“Once the Swedish military called and complained of
a problem in their switch,” recalls Lars-Olof Bergman,
with a smile. “On closer inspection it turned out that it
was one of their loudspeakers that was malfunctio-

ning...”

Stockholm by flying ambulances.

But it often happens that there are calls when the pro-

blem has nothing whatsoever to do with the AXE

switch.

“On another occasion one of our overseas customers
called. They had received a bomb threat over the phone
and they wanted help in tracking down all the calls that
had passed through the switch over the present time.”

However, these calls are not usual, but rather most
often the calls have to do with the AXE switch and are
of 2 more acute character regarding telephone traffic.

Emergency Service always has the customer in focus
and is prepared 24 hours a day. Perhaps, the unit can be
likened to the SOS central in Copenhagen, with the dif-
ference that AXE switches are not flown home to
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“Teleworld of the future,” Contact’s series on how the tele-
market will appear between now and the year 2000,
deals in this issue with how teleoperators of the future
will be divided into two main groups: those who own

and drive tele networks and those who provide services to
subscribers. Two main factors will contribute to beavily
increased investments in telecommunications: develop-
ments in the terminal area and the possibilities to quickly

acquire new services in the fu-

ture network.

The material for this article
was taken from VECTOR,
the group for strategic net-
work studies in ETX. The
group, led by Berth Eklund,
is based in Lund, Sweden.

Telemarke
gains in value

Free competition is the best requirement for players in certain
markets to put the customer’s need at the center. In a competi-
tion-laden branch it is market forces that determine which com-
pany grows and which withers. A particular market segment can
be profitable over a certain period of time, only to become unpro-
fitable later. The different market segments have different life
cycles and their characteristics also differ in many ways.

This means that a company that may be suc-
cessful in one market segment can never be en-
tirely sure that it would succeed with the same
business idea in another one.

The choice of which market segment the
company will invest in is therefore difficult
and is of major significance for how the com-
pany’s organization, marketing and product
portfolio would look.

Globalizing

During the last decade industry has been mar-
ked by significant globalizing.

“  In many ways development has had the sup-

port of telecommunications, which bridges hu-

ge physical distances between customers and

A Changing Environmen

competition

regulations

companies and between a company's different
units. Through telecommunications a company
can also through very wide geographic spread
have functioning internal communications.
The business with an effective information
technology already now has huge advantages
over its competitor. It further increases the fu-
ture demand for effective tele services.

The new telemarkets can, in principle, be
said to consist of three different types of play-
ers: previous monopolists, new tele operators
and colonizers.

Monopolists

The national tele operators meet bigger and
bigger demands to take care of their global bu-

siness customers with rapid and customer-gea-
red tele solutions.

Parallel, the pressure increases from other
customers for better product range at lower pri-
ces as a result of competition. The traditional
operators will face two strategic choices in the
ever increasing competition:

B The choice between remaining in the home
market or expanding into new markets to gain
big-operation advantages.

B The choice between specializing or broade-
ning (investing in new types of activities).

In all relationships the operator will be for-
ced to acquire several organizations, each and
every one of which in an effective way can
meet the competition in the market segment the
operator chooses to invest in.

The American operator Ameritech has re-
cently restructured into 11 customer-oriented
business units. Each and every one is focused
on a certain market segment, for example big
customers, home subscribers and small busi-
nesses.

The large tele operators in the industrialized
countries are now buying up in ever increasing
number the tele operators in developing coun-
tries. Spain’s Telef6nica has bought into opera-
tor companies in Chile, Argentina, Venezuela
and Puerto Rico. Other large opera-
tors are buying up mobile telephone
licenses in several countries. Today
Bell South lies behind licenses in Argentina,
Chile, Mexico, Uruguay, Venezuela, Australia,
New Zealand, France and Britain.

The new operators

The entirely new players with telecommunica-
tions as their foremost business idea will natu-
rally invest in market segments that promise
most profitability. These players will not try to
compete with traditional operators in all mar-
kets but will rather choose only those segments
where new operators can gain tangible compe-
titive advantages.

The most talked about new player is British
Mercury, which took up the battle with BT,
above all with business subscribers. In Japan
the new long-distance operators since 1985 ha-
ve won more than 55 percent of the market
from NTT.

Colonizers
These new players in tele-
com have their core busi-
ness in something else.
Very often their core activity is
either stagnating or in reverse.
Hence these companies try to ex-
pand into new areas. There are many ex-
amples: Kanto Elecetric Power is a power
company that now own huge sections of Tokyo
Telecommunications Network. The Swedish
Railways is a subcontractor to Tele 2 in
Sweden.
‘What segments the players focus their busi-

ness activity on, that is to say what roles they
choose to play, affects the entire company. In
the choice of role there are two principal modes
of activity that become ever more crystallized.

Two extremes

They are two extremes that stand out even mo-
re clearly now: activities that bridge geograp-
hic distances — Bridging Distance (BD) — and
activities that go out to offer the market ser-
vices that raise the value of telecommunica-
tions — Adding Value (AV).

The modemization of tele networks, which
is now moving at full speed ahead in the indus-
trialized countries, is meant at the highest level
to streamline operations and maintenance. This
has led to existing players in the end having lo-
wer costs, while at the same time entrance tick-
ets for new interested parties cost ever more.

The tele networks of the future will be able
to accommodate all types of services. Hence
the differences between different types of net-
works will be eliminated.

Operators that opted for the BD role will be
competing by offering the cheapest transport
network. Every opportunity that could lead to
reduced costs will be explored.

One such opportunity is to expand through
acquisitions of shares in other operators. The
future will show that minimum size in order to
drive telenetworks in an economically effecti-
ve way will increase.

Size will be a crucial competitive element.
The number of BD operators will therefore
shrink in number.

AV role

For the players that chose the AV role the futu-
re appears quite different. Here the market for
different services will be split up considerably.
Ecah service will be short-lived and hard focu-
sed on customers.

The target for an AV player remains to de-
termine his market segment so well that the
player will be sole supplier of a product. Of
course this is not possible, but strong striving
in this direction demands enormous flexibility
in the player’s different offers to customers.

Since the AV role implies a short life cycle
for products, the players will try to maximize
their input to cover investment costs.

It is in the AV role that the number of play-
ers will grow. First of all it is colonizers from
other industry sectors that are interested in this
segment of the tele market.

Driving forces

Liberalization and increased competition mean
that tele markets will again increase in terms of
volume value, among others as a result of the
number of players increasing on the operator
market. There are four main driving forces be-
hind the market’s expansion.:

B A regulatory structure that permits competi-
tion on like terms.
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B Increased access to customer-adapted products at

marketable prices.

B Increased use of capacity in the network through
sales to other operators.

B Conscious support activities for services and ter-
minals from BD the BD operators’ side, with the
aim of increasing utilization of the network.

Terminals do the driving

Undoubtedly the bulk of expansion lies in terminals,
as well as in services that are strongly linked to ter-
minals,

Expansion in mobile telephony is a good example.
An explosion in the terminal market is just around
the corner.

The lion’s hare of growth in the future will be in
those market segments that are geared to customer-
adapted services (AV role). The segment for pure
network operators (BD role) on the other hand will
stagnate in the industrialized countries.

A report recently published by the British consult-
ancy bureau Analysis shows that the global telemar-
ket will double in value over the next five years — if
competition is introduced.

Customer suitability

Telemarkets today are geared more and more toward
customers as private individuals. Customers demand
ever more services that one feels are specifically de-
signed to meet their own specific needs.

The operator who can offer services that makes
each individual feel he is unique will obviously very
successful.

When a market or sector reaches maturity, compe-
tition hardens in general. Here a process is effected
in which customers are divided into groups and ser-
vices are adapted accordingly.

The company tries very early on to make a strong
link to special customer groups and to develop pro-
ducts in close collaboration with its customers.

We live in a society where information is one of
the most important cornerstones. The quantity of ac-
cessible information is growing like an avalanche.

Information flow will cascade for many groups. It
calls for suitable methods to structure this flow and
to select the right channels for information.

Information needs to be filtered and composed ac-
cording to the customer’s needs and desires. It is al-
so important to adapt to people’s way of communi-
cating with others.

By using several of our senses we can more readi-
ly receive, exchange and digest this information
flow.

That's why customers are increasingly asking for
information to be adapted to them — instead of the
other way around.

Security and ease

In the coming decade security and ease will certain-
ly influence the market in many ways for various
services.

As more and more people throng to the major citi-
es, they will be more and more uncertain of their
own and their neighbor’s security. The many uphea-
vals from habitual home environments, as many fa-
milies will be forced into, contributes to this feeling
of insecurity.

Already today, therefore, the branch for protec-
tion, security and arms is the fastest growing sector
in the American economy. There are similar tenden-
cies in France and Britain.

Clearly we are on the verge of dramatic change in
the tele industry.The old technology view of telecom
is on the way out and is being replaced by a flexible,
customer-oriented, service-focused market. The
new world picture will make huge demands on com-
panies’ strategic planning capabilities and their
knowledge about the market.

Text: Anders Eriksson, Eva Lindqvist
and Henrik Palsson (co-writers)
Editor: Lars-Goran Hedin

in the future terminals will drive developments in

to an
even greater extent. In France, which many look at as a pacesstter in terms
of tele trends, Minitel has been a big success. This is a simple computer ter
minal , which, via a tele network, gives subscribers access to tons of infor
mation and a wide range of different services.

Terminals take over

Development of the terminal area is
one of the major driving forces on the
telemarket of today and of the future.
It is terminals that pave the way for
new services and increased value
growth on the market. The number of
terminals and the different types that
are available will in large measure lay
the base for investments in networks.

Growth in mobile telephony is a very
good example. The entire driving force
for this is access to small, light termi-
nals. When the German Mannesmann
Mobilfunk launched its D2 network in
Germany, it took several months befo-
re the number of subscribers took off.

it was only when there was access
to portable terminals that things be-
gan to happen. Then came growth as
never before.

Network operators must also acti-
vely support development of terminals
to be able to develop their own buai-
ness activity.

The greatest part of traffic increase
in general tele networks stems from
the increased use of telefax.

Terminals of the future will be diffe-
rent from those of today. A new type is
the general multiservice terminals
that can handle a number of different
services. These are very powerful ter-
minals that can handle several medi

ums simultaneously. They are popu-
larly known as “muitimedia termi-
nals.” it is a combination of different
types of terminals existing today, lar-
gely influenced by today's personal
computer.

The other group is very heavily spe-
cialized terminals, closely associated
with a particular service. A remote
control switch can be such a terminal.
- Common to most terminal types is
that they will be all linked to a com-
mon infrastructure.

All terminals in a workplace are lin-
ked to a local network in a room,
which in tum is connected with a de-
partment or residence network.

There are examples of successful
tele services that are not driven by ter-
minal developments. Instead, these
have their origin in increased functio-
nality in tele switches. An example of
such services are the 020 and 071
tol-free numbers. These can be rea-
ched from the entire installed base of
telephones.

Many recognized analysts and futu-
rists in the tele branch say that ser-
vice operators, who offer their ser-
vices from a central node (as in the
French Teletel concept) will represent
more than a quarter of the total tele
revenue aiready by the year 2000.

Role Characteristics

Traditional Market
Position

Market Segmentation

Reregulation and
Competition
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The new sportswear sults many sports. It can be ordered from the personnel store in Karistad. Anders Larsson at Ericsson Mobile
Communications in Rissne, Sundyberg, can help with getting gear for special events in different sports.

Everyone is a winner
with the right gear

Thousands of Ericsson employees practice aerobics and sports in
some form during their spare time. There are several hundred

sports clubs in the company.

A thrilling offer is made to everyone now. Ericsson has come up
with a collection of sportswear, of high quality and at a low price.

Since the clothing is CVI approved, this is the clothing that
must be used in sports context since the company contributes to-
ward costs for gear, registration fees and such like.

Gymnasts and sports enthusiasts in the compa-
ny have long sought a good collection of
sportswear in the the range that the company’s
personnel shop offers. Local initiative has
been taken in many places but still missing
was a common design that took into considera-
tion Ericsson’s CVI rules and that really made
the company’s participants visible at, for ex-
ample, major sports events.

Anders Larsson at Ericsson Mobile Com-
munications in Stockholm has just come up
with an entirely new sportswear collection.
The guiding principle for the task was to come
up with smart clothes that is easy to identify
with Ericsson.

“When we designed the clothing we really
put a lot of thought into it,” recalls Anders.
*“The position of Ericsson’s logo, the choice of
color and design were all discussed with the
CVI committee, whose job it is to see that the
rules are followed when the Ericsson name and
logo are used,” says Anders. That's why this
collection is CVI-approved.

High quality

The clothes were designed in collaboration
with Terinit, a leading Finnish manufacturer of
leisure and sports clothing. It is of truly high
quality. Ski outfits, which Anders himself has
tested on the slopes, are very light but still
warm — the cloth breathes out humidity from
the body.

“Terinit adapts the properties of the clothing
to how it will be used,” says Anders. Hence we
are able to offer clothing both for the really
qualified sportsman and for those who want to
use it in a more relaxed tempo.

Several variations
It is not only ski outfits that have been desig-
ned.There is also a whole line of clothing for
different sports and purposes. Jackets in va-
rious models, pants in various lengths, Tee
shirts and linen — there is a wide selection to
choose from.

“Now that We have come up with a com-
mon design program it is ea-
sy for Terinit to introduce §
special gear for, for exam-
ple, orienters, if they have
special purposes for such,” | -
Anders explains. .

Worth the price :
Although the clothing is of

high quality, it is being sold
at very competitive prices.
Just as is the case with sai-
ling jackets that Contact
wrote about earlier, it is
through bulk purchases that

sportswear from specialist suppliers in the fi-
eld,” says Anders. “What distinguishes them
from others is the quality and the Ericsson de-

sign.”
Standard

It is not unusual that sports clubs in Ericsson
participate in various major sports events. In
this context there is often a certain sponsorship
from Ericsson’s side. The CVI-approved col-
lection of sportswear facilitates getting sup-
port for leisure activities.

“I propose that managers who in future are
asked to contribute to competition gear, regi-
stration fees etc. should see to it that partici-
pants from Ericsson use the new sportswear,”
says Ericsson’s information director, Nils
Ingvar Lundin. “Since this clothing so smartly
displays the Ericsson name and makes it easy
to identify participants from our company, the
company gets more benefit from sponsorship.

“Our employees are the best ad vehicles we
have for Ericsson,” Nils Ingvar adds.
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In sports events, it is natural to have the same type of

prices could be keptlow.  gporsgyaar. Still, a commonly used collection has beon mis-
“This clothing is not mo- “mmh:mmh-h—m
re expensive than other ped at local initiative ~ as in the picture above.
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eturn
to paradise

year was 1990. Ericsson reported its
biggest profits ever. Contact’s May issue
confirmed logically that Ericsson was in
paradise. An inviting coral island beach made
the front page. Then came the tough years 1991
and 1992, where profits shrank and paradise felt
far removed when one read about the ongoing
recession and all the other misfortunes in the
world.

Still - who would have believed one year ago
that Ericsson could pull itself so quickly out of
these depths.

After attending Ericsson's annual sharehol-
ders meeting on May 11 it was hard to restrain
one’s feelings. There were many who celebrated
that evening. Rarely has a Swedish company
eamned such praise and a Swedish management
group been applauded so fervently by its share-
holders.

arsh discussions about golden parachute

agreements and misguided business aff-

licted other companies during the
spring. The Swedish shareholders organization,
Aktiespararna, is known for its tough questions
to the board. Here at Ericsson’s meeting they got
up and called for a round of applause for Erics-
son’s management.

Still, in the end the question of the golden pa-
rachute came up — from an unexpected source. A
faithful old servant among Swedish shareholder
wondered a bit discreetly and somewhat shyly
whether Ericsson had any such parachute agree-
ments. The chairman, Bjorn Svedberg, said that
there were such things in the company but they
were not taken to excess. There are many market
upheaval factors that in the mid-"80s made thisa
prerequirement for recruiting executives to lea-
ding companies in Sweden. Moreover, Ericsson
is closely watching the results of the various
committees that are working on developing rules
in this area. It was typical of this celebratory oc-
casion that the thousands in the auditorium were
readily contented with this response.

Press coverage and TV broadcasts on Erics-
son following the shareholders meeting and the
release of the earnings report could only be de-
scribed as something of a jackpot for the compa-
ny. Ericsson was held up as the real winner in
Swedish industry — and that we can say is well
deserved.

In New York more shares than ever were
bought and the price went up steeply. The rise in
Stockholm the day after was a record. All-time
high for Ericsson stock, word of large hirings of
new personnel and constant new big orders. If
that isn’t paradise, what is?

But, as Lars Ramgyvist clearly indicated the
last time we were in paradise: “No tree reaches
heaven.”

It is equally important today, as it was yester-
day, that we TRIM further. So that we can afford
the price of a ticket if we want to get there - to

paradise, that is.




